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The objective of this project was to design a marketing plan of natural whitening
agents which used nanotechnology in production for a company. The methods
consisted of collecting data of whitening products from the internet and reviewing
whitening agents from researches, followed by segmentation, targeting, and positioning,
then design a strategy for the product by doing SWOT analysis and using 4P. The
consumers were segmented by geographic, demographic and behavior. The customer
would be 30 — 49 year-old female who lived in Bangkok and boundaries, and earned
20,000 bahts up per month. The positioning of product was a better safe natural
whitening cosmeceuticals which were based on the researches, and more efficiency
with the new nonionic nanotechnology; Niosome. The target customers preferred to use
cosmeceuticals in forms of serum (29.63%), cream (25.93%) and lotion (22.22%). The
expected prices were between 500 — 999 bahts. Their favorite channels of distribution
were supermarket (45.45%) and direct selling (36.36%). The favorite promotion strategy
was giving samples (81.81%). For SWOT analysis, the strength was the value added by
using nanotechnology, the weakness was the unknown of the brand which led to an
unreliable of the product, the opportunity was the increasing tendency in consuming
natural cosmeceuticals, and the threat was the high competition in market. The 4P
strategy suggested launching different product each year in forms of serum, cream, and
lotion. The prices were 400 — 950 bahts depending on forms and sizes. The distribution
channel was direct selling and the giving samples were the major promotional strategy.

The goal was to achieve 10% of target customers.





