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Market-Share Changing and Pricing Simulations

of Thai Herbal Soap Using 3D-Perceptual Map
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Abstract

Thai herbs, besides being used as the ingredients of medicines, the most
popular product that uses herbs as ingredients is soap. However, the market
shares of Thai herbal soaps are very little when compared with the total market.
This research studies the guideline to improve Thai herbal soaps to increase their
market shares. Researcher used the 3-D perceptual map to simulate market share
and optimum price.

This research aims to 1) to study guidelines to improve Thai herbal
soaps to increase their market shares. 2) to study the optimum price of Thai
herbal soaps. From market share and pricing simulation found that if “Bennett”
(market leader of Thai herbal soap) improve pricing, scent, using experiences, and
physical attributes, it can increase the market share from 11.67% to 16.27%. If
the small Thai herbal soap brands improve their pricing and physical attributes,
it can increase the market share from 7.00% to 14.05%. And the optimum price
per each of Thai herbal soap should be 42 baht.

Keywords: Thai Herbal Soap Perceptual Map Market Share
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