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Eternal Beauty Holdings Limited (Stock Code: 6883.HK)

Eternal Beauty Holdings Limited is the largest perfume
group (apart from brand-owner perfume groups) in
China (including Hong Kong and Macao) 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 30 September 2026,

it conducted product distribution and market deployment
for a total of 82 external brands, including Hermeés, 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 Chinese Mainland, Hong Kong and/or Macao.
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Scent, Emotion & Lifestyle: 2026 Hong Kong Daily Mood
Index & Fragrance Trends White Paper is a research
initiative by Eternal Group. The study examines the lifestyles,
everyday emotional experiences and fragrance usage habits
of Hong Kong consumers to understand their daily lives
and the role and value of scent in contemporary living.

As one of China’s leading fragrance and beauty groups,
Eternal Group continues to explore developments in the
fragrance industry and evolving consumer needs. As
consumers place greater emphasis on quality of life,
personalised experiences and the art of living, the role of
fragrance extends beyond the product itself to encompass
daily rituals, the ambience of a space and self-expression,
becoming increasingly integrated into everyday life.

The study was conducted through an online survey in
September 2026, collecting 433 valid responses from
Hong Kong consumers aged 13—-64 across a range of
occupations, income levels and backgrounds. Drawing
on concepts from relevant World Health Organization
health indicator frameworks, the study developed the
Hong Kong Daily Mood Index. It also analysed survey
data on fragrance usage habits, emotional experiences,
everyday contexts and consumption trends to explore
associations between respondents’ daily lives, subjective
feelings and fragrance experiences.

Through this annual study, Eternal Group aims to build
an ongoing platform for fragrance consumer insights,
providing brands, retail partners and industry stakeholders
with relevant market observations and consumer
perspectives. The initiative also seeks to encourage
discussion and further exploration of the connections
between scent, emotion and lifestyle.
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Key
Findings
FERFEIR

FREQUENT
94.2q FRAGRANCE USERS
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54.5

THE DAILY MOOD INDEX
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The Daily Mood Index stands at 54.5/100
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Over 80% Report a Positive
Impact of Fragrance on Mood
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Amid the rapidly changing pace of life, people are placing
greater emphasis on how they feel and their quality of
life. Alongside objective living conditions, everyday
emotions, mental state and the ability to find fulfilment in
daily life all influence how people view their lives overall.

Drawing on concepts from relevant World Health
Organization (WHO) health indicator frameworks, this
report establishes the Hong Kong Daily Mood Index.
Based on respondents’ self-reported feelings over the
preceding two weeks, the index examines their everyday
emotional state, vitality and life satisfaction.

This chapter presents the overall index and its five core
indicators to analyse everyday life in Hong Kong, providing
context for the subsequent exploration of the relationship
between fragrance and daily mood.
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CHAPTER1 | Hong Kong Daily Mood Index &3 H & {7/ 0\ EHE &

1 .1
The Hong Kong Daily Mood Index uses five indicators relating

Ove rVieW m %'__“, to everyday life to assess respondents’ positive feelings and

experiences over the preceding two weeks:

TEBEEGOBRER BBRRNAELEEMEMENE
B TRISECBEIMEPNEARE 815

hong kon
daily mood

Calm & Requeg All five indicators scored above 50,

TR suggesting that respondents experience

positive feelings in everyday life. “Cheerful

and in good spirits” recorded the highest

score at 58.4, while “Refreshed and well

rested” scored 50.4 — an eight-point gap

that may reflect generally insufficient

rest among respondents despite positive

. Everyday Life Is Interesting or Fulfilling emotional experiences.
BEAEERGABRIEWENERS
J —
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MEBEEREREER

Active & Energetic

RWENRIBEN T
Note: Hong Kong Daily Mood Index draws on the assessment concepts of the World Health Organization-Five
Well-Being Index (WHO-5), with adaptations to indicator wording and scoring. It aims to explore respondents’ Refreshed &
self-reported feelings over the preceding two weeks. The World Health Organization identifies a WHO-5 Well Rested
score below 50 out of 100 as a suggested cut-off for poor mental well-being. The findings are for research *smaﬂﬁ
and reference purposes only and do not represent results obtained using the WHO-5 instrument. They do not H /
constitute medical, psychological or clinical assessment, diagnosis or advice. & W :%x R IE

i MEREABEFOEREY 2EUABELEBAREREY (WHO-b) MaHEME » WREEERME DT
X SETRENEBEMERNER - WRELEEMIEL - WHO-513 9187550 (W5 100%)) 2
BHEERFEENEZZ2ERR - ARRBEREGRMRRSEMRE - WIHEAWHO-SMBHER » TAHE
B DIRSERIRATAE © ETSUEE -
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E]\?ei?;/]glzl;nt%e In Hong Kong C h ee rfu I n eSS

The five indicators suggest that people in Hong
Kong generally maintain a degree of positivity in
their everyday lives. However, differences remain
across positive emotions, life satisfaction, vitality
and rest.

