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Abstract

In the process of consumer structure iteration and the evolution of experience economy to multi-
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dimensional sensory field, the olfactory economy as the key dimension of sensory economy is ac-
celerating the reconstruction of the consumer value system, which carries the translation of orien-
tal aesthetics of the national fragrance products through the capitalization of the cultural symbols,
and gradually formed a differentiated market advantage. This study takes the olfactory economy as
the research perspective, takes the national style fragrance brand Scent Library as a case study, and
systematically analyzes the internal logic of its marketing strategy based on the 4]l marketing theory.
With the deconstruction and innovative expression of oriental aesthetic elements, Scent Library
meets consumers’ demand for personalized and differentiated fragrance products, triggers con-
sumers’ emotional resonance through the construction of life scenarios of olfactory narratives, re-
alizes the brand co-construction and experience symbiosis with users’ deep participation by using
private traffic operation, and transforms scent memories into an emotional premium space to pro-
vide consumers with emotional value beyond the products themselves. This study aims to provide
theoretical references and practical paths for local fragrance brands to break through the market
monopoly of international brands, and help them realize sustainable development in the field of
olfactory economy.
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