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ABSTRACT 

This research delves into the revitalization of Lifebuoy's consumer-based brand equity by developing and 

implementing a comprehensive integrated marketing communication (IMC) strategy. The study addresses 

the brand's declining equity by conducting a thorough analysis of its internal and external environments. 

A mixed-methods research approach, encompassing both quantitative and qualitative data collection 

techniques, was employed to gain a deeper understanding of consumer behavior, preferences, and the 

competitive landscape. Key findings from the research indicate that Lifebuoy operates in a highly 

competitive market, facing intense rivalry from established brands like Biore, Dettol, and Nuvo. 

Consumer behavior is primarily driven by hygiene concerns, skin health, and affordability, with a 

growing emphasis on additional benefits. Despite its strong brand equity, product quality, and innovative 

offerings, Lifebuoy faces challenges in maintaining its market leadership. To address these challenges 

and revitalize the brand, a comprehensive IMC strategy is proposed. This strategy leverages a multi-

channel approach, incorporating advertising, sales promotion, public relations, digital marketing, online 

marketing, mobile marketing, direct marketing, and event marketing. By effectively implementing this 

strategy, Lifebuoy can strengthen its brand equity, increase market share, and solidify its position as a 

leading antibacterial soap brand. 

Keywords: Integrated Marketing Communication, Consumer-Based Brand Equity, Marketing Strategy. 

 

ABSTRAK 

Penelitian ini mempelajari revitalisasi ekuitas merek Lifebuoy yang berbasis konsumen dengan 

mengembangkan dan menerapkan strategi komunikasi pemasaran terpadu (IMC) yang komprehensif. 

Penelitian ini membahas ekuitas merek yang menurun dengan melakukan analisis menyeluruh terhadap 

lingkungan internal dan eksternalnya. Pendekatan penelitian dengan metode campuran, yang mencakup 

teknik pengumpulan data kuantitatif dan kualitatif, digunakan untuk mendapatkan pemahaman yang lebih 

dalam tentang perilaku konsumen, preferensi, dan lanskap persaingan. Temuan utama dari penelitian ini 

menunjukkan bahwa Lifebuoy beroperasi di pasar yang sangat kompetitif, menghadapi persaingan yang 

ketat dari merek-merek yang sudah mapan seperti Biore, Dettol, dan Nuvo. Perilaku konsumen terutama 

didorong oleh masalah kebersihan, kesehatan kulit, dan keterjangkauan harga, dengan penekanan yang 

semakin besar pada manfaat tambahan. Terlepas dari ekuitas merek yang kuat, kualitas produk, dan 

penawaran inovatifnya, Lifebuoy menghadapi tantangan dalam mempertahankan kepemimpinan 

pasarnya. Untuk mengatasi tantangan-tantangan ini dan merevitalisasi merek, sebuah strategi IMC yang 

komprehensif diusulkan. Strategi ini memanfaatkan pendekatan multi-saluran, yang menggabungkan 

periklanan, promosi penjualan, hubungan masyarakat, pemasaran digital, pemasaran online, pemasaran 

mobile, pemasaran langsung, dan pemasaran acara. Dengan menerapkan strategi ini secara efektif, 

Lifebuoy dapat memperkuat ekuitas merek, meningkatkan pangsa pasar, dan memperkuat posisinya 

sebagai merek sabun antibakteri terkemuka. 

Kata kunci: Komunikasi Pemasaran Terpadu, Ekuitas Merek Berbasis Konsumen, Strategi Pemasaran. 

 

INTRODUCTION 

Lifebuoy, a renowned household 

name in Indonesia, has long been 

synonymous with germ protection. 

However, recent trends indicate a 

decline in its consumer-based brand 

equity (CBBE). This decline is primarily 

attributed to a weakening in perceived 

value and differentiation, as evidenced 

by the brand's performance in Kantar's 

Brand Power framework. (Consumer & 

Market Insights Unilever, 2023) 
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The challenges faced by Lifebuoy 

are multifaceted. A reduced focus on its 

core message of superior germ 

protection has eroded its historical 

strength. Additionally, the brand has 

struggled to keep pace with competitors 

who have introduced innovative 

products and targeted specific consumer 

segments. To address these issues, a 

comprehensive integrated marketing 

communication (IMC) strategy is 

essential to revitalize the brand and 

restore its position as a market leader. 

 

This research aims to investigate 

the internal and external factors 

influencing Lifebuoy's brand equity and 

develop a robust IMC strategy to address 

these challenges. By understanding the 

brand's strengths, weaknesses, 

opportunities, and threats, and by 

analyzing consumer behavior and 

preferences, this study will propose an 

IMC strategy that effectively rekindles 

Lifebuoy's core message and amplifies 

its diverse product offerings. 

The research will explore the 

following key questions: 

1. What is the internal and external 

analysis of Lifebuoy Soap? 

2. What is the proposed integrated 

marketing communication strategy to 

effectively rekindle Lifebuoy Soap's 

core message of superior germ 

protection (Meaningful) and amplify 

its diverse product offerings 

(Different)? 

3. What is the implementation plan of 

the proposed integrated marketing 

communication strategy? 

By answering these questions, this 

research seeks to provide actionable 

insights that can help Lifebuoy regain its 

lost brand equity and achieve sustainable 

growth. 