RAREERZERRM  FEAZRGESE
B—ERENEREERR A EHF
B OEFERWMER  FEHERBREZENE
TrEE -

Cheerful & In Good Spirits
TR B O iE I BA

13

among the 5 indicators

R

“Cheerful and in good
spirits” recorded the highest
score among the five
indicators at 58.4, while
“Calm and relaxed” scored
55.9.

These findings suggest that
positive emotions were a
relatively prominent aspect
of respondents’ everyday
experiences over the past
two weeks. A positive daily
mood can take different
forms, from feeling cheerful
to feeling calm and relaxed.
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CHAPTER1 | Hong Kong Daily Mood Index &3 H & {7/ 0\ EHE &

1.2 Insights into Everyday Life in Hong Kong

BEBANEERR

Refreshed and well rested”
scored 50.4, the lowest
among the five indicators,
while “Active and energetic”
scored 52.7.

The relatively lower
scores for rest and vitality
suggest that respondents
experienced a relative lack
of adequate rest and energy
in everyday life. Alongside
positive emotions, rest
and energy levels are also
important dimensions in
understanding a positive
daily mood.

M8 ai%@,ﬁ&{?liuﬁf'u
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Feeling

Well

Rested

MAY NOT BE

an everyday experience

RHIRE.

AT Y RE
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Refreshed & Well Rested

RHEmRINE e

Everyday Life

is Interesting / Fulfilling

Hﬁi%ﬁﬁﬁ@
EimENEE

H5.2

Fulfilment

ISTHE ROOT

in everyday experiences

“Everyday life is interesting or fulfilling”
scored 55.2, higher than both “Active and
energetic” at 52.7 and “Refreshed and well
rested” at 50.4.

This indicator extends the focus beyond
emotional states and energy levels to
everyday experiences, highlighting interest
and fulfilment as an important part of a
positive daily mood.

7700 R JX

A& AT R Y B B

THE4EERmEdEmEnNSsIE) %
#8552 gl TRmMEARBHR
iy (527 ) & MiEmEEEmEIRER
2, (504%) -

BIATRIZAG E R UL B4 S A 1 A AR A

ENRRER  REEEROEKERE
B R EBFOBHNEE IR -

18

Scent, Emotion & Lifestyle 2026 Hong Kong Daily Mood Index & Fragrance Trends White Paper

(BS - BHEELE) 20265 BAEFLEEERESBEAKRE



fragrance
in everyday

ite BEHmALE

Scent, Emotion & Lifestyle 2026 Hong Kong Daily Mood Index & Fragrance Trends White Paper



CHAPTER2 | Fragrance in Everyday Life &HSBIALE

Fragrance in Daily Life:
From Products to Habits

of respondents use fragrance

products as part of their routine

FTHEERBEAEZRNEE

use fragrance products
several times a week or more
(frequent users)

BEREREUX
S E (B5RERE)

21

In the past, fragrance was more commonly
associated with social occasions, personal
image or special moments. As consumers
place greater emphasis on emotional
needs and everyday experiences, its role
has expanded beyond specific occasions to
become part of daily life.

The survey shows that 94.2% of respondents
use fragrance products as part of their routine,
highlighting how fragrance has become an
established habit among those surveyed.

BE - BRRBHEARES - BAATRN
BERZES - BEHEERRIERE
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CHAPTER2 | Fragrance in Everyday Life &HSBIALE

46.5

Several Times A Week

SE2HER
Occasionally
X
:22:53.:53@6
Once or Twice A Week

BEH—ZEMRX

1.2%

Frequency of Fragrance
Product Use in the
Past Two Weeks (%)

Fragrance is a regular part of daily life for
many respondents: 46.5% use fragrance
products almost every day, while a further
25.2% use them several times a week.
Together, 71.7% are classified in this report
as frequent fragrance users.

With almost-daily use accounting for nearly
half of responses, the findings suggest that
fragrance has a place in everyday routines
rather than being reserved for particular
occasions.

ERBARE-—DTRMEAEHEERE
THAEE EELOEIBNZHER
46.5% RTREFEBRERAEIER
58 252% SEEMERER &H
71.7% BERERE -

ETEXRER) EHEARSHNER
RIOBREIERAN—F - BBER
HADZGHEMS @  BHAREERE
BIETHEREE  TEHBEEPH

GBI -
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Scented Wax Tablets or Sachets

BRMER/BE
31. 24

H
Incense Sticks Other At

Car Fragrances

BERABA

11.49

Essential Oils
5455

=D

52./%

Fragrance Products
Used in the Past Year (%)

Scented Candles

B5EE

CHAPTER 2 | Fragrance in Everyday Life &HH5FIALE

Fragrance in Daily Life: From Products to Habits
BSAEML RERIEFEE

Fragrance Choices Extend Beyond Perfume

The range of products used over the past year reflects

the breadth of respondents’ fragrance choices. Perfume
was the most widely used product, at 81.4%, followed by

essential oils at 52.7%.

Scented candles (35.6%), reed diffusers (35.1%) and
scented wax tablets or sachets (31.2%) had each been
used by more than three in ten respondents. While

perfume was the most widely used format, these findings

show that fragrance choices encompass a variety of

products suited to different uses and contexts.

