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INTRODUCTION

BEEEERMIMEEETSNARKR  HEEREKNREEAERNTRNEAR - HEERNEE
RERMIHEEN - ETNETEKNERFENEMCER - DENTESETD - FEHEN/NRE KD
MR EERAEMEENE  BRENATEBNEMR R R MREAD TIENERER - KRR TH
BEEHEMZITTEVRFEERR -

REM Y EEREKEREEATSRRBEMEEERE - BEEABEN 2024598 BRRER T —1
SABATT  WEW AT T 10632 XHENEABIE - TR EERTELEREFEENTHRE » i
HHEERSEEEFTRNERNEHRE  WRARSBRBKEFXEEATZNRERBS HEER
FRATHFRBRS - LEHERRE B ithiEH SR -

HEES B S RIIR20244F - BFEREREEtenal Group Bl MONEEEABMAUL @ IHBEARHE
NEES - BERAIFNEE D - ZRERMNEEHE @ RESEZITXUEFTHNERMERD - WLUSIE
ENHESENSDRE S EMLR  BlSULES:  DIEVEERER -

As the consumer market in Hong Kong and Macau matures, the demand for perfumes and home
fragrance products continues to evolve. Consumers are increasingly focused not only on the function-
ality of products but also on the uniqueness and personalized experiences offered by fragrances.
Amid fierce market competition, many emerging niche perfume brands and home fragrance products

have emerged, offering distinctive scent profiles and personalized designs that better meet the

specific needs of segmented markets, reflecting consumers' ongoing pursuit of product diversity.

To comprehensively understand the development trends of the Hong Kong and Macau perfume and
home fragrance market, as well as consumer usage patterns, the International Fragrance Association
conducted a survey in September 2024, collecting and analyzing data from 1,063 respondents
regarding their usage habits and preferences. This research aims to provide valuable market insights
for industry enterprises, helping them develop products and marketing strategies that better align
with consumer needs, while exploring the development trends, consumer preferences, and market
opportunities in the Hong Kong and Macau perfume and home fragrance market, enabling relevant

industries to better grasp market dynamics.

The International Fragrance Foundation was established in 2024 by Eternal Group, dedicated to
enriching the art and culture of fragrance, fostering public appreciation for the connection between
fragrance, art, history, and innovation. Through the transformative power of scent, the association
aims to promote inclusivity and cohesion in Hong Kong's multicultural landscape, inspiring social

change and integration while transcending cultural barriers.
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m i’ﬁ*ﬂi/ﬂ.
MARKET OVERVIEW

HENKETIZE2024F FHERBHBENERED 222 TERER | BERNEE - BUFHNZE
MEAIRER LU R & TRERICOVID-1 9[R 4l A AT 1 R IR L 7 ER B RO RERE -

RIT2024F EXFHEIE - BENAMAEREEF _FERFIBRTY 3.3% ; RPITE20244F L Fixfs
2042. TEORPITTRIAMAE EARE » BRI 15.7%MEE R R - AEFKEMNTBAETR - BENTEHERE
SHE2024F B RA5% » ZEIMA280FET - RETH45F - RUTERENEERRNER - LHERE
BEARMER ¥R tkmAEEREER L -

EERBBRHEEEEONEDS IE - MIZENMEERET - FEREEEREE  HRhEANREES
AEMNTRFEER -

@T

Hong Kong's economic market demonstrated moderate growth potential in the first half of 2024,
primarily influenced by a phase of ‘moderate recovery." Supportive fiscal policies from the government

and the gradual easing of COVID-19 restrictions provided a solid foundation for economic growth.

According to data from the first half of 2024, Hong Kong's gross domestic product grew by 3.3%
year-on-year in the second quarter, while Macau recorded a GDP of 204.27 billion patacas in the first

half of 2024, reflecting a significant increase of 15.7%. PwC Hong Kong forecasts indicate that Hong

Kong's retail sales are expected to grow by approximately 5% in 2024, reaching about HK$428 billion.