 

LITERATURE REVIEW 

Integrated Marketing 

Communication (IMC) is a strategic 

approach that involves coordinating 

various marketing communication 

channels to deliver a consistent and 

cohesive message to the target audience 

(Eagle et al., 2007). This integrated 

approach aims to create a unified brand 

image and enhance brand awareness, 

brand associations, and brand loyalty. 

Kotler and Keller (2016) outline the key 

elements of the marketing 

communication mix, including 

advertising, sales promotion, public 

relations, digital marketing, and personal 

selling. By effectively integrating these 

elements, organizations can maximize 

their marketing efforts and achieve their 

strategic objectives. 

Consumer-based brand equity 

(CBBE) refers to the value that 

consumers associate with a brand (Pappu 

et al., 2005). It is influenced by factors 

such as brand awareness, brand 

associations, perceived quality, and 

brand loyalty. Atilgan et al. (2005) 

emphasize the importance of strategic 

brand management practices, including 

advertising and market orientation, in 

building and maintaining strong brand 

equity. 

To develop effective marketing 

strategies, organizations must conduct a 

thorough analysis of their internal and 

external environments. External analysis 

frameworks, such as PESTLE, Porter's 

Five Forces, Customer and Competitor 

Analysis, help identify opportunities and 

threats in the market. By understanding 

the competitive landscape and consumer 

behavior, organizations can make 

informed decisions about their marketing 

mix. Internal analysis, on the other hand, 

focuses on assessing an organization's 

strengths, weaknesses, opportunities, and 

threats (SWOT). This analysis can be 

coìnduìcted uìsing toìoìls like the VRIOì 
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framewoìrk, STP analysis, and Poìrter's 

Valuìe Chain. 

Strategic planning is a critical 

proìcess that invoìlves setting 

oìrganizatioìnal goìals, develoìping 

strategies toì achieve thoìse goìals, and 

alloìcating resoìuìrces effectively. Gürel 

(2017) highlights the impoìrtance oìf 

strategic planning in ensuìring loìng-term 

suìccess. By aligning internal capabilities 

with external oìppoìrtuìnities, 

oìrganizatioìns can create suìstainable 

coìmpetitive advantages. The SWOìT 

matrix is a valuìable toìoìl foìr strategic 

planning, as it enables oìrganizatioìns toì 

identify their strengths, weaknesses, 

oìppoìrtuìnities, and threats and develoìp 

approìpriate strategies toì capitalize oìn 

strengths, mitigate weaknesses, seize 

oìppoìrtuìnities, and avoìid threats (King 

et al., 2023). 

 

RESEARCH METHODOLOGY 

This research will emploìy a 

mixed-methoìds research design, 

coìmbining boìth quìantitative and 

quìalitative research approìaches. This 

synergistic approìach will proìvide a 

coìmprehensive and nuìanced 

uìnderstanding oìf the research proìblem. 

Semi-struìctuìred Interviews: In-

depth interviews will be coìnduìcted with 

key infoìrmants froìm Uìnilever 

Indoìnesia toì gather rich, coìntextuìal 

data oìn the coìmpany's internal 

oìperatioìns, marketing strategies, and 

challenges. These interviews will be 

struìctuìred aroìuìnd a semi-struìctuìred 

interview guìide, alloìwing foìr flexibility 

in exploìring emerging themes. 

Suìrvey Quìestioìnnaire: A 

struìctuìred suìrvey quìestioìnnaire will be 

administered toì a sample oìf coìnsuìmers 

toì coìllect quìantitative data oìn their 

perceptioìns, preferences, and behavioìrs 

related toì Lifebuìoìy soìap. The 

quìestioìnnaire will incluìde a mix oìf 

cloìsed-ended and oìpen-ended 

quìestioìns, alloìwing foìr boìth 

quìantitative and quìalitative data 

coìllectioìn. 

Quìalitative Data Analysis: 

Thematic analysis will be uìsed toì 

analyze the quìalitative data coìllected 

froìm the interviews. This invoìlves 

identifying patterns, themes, and 

categoìries within the data. 

Quìantitative Data Analysis: 

Descriptive statistics, suìch as mean, 

median, moìde, and standard deviatioìn, 

will be uìsed toì suìmmarize the 

quìantitative data. Cluìster analysis will 

be uìsed toì identify distinct groìuìps oìf 

coìnsuìmers based oìn their 

characteristics and preferences. 

 

Findings and Discussion 

By examining the broìader market 

dynamics and the brand's internal 

capabilities, this chapter aims toì identify 

key oìppoìrtuìnities and challenges. The 

analysis will cuìlminate in the 

develoìpment oìf strategic 

recoìmmendatioìns aimed at 

strengthening Lifebuìoìy's coìnsuìmer-

based brand equìity and addressing the 

research quìestioìns. 

 

External Analysis 

PESTLE Analysis.  
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Poìlitically, goìvernment 

reguìlatioìns, particuìlarly thoìse related 

toì proìduìct claims and packaging, 

significantly impact the brand. 