SEREmMEE

BRT fERMARSI  ZHEBBE—FNERE
REBRTRREZ THRERRE - BKER

HEREBEMNELAER  EMALEHE

81.4% ; HRBEZIEM (52.7%) -

ES5EE (35.6%) -~ BIRIEE (35.1%)
EESWEE /&8 (31.2%) MEBHN=H
U EZHEGER > BREhENARE
ERRRIREK  TMREAEBERER -

was the most
widely used product

EXhE RSB

ERNESEmR

26

(BS - BHEELE) 20265 BAEFLEEERESBEAKRE



CHAPTER2 | Fragrance in Everyday Life &HSBIALE

When People Use

Fragrance

Occasions for
Fragrance Use (%)

Before Going Out or
Attending a Special Occasion

SMHEL S RIS E H]

As fragrance gradually becomes a part of everyday life,
its use cases are becoming increasingly diverse. The
results show that fragrance is no longer limited to a single
purpose or specific occasion, but appears across different
moments of daily life.

BEEAZHHAAEELEEE  HERESRNE
M2 BRET BERARRKRE-—HEIRE
BE - MELRERBERERFZ -

When Spending
Time Alone or Resting

18 Iz 3 T 5L By

Fragrance Has a Place in Both
Social and Personal Moments

The two most commonly selected occasions for fragrance
use were “before going out or attending a special occasion”
(48.8%) and “when spending time alone or resting” (47.0%).
The similar proportions suggest that fragrance has a place both
in preparations for going out and in quieter, personal moments.

Fragrance also accompanies time spent with family, a partner
or friends (38.9%), work or study (30.7%) and bedtime routines
(27.2%). A further 33.2% reported using fragrance at any time
in daily life. Together, these findings illustrate a role that extends
across different activities, relationships and moments of the day.

When Spending Time With Family,
38.9% | a Partner or Friends

B A~ PH1EE B R AE B
33.2% | While Working or Studying T {E5} 22 28 i

30.7% | At Any Time in Daily Life B & {F{a] iS5 1E

27.2% | Before Bedtime BER]

11.4% | During Meditation or Yoga =78 - il i

BAEEMREZ TEESR

RHERSEENERERS I
SMHFEERISER  (48.8%) K 13
R IRERF) (47.0%) > WELLHE
R [RBRE SUE A [E) B O 25 S %
BREANREEFZ] -

LEoh - 38.9% BEBR A ~ H{E A
RBEBERES 332% 2HEHE
FAIRSIEE R > 30.7% BlE& s TSl
BABER 2hF 27.2% SHKERE
FH-BEmMsS FaNERREIINE
EE CBANKRE - ABHEE - LES
BREFSEAREEBERE  REBED
BABEATENZERZ -



CHAPTER2 | Fragrance in Everyday Life &HSRIALE

Reasons for
Using Fragrance

Enjoying the Scent Itself
EBERALE

Helping with Relaxation

BB

Lifting Mood
RITVE

Reasons for
Using Fragrance (%)

Creating a Comfortable Atmosphere

9 W s IS oo |3 A=
B menEnBEsE
Expressing Personal Style or Enhancing
34.9% | Personal Image
REEANBBRRITBATER
31.4% Bringing a Sense of Ritual to Everyday Life
TP RALEELR
Relaxing Before Bedtime
9 e 2
27-2% | g g g
29

55.0%

Fragrance Meets Sensory,
Emotional and Lifestyle Needs

Enjoyment of scent is central to
fragrance use, but respondents’
motivations also encompass relaxation,
mood, atmosphere and self-expression.
This range of needs helps explain the
role of fragrance across different
everyday contexts.

BERNEELEHAERELEEEER

BEEARMARBLERER  E8
BERERNREMRERE - 154
REEEREFZERER -

“Enjoying the scent itself” was the leading
reason for using fragrance, cited by 63.6%
of respondents. Relaxation (55.0%) and
lifting mood (52.5%) were also prominent
motivations, highlighting the importance
of emotional needs alongside sensory
enjoyment.

Other reasons include creating a
comfortable  atmosphere  (38.1%),
expressing personal style or enhancing
personal image (34.9%), and bringing a
sense of ritual to everyday life (31.4%).
These motivations highlight the role of
fragrance in sensory enjoyment, emotional
experiences, atmosphere and self-
expression.

Personal
Expression
BARE

Expressing Personal Style or
Enhancing Personal Image
FREBARE
RIABEAFES

349

BE5E

38.1%

ERBERALE ) EERESNEE
[RE - 15 63.6% - BB - 55.0% &R~
EHREARR TEBMNRE > 525% %
SEIETOE  RBIBEEREK
EREE -

LESh - 38.1% HEBBEFREETE
MIRIESE - 31.4% FLIRALEE
UL - 34.9% R B EZREM/ARASE
RABALER - BBEER BRET
mERE B MARESAREEER
7 BEAMBBERS  REFE
B B EEBRNZ TR -

Dimensions of Fragrance Value

Enjoying the Scent Itself
EBERLE

63.6%

Everyday
Experiences
AEREER
Creating a
Comfortable

Atmosphere
= iE AT

Bringing a
Sense of Ritual
to Everyday Life

RIEE

Emotional
Needs
1548 E K

Helping with Relaxation Lifting Mood
HENER RITLE

55% 52.5%

Note: These key dimensions of fragrance value are based on respondents’
reasons for using fragrance and do not represent a ranking of importance.