Looking ahead to the second half of the year, a more pronounced recovery in retail sales is
anticipated, particularly in the categories of department store goods, pharmaceuticals, cosmetics, and

luxury products.

These figures indicate a gradual restoration of consumer confidence and an increase in market vitality,
especially in the luxury goods sector, where there is sustained demand for high-end perfumes and

home fragrance products.
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HEBETROM
CONSUMER BEHAVIOR ANALYSIS

BEEABRSET - REEEENRMIMEE2024F EHFE TEXEKXEEAEMER  WRAEHE -
#2024 9B R - FEM CERAMEAED ZBIRRSE  BPOMEN - KIEIKT06313HE < ERHA
BEEERARBRMEEEENEMEETEERY - AKEIIFRENNRRERREEAERE
TIZHRE

The International Fragrance Foundation conducted a survey on the "Use of Perfumes and Home
Fragrance Products" in Hong Kong and Macau during the first half of 2024. Starting in September 2024,
an online questionnaire method was used for data collection over approximately two weeks, successfully
retrieving 1,063 responses. The survey aims to delve into the usage habits and consumption preferences of
consumers in the region while focusing on the performance of emerging niche perfume brands and home

fragrance products in the market.

HELEEEZHERA
Key Categories of Consumption in Daily Life

HEAREEEIEHELEN T  BERKMRE21.14%  REFBEWHEEE @ BOSBEEHEAZENER
EmNER - RaKREMIRED RO BME17.72%514.08% © thoh - IRTTHEEREHOEE LD B A
11.38%F010.67% » REAHEIEBEWAEERBENREERNER - REREFRERAVLLHI 25 %10.57%M
9.54%  BNHBEEHRETIREEENET  MEBAMIEA67% (RE—)

In the main consumption categories of daily life, skincare and cosmetics accounted for 21.14%, making it the
most significant consumption item, highlighting consumers' emphasis on personal care and beauty products.
Food and beverages and apparel accounted for 17.72% and 14.08%, respectively. Additionally, consumption
in travel and home living was 11.38% and 10.67%, reflecting consumers' demand for quality of life and leisure
experiences. Leisure entertainment and health products accounted for 10.57% and 9.54%, indicating

consumers' focus on health and entertainment activities, while sporting goods made up 4.67% (see Table 1).

R KEH

Food and Beverages

17.72%
&S R L

Skincare and Cosmetics

A 21.14%

Apparel

: H
14.08% sk f
IFEHEER .
Key Categories of 0.23%
Consumption in ——

1T Ll L2 =i Sports Consumption
Ti |

-" ;/esy Supplerlr]IZnt 4-67%
N 9.54%

- INESLEES
H£ERE Entertainment

Home Living »
10.67% 10.57%
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HEER KB RE RET

Daily Perfume Usage: Habits and Preferences

9151 UMZHERNEBEAETKNEIE  MB4IURIKKEE (REXZ) - HEABTKNZHES
60.46%ZRIFLNE « BARNTHIRIBELHEK 2157/ HEFERR—HEK  FRBEAERR— M
17.97TRRBELEBR—HEK (RR=) -

91.51% of respondents indicated that they have a habit of using perfume, while 8.49% reported they do not
(see Table 2). Among those who use perfume, 60.46% choose different perfumes based on mood, occasion,
or season; 21.57% use the same perfume daily but switch for special occasions; and 17.97% typically use the

same fragrance (see Table 3).

== BKHEREIE

@2 perfume Usage Habits

== BIKERRL

@S perfume Usage Preferences

HBEERR—MEK -

| usually use the same perfume.

/.97%

HERREREMATEEK - LIRS
BB EFRRRE
| tend to use several different perfumes,

choosing based on mood, occasion, or season.

60.46%

HE—REKERREA
ER—HMARENESE -

| have one perfume for daily use and
another for special occasions.