Additioìnally, goìvernment health 

campaigns can drive demand foìr 

antibacterial soìaps. Ecoìnoìmically, 

coìnsuìmer price sensitivity and 

fluìctuìating raw material coìsts impact 

pricing strategies. Intense coìmpetitioìn 

within the soìap market necessitates 

carefuìl pricing and proìduìct 

poìsitioìning. Ecoìnoìmic doìwntuìrns can 

fuìrther affect coìnsuìmer puìrchasing 

poìwer and demand foìr noìn-essential 

proìduìcts. 

Soìcially, coìnsuìmer preferences 

are shifting toìwards proìduìcts that oìffer 

boìth hygiene and skincare benefits. The 

rise oìf soìcial media and influìencer 

marketing has transfoìrmed coìnsuìmer 

behavioìr and brand perceptioìn. 

Suìstainability and ethical coìnsuìmptioìn 

are emerging as impoìrtant factoìrs foìr 

certain coìnsuìmer segments. 

Technoìloìgically, e-coìmmerce and 

digital marketing have becoìme cruìcial 

channels foìr reaching coìnsuìmers. 

Technoìloìgical advancements in 

proìduìct foìrmuìlatioìn and packaging are 

driving innoìvatioìn. Hoìwever, the rapid 

pace oìf technoìloìgical change presents 

boìth oìppoìrtuìnities and challenges. 

Legally, stringent reguìlatioìns oìn 

proìduìct claims and packaging 

coìmpliance impact proìduìct 

develoìpment and marketing. Legal risks 

assoìciated with proìduìct safety and 

quìality are significant. 

Enviroìnmentally, groìwing coìnsuìmer 

awareness oìf suìstainability is driving 

demand foìr ecoì-friendly proìduìcts. 

Balancing enviroìnmental coìncerns with 

affoìrdability and proìduìct efficacy is a 

key challenge. The impact oìf climate 

change and resoìuìrce scarcity may affect 

suìpply chains and raw material coìsts. 

 

Poìrter’s 5 Foìrces.   

 

The soìap market is characterized 

by a highly coìmpetitive landscape. 

Poìrter's Five Foìrces analysis reveals 

that while the threat oìf new entrants and 

suìbstituìtes is moìderate, the bargaining 

poìwer oìf buìyers is high. This is duìe toì 

the availability oìf nuìmeroìuìs 

alternatives and the relatively loìw 

switching coìsts foìr coìnsuìmers. 

Coìnversely, the bargaining poìwer oìf 

suìppliers is loìw, as there are muìltiple 

suìppliers oìf raw materials and 

packaging. 

Hoìwever, the moìst significant 

foìrce shaping the market is the intense 

coìmpetitive rivalry amoìng existing 

players. This rivalry is driven by factoìrs 

suìch as price coìmpetitioìn, proìduìct 

differentiatioìn, and market 

segmentatioìn, leading toì a dynamic and 
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challenging enviroìnment foìr coìmpanies 

like Lifebuìoìy. 

 

Cuìstoìmer Analysis.  

A coìmprehensive suìrvey oìf 401 

respoìndents was coìnduìcted toì gain 

insights intoì coìnsuìmer behavioìr and 

preferences. The sample primarily 

coìmprised yoìuìng, emploìyed woìmen 

residing in the Jaboìdetabek area. 

Toì ensuìre data quìality and 

reliability, rigoìroìuìs validity and 

reliability tests were coìnduìcted uìsing 

IBM SPSS Statistics 29. The resuìlts 

indicated satisfactoìry reliability foìr 

boìth the Coìnsuìmer Behavioìr and 

Marketing Mix coìnstruìcts, with 

Croìnbach's alpha coìefficients exceeding 

the acceptable threshoìld oìf 0.50. 

Hoìwever, twoì items related toì 

shoìwering frequìency and coìmpetitoìr 

brand uìsage were deemed invalid and 

excluìded froìm fuìrther analysis. 

The research instruìment 

emploìyed a cloìsed-ended 

quìestioìnnaire with a 5-poìint Likert 

scale toì gather data oìn coìnsuìmer 

behavioìr and marketing mix 

preferences. The quìestioìnnaire was 

divided intoì twoì primary variables: 

coìnsuìmer behavioìr and marketing mix. 

The marketing mix variable was fuìrther 

segmented intoì foìuìr dimensioìns: 

proìduìct, price, place, and proìmoìtioìn. 

Data analysis invoìlved calcuìlating 

average scoìres foìr each element, 

enabling the ranking oìf their poìtential 

impact oìn coìnsuìmer-based brand 

equìity. Higher-ranked elements were 

deemed moìre influìential in 

coìntribuìting toì brand equìity. 

 

Descriptive Statistics 

Items Mean Rank Indicator 

CB_7 4.55 1 Shoìwers with liquìid soìap 

CB_8 4.52 2 Handwashing with liquìid soìap 

CB_6 4.09 3 Shoìwers minimuìm 2x per day 

CB_2 4.02 4 Prefer hygienic liquìid soìap 

CB_3 3.56 5 Prefer beauìty liquìid soìap 

CB_1 3.34 6 Liquìid soìap puìrchase intensity 

CB_9 3.22 7 Uìse Lifebuìoìy as liquìid soìap 

CB_4 2.15 8 Moìney spent foìr liquìid soìap 

The cuìstoìmer analysis revealed 

several key insights. Respoìndents 

prioìritized hygiene and cleanliness, 

factoìrs suìch as frequìent bathing and 

handwashing, with a stroìng preference 

foìr liquìid soìap that oìffers boìth germ 

proìtectioìn and skin benefits. As foìr the 

brands, respoìndents preferred Lifebuìoìy 

as their primary choìice oìf liquìid soìap, 

highlighting the brand's stroìng market 

poìsitioìn. Price sensitivity was alsoì a 

significant factoìr, with respoìndents 

indicating a willingness toì puìrchase 

discoìuìnted proìduìcts and a preference 

foìr affoìrdable price ranges. 

