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My Japanese plant, which has
flowers (right), recently had a small
red fruit (above). It has not dropped
off since it first grew about a month
ago. What is it and is this a rare
occurrence?
 Tang Koon Seng

The red fruits are fruits produced by
your Japanese Bamboo plant. Techni-
cally, the fruit is a berry. Mature Japa-
nese bamboo plants flower regularly.

I kept this plant
(right) for more
than a decade and
it flowered for the
first time recently.
The flower smelt
like sweet corn
and it bloomed for
more than a week.
Do I cut the dried

flower and plant it to get more
flowers?
 Shalli Ang

The plant is a species or cultivar of
Dumbcane that belongs to the genus
Dieffenbachia.

In general, dumbcane that has grown
to a reasonably large size will produce
flowers. After the flowers fade, you can
prune them for aesthetic reasons. As the
plant grows, new flowers will appear
from the area between a leaf and the
main stem called the axil.

Do note that the “flower” in your
plant is a structure containing many
small flowers called an inflorescence.
The rod-like spike, called the spadix,
has female flowers at the base and male
flowers at the top. The sail-like sheath,
called the spathe, surrounds the spadix.

Answers by Dr Wilson Wong, a certified
practising horticulturist and founder of
Green Culture Singapore (www.green
culturesg.com), a website for plant lovers.
He is also an NParks-certified park
manager.

Scent marketing is not just about
boosting sales. These days, customised
scents are helping to provide a unique
experience in areas such as music, design
and history.

Heineken Green Room

In 2013, Heineken, in conjunction with
aroma marketing solutions provider
Allsense Group, created The Scenthesizer
– a system that allowed on-the-fly mix-
ing of scents by a DJ, who then delivered
them to the audience according to the mu-
sic he was playing.

The event made DJ-ing, which already
incorporates sound and light, a multi-
sensory experience.

Scentangled [50:50] Singapore

Allsense Group participated in
SingaPlural 2015 last month with a design
installation featuring geographical areas
in Singapore reimagined by their
signature scents.

Visitors at the event could sniff
Singaporean scents such as the Dempsey
durian and Balestier bak kut teh and

record their own olfactory memories on a
Singapore scent map.

The installation served as a primer for
a larger project, Scent Walks, in July,
where participants will explore Singapore
using their nose instead of just their eyes.

Singapura: 700 years

As part of the Singapore HeritageFest
2015 that starts this Friday, the National
Museum has collaborated with local Je
t’aime Perfumery to produce an olfactory
translation of Singapore’s history.

The 12 scents – depicting 12 critical
points in Singapore’s history – were
conceived by Mrs Prachi Garg, olfactory
artist and founder of Je t’aime Perfumery,
with help from a group of 40 volunteers
and curators from the museum.

Interesting scents include the musky
and chocolatey notes that depict the
lavish lives of Singapore’s former
European colonial masters; the rancid
stench of ammonia depicting the fear and
anguish felt during the dark days of the
Japanese Occupation; and the smells of
freshly cut grass, clover and wisteria,
encapsulating the beauty of independent
Singapore.

T
he next time you are in a
department store, hotel or
dentist’s office, take a moment
to pull yourself away from the
barrage of visual adver-

tisements and background music to take
a whiff of the air around you.

Chances are, you will notice the
lingering of a faint scent – perhaps the
delicate and sophisticated smell of yuzu
and black tea if you are wandering the
halls of department store Tangs or the
rejuvenating scent of lime and eucalyptus
if you are sitting at the reception area of
One Farrer Hotel & Spa.

The subtle ambient fragrances are not
a random occurrence – these brands are
part of the growing number of businesses
in Singapore that are using scent
marketing to improve their customer
experience.

Using ambient scents to make a space
seem more inviting has become a trend in
an advertising landscape which has, in
recent years, nearly exhausted all means
of visual and auditory marketing.

For the retailers, hotels and events
that are jumping on board, it is a
refreshing way to increase consumer
spending, customer satisfaction and
brand recognition.

According to freelance essential oils
expert Laves Goh, the growth of scent
marketing in Singapore in the past five
years is in part thanks to the entry and
influence of international brands such as
Victoria’s Secret and Abercrombie and
Fitch.

“Even though these brands have a
more aggressive approach to scenting
their physical space compared with the
subtle scents in hotels or hospitals, their
entry definitely helped local businesses
see the benefits of creating a multi-
sensory experience for customers,” says
the 32-year-old, who has been helping
commercial groups with scent branding
for four years.

It does not hurt that there is also a
scent for almost every emotion, allowing
retailers to mix and match fragrances to
create the perfect mood.

“Vanilla and amber induce warmth,
comfort and nostalgia,” says Ms Goh,
who also gives talks on scent branding
and holds classes on essential oils.

“In the same way, citrus notes tend to
improve appetite and peppermint gives
the sense of fresh, clean spaces. There’s a
scent for any place or occasion.”