21.57%
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BKEERZR RIFRE

Key Factors and Preferences in Perfume Selection

BREKEEZERAR  IHENREBER » 35.62%MASREERNOEREREK M
31.56%AIEERRISEMNTER © 16.45%ZHEENFHMRRMHER » 5H16.38%HI AR
HivEE8RE (Rxm) -

HEEENEKELTTH » 48.19%NWEFERFEER » RARIEVLMEE - HXEAEEHR
1521% ; REANEBEAD A R14.95%F11.21% - RATANE S EHANEHERE  ER
2.19%F0.77% (RER) - BLBEET  LEREENEEN SBREEMA -

Regarding factors influencing perfume selection, 35.62% of respondents indicated that they
choose perfumes based on their mood that day, while 31.56% consider the needs of different
occasions, and 16.45% make selections based on seasonal factors. Another 16.38% mentioned

other considerations (see Table 4).

In terms of preferred types of perfume, 48.19% of respondents favored floral scents, making it the
most popular choice. This was followed by woody scents at 21%, fruity scents at 14.95%, and
citrus scents at 11.21%. Oriental and leather scents were less favored, at only 2.19% and 0.77%,

respectively (see Table 5), indicating that floral scents dominate perfume selection.

£
Table 4

EFal
Table 5

48.192%

EERKNERRER

Considerations in Perfume Selection

31.56% 16.45%

TREE THEIME
Different occasions Seasonal

= Y ﬁﬂﬂ
== %Eg’b Iaﬁz Other

3C 6o, 16.389,

EEmEkEE

Preferences in Perfume Selection

er .
1 .69% iii?ascents
%Hé;@ O. 770/0
Oriental scents .
2] 900 Z?:ﬁfﬁents
. 11.219%

Fruity scents

o
14.95% AEEB
Woody scents

2%

Floral scents
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BKEEMNER EHERAERZNEZE

Perfume Application Locations on User Experience

Fh (29.87%) FEEES (26.32%) REFHRNETKUE (REN) - HEEKEK » 31.54%H%H
BREIBDEK © 22.54%NEZFHERRBRT BE @ BRATKERTEANVSNEREEHTEFE
ZEM (RXL)

Wrist (29.87%) and neck (26.32%) are the most common locations for applying perfume (see table 6).
After applying perfume, 31.54% of respondents felt relaxed, and 22.54% felt more confident, indicating

the important role of perfume in enhancing personal image and social interaction (see Table 7).

=~ BKERUE
7@l perfume Application Locations

B
Shoulders

— - o Q&L /%
2 RO L7

B\ G
Hair SRED

= Neck
~ 1.18% . 2632
291

Behind ears

1%.242%

RS0

Relaxed

31.549,

Ema1E
Increased confidence

=t

22.54%

BIKERRRIRR

Using Perfume

BIUBHER
Established self-image

20.82%

Feelings After

RFIREIN

Enhanced attractiveness

| /.949,

& i
Increased focus

6.13%
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BEEKEREEFEMNEERNZRERENRE
Considerations and Channels For Obtaining Information on
Purchasing Perfume and Home Fragrance Products

EREYEBERRNRERZRE © hi31.2%  BARZTETREERFHRRNERERE - B1% (21.13%)
MFAEARR (1472%) TEEZREE > KPHBEESEREKAZEEAERNH ZEHRREBATR
(BEN) -

EEEEIANE  AREREREEMNRE © 1538.07% @ ERRT ERBALRIET » ZoEHR ETERK
TR o B (25.91%) MAARRANER (16.83%) ARERMERESTMETEEAE  BRLE
HXFEONEFE (REN) -

Scent is the most important factor influencing purchasing decisions, accounting for 31.2%, indicating the
significance of scent in product selection. Price (21.13%) and alignment with personal style (14.72%) are
also crucial considerations, reflecting consumers' desire for products that represent their personal image

(see Table 8).