Descriptive Statistics 

Items Mean Rank Indicator 

MPROìD_3 4.48 1 

Choìoìse liquìid soìap 

that cleans 

coìmpletely 

MPROìD_7 4.48 1 

Choìoìse liquìid soìap 

with freshness 

MPROìD_9 4.47 3 

Choìoìse liquìid soìap 

that proìtect froìm 

germs 
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Descriptive Statistics 

Items Mean Rank Indicator 

MPROìD_6 4.38 4 

Choìoìse liquìid soìap 

that are fragrant 

MPROìD_8 4.38 4 

Choìoìse liquìid soìap 

that moìistuìrizing 

MPROìD_4 4.34 6 

Choìoìse liquìid soìap 

that effectively 

noìuìrishing 

MPROìD_10 4.26 7 

Choìoìse liquìid soìap 

foìr smoìoìth skin 

MPROìD_2 4.16 8 

Choìoìse liquìid soìap 

that suìitable foìr the 

whoìle family 

MPROìD_15 4.09 9 

Choìoìse liquìid soìap 

in large (500ml and 

825ml) packaging 

MPROìD_5 3.92 10 

Choìoìse liquìid soìap 

foìr gloìwing skin 

MPROìD_1 3.86 11 

Choìoìse liquìid soìap 

with natuìral 

ingredients 

MPROìD_11 3.73 12 

Choìoìse liquìid soìap 

that recoìmmended 

by doìctoìrs 

MPROìD_14 3.72 13 

Choìoìse liquìid soìap 

in mediuìm (300ml 

and 400ml) 

packaging 

MPROìD_12 3.48 14 

Impoìrtance oìf liquìid 

soìap packaging 

MPROìD_13 3.08 15 

Choìoìse liquìid soìap 

in small (100ml and 

250ml) packaging 

 

Descriptive Statistics 

Items Mean Rank Indicator 

MPRIC_2 4.10 1 

Willingness toì puìrchase 

discoìuìnted liquìid soìap 

MPRIC_1 3.99 2 

Impoìrtance oìf price foìr 

puìrchase decisioìn 

MPRIC_3 3.92 3 

Willingness toì puìrchase 

liquìid soìap with 

Rp18.500-Rp26.100 

MPRIC_4 3.78 4 

Willingness toì puìrchase 

liquìid soìap with 

Rp29.500-Rp42.500 

MPRIC_5 3.29 5 

Willingness toì puìrchase 

liquìid soìap with 

Rp49.500-Rp68.400 

 

Descriptive Statistics 

Items Mean Rank Indicator 

MPLAC_1 3.9 1 

Affoìrdable stoìre is 

impoìrtant foìr puìrchase 

decisioìn 

MPLAC_4 3.84 2 

Puìrchase liquìid soìap 

in Indoìmaret 

(Minimarket) 

MPLAC_3 3.82 3 

Puìrchase liquìid soìap 

in Alfamart 

(Minimarket) 

MPLAC_6 3.47 4 

Puìrchase liquìid soìap 

in Suìperindoì 

(Suìpermarket) 

MPLAC_10 3.45 5 

Puìrchase liquìid soìap 

in Shoìpee 

(Ecoìmmerce) 

MPLAC_7 3.29 6 

Puìrchase liquìid soìap 

in Hypermart 

(Hypermarket) 

MPLAC_9 3.19 7 

Puìrchase liquìid soìap 

in Toìkoìpedia 

(Ecoìmmerce) 

MPLAC_5 3.10 8 

Puìrchase liquìid soìap 

in Heroì (Suìpermarket) 

MPLAC_8 3.07 9 

Puìrchase liquìid soìap 

in Transmart 

(Hypermarket) 

MPLAC_11 2.85 10 

Puìrchase liquìid soìap 

in TikToìk (Soìcial 

Coìmmerce) 

MPLAC_2 2.74 11 

Puìrchase liquìid soìap 

in waruìng (General 

Trade) 

 
Descriptive Statistics 

Items Mean Rank Indicator 

MPROìM_1 4.11 1 Impoìrtance oìf proìmoì in 
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Descriptive Statistics 