It is a sentiment Mr Terry Jacobson,
chief experience officer at Allsense
Group, which provides aroma marketing
solutions for brands and retailers, shares.

“Because our sense of smell is the only
sense directly connected to the brain’s
limbic system, which houses emotions
and memories, it’s more strongly
associated with memory than visual or
auditory cues,” he says.

“A subtle and inviting scent can
therefore increase dwell time, enhance
the recollection of brands and elevate
moods – making it a great tool for
marketers and retailers alike.”

Another reason scent technologies
have taken off in a big way is their
relatively low cost and fuss-free
implementation.

M r J a c o b s o n s a y s c r e a t i n g a
customised scent at Allsense takes about
three months and ranges between $1,000
and $10,000, depending on the
complexity.

But for brands without the time or
budget to create a signature aroma, there
is also the option of choosing cheaper

ones from the company’s library of more
than 2,000 scents.

And given that the scent can be
dispersed through a building’s ventilation
system, it is easy to implement.

Present technology also allows the
scent to be regulated based on time or
foot traffic, resulting in a consistent
and subtle smell throughout the space,
even in large department stores or
hospitals.

For malls such as Ion Orchard, which
opened in 2009, having a signature scent
has gone beyond creating a relaxing
atmosphere to becoming part of its brand
identity. Created by international scent
marketing agency ScentAir using
20 notes from herbs, fruits and flowers
such as white tea and peony, Ion
Orchard’s scent has become so well
recognised that the mall decided to infuse
it into votive candles and a cocktail as

part of its fifth anniversary celebrations
last year.

Customers were able to redeem the
candles with a minimum $300 spending
at the mall.

Similarly, at One Farrer Hotel & Spa,
guests have begun asking to buy its
signature scent Urban Oasis so that they
can duplicate their hotel experience at
home.

And the list goes on. Hotels The

Westin Singapore and The Patina,
Capitol Singapore, shopping centre Palais
Renaissance, fashion label Zara,
automobile brand Nissan and Mount
Elizabeth Novena Hospital all have
distinctive fragrances wafting through
the lobbies and aisles.

Events marketers are also embarking
on the customised scent route.

Experia Events, which is behind last
year’s Singapore Airshow, had a
signature scent created for the show.
Made up of notes of dewy juicy fruits and
rich dark chocolate, the scent aimed to
appeal to the event’s distinctly masculine
target audience.

An equally unique and chic scent
evoking the Asian identity was also
commissioned by organisers Mercury
Marketing and Communications for last
year’s Singapore fashion week – known
as the Audi Fashion Festival – helping to
set the mood for the glitzy event.

In both cases, the scents were
diffused through the air-conditioning
ducts in the enclosed lounge and
exhibition areas.

The avant-garde scent for the fashion
week was so popular – attendees were
inquiring about it – that Mercury is
creating another scent for this year’s
edition of Singapore Fashion Week,
which takes place next month.

Limited numbers of the bottled scent
will be available for purchase.

It seems then that the science on the
matter is clear: Scent has incredible
potential.

A n d a s f a r a s M r J a c o b s o n i s
concerned, it will linger for a long while.

“Just like how we see or hear, how we
smell is another way for us to connect to
the world around us,” he says.

“Not only does it make our experience
more pleasant as customers, but it can
also bring character and personality to
brick-and-mortar businesses.”

avarma@sph.com.sg

Which is your favourite scent and
where is it found? E-mail stlife@sph.com.sg

Cinnamon powder has fungicidal
properties and is an environment-
friendly fungicide.

You can use it to coat cleaned, cut
ends of stems that are to be used for
plant propagation. It may offer some
help to reduce the likelihood of
damping-off disease when you raise
new seedlings.

Got a gardening
query? E-mail it
with your full
name and
pictures, if any,
to stlife@
sph.com.sg
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Retailers, hotels and
hospitals are creating
signature scents to
improve their customers’
experience

Tip

Making
scents of
a place

Be led by the nose

Home & Garden

Guests at upcoming The Patina, Capitol
Singapore hotel (above) can enjoy a
signature blend of coriander, bergamot,
infused with lavender mint, geranium
and a base of cedar and oakmoss.

Home & Garden
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At Scentangled [50:50] Singapore, part of this year’s SingaPlural, visitors
could smell scents depicting areas in Singapore such as Dempsey durian.
PHOTO: ALLSENSE GROUP

The signature scent of Ion Orchard mall (above) uses 20 notes from natural herbs,
fruits and flowers such as white tea and peony.

At Mount Elizabeth Novena Hospital (above),
its scent has floral notes such as lavender
as well as white musk.

Popular local dishes such as bak kut
teh (right) have become inspiration
for scents. PHOTOS: THE PATINA,
CAPITOL SINGAPORE, ION ORCHARD,
ST FILE, BUSINESS TIMES FILE