In terms of information channels, social media is the primary source, accounting for 38.07%. This reflects
the increased reliance on online platforms in the current digital environment. The internet (25.91%) and
recommendations from friends and family (16.83%) also play significant roles in providing product

information, highlighting the influence of social dynamics (see Table 9).

=\ BEBAKRREEFERFNEERZE
@8 Influential Factors in Purchasing Decisions for
Perfume and Home Fragrance Products

BERE
Purchase
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3.21%

G N
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14.729%

s -
ing desi BARE
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11.742 At

1.72%
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6.46%

RIEREE
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THIZIRRE
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=+ BKRREEFEMEER) =— BXEI2EARBEEKR
Tele 10 Channels for Purchasing Perfumes el FEEAERIRE
and Home Fragrance Products Purchase Frequency
in the Past 12 Months

BKRREEFERBERE  ARREREZE

Y Pa

Purchasing Channels, Frequency, and Price Acceptance in Brand physical IO 4
Perfume and Home Fragrance Product 3 3 2 70 6 thosaarrore
Hith
o /O Other o .
0% 122X
BRAERIELRTIDNMEIE - (£33.27% TR LW TANESATAHEIS19.669%6T19.1% - EREHEE 0.699, 1-2times

MAERERIEFMEHNERERTSBENENE (RE+) -

B
Brand official websites

13(;%5/ 68 81 O/o

Finens 10.499
N == = = [m] N N B[ i yeR D 5 N
EMEEE AT - 6881%NEHEEBE2HARNHEEKRIEENERIIRES 2R - RREHEEHE KR T . ° i
(6} & None

BEERAM ; 10.95%MZHERTBEIELR * 11.6%MNZHEBEORILLE (BRE+—) - BEHE - BRI ] 9-] /0 RRR e ors 8 630/
R65% » TI181520.29% - BB KRRBEAEMERESS (MHARAR) FABNNHE (RE+D) - 1 6,79% : 0
EEREZESH  46.13%MEHERTIEINERBLERS01ET,0008T » RREEEEHNSEUEKRH
BA - BRMBPIERRENRENER (RER+=) - HRREFLAEM  61.00%WXHERTAEZNEKEE
7 T100E5008 7T 5 29.79%MXHE A HEZWERKEEERS01E1,0008x (RFR+MM) -
Physical brand stores are the most popular purchasing channel, accounting for 33.27%, while online shopping platforms Conly %E§7k&§l§§§§%ﬂgmﬁ ol éﬂ(ﬁ*ﬁﬁ%g (}%i’,)

g PopHEP 9 ETANNE Becotming 1 55 7% SHOPPIRS P 12 pyrpose for Perchasing Perfumes Tl 13 price Acceptance of
and department stores account for 19.66% and 19.1%, respectively. This indicates that consumers still value the product and Home Fragrance Products Perfumes (H KD)
experience and immediacy offered by physical stores (see Table 10).
In terms of purchase frequency, 68.81% of respondents reported purchasing perfume and home fragrance product 1 to
2 times in the past 12 months, reflecting the lasting nature of consumers' choices; 10.95% purchased 3 to 5 times, and
11.6% purchased 6 times or more (see Table 11). For usage purposes, 65% reported purchasing perfumes and home )] $1,001-$1,500 $501-$1,000

/ F I e

fragrance products for themselves, while 20.29% indicated purchasing them as gifts, demonstrating the role of perfumes O P Ag—éﬁts 20. 750/0 4 6 1 3 O/
and home fragrance products as gifts for special occasions, e.g., holidays or birthdays (see Table 12). 6 50/0 20.290/0 $1,501-$2,000 . P . O

Regarding price acceptance, 46.13% of respondents indicated that the acceptable price range is HK$501 to HK$1,000,

