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ABSTRACT

The Research of Smell... and Cultural of Production is aimed (1) to study the relationship
between smell and culture (2) to study the application of scents and culture in certain cases of
perfume business in Thailand (3) to create an art medium about the scent culture that has been made
into commercial goods. The study’s main conceptual framework is the concept of transforming
scent culture into a commerce.

This research uses qualitative research regulations by an in-depth interview, which is
divided into 2 groups: business entrepreneurs or brand owners and scent designers or scent
specialists. In addition, Semiotic Analysis is also used with 4 case studies, namely Butterfly, La
Ong Siam, Sheve Sheva and KengSoHigh, all of which are considered as perfume business brands
that make the best use of Thai culture related story as their unique selling point.

The result of the study for the first objective can be divided into 2 main points: (1) The
concept of smell definition which has 3 sub-topics: (a) The meaning of the smell depends on the
individual's experience (b) The meaning of the smell depends on the mood and feeling. (¢) The
meaning of the smell is caused by a cultivation through society and culture, and (2) The concept of
benefit and importance of scent which is divided into 5 sub-topics: (a) The smell has an inherent
importance and is an inevitable sensory (b) The smell is related to human experience and memory.

(c) The smell is a symbol that can represent personality and identity as well as social class. (d) The



smell is related to a religious belief and culture. (¢) The perception of a smell for each person is
different due to a distinct cultivation of culture.

For the result of the study for the second objective, qualitative research found that the
concept of the application of scents and culture for brand has 5 sub-topics: (a) Cultural belief about
scent is used as a means for marketing communications to customers(b) Cultural belief of scent is
employed as a selling point to express the identity and self. (c) Each scent design’s concept depends
on the brand's concept. (D) The smell culture is used for the concept of design. (e) The different

perception of smell in each culture and the perspective of obstacles for building a brand.