Items Mean Rank Indicator 

puìrchase decisioìn 

MPROìM_17 4.06 2 

Attracted by 

straightfoìrward and 

simple ads 

MPROìM_15 4.03 3 

Attracted by ads with 

stoìryline that tell 

proìduìcts UìSP 

MPROìM_14 3.94 4 

Influìenced toì puìrchase 

froìm friends/family 

review  

MPROìM_18 3.68 5 

Attracted by demoì ads 

that coìmpare proìduìcts 

MPROìM_16 3.55 6 

Attracted by ads with 

stoìryline that is 

emoìtioìnal 

MPROìM_13 3.35 7 

Influìenced toì puìrchase 

froìm KOìL review 

MPROìM_3 3.14 8 

Influìenced toì puìrchase 

by ads oìn Instagram 

MPROìM_4 3.03 9 

Influìenced toì puìrchase 

by ads oìn TikToìk 

MPROìM_9 3.02 10 

Influìenced toì puìrchase 

by ads oìn Goìoìgle 

MPROìM_12 3.00 11 

Influìenced toì puìrchase 

by ads oìn TV 

MPROìM_5 2.87 12 

Influìenced toì puìrchase 

by ads oìn Yoìuìtuìbe 

MPROìM_10 2.8 13 

Influìenced toì puìrchase 

by ads oìn Billboìard 

(OìOìH) 

MPROìM_6 2.72 14 

Influìenced toì puìrchase 

by ads oìn News, 

Websites (Oìpen internet) 

MPROìM_8 2.6 15 

Influìenced toì puìrchase 

by ads oìn Streaming 

platfoìrm 

MPROìM_11 2.46 16 

Influìenced toì puìrchase 

by ads oìn Radioì 

MPROìM_2 2.36 17 

Influìenced toì puìrchase 

by ads oìn Faceboìoìk 

MPROìM_7 2.33 18 

Influìenced toì puìrchase 

by ads oìn Oìnline gaming 

(Oìpen internet) 

 

Regarding the marketing mix, 

several factoìrs were identified as key 

drivers oìf brand equìity. In terms oìf 

proìduìct attribuìtes, coìnsuìmers valuìed 

refreshing and cleansing proìperties, as 

well as effective germ proìtectioìn. In 

terms oìf pricing, coìnsuìmers were price-

sensitive and preferred discoìuìnts and 

affoìrdable price ranges. Regarding 

distribuìtioìn, the availability oìf liquìid 

soìap in affoìrdable stoìres and 

minimarkets was cruìcial. Lastly, in 

terms oìf proìmoìtioìn, discoìuìnted 

prices, simple and straightfoìrward 

advertisements, relatable stoìrytelling, 

and woìrd-oìf-moìuìth recoìmmendatioìns 

were foìuìnd toì be influìential. 

Final Cluster Centers 

Indicators 

Cluster 

1 2 

CB_1 3,37 3,29 

CB_2 4,10 3,89 

CB_3 3,68 3,34 

CB_4 2,17 2,11 

CB_6 4,18 3,94 

CB_7 4,53 4,58 

CB_8 4,54 4,47 

CB_9 3,46 2,79 

MPROìD_1 4,00 3,61 

MPROìD_2 4,37 3,79 

MPROìD_3 4,63 4,20 

MPROìD_4 4,52 4,01 

MPROìD_5 4,13 3,54 

MPROìD_6 4,51 4,14 
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Final Cluster Centers 

Indicators 

Cluster 

1 2 

MPROìD_7 4,63 4,20 

MPROìD_8 4,52 4,11 

MPROìD_9 4,63 4,18 

MPROìD_10 4,47 3,88 

MPROìD_11 3,98 3,27 

MPROìD_12 3,69 3,08 

MPROìD_13 3,20 2,86 

MPROìD_14 3,83 3,54 

MPROìD_15 4,08 4,12 

MPRIC_1 4,12 3,75 

MPRIC_2 4,20 3,94 

MPRIC_3 4,01 3,75 

MPRIC_4 3,88 3,61 

MPRIC_5 3,28 3,31 

MPLAC_1 4,09 3,54 

MPLAC_2 2,97 2,32 

MPLAC_3 4,03 3,44 

MPLAC_4 4,06 3,44 

MPLAC_5 3,48 2,40 

MPLAC_6 3,74 2,98 

MPLAC_7 3,62 2,70 

MPLAC_8 3,44 2,39 

MPLAC_9 3,43 2,75 

MPLAC_10 3,70 2,99 

MPLAC_11 3,17 2,25 

MPROìM_1 4,28 3,81 

MPROìM_2 2,73 1,70 

Final Cluster Centers 

Indicators 

Cluster 

1 2 

MPROìM_3 3,51 2,45 

MPROìM_4 3,42 2,31 

MPROìM_5 3,29 2,11 

MPROìM_6 3,14 1,94 

MPROìM_7 2,69 1,68 

MPROìM_8 3,04 1,80 

MPROìM_9 3,40 2,34 

MPROìM_10 3,24 1,99 

MPROìM_11 2,83 1,77 

MPROìM_12 3,47 2,15 

MPROìM_13 3,69 2,72 

MPROìM_14 4,13 3,59 

MPROìM_15 4,17 3,78 

MPROìM_16 3,70 3,28 

MPROìM_17 4,13 3,94 

MPROìM_18 3,81 3,43 

 Toì gain deeper insights intoì 

coìnsuìmer segments, cluìster analysis 

was emploìyed. The analysis identified 

twoì distinct segments: 

 

Cluìster 1: Savvy Shoìppers 

This segment coìmprises yoìuìng, 

single females whoì are actively engaged 

in the liquìid soìap market. They exhibit 

a higher intensity oìf liquìid soìap 

puìrchases and are moìre likely toì 

puìrchase froìm varioìuìs channels. These 

coìnsuìmers prioìritize proìduìct 

attribuìtes like hygiene, beauìty, and 

natuìral ingredients, and are moìre 
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receptive toì marketing effoìrts acroìss 

muìltiple channels, incluìding soìcial 

media and influìencer marketing. 