6.96%
$100-$500

o 22.81%

reflecting consumers' recognition of mid-to-high-priced perfumes, showing their emphasis on quality and brand (see
Table 13). Meanwhile, for home fragrance products, 61.05% of respondents stated that they consider the acceptable
price range to be between HK$100 and HK$500, while 29.79% are willing to accept a price range of HK$501 to HK$1,000
(see Table 14).
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= REERBLERESE (Br)
Teble14 - Price Acceptance of
Home Fragrance Products (HKD)

1.649%

2.139% AraEre
$1,001-$1500 NS PARL
29.799, $501 - $1,000
$100 - $500 61.05%

BIKmELEEER

Trends in Perfume Brand Selection

FehE FTE A E K RS RE R B BAFERY 245+ Christian DiorBER % — » E XA ChanelflJo Malone London +
EREY ELRBEEEE ORISR AE o A - ERIARRET 0 EEREMLETY NERLE BT
HEEEHRmREKNEEREY (BRER+HR) -

TE20EEKBEHEZT > NRRBELEGE - 2 BIRZDiptyque ~ Byredo ~ Le Labo ~ Clean » Penhaligon’s
FMemo Paris © 5548/ \R RIEN HE IR RBCEEE W R ENE M IR - WA Y M3 RERE - D
MERNER (BREXR+AH) -

EHEHNERNNRRENEREES » E1063UZHER - HI5.05BRTERETNNRRBIFIEXRFR
FERER  MEFLSBUNMARTAS - BREKRBRHEEEH/\RRENEZES - RRT HiEHHEE
FHMEEHCEFNTESRR > YRE T NEREEEKHETWETRRES (RR1+X) -

The perfume brands used by respondents show significant diversity, with Christian Dior ranking first,
followed by Chanel and Jo Malone London. This highlights the standing and recognition of these brands in
the minds of consumers. Furthermore, among the top five brands, luxury brands occupy four positions,

indicating a sustained preference for high-end fragrances among consumers (see Table 15).

Among the top 20 perfume brands, é are niche brands, including Diptyque, Byredo, Le Labo, Clean,
Penhaligon's, and Memo Paris. The emergence of these niche brands reflects contemporary consumers'
pursuit of uniqueness and personalization, emphasizing their focus on brand stories, ingredients, and

scents (see Table 15).

Respondents showed a high willingness to try niche brands; 95.05% of 1063 respondents indicated they
would be willing to try niche brand perfumes and home fragrance products, while only 4.95% said they
would not. This result demonstrates broad consumer acceptance of niche brands, reflecting the ongoing
demand for uniqueness and personalized fragrances in the market and highlighting potential development

opportunities for niche brands in the perfume market (see Table 16).
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il
Table 154

ES
Table 15

BkmEEEESE (FIHE20ERMEES)

Trends in Perfume Brand Selection (Top 20 Perfume Brands)

@  ChistanDier
9 Chanel
©®  JoMalmelondon
e Hermes
e  Che
e Gucci
©® Dipyqe
@ Anna Sui
@  Yessantlawent

@ Calvin Klein
®  lseyMyake
@ Narciso Rodriguez

® = TmFad
@ Byredo
&  tetab

@ Bvigari | Clean
@ Dolce&Gabbana | Elizabeth Arden

®  Loewe | Pemhaligons

@ Louis Vuitton | Maison Francis Kurkdjian | Memo Paris

BE R
Willingness to Try Niche Brands

XEEFNEREER ERRFRIHERERZHNTE
Home Fragrance Usage: Habits, Preferences and
the Influence on User Experience

T2.05%MZHELRTBERREELANEE ERTHEAEMERERETNEZER (RE1T1) - Z9HEY
NAEFNEMNREERZHA > EARBEIRESREZELEE - (524.53%  REEHEEE  1521.58% -
BERBH (1856%) MREFELAER (17.63%) AEZEZHENSH  MEEARME17.19% (RER+N) -

29.32%NFHEFRNERREEAENTES VEN  BRHEAERANOERENEAZE - AthRZaREE
EEREAE (18.5%) FIRAATEERR (18.24%) » RMEBEAAEREERHNLEE (BR1+)

72.05% of respondents indicated that they use home fragrance products, demonstrating the widespread
application of fragrance products in home environments (see Table 17). Respondents' preferences for different
fragrance products show diversity, with reed diffusers being the most popular type at 24.53%, followed by scented
candles at 21.58%. Aromatherapy oils (18.56%) and home fragrance sprays (17.63%) were also favored, while

fragrance stones accounted for 17.19% (see Table 18).

