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Abstract

The objectives of this study, “Environmental Marketing Management for Cosmetic
Products in Thailand : A Case study of the Body Shop’s Products”, are to study the
environmental marketing management of cosmetic business and the consumers’ opinion towards
the environmental marketing mix by using the Body Shop’s costnetic products in Thailand as a
case study.

Data concerning environmental marketing management were collected by interviewing
the marketing manager of Earth Care Company Limited and 7 shop managers or supervisors,
who are in charge of the sampled outlets. In addition., data about consumers’ opinion towards the
environmental marketing mix were collected by using questionnaires with 140 samples who were
buying and consuming the Body Shop’s cosmetic products. At each place, 20 samples were
collected. The data collected were computed by using Microsoft Excel 97 program. The statistics

presented the result were applied in form of frequency, percentage and arithmetic mean.




From this study, it is found that, Earth Care Company Limited is the headfranchisee of
the Body Shop International PLC. in England where obligation is to distribute the products under
The Body Shop’s brandname in Thailand. The environmental marketing management process
started by analysing marketing situations. There are market opportunities according to
environmental problems which caused problems to the consumers and consumers are more
concerned with those environmental issues. Therefore, the Body Shop concentrates in the niche
market of which primary target markets are 18-35 years-old women with rather high education,
who would like to participate in environmental conservation. It’s position placed on high quality
and safety products with international standard and environmental conservation. In comparison
with imported cosmetic competitors, the Body Shop’s colouring and skin care products are
classified in medium level goods while the other products are classified in high level goods.

Marketing planning was applied from the major plan of the head office in England. The
business cbjectives are to expand the sales volume and to improve total brand image. The social
objective is to create environmental and social awareness in customers and employees.

Regarding the marketing mix stratey of the Body Shop, it is found that it’s product
strategy is to use natural extracted raw materials with environmental-friendly production and
packaging, as well as to provide beauty care services. For price strategy, it’s product pricing is
determining according to their costs and competitive prices. For place strategy, store decoration
is done in natural and modem style. As for promotion sirategies, store advertising has been used
in order to motivate product demand and to create environmental awareness. Public relation
activities to emphasize the knowledge about health and environment and to set up social
activities. For sales promotion, it has campaigned the consumers to refill and recycie the
packaging. In addition, sales persons have been educated about products and company’s vision on
environmental preservation. As for market implementation and control, it has been done
according to the year plan with a computerized system for assisting sales and inventory systems.

Data gathered from consumers revealed that consumers gave importance at a high level
towards environmental marketing mix factors, which effect their cosmetics buying. Ten important

factors were ranked consequently as followed. Natural extracted compositions and natural plants




fragrance, environmental-friendly production, plants emphasized and animals avoidance raw
materials, appropriated price according to cost and value, environmental conservative brand
hnége, natural or natural imitative colours and advertising to create environmental awareness,
discounts and premiums giving when packages are refilled, and environmental publication and
education.

Consumers gave satisfaction at a high level towards environmental marketing mix
results, which are managed by the Body Shop Thailand. Ten satisfied results were ranked
consequently as followed. Natural extracted compositions, plants emphasized and animals
avoidance raw materials, environmental conservative brand image, natural plants fragrance, raw
materials derived from no animal testing, environmental-friendly production, advertising to create
environmental awareness, economical and recycle packaging, natural or natural imitative colours,

and environmental publication and education.



