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Abstract

This independent study, *““Marketing Strategiéé of* Hair Care Productsin The Premium . -
Beauty Segment : A Case Study of Lux Superrich Brand of Unilever Thai Holdings Company
Limited” is conducted in order to find out motivations and historical background of new products
launching, process of marketing implementation as well as marketing mix strategies which make
Lux Superrich product acceptable in the market.

This study gathered data from secondary sources which accumulated relating publications
during January 1996 to September 1999 and from primary sources which were collected
from in-depth interviews of Lux Superric}_l Brand Manager and a staff in the Hair Care Products
Packaging Department of Unilever Thai Holdings Co., Ltd. These data were reported in a form
of a case study and were analyzed within marketing theoretical framework.

The study found that the shampoo market in Thailand was highly competitive. The
leader, the chatlenger and the follower were big multinational companies such as Unilever Thai
Holdings Co., Ltd., Proctor & Gambie (Thailand) Co., Ltd. and Kao Commercial (Thailand)
Co., Ltd. consecutively. The shampoo market in Thailand is classified into 4 segments : beauty

shampoo, anti-dandruff shampoo, conditioning shampoo and baby shampoo. The highest



growing segment is the beauty sharmpoo segment. Within the beauty shampoo segment, the
premium segment has higher growth rate and larger market share than the mass one.

Lux Superrich brand was launched into the premium level of beauty shampoo segment
in May 1996. There were 4 motives underlying the product launching decision : to comply with
the parent company (Unilever Worldwide) policy, to maintain the company’s leadership in the
shampoo market, to acquire the growing opportunity in the premium beauty shampoo segment and
to improve the image of Lux brand.

The process of pre-launching the product included conducting marketing resea.rch,l
analyzing marketing situation, deciding the product brand name, appointing a brand manager,
setting up m‘mketing plans, testing the market and monitoring the consumer responses. After
launching, the company did not only conduct the market research but also aﬁalyzed competitive
situation and invested in product development. As a result, the company could make decisions on
product re-positioning and marketing promotional plans.

Regarding the marketing mix strategies,it is found that for the product strategy, Lux
Superrich used product development strategy by changing from Nutri-Shine formula to the Silk-
Protein one. Then, Lux Superrich was re-positioned from a shiny hair shampoo to a damaged hair
shampoo. In case of pricing strategy, Lux Superrich was priced higher than the mass product as to
represent its premium image. Its price was kept stable, despite the changing ‘of the product's formula

and the economic recession. For the distribution strategy, the merchandise were distributed

intensively through both company’s selling agents and concessionaires to big traditional and
modern trade retailers. In addition, the efficient customer response (ECR) was put into use for
merchandise management and customer services. For the promotional strategy, Lux Superrich
used the pull strategy via TV advertising using model presenters, rather than other media
advertising. Special events, personality contest and TV show’s sponsorships were also employed.
However, performances of Lux Superrich has not yet reached its goal. Hence, it is a

challenge to the management of Unilever Thai - Holdings Co., Ltd. to develop its strategies

which can create its product differentiation in the customers’ mind.