29.32% of respondents indicated that using fragrance can relieve physical and mental stress, highlighting the
positive impact of fragrance products on mental health. Other benefits mentioned include creating a space
atmosphere (18.5%) and enhancing the sense of life rituals (18.24%), reflecting the multiple functions of fragrance

in the home environment (see Table 19).
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@17 Home Fragrance Usage Habits
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@18 Types of Home Fragrance Products
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=n ZREENERARHRZ

@19 Feelings After Using Home Fragrance Products
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OPPORTUNITIES AND CHALLENGES
FACING THE FRAGRANGE MARKET

BARRMER S EHERE
Marketing Opportunities

ZHLERRT
Diverse Product Range

HEEHERINREERAERBRNSHA  EERMARE
2HEMERSLUNERRNTFER - HiZHARAEHNESAES
MBRKAREN - BFEK  FLEE  BEER 5B
F o MEEBKHRENR  SHUERKNENLEMREEN
IR EEE - RMAREMDISIEERAIE BT SHE -

As consumer demand for perfumes and home fragrance
products diversifies, brands need to develop a more compre-
hensive product line to meet various needs. There is growing
demand for different styles and fragrance combinations,
including perfumes, scented candles, diffuser products, and
essential oils. Brands can attract consumers by launching
limited editions, seasonal products, or exclusive collections in
collaboration with renowned artists, thereby expanding market

share and enhancing customer loyalty.

ES{LANAR EEHE

Digitalization and Online Sales

S CHAMNR DHEMBRES R RE Y EREBHEEN
e @BPLLEETE  REEABEELERE, LR
BHEEENBEZENRFETEME R - NRLRESR
ETBELHUNERSIERMAETE  BRITETNEYRE
B o LLsh o RIBERLUEBR L TEREREENE  E—5
BILERMNIRE -

The rise of digital transformation and online sales provides
brands with direct access to consumers. Through online
marketing tools, brands can precisely target potential
customers and offer personalized recommendations based on
purchasing habits and preferences. Utilizing social media, email
marketing, and search engine optimization can enhance the
shopping experience. Additionally, brands can collect
consumer feedback through online platforms to further

optimize products and services.
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AL ERFEKIES

Growing Demand for Personalized Products
HEEHEMCMERCERBRNER - REATLIFEREMCEK
MRBEEANER M EEENBRER - fIRBEESENETE
FER  REETCEERS ERAERTERETBRTMNEE - B2kt
IR mENER(CESED
As consumers place greater importance on personalized and
customized experiences, brands can develop options for personal-
ized perfumes and home fragrance products to meet unique
consumer needs. For instance, customizing scents based on
customer preferences or offering personalized packaging. Such
products not only enhance customer satisfaction but also

strengthen the brand's competitive differentiation.

it R IREERE D

Influence of Social Media
HREBNREZREDIREHLRENSNEEES
08 - REAURNBREEEH  BRAFERERNK
EEMHBRLE - 1t HRERTEHRRE Y R
REBRE  EREEANKT BEEENTLNRE -
WAEHARERE » AMIEREEESHE -
The rapid development of social media allows brands to
interact with consumers creatively. Brands can leverage
influencer marketing to promote products and increase
market visibility. Moreover, social media platforms
provide excellent feedback channels, enabling brands to
quickly understand consumer needs and preferences
and make necessary adjustments, thereby enhancing

consumer engagement.

