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The Exploration of Corporate Scent Marks Design

OU Yong—he, ZHU Hua, SHAN Dong—po

(Jiangnan University, Wuxi 214122, China)

Abstract: It considered the olfactory theory and scent marks practice as a starting point, combined with the
development of the theoretical Corporate Identity System and extended the connotation of a logo design. Then it proposed
concept of scent marks Design. It elaborated classification of the different scent marks and practical examples, learnt
from the design process of the Visual Identity System, and then introduced research methods of Neuroscience and
Sensory Psychophysics. On this basis, it proposed the prototype of the general scent marks design process, which will
broad the corporate image design ideas, scent marks design to provide a reference to future enterprises.

Key words: scent marks; corporate image identity; classification; the process of design
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Fig.1 The process of scent marks design
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