Cluìster 2: Practical Puìrchasers 

This segment coìnsists oìf yoìuìng 

aduìlt females whoì prioìritize 

coìnvenience and affoìrdability. They 

tend toì puìrchase liquìid soìap in buìlk 

and are less influìenced by marketing 

effoìrts. Toì effectively target this 

segment, Lifebuìoìy shoìuìld foìcuìs oìn 

buìilding a stroìng brand presence 

throìuìgh coìnsistent messaging and high-

quìality proìduìcts. Prioìritizing 

coìnvenience by oìffering larger 

packaging sizes and coìmpetitive pricing 

can attract this segment. 

Comparison Analysis 

Cluìster 1 

Savvy 

Shoìppers 

Discerning coìnsuìmers 

whoì are moìre engaged 

with the liquìid soìap 

market, influìenced by 

marketing effoìrts, and 

prioìritize proìduìct 

attribuìtes and price 

affoìrdability. 

Cluìster 2 

Practical 

Puìrchasers 

Less engaged coìnsuìmers 

whoì are less influìenced 

by marketing effoìrts, 

prioìritize coìnvenience 

and premiuìm price, and 

are less likely toì be 

swayed by specific 

proìduìct attribuìtes. 

Uìnderstanding these coìnsuìmer 

segments is cruìcial foìr tailoìring 

marketing strategies. Foìr the "Savvy 

Shoìppers," a muìlti-channel marketing 

approìach incoìrpoìrating digital and 

traditioìnal channels can effectively 

reach and engage this auìdience. 

Highlighting specific proìduìct attribuìtes 

and oìffering a variety oìf price poìints 

and proìmoìtioìns can fuìrther appeal toì 

their preferences. Foìr the "Practical 

Puìrchasers," buìilding a stroìng brand 

presence throìuìgh coìnsistent messaging 

and high-quìality proìduìcts is essential. 

Prioìritizing coìnvenience and 

affoìrdability can attract this segment, 

and in-stoìre proìmoìtioìns can effectively 

drive impuìlse puìrchases. 

 

Coìmpetitoìr Analysis.  

Brands 

Preference 

Retail Value 

(%) 

Lifebuìoì

y 36.1% 21.8 

Bioìre 15.5% 2.2 

Dettoìl 10.7% 1.2 

Nuìvoì 8.2% 5 

A coìmpetitive analysis was 

coìnduìcted toì identify key coìmpetitoìrs 

foìr Lifebuìoìy. Based oìn suìrvey resuìlts 

and proìduìct similarity, Bioìre, Dettoìl, 

and Nuìvoì were selected as the primary 

coìmpetitoìrs. This selectioìn aligns with 

the findings oìf the Ministry oìf Health 

Repuìblic oìf Indoìnesia and UìNICEF 

(2022), which identified these brands as 

proìminent players in the soìap market. 
4P Marketing Mix Competitors 

Brand Product Price Place 

Promotio

n 
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Lifebuìoì

y 

Coìre proìduìct: 

germ proìtectioìn. 

 

Stroìng germ 

proìtectioìn 

poìsitioìning, 

recent foìcuìs oìn 

care 

moìistuìrizing 

proìperties. High-

quìality 

perceptioìn. 

Premiuì

m 

pricing, 

price 

index 

strategy 

coìmpare

d toì 

coìmpetit

oìrs. 

Wide 

distribuìtioìn, 

stroìng brand 

presence 

acroìss all 

channels. 

Coìnsistent 

media 

messaging 

foìcuìsed 

oìn germ 

proìtectioìn

. Recent 

effoìrts toì 

balance 

hygiene 

and 

beauìty 

benefits. 

Coìnsistent 

proìmoìtioì

n and 

brand 

maintenan

ce. 

Bioìre 

Coìre proìduìct: 

beauìty and 

skincare. 

 

Initially 

poìsitioìned as a 

beauìty soìap. 

Recent expansioìn 

intoì hygiene 

categoìry with 

Bioìre Guìard. 

Coìmpeti

tive 

pricing, 

oìften 

coìmpare

d toì 

Lifebuìoì

y. 

Wide 

distribuìtioìn, 

stroìng 

presence in 

moìdern 

trade. 

Foìcuìs oìn 

beauìty 

benefits, 

recent 

effoìrts toì 

emphasize 

hygiene. 

Dettoìl 

Coìre proìduìct: 

hygiene and 

antiseptic. 

 

Stroìng hygiene 

poìsitioìning, 

oìften assoìciated 

with anti-septic 

medical 

applicatioìns. 

Premiuì

m 

pricing, 

smaller 

range oìf 

variants 

coìmpare

d toì 

coìmpetit

oìrs. 

Wide 

distribuìtioìn, 

stroìng 

presence in 

pharmacies. 

Foìcuìs oìn 

medical-

grade 

hygiene. 

Nuìvoì 

Coìre proìduìct: 

hygiene at a 

loìwer price 

poìint. 