FH: UEARBZSHECHESNEEMBANIZEERD  UARE
BEHT -
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CHAPTER2 | Fragrance in Everyday Life &HSRIALE

Feelings _
Associated with
Fragrance Use

Happier
DVIEE AR

50.3%

33

More Relaxed

YA

44,3

Most Common Feelings
After Using Fragrance
25.4% | More Energised REEHFE®
7.9% No Noticeable Feeling ;R B BRZERK B
3.7% Unsure RiEE

Occasional Discomfort or
0.5% Dislike of the Erogrcmce
BRI A EN A ZE

More Comfortable
or at Ease

JRR B B EF A BY %20

39.5%

Happiness, Relaxation and Comfort Lead
Reported Responses

Beyond their reasons for choosing fragrance,
respondents’ feelings after use offer a further
perspective on its role in daily life. The most
commonly reported responses centre on
happiness, relaxation and comfort.

Around half of respondents (50.3%) reported
feeling happier after using fragrance, while 44.3%
felt more relaxed and 39.5% felt more comfortable
or at ease. A further 25.4% reported feeling more
energised.

Smaller proportions reported no noticeable feeling
(7.9%), were unsure (3.7%), or occasionally
experienced discomfort or disliked the fragrance
(0.5%). Overall, positive feelings were the most
commonly reported responses, highlighting the

emotional dimension of respondents’ fragrance
experiences.

BEARRBUEIERZAE

ESAES—EREER EREELNE
BRT TRERESERNEEAME - %
ESMARELENRARES  HEETR
B AP B SR 2

AERS FRESERELRMARZAL
IBEmMIR (50.3%) - KB (44.3%)
ERIRFER LD (39.5%) : BB
25.4% RRKEIBEEEM -

BEMsS  B55ROZUEIR  BER
FEROSEIEMERASE -MHLEZT BR
RAERBERE (79%) - FEE (3.7%) 5
BERIABELALZE (0.5%) WZHELL
BIEHEBE RMIETHERSEESER
HEEID -
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CHAPTER2 | Fragrance in Everyday Life FH5BIALE

2.0

Fragrance
Preferences
& il iF

Preferred
Fragrance Families (%)

0

37.6% | Fruity REH

32.8% | Herbal BEARER
28.6% | Marine SERH
7.6% Gourmand EBEA

Floral (64.9%) and woody (50.19%) notes
are the two most popular fragrance
families, followed by fruity (37.6%), herbal
(32.8%), marine (28.6%) and gourmand
(7.6%) notes.

£ & i (649%) Kk K& F

(50.1%) BHRZEMNHMAEFLE
Bl HERAEREHA (376%)  EX
& (32.8%) ~BEHH (28.6%)
KEBREHA (7.6%) -
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CHAPTER2 | Fragrance in Everyday Life FHBIALE

2.0

Relationship Between

Fragrance Use &
Positive Mood
& ST BRI BAE

Perceived Impact of Fragrance
on Everyday Mood (%)

NG

52.9% | 28.44

Slight Positive Impact Strong Positive Impact
BLOHEEHRE BRALHZE

13.9% | No Noticeable Impact ;2 A Fa R &

3.7% Unsure REEE

1.2% Slight Negative Impact B DB B E

81.3%

believe fragrance has
a positive impact on
their everyday mood
HEOMEELEAERDE

Fragrance Is Widely Perceived to
Support a Positive Mood

A total of 81.3% of respondents believe
that fragrance products have a positive
impact on their everyday mood, with
28.4% reporting a strong positive impact
and 52.9% reporting a slight positive
impact. By comparison, 1.2% report a
slight negative impact.

HEHEHBFO0E 2R IE @R

813% MEHERAESEmEH
BOBEELEEFE - HR 28.4% 33
BERARBENLIETZ  52.9%
RABLHFLEHTE 58 1.2% R
BBHIHEEFE -
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CHAPTER2 | Fragrance in Everyday Life &HSRIALE

Relationship Between Fragrance Use and Positive Mood

BS T OE R B

Fragrance Features in Different Mood-
Related Moments

Relaxation was the most commonly reported mood-
related situation for fragrance use, at 43.6%. Other
situations included creating a pleasant atmosphere
(34.4%), seeking an energy boost (30.5%) and
relaxing before bedtime (22.6%). These findings
suggest that respondents turn to fragrance for
different emotional needs.

