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ABSTRACT ARTICLE HISTORY
Smell is considered to be the sense that is most closely attached Received 30 October 2015
to emotional reactions. This makes scent in the hotel environ-  Revised 19 December 2016

ment an important atmospheric variable to study, because fra-  Accepted 19 December 2016
grances are expected to increase the likelihood of producing an KEYWORDS

emotional reaction from consumers. Capitalizing on smell’s ability Ambient scent; experiential
to cue memories and conjure up emotions, the purpose of this marketing; hotel

research is to examine the emotional states evoked by various management; hotel scent
hotel scents in a hotel business in Hong Kong that uses scent

throughout its premises. More specifically, this study intends to

make a connection between the emotional states evoked by the

hotel scents and how hotel businesses can make use of their

guests’ emotional responses. Scent marketing is an overlooked

subject in hospitality and tourism research.

Introduction

The sense of smell is considered to be the sense most closely related to
emotional reactions. The actual ability to smell is closely linked to memory,
and scent can be a powerful memory trigger. This claim is backed by
scientific evidence (Wilkie, 1995). This is the reason why many hotel busi-
nesses around the world are making an effort to develop their own scents to
represent their identity. Hotel businesses are using scent recognition to make
guests feel good and, more importantly, to create memorable experiences.
Perhaps a comment by Martin Lindstrom, the author of Brand Sense,
explains it best: “the future of hotel branding is when there are no logos,
no advertisements blasting, but I can just feel 'm there” (Stellin, 2007).
Major international hotel chains that have created their own signature scents
include, but are not limited to, Mandarin Oriental, Le Meridien, Langham,
Marriott, Omni, Ritz-Carlton, Shangri-La, Sofitel, and Starwood, in addition to
many boutique hotels (Forbes Travel Guide, 2012; Mekhail, 2011; Stellin, 2007).
For instance, according to Shangri-La Hotels and Resorts CEO Greg Dogan, “It
adds another sensory layer of welcome” whether you are at Shangri-La in Hong
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