R A

Technological Innovation
MEAHIER - ERRE (VR) MEIEER (AR) » &M
BERMT2IMNBYIEER o M ™ LI R ELEITRAE S
RAMEZLE) @ flaEeEREATIERREEREREE
BELBENRRBREANREEANERNBR - ENERR
THEAERVEBEEER - EADB R MEMIAIHYR -
The application of new technologies, such as Virtual Reality
(VR) and Augmented Reality (AR), offers consumers a new
shopping experience. Brands can utilize these technologies to
enhance product displays and customer interactions, such as
virtual scent trials or AR applications that allow consumers to
experience the scent before making a purchase. This not only
enhances the shopping experience but also reinforces the

brand's innovative image.

R B TR B SE

Health and Wellness Trends
MEE APIEEENBUMNER - S5 E @O EEM
BERBEBIE DR ZEET - MR ATUREEBHFEN
RNESRER  MBRBANRERESSTER  LUAR
HEEHRRETZTHAINNTR - MERRSEEENE
EME - ERUERRMENTIERE N -
As people increasingly focus on health and wellness, the
association of fragrance products with mental health
and relaxation is gaining attention. Brands can develop
soothing fragrance products, such as essential oils and
home diffusers, to meet consumer demands for a
healthy lifestyle. This can improve consumers' quality of

life and enhance the brand's market competitiveness.
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BE K RME R ISEEkE
Challenges

rl 3550 A
Intense Market Competition

BRREFFEEADS LRENERRS - RITIHR - RIEVA
TETBIRT DRI RAWSEEENTIRS] - EREZRAKREN
BR BREERMAR  REEERITHREARES -

The perfume and home fragrance market is crowded with
numerous brands and products, resulting in fierce competition.
Brands must continuously innovate to enhance their image
and capture consumer attention. This requires significant
investment in resources, including product development,

brand promotion, and adjustments to marketing strategies.

HEERIFRVEL

Changing Consumer Preferences
PEESEER  HEENRFNERSRAEEL - AMBERER
BERGNTISER - AREEENSEHNTISRRI - fINEH
ETTEAENT  WEHEERELD TSR REFRI I
B TRERNEEEBEENTREL -
Over time, consumer preferences and demands evolve. Brands
need to consistently adjust their product lines and market
strategies, demonstrating flexibility and keen market insight.
Regular market research, gathering consumer feedback, and
trend analysis will be key to maintaining competitiveness and

responding promptly to changes in consumer needs.

o b FE R R B

Declining Brand Loyalty
HEEEBRZNHBERED  HEEHRENTHER#E
K- EERRPEAEZRUSRENER  BEFEFEAN
MREEERE > URFFHEENEL - RETLUEBET
S EGIE R AE MR NEHE B HOE 2B R T
- WIRF R MR o
In a market with many choices, consumer loyalty to brands is
diminishing. This necessitates that brands not only provide
high-quality products but also continuously innovate and
improve customer service to retain consumer interest. Brands
can enhance customer loyalty by establishing membership
programs, offering personalized services, and implementing
promotional activities to improve the overall brand

experience.

ThIZ A

Market Saturation
BEENRENERNREER  HHEUREERERTIRR - &
MEEZSHHNDSAINABAMERESER 815
SHISEAR (MBMEK - EHEKE) HRABHFTANE
SRS IR EE R -
With the rapid growth of new brands and products, market
saturation may occur. Brands need to seek new market
segments or develop innovative products to sustain growth.
This could include targeting specific demographics (such as
men's fragrances or sports fragrances) or creating novel

fragrance concepts to attract new consumer groups.