Fragrance Use in
Mood-Related Situations (%)

When Relaxin

436% | R RIER

To Create a Pleasant Atmosphere

SERREE

30.5% \E/H\—/henaon_I\EQergﬁBoost is Needed
FERIREESE{EA

To Relax Before Bedtime

22.6% | 1 EE Rk SR RS D

34.4%

Do Not Specifically Use Fragrance
19.2% | to Manage Mood
AERRIBESRBEOE

HHMNE RSB EARNARER

436 MBZHEGERRKERES
344% EREBFEEMRSE - 30.5% B
FERRBHEER - 58 22.6% GH<ER
BERKER - ERMZHESHABARENIE
RERERES -
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use fragrance products
almost every day

LTEREPES

Frequent Users Record a Higher Daily Mood
Index Score

Fragrance is part of everyday life for many respondents.
Among those who answered the usage frequency
question, 71.8% use fragrance several times a week or
more, while 46.5% use it almost every day. This report
defines respondents who use fragrance several times a
week or more as frequent fragrance users. Among these
respondents, frequent users recorded an average Daily
Mood Index score of 55.8, compared with 51.1 among the
remaining respondents, a difference of 4.7 points.

Taken together, the findings present two complementary
observations: respondents widely perceive fragrance as
having a positive impact on their mood, and frequent
users report a higher average Daily Mood Index score.
These results indicate an association between fragrance
usage frequency and everyday mood, but do not establish
that fragrance use causes an improvement in mood.

BERAMEMARDZBENHEERE

HEELOEFERBERNSZFET - 71.8% S2HFEA
BESRERTGIALE  46.5% L FESREA - KRS
BEBHERRABAI U NS EREASER
SERE  EEARZWENZHET - SEERE
HHBEFOEIEETEA 558 9 » EMSHEEA
51.1% - MEWEE 4.7 5 -

BEMS  EaFEHEEROBEER T8 REK
% BENRAERIRRBEHRESEERZ - B
BENFLBREEERS  SREMERRADE
DVEZ P RO R B

Daily Mood Index of
Frequent Fragrance Users
VS Other Fragrance Users

Frequent Fragrance Users
Score Higher on the
Hong Kong Daily Mood Index

SIEEREN R BT OBEES

|
points 73

Other
Fragrance Users

HitEG(ERE

Hong Kong Daily Mood Index
HEHFOIBEH
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3.

Fragrance Thrives
in Everyday Life
BREEN

Fragrance Use Spans Age and Income Groups

Fragrance use extends beyond specific occasions into everyday
settings, offering sensory enjoyment as well as emotional and
lifestyle experiences. This study defines frequent use as using
fragrance several times a week or more. The findings indicate
that a relatively high proportion of respondents across age
and income groups use fragrance at this frequency, reflecting
its place in their daily routines.

Frequent fragrance use is prevalent across multiple
demographic groups. In each age group from 25 to 54, more
than seven in ten respondents are frequent users, with the
highest proportion among those aged 45-54, at 76.1%. The
frequent-use rate among male respondents is 62.5%, indicating
that everyday fragrance use extends beyond women and is
also relatively common among men. Across the three groups
with average monthly personal incomes between HK$20,001
and HK$50,000, frequent-use rates range from 76.5% to
83.6%, with the highest rate among those earning HK$30,001-
40,000. Frequent use across income groups further suggests
that everyday fragrance use is relatively widespread.

BERRMAREFEREWARE

ESNEBRRIREESS  TRAR
ELESR  HEEUREZZEMHE
BRI TSR - AITRN BEHE
RBURMA L) EEABEER - AL
BRET  FTRFRLRARESER
SIEANZFESRERESR - RRE
SORMAMMANEEEE -

= B{E A B LLHIE Z A AP F
SSKFE FHRAE  25Z 54 %S
ERERTtHZSEESEEAER
& CHAMNAS ES4BRIRS - E
76.1% - HBIEBE L - BESHENS
SEEARMIE625%  RMASEE
AR - B ETTEE S
B WAFE - BASBFHERANTE
HK$20,001 & 50,000 # = {& 4 Il -
SHEERAENT 76.5% E 83.6%  H
A HK$30,001 & 40,000 4BBI&RS °
ARWBAERHEESHESHEERS
5 RMEEAREE—TENIRME -

Gender

ezl

/3.9%

Female &%

062.5%

Male B4

Profile of Frequent
Fragrance Users (%)

e R A M6 AR R

Overall, everyday fragrance use extends beyond younger
consumers and higher-income earners, spanning genders,
age groups and income levels. Fragrance is more than
a marker of taste for a particular group; it can also be a
daily habit shared by people from different backgrounds.

EEMS  HEAETARIRFERFISRAAL
meERKARMA - FHERRBARE EHFFRZE
FEFHENRRER  hAIMERREEER TH

ZMEEEE -

Income

WA

83.0%

Monthly Personal Income of
HK$30,001 - HK$40,000

BAAS B W AHK$30,001
ZHK$40,00015tE

HK$20,001 —HK$30,000 78.7%

HK$30,001-HK$ 40,000 83.6%

HK$40,001-HK$50,000 76.5%

Age Group
FE R

>/0%

In Each Age Group
from 25 to 54

25ZE5475%
B EBR BRI

25-34 7% 73.4%
3544 5% 71.5%
45 —54 7% 76.1%

Note: Frequent use refers to the use of fragrance products several times a
week or more. Percentages are based on respondents within each
group who answered the usage frequency question. Only selected
age and income groups are shown.

i SRERESERERB BRI L - SAEAINZAFIREEA
RERNZHEABRERAE - U LERTEID FHRBAAL -
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3.2

Emerging Trends in

Fragrance Consumption

BouHEES

As fragrance becomes part of everyday life, its value extends
beyond scent itself. Findings on everyday emotional needs, purchase
considerations, brand discovery and interest in interactive experiences
highlight opportunities for brands to connect product experience with
daily life.

