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Abstract TE 135190

An Independent Study “Development of Aloe Vera Herbal Shampoo Market” . A
case study of farmer’s housewife group at Ban Koak Klang, Amphoe Nam Pong, Changwat
Khon Kaen. The objectives of this study were to study the general production and marketing
management, factors affecting the sale volume of Aloe Vera shampoo, including of the
problems and obstacles, and the tendency of development of improving the product and
marketing. The scope of the study was limited to the case of the farmer’s housewife group at
Ban Koak Klang (FHBKK group), Amphoe Nam Pong, Changwat Khon Kaen in 2001. The
instruments used for collecting data were the obscrvation and interview of the shampoo
producer, shampoo shelf trial and interview of the shampoo consumer’s opinion and need in
Amphoe Nam Pong and Amphoe Muang, Changw Khon Kaen, respectively.

The finding showed that the FHBKK group had $4 members, the commitiee of seven
persons operated it. The group had performed several activities. One of these initiated in 1993
was the production of Aloe Vera herbal shampoo which 10 persons participated in this
activity and named the shampoo as “Aloe Vera Herba! Shampoo of the Farmer’s Housewife
Group at Ban Koak Klang ” (FHGBKK shampoo)

The FHGBKK shampoo consisted of Aloe Vera 14% in 300 ml. Bottle. The FHBKK
group would do the production when they received an order or they were running of their
stock. The shampoo production required approximately six hours. The cost per bottle was 29
Bath. The shampoo production faced the problems of shampoo quality and marketing
management. The shampoo quality in eéch production batch was inconsistent The shampoo
was placed in the demonstration shop, the Ban Koak Klang community shop and the near
villages and also at the Changwat annual festival. The whole sale price was 40 Bath/bottle
and 35 Bath/boitle for group member who wanted to sell the shampoo for profit conid set the
retailed price. The marketing problem was the channel of product distribution. The FHBKK
group had vé;); few channels to distribute their shampoo. Usuaily, shampoo was sale in some
stores without promotion. For this reason, the sale volume in each year was decreased. It was

found that the sale volume in 2001 was only 700 bottles or a half of the volume in 1999.
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The results from the interview of the consumers using the FHGBKK shampoo about
their opinion and demand showed that 42.8% of them selected the FHGBKK shampoo
because it was an herbal shampoo. While 28.6% wanted to support the FHBKK group
activities, and 14.3% said it was good for healthy hair and it stopped from falling out. 42.8%
of the consumers bought the shampoo by their own decision. 57.1% bought it from the
FHGBKK shop. They not only used the FHGBKK shampoo to clean their hair but also
suggested the FHGBKK group to increase the product distribution places. Everyone in this
consumer group would continue using it. Those who had used it before had now stopped
using it, 70.6% of them explained that because of a few distribution places and inconvenient
to find the shampoo. About 29.4% of them said the shampoo contained very little suds and
the packaging was not attractive, while 17.6% said the shampoo they used did not better the
health condition of their hair. There was no expiration date printed on the bottle and no
particular description of the goods provided. Also 35.5% of the same group opined that the
most important thing the group should do is to make publicity of the product, and 82.4% of
them said they never used it again.

To improve the quality of the shampoo to meet the demands of the majority of
cons mers, the FHGBKK group should increase the quantity of suds. The container should be
of a round shape, made of clear plastic, and with all the particulars printed on it. The proper
size of the bottle was 250 ml. with a good stopper. The product should be put on display in
supcrmarkets, sale counters in supermarkets or health goods stores. Giving free samples,
display of the product, or an exhibition is the good ways to promote the shampoo and heip the
consumers to decide to buy it. The best way to boost the group’s marketing is to publicize it
and to advertise the product. The most significant factors, which affect the consumers’

decision to buy the shampoo, were its quality, standard certification and easy access to it.



