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ABSTRACT

The purpose of this study was to study the herbal-cosmatic packages which
are best selling products in the fashion center city such as Milan and New York City.
The research found that the natural cosmatic products have been increasing year by
year. The comsumer’s behavior nowaday mostly prefer the natural ingredient rather
than the old fashion ingredient which were fully chemical mixture. There are the
same 4 famous brands within Europe and America. 60% are imported from Asia
and the leader is Japan following by China, Korea, India and Thailand. Styles of
packages are important for product’s loyalty especially the promotion strategy. 80%
of herbal-cosmatic packages are from Japan. The brand loyalty is reflect to the
modernize and purified ingredients of products. The csomatic packagse from
Europe are similar to America which are simplicity and cleanness. The picture of
herbals are impacted. The herbal comatic packages have to be developed by
increasing loyalty from local herbal’s wisdom. However, Thai product develope Thai
images and produce them to the product’s loyalty itself. Therefore, the packaging
style of Thai herbal-cosmatic should present the new technology. The strategy of
cosmetic product marketing is to produce value added of packages with standard
manufacturer process and technic. In addition, designer has to concern about the
image of the raw material (herbal), the identity of the product wisdom qualities to be

export.
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