BEELZTRABBLEE  BEEHEFERNBEETAE
BRIEERAS AR FEFE EFEETE mEEBRE
LREREBTR  BEFEEARBEREZE  MEREMRE
B IBREEENENBEENELS -

Rest cm.d. Relaxation OperT . N.ew
Opportunities for Fragrance Positioning
“Feeling fresh and rested” recorded the lowest
score among the Daily Mood Index items at
50.4, highlighting rest and vitality as areas for
attention. With relaxation also a key reason
for fragrance use, these findings suggest that
fragrance positioning can go beyond scent
preferences to address everyday needs for
rest and relaxation.

For brands, the opportunity lies in building
product selections, brand content and retail
experiences around occasions such as
unwinding after work, quiet time alone and
bedtime routines. This can make fragrance
more relevant to daily life and strengthen its
role in self-care.

47

REERRTE REEGEE
(OESiE 3]

MEmEmhikERE) EEE
FOBEREHSEREPHEIRE
2% 5047 RERREETERN
EESREINEEFE - @

FEBRG% TEEREANE
BREZ—  BREAFEMUAN
BRIEREEYY  EFEIERE
REHBREE -

HREmMES  BEIEERREE
BREABRKENEANSLEES
R RATERES  BEATK
TERER ERE5EMIAE
AE - BIEEBRMAERENE
B -

Market Shift 2 Prod_uct E)fperlence Is a Key Purchase
Consideration

Fragrance longevity is the leading purchase
consideration, cited by 67.7% of respondents,
followed by suitability to personal taste (48.0%)
and price (44.3%).

By comparison, brand awareness (25.2%),
fragrance craftsmanship and quality (19.4%),
packaging design (9.7%) and brand story
or philosophy (6.9%) were selected less
frequently. These findings highlight the
importance consumers place on whether a
fragrance delivers the experience and value
they expect.

Considerations When
Purchasing Fragrance Products (%)

R SR 5 R A R

EmEREEBTANEE
z8

BB AEREBESER
NEEEZES E67.7% % :5h
FEE HIATERBAAESE
(48.0%) KB (44.3%) -

BT EERBONEE
(25.2%) B I E2HRE
(19.4%) - ZE @ 8 % & 5t
(9.7%) K BEWNEBLIER
(6.9%) M9 :HE LEHIRIE -

RMEBEERESETIRM

HETEHRRBEER B FR(EE -

6/.7%

48%

Fragrance Longevity

Personal Preferences

BARFAE FEEASF
25.2%
o Price {B1% 44.3%
- B Brand Distinctiveness G hEIB4S M 26.6%
Brand Awareness &r R E E 25.2%

[ Fragrance Craftsmanship & Quality & 4 T 288l [3 5 19.4%

Packaging Design 7 f B 2£ 255 9.7%
Brand Story and Philosophy & & 858 & I & 6.9%
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3.2 Emerging Trends in Fragrance Consumption

BRHEMNES

Market Shift 3

Content Sharing and In-Store
Experiences Lead Brand Discovery

Social media content creators (63.7%)
and in-store experiences (57.0%)
are the two leading channels for
discovering new fragrance brands,
highlighting the importance of both
content and first-hand experience.

Both were selected more frequently
than advertising (17.8%) and official
brand websites or membership
communications (16.4%). For fragrance
brands, content sharing and physical
touchpoints can play complementary
roles, creating opportunities for
consumers to discover brands and
experience their products in person.

REDZHEREEERERTNME
NEERE

ARFEABRIEE (63.7%) REE
[ER2ER (57.0%) BRHBINEF MR
MATERE RBATHOZHEBFSE
BEMEMRRBREPNEERN -

WEREELGIOSIRES (17.8%)
RmhEELEIEREEEN (16.4%) -
HESREMNES RO ZHUBRIEE
MOSELMIER  REEERIERH
mhE R RS ERE RIS -

Main Channels for Discovering
New Fragrance Brands (%)

A RRCHT AT 57 Y T B IR E

15.0%

063.7%

57.0%

Social Media Content Creators

HRRENTRIEE

In-store Experiences

BEe/EERER

Recommendations From Family & Friends %% & #E 25.9%
[ Brand Events or Pop-ups b8 EEN K HARSI PR E I 25.6%

Advertising & 17.8%
[ Official Brcmci V\/ebsitei&*Membership Communications 16.4%

mEELREREEENR

Online Forums 48 Lt z#18 15.0%
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3.2 Emerging Trends in Fragrance Consumption
BSHBINBE

Fragrance Activities of Interest
I B 1) 7 570 )

Market Shift 4

/7.4%  4b.7%

Workshops Classes

Fragrance Discovery DIY Fragrance-Blending

B EmERIIES B SECDIYERTZ

el [ Brand Events & Pop-ups & i 5E B L B RS PR B 5 45.5%
Members-Only Offers & E B EE = 33.5%
Fragrance, Wellbeing & Relaxation Activities 26.6%
BREG DR D ZEEE '

51

Scent, Emotion & Lifestyle 2026 Hong Kong Daily Mood Index & Fragrance Trends White Paper

Interactive Fragrance Experiences Hold
Strong Appeal

Fragrance discovery workshops attract
the most interest (77.4%), followed by DIY
fragrance-blending classes (45.7%) and brand
events or pop-ups (45.5%).