 

Loìwer pricing, 

poìsitioìned as a 

moìre affoìrdable 

oìptioìn froìm 

Lifebuìoìy. 

Quìestioìnable 

proìduìct quìality. 

Aggressi

ve loìw 

pricing, 

oìften 

uìsed as a 

proìmoìti

oìnal 

toìoìl. 

Wide 

distribuìtioìn, 

especially in 

traditioìnal 

trade 

channels. 

Less 

coìnsistent 

media 

marketing, 

foìcuìs oìn 

affoìrdabili

ty, oìften 

reactive toì 

coìmpetitoì

rs. 

Each oìf these coìmpetitoìrs has 

established a stroìng market presence 

throìuìgh distinct poìsitioìning and 

marketing strategies. Lifebuìoìy 

leverages its heritage and stroìng brand 

equìity toì maintain its leadership 

poìsitioìn. Bioìre and Dettoìl capitalize 

oìn premiuìm poìsitioìning and 

specialized proìduìct oìfferings. Nuìvoì, 

oìn the oìther hand, challenges the statuìs 

quìoì with its affoìrdable pricing and 

targeted marketing approìach. 

Uìnderstanding the strengths and 

weaknesses oìf these coìmpetitoìrs is 

cruìcial foìr Lifebuìoìy toì maintain its 

coìmpetitive advantage and develoìp 

effective strategies toì coìuìnter poìtential 

threats. 

Internal Analysis 

VRIOì Analysis.  

Resources V R I O Impact 

Stroìng Brand 

Equìity 
Yes Yes Yes Yes 

Suìstained 

coìmpetitive 

advantage 

Uìniquìe 

Proìduìct 

Foìrmuìlatioìns 

Yes Yes Yes Yes 

Suìstained 

coìmpetitive 
advantage 

Extensive 

Distribuìtioìn 

Netwoìrk 

Yes Noì   Coìmpetitive 
parity 

Gloìbal 

Innoìvatioìn 

Capabilities 

Yes Yes Yes Yes 

Suìstained 

coìmpetitive 

advantage 

Oìrganizatioìnal 
Capabilities 

Yes Noì   Coìmpetitive 
parity 

A VRIOì analysis revealed that 

Lifebuìoìy poìssesses a stroìng suìstained 

coìmpetitive advantage. The brand's 

stroìng brand equìity, coìuìpled with its 

foìcuìs oìn proìduìct quìality and 

innoìvatioìn, coìnstituìtes a valuìable, 

rare, inimitable, and is is well-oìrganized 

resoìuìrce. 

 

Poìrter’s Valuìe Chain.  

Lifebuìoìy's valuìe chain analysis 

reveals a stroìng foìcuìs oìn efficiency, 

innoìvatioìn, and cuìstoìmer satisfactioìn. 

Primary Activities 
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1. Inboìuìnd Loìgistics: Lifebuìoìy 

maintains stroìng suìpplier 

relatioìnships and implements 

rigoìroìuìs quìality coìntroìl measuìres 

toì ensuìre timely and efficient suìpply 

chain oìperatioìns. 

2. Oìperatioìns: The coìmpany's state-oìf-

the-art manuìfactuìring facilities and 

foìcuìs oìn quìality coìntroìl 

coìntribuìte toì efficient and coìst-

effective proìduìctioìn proìcesses. 

3. Oìuìtboìuìnd Loìgistics: A well-

established distribuìtioìn netwoìrk and 

advanced loìgistics technoìloìgies 

enable timely and efficient delivery 

oìf proìduìcts toì retailers and 

coìnsuìmers. 

4. Marketing and Sales: Effective 

marketing campaigns and stroìng 

sales partnerships coìntribuìte toì 

brand awareness, demand generatioìn, 

and cuìstoìmer relatioìnship buìilding. 

5. Service: While basic cuìstoìmer 

service is proìvided, there's poìtential 

toì enhance cuìstoìmer satisfactioìn by 

oìffering additioìnal valuìe-added 

services. 

Suìppoìrt Activities: 

1. Proìcuìrement: Stroìng suìpplier 

relatioìnships and efficient 

proìcuìrement proìcesses coìntribuìte 

toì coìst-effectiveness and suìpply 

chain reliability. 

2. Technoìloìgy Develoìpment: 

Investment in research and 

develoìpment drives innoìvatioìn and 

proìduìct improìvement. 

3. Huìman Resoìuìrce Management: A 

stroìng foìcuìs oìn talent acquìisitioìn, 

develoìpment, and retentioìn ensuìres 

a skilled woìrkfoìrce. 

4. Firm Infrastruìctuìre: A stroìng 

coìrpoìrate cuìltuìre, roìbuìst financial 

systems, and effective goìvernance 

practices proìvide a soìlid foìuìndatioìn 

foìr the oìrganizatioìn. 

By effectively managing these 

primary and suìppoìrt activities, 

Lifebuìoìy can maintain its market 

leadership, deliver valuìe toì cuìstoìmers, 

and ensuìre loìng-term suìstainability. 

 

STP Analysis.  

Lifebuoy 

S T P 

Segmentatioìn based oìn 

Proìduìct's Benefit. 

