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A study on_d ) ] [ ‘*=w'ons on bath soap buying
among housewives is : : . ice this product became an
essential goods in \g there are over fifty
brands of bath soap i _ F3_ _'A‘ﬁkk \Nfch other in both adver- .
tising and sales : ‘%h‘ 1980-1981, several
brands were introdu 2ﬁx-rge sum of money sup-
ported on advertiseme However, none of the

brands introduced wete e 4iis- nakelina gadin in market share.

As the result, tHIGhetudy O arket situation and competition

of soap productqi 1 aftors affecting consumer's
- =

decisions in ordg ; planning of such
product) xevealed at "ce S b elegliion were firstly on fra-

grance of the soap and secondly on the hardness (which means not e3511y

°E‘1£E[ AN/ B3N (R V101 v s
brand if pr ’:L ins dissatisfactory

fragrance. On buying decisiogis, most corsumers weregconcerned on fra-
QU S B TAAY] B Y s ot
‘consumeqs selected the brand and purchased the soap by themselves from
the nearest shophouse. The quantity per purchase was around 7-12 cakes.
On the color of scap, most consumers preferred white soap with perfume
fragrance. For sales promotion, price-off was the most effective pPromo-

tion among consumers.



b <

From testing the given hypothesis, the result showed that the
product image and brand popularity also influenced on consumer's deci-
sion, which is second to the fragrance. However, consumer's income did
not show any relationship with the choices of brands. For soap fra-
grance, soap with perfume fragrance was preferred to flower fragrance.
For soap coloring, white color was preferred to other colors. Concern-

ing sales promotion, consumers who buy cheap soap or expensive soap had

the same level of interested in sales promotion. On the brand loyalty,
both buyers of cheap soap a lA e soap were equally loyal to the
brands they used. )

In this study., . - spggeSte it both manufacturer and
distributor should p ior ek roduct attributes
especially, the fragrg , ‘ drdness the need of skin care.
These were the mai 7 i v i';;. a he consumers to maintain
buying the same br [ }4i°f 1v{:7t O%and.  Por pricing, if it
is a new brand, markghi 4 r‘: \“effxet research on pricing
and relationship bétw igera . an 'ﬁ;. . PFor. distribution
coverage, rather tha ‘ 7 | .les, sales department
bcery stores as consumers are
more likely to buy soap n —F = mBouses. For sales promotion,

there are severa O ion angbe used to achieve sales

objective, depenqr 7 and mar O ; for instance, free

sampling, price—ofgﬁ‘
tising and public

contest. For advers

edia increase tremen-—

dously, comp shou ng but also public
relation. % r@ﬂ %Ee ﬁtﬁ target group, and

relatlonshlp tween the compeny and the publlc.

ammmmumawmaﬂ

lation, since the cost of
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