These findings suggest that consumers
are interested in sampling, exploring and
interacting with fragrance beyond purchasing
products. Experiential activities can deepen
their understanding of product characteristics
and create memorable brand interactions.

EROEERARERSIN

BEREDERIHNZEE

MRS M774% HXA

B S GAE DIY R (45.7%)

R EEHNBEREE
(45.5%) o

ERMEBERBEEESRER
Sh MEEE  FREREHE
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3.3

Market Opportunities &
Industry Implications

15 38 B SR BT

Fragrance Across Sectors:
From a Product Category to
a Lifestyle Market

BB LM
REmmBEQEFTHATIS

This study shows that fragrance is part of a range of
everyday settings and is associated with relaxation,
enjoyment and positive emotions. Its role is expanding
beyond product function to everyday experience.

Fragrance is becoming an important growth driver
in global beauty and personal care. Euromonitor
International projects that it will contribute 23% of the
market’s growth between 2024 and 2029, reflecting its
growing market significance.

China’s fragrance market also continues to expand.
According to the 2025 China Perfume & Fragrance White
Paper, published by Eternal Group and Deloitte China,
China’s fragrance retail market is projected to reach
RMB33.9 billion by 2028. Applications are extending beyond
personal perfume to the home, clothing, cars and travel.

Hong Kong's fragrance market is also growing. According
to Euromonitor International, retail sales reached
HK$1.188 billion in 2025, up 4% year on year, with
premium fragrances continuing to drive overall growth.
Alongside this study, these developments highlight local
consumer needs beyond scent itself, including relaxation,
enjoyment, atmosphere and personal expression.

Overall, through product innovation, experience design
and cross-sector collaboration, brands can bring fragrance
into more everyday settings, address consumers’ diverse
needs around emotional experiences, atmosphere and
personal style, and unlock opportunities in a fragrance-led
lifestyle market.

KRBT > BERAEMARALEESSR
TWERFR ~ MR R EEBERE  RBRE
AEEREMNELHEDEER -

EPHRBSGTBERAES REAER
TENEE® E E S - Euromonitor
International #85t > 2024 & 2029 &
. BEadEMERES REAZEET
ZIERER 23%  RMHEHAGZEENTS
bR VAR

R &S IS MNSETER - (RIBBEEM
BB hEEAA (2025 FEIEKESR
SITHRBAKEZE)  FEEFZEMHHRE
FEETHS 2028 FEFARE 339 Bt -
ERERMTHBAABRBKIRERE K
W RERRITEEESS -

EETEEGHRGIERBE - RIB
Euromonitor International &#} » 2025
FEABRLAMISTELE 1188 BETT
BEFIER 4% HASHESISETHE
BIER - GE4AME > KEEEHER
HNERARERREAS - TNRERFR O
15 BARMME EEEEFERRIRE
ARAE -

BEMS  BBREMAIR - BRRT LB
REfF mEFREFLEHEESZLEES
2o EREBEHRERE  £EFER
BARENAEHRE - BIEUAEZR B
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3.3 Market Opportunities and Industry Implications

TS E B E R RUR

Industry Implications:
Building a Fragrance-Led
Art of Living Ecosystem

Fragrance market growth is driving a shift from
standalone product sales towards an integrated art of
living ecosystem. Brands can expand beyond personal
perfume into home, personal care, fashion accessories,
gifting and travel, building portfolios across occasions,
needs and price points.

For retailers and commercial spaces, fragrance can
connect beauty, fashion, home and cultural content
through sensory experiences. Through multi-brand
curation, cross-category displays and limited-time
collaborations, department stores, shopping centres
and lifestyle platforms can make fragrance more than a
standalone product—enriching shopping experiences,
attracting visitors, encouraging longer stays and
creating cross-category purchasing opportunities.

Brands can draw on different strengths: international
brands can build appeal through heritage and
distinctive scent narratives, while local and private-
label brands can combine local lifestyles, consumer
habits, price positioning and retail channels to develop
cross-category products and collaborations flexibly,
expanding the scope and commercial potential of the
fragrance-led art of living ecosystem.
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3.3 Market Opportunities and Industry Implications
518 B SRR

Cross-Sector Collaborations:
Connecting Fragrance with Experiences
and Lifestyles

Luxury and Premium Retail

For luxury and premium retailers, the focus is not simply on
adding fragrance brands or products, but on creating a clear
discovery journey through curation, service and content —
connecting brand storytelling, personal style and bespoke service.