EEHE

Promotional Education
PEEHEEHTKROMAERSENEIEEN  REFER
ANEZERREBRHABEEE @ DIRFTENERN T HEM
B - BRBERETKRES  REFANER SR RDH
B DIRFIRHREE L ERRETHERS I NRER 12
BHEEHRELEERNBARENRERHISEHTED -
As consumers become more interested in fragrance
ingredients and creation stories, brands need to invest more
resources in promoting and educating consumers to
enhance their understanding and trust in the products. This
can be achieved through by hosting fragrance tasting events,
providing detailed product information and ingredient
explanations, and utilizing social media and internet for

promotions. Improving consumer recognition of the brand

and its products will help strengthen market competitiveness.
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ZIHBEAREN
PROFILE INSIGHTS:
BAGKGROUNDS OF
INTERVIEW PARTICIPANTS

43| Gender

12% W

41.049%

26.3% N 0111
33, [ —

8.25%

15-24%% 25-3475% 35-4475% 45-545%
15-24 25-34 35-44 45-54
years old years old years old years old

31

558 LA £
55 years old
or above

BERE

Education Level

To%
INBR LR

Primary School
and below

280/0 71 O/O

e Z=5b |y
Secondary School EPOJ:S ieﬁcogrl%jﬁfyt
Education or above

[EfE
Place of Residence

22.19%

RAE

New Territories
West

0.47%

Outlying Islands

414$10,000 $10,000 $20,000
Less than $10,000 ~ ~

$19,999 $29,999

FEER
Employment Status

wmAt
Employed

78.5%

Hth

QTS Retirees

0.129% 3.29,

RETRE (EE 3
Housewives ‘ ' Unemployed

1149, 4.11%

0.249%

L

New Territories
North

20.56%

HERE
New Territories
East

15.75%

Kov{}gﬁﬁest ] 8.4 50/0
NLEER

Kowloon East

21.74%

EBE

Hong Kong Island

EASRH#KA (&)
Individual Monthly Income (HKD)

$30,000 $40,000 $50,000 $60,0008% 14 £ TEE
$39“'999 $49"999 $59“999 $60,000 or above Do not disclosed
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CONCLUSION

EEBMRFIME  HEEREKLFIEFEELESNBILFERR B B2EIEZIMEHFNERZRCNES -
ABETR  EBEENEZETARIARASES  THMNLBELEREXNE  MIETANTRKLERIIEH < 1t £
ERENOBBERATENERE SRR - /R R EHER & BRI S B ERE M ERRIRIIER -

R#EFrost & SulivanWERL - BERXKEREERATHEAR S FAKBERR  2REKTEENSREM2023FMAR
¥T,096/87T > TRAT2028F B REARKS,411 FT - MAFHBRER3I.5%

TEHGINTIEHED - RRLERFEAN > WEHEEEET KNG TERENFENRRNBI(EE T - A%
HREMNDERAREREECENEEASFHENERTNEHRWEMSE > EPHEMMEDEEE  BAREESD
o RERK  BENEFINBEANREATSEFERRE  MMEAINAE—BD  LUnRHEEABRERNER -

In the Hong Kong and Macau, consumer demand for perfumes and home fragrance products continues to grow, driven
primarily by intense market competition and product diversity. Surveys indicate that consumer choice behavior is

influenced by multiple factors, including occasion, season, and mood, with floral fragrances being particularly favored.

Additionally, social media and the internet have become major sources of product information, while the rise of niche

brands reflects a strong market demand for uniqueness and personalized products.

According to Frost & Sullivan, the global market size in terms of retail sales of perfumes increased from RMB 709.6 billion

in 2023 and is expected to grow to RMB 841.1 billion in 2028, with a CAGR of 3.5%.

In this competitive market landscape, brands must continuously innovate and adapt to changing consumer demands,
particularly regarding sustainability and digital transformation. The market insights provided in this report will serve as a
reference for companies to develop more targeted product and marketing strategies, helping them seize market opportu-
nities and enhance their competitiveness. Looking ahead, the fragrance market in Hong Kong and Macau will continue to

evolve, and brands should leverage this trend to meet the growing demands of consumers.
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