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In the post—pandemic era, the rise of the "olfactory economy" has driven the rapid growth of fragrance
consumption. Policies, economy and culture have brought domestic fragrance brands into the public
eye. However, the current fragrance industry still faces problems such as insufficient inheritance of
fragrance culture, reliance on imported technology, and low market awareness. Therefore, this article
takes the domestic trend fragrance brands in Guangzhou as the research object and conducts the
research from two dimensions: user behavior and brand strategy. From the user perspective, by
analyzing the popularity of the fragrance market through Baidu Index, crawling negative review data
from JD.com, and combining the LDA model, four core influencing factors — "packaging", "customer
service attitude", "price", and "promotion" were extracted. Two types of actual consumers and two
types of potential consumers were identified by using the clustering algorithm. The influence path of
consumers' purchase intention was explored by using the structural equation model. It was found
that cultural identity and product cognition were the key driving factors, among which the influence of
product performance on purchase intention was significantly greater than that of psychological factors.
From the brand perspective, by analyzing the fragrance reach and conversion effects in different
scenarios through the funnel model, it was found that the conversion rate in the accommodation
scenario was the highest, and the return rate in the office scenario was the best. Combining logistic
regression and association rule analysis, explore the differentiated demands of consumers for
fragrances in various scenarios. Based on these insights, a PDP strategy is proposed: reinforcing both
budget-friendly and premium product lines; optimizing product design to enhance cultural resonance;
and focusing on high—conversion scenarios to build brand concepts and strengthen market influence.
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