Beyond product displays, themed scent discovery spaces,
personalised fragrance consultations, exclusive experiences
and member events can help customers find products suited
to their preferences, occasions and gifting needs. By linking
fragrance with fashion, accessories, beauty and home
selections, these experiences can encourage cross-category
discovery and purchases, attract visitors, extend dwell time
and deepen brand engagement.

57

Case Study

e Hong Kong: Lane Crawford’s

Harbour City store features
“Luxury Niche Perfume Street”,
bringing together international
niche fragrance brands in a
curated discovery space that
goes beyond the traditional
brand-counter format.

Character collaboration: MCM
Fragrance’s collaboration with
Hello Kitty combines character-
led elements, immersive spaces
and interactive experiences to
bring a youthful dimension to
fragrance events and encourage
participation and brand
interest.
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3.3 Market Opportunities and Industry Implications

TS E B E R RUR

Lifestyle Retail

The continued appeal of lifestyle stores reflects
demand for one-stop shopping experiences that
combine aesthetics and practicality. Bringing
together fragrance, homeware, stationery,
personal care and everyday accessories, these
stores help consumers explore products for
different everyday settings.

This format helps fragrance brands broaden

their product ranges. Personal perfumes
can sit alongside home diffusers, candles,
fragrance sprays, hand care and travel
products, complemented by textiles, tableware
or storage accessories to create a cohesive
lifestyle presentation and shopping experience.
Context-led curation and displays can encourage
cross-category discovery and complementary
purchases, making fragrance a more natural part

of daily life.

Hotels and Serviced Residences
Hotels and serviced residences can use
fragrance to create a consistent, distinctive guest
experience from arrival through to departure.
Beyond lobbies and guest rooms, fragrance can
be incorporated into welcome services, bathroom
amenities, relaxation areas and special touches.
It can also extend the experience into guests’
everyday lives, supporting hotel retail and brand
extensions.

Case Study

Hotel amenities partnership: Acca Kappa
will partner with Marriott International
and IHG Hotels & Resorts in China in 2027
to provide hotel toiletries, further integrating
the brand into the guest experience.
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3.3 Market Opportunities and Industry Implications

MISHEEERBNT

Dining Venues

Dining venues can incorporate fragrance-inspired elements
into menus, signature drinks and seasonal promotions.
Fragrance notes, ingredients and brand stories can inspire
food pairings and culinary creations, with chefs and
mixologists interpreting citrus, tea, herbs, flowers and fruit
through layered sensory experiences. These collaborations
bring fragrance discovery into interactive settings, adding a
new dimension to the overall brand experience.

Case Study

Hong Kong: Eternal Group and LKF Concepts
launched “Where Spirits Collide” for Christmas
2025. Centred on the shared concept of “Spirits”
across fragrance and drinks, the initiative brought
fragrance into menu design, festive activities and
customer experiences.
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Arts and Cultural Spaces

Fragrance can support curation and spatial storytelling in
arts and cultural spaces, connecting memory, time, place
and emotion to engage visitors through smell as well as
sight. Combined with architecture, installations, lighting and
narrative themes, it can convey shifts in an exhibition’s pace
and emotional atmosphere. This approach also applies to
historic buildings and cultural landmarks, and can extend to
guided experiences and content creation.

Case Study

China: NOSE IDEA, Eternal Group’s olfactory art
platform, collaborated with Amanyangyun in
Shanghai to present “The Rings of Time” fragrance
art exhibition at the historic No. 15 Antique Villa.
Inspired by the growth rings of ancient trees, the
exhibition explored how fragrance can extend
beyond product experience to become a form of
artistic expression and emotional communication.
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Conclusion
43 4+

Sy mEl

The fragrance market is evolving from a product-
led consumer category into a lifestyle market closely
connected to everyday life and emotional wellbeing.
Consumers are looking beyond scent itself, seeking
fragrance to help them relax, enhance their mood, express
their individuality and create atmosphere in everyday
spaces. As usage occasions and purchase motivations
continue to change, new market opportunities are
emerging.

Growth opportunities extend beyond personal fragrance
sales. As fragrance becomes increasingly integrated
into the home, personal care, retail experiences, dining,
hospitality, arts and culture, its value extends to driving
cross-category sales, enhancing customer experiences
and building brand differentiation. For brands, the priority
is to offer the right product mix and thoughtfully designed
experiences that meet consumers’ needs across different
everyday contexts.

Looking ahead, product innovation, personalised
services and cross-sector collaboration will continue
to drive market development. Brands that effectively
bring together products, spaces, content and service
experiences will be better positioned to build lasting
consumer relationships and expand the role of fragrance
within the art of living ecosystem.
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Data Notes
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Findings reflect the surveyed sample. Data on mood and

fragrance experiences are based on respondents’ subjective
perceptions. Observed associations, including differences in
Daily Mood Index scores between fragrance usage groups,
do not establish causation.

Percentages are based on valid responses to each
question or within the relevant subgroup; sample sizes
may vary. Percentages for multiple-response questions
may total more than 100%. Unless otherwise stated,
figures are rounded to one decimal place. Due to
rounding, percentages may not total 100%, and combined
percentages and group differences may differ slightly from
calculations based on the displayed figures.
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