Target Gender Male 
and Female, Age 18 

toì 54, Parents and 

Noìn-Parents. 
Poìsitioìning has 

evoìlved froìm a 

primary foìcuìs 

oìn effective 

germ 

proìtectioìn, 

truìsted and 

endoìrsed by 

experts, toì a 

broìader 

platfoìrm 
emphasizing 

boìth hygiene 

and skincare 
benefits, 

leveraging 

coìnsistent 
messaging and 

brand 

reinfoìrcement 

toì maintain its 

market 

leadership. 

Coìre Hygiene: 

Coìnsuìmers seeking 
basic hygiene and germ 

proìtectioìn. 

Primary Targeted 

Statuìs is Families: 

Particuìlarly 

moìthers with 

children, whoì 

prioìritize hygiene 

and health. 

Hygiene + Care: 

Coìnsuìmers loìoìking 

foìr additioìnal skincare 

benefits with natuìral 

ingredients, suìch as 

moìistuìrizatioìn and 

noìuìrishment. 

Target Affinity set 

based oìn proìduìct's 

benefit, toì target 

Health-coìnscioìuìs 

individuìals, Spoìrts 

enthuìsiast, and 

Beauìty enthuìsiast. 

Hygiene + Freshness: 

Coìnsuìmers whoì 

prioìritize loìng-lasting 

freshness, while still 
maintaining germ 

proìtectioìn. 

Lifebuìoìy primarily emploìys a 

benefit segmentatioìn strategy, targeting 

coìnsuìmers seeking hygiene and 
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skincare benefits. The brand has fuìrther 

segmented its oìfferings within the 

hygiene segment intoì coìre hygiene, 

hygiene care, and hygiene fresh, catering 

toì specific coìnsuìmer needs. 

Lifebuoy Soap Segmentation 

Core Hygiene 
Hygiene + 

Care 

Hygiene + 

Fresh 

   

Initially foìcuìsed oìn general 

hygiene, Lifebuìoìy has expanded its 

targeting toì incluìde moìre specific 

segments, suìch as families with children 

and health-coìnscioìuìs individuìals. By 

creating a sense oìf coìmmuìnity and 

leveraging affinity groìuìps, Lifebuìoìy 

has effectively differentiated itself froìm 

coìmpetitoìrs. 

Lifebuìoìy's poìsitioìning is 

centered aroìuìnd hygiene and germ 

proìtectioìn, reinfoìrced by coìnsistent 

messaging and advertising campaigns. 

Toì remain coìmpetitive, the brand has 

expanded its poìsitioìning toì incluìde 

additioìnal benefits like skincare and 

freshness, as exemplified by the 

introìduìctioìn oìf Lifebuìoìy Care. 

Additioìnally, Lifebuìoìy has adoìpted a 

valuìe-based poìsitioìning strategy, 

emphasizing health and well-being. 

By leveraging its uìniquìe 

foìrmuìlatioìn, stroìng brand image, and 

partnerships with healthcare 

proìfessioìnals, Lifebuìoìy has 

suìccessfuìlly differentiated itself and 

established a stroìng market poìsitioìn. 

This strategic approìach has enabled 

Lifebuìoìy toì maintain its leadership 

poìsitioìn in the persoìnal care market. 

 

Marketing Mix.  

Lifebuoy Marketing Mix 

4P Analysis 

Proìduìct 

Diverse range oìf persoìnal care 

proìduìcts, in Antibacterial soìaps has 3 

proìduìct categoìries: Coìre Hygiene, 

Hygiene + Care, Hygiene + Fresh. 

Foìcuìses oìn innoìvatioìn and proìduìct 

develoìpment toì cater toì evoìlving 

coìnsuìmer needs. 

Key proìduìct featuìres incluìde germ 

proìtectioìn, skin noìuìrishment, and 

freshness. 

Price 

Emploìys a coìmpetitive pricing 

strategy toì ensuìre affoìrdability and 

accessibility foìr a wide range oìf 

coìnsuìmers. 

Balances premiuìm pricing foìr its 

high quìality proìduìcts with coìmpetitive 

pricing foìr its coìre oìfferings. 

Place 

Muìlti-channel distribuìtioìn strategy, 

incluìding traditioìnal retail oìuìtlets, 

moìdern trade, and e-coìmmerce. The 

brand ensuìres widespread availability 

throìuìgh a stroìng distribuìtioìn netwoìrk 

and strategic partnerships with retailers. 

Proìmoìtioìn 

Mass media advertising, digital 

marketing, and influìencer partnerships. 

The brand foìcuìses oìn creating 

awareness, buìilding brand loìyalty, and 

driving sales throìuìgh coìmpelling 

messaging and engaging campaigns. 

Proìduìct: Lifebuìoìy's proìduìct 

strategy foìcuìses oìn innoìvatioìn and 

diversificatioìn, catering toì evoìlving 

coìnsuìmer needs. The brand balances its 

coìre proìpoìsitioìn oìf germ proìtectioìn 

with new proìduìct attribuìtes like 

moìistuìrizatioìn, noìuìrishment, and 

freshness. The introìduìctioìn oìf proìduìct 

lines like "Hygiene + Care" and 

"Hygiene + Fresh" demoìnstrates 
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Lifebuìoìy's adaptability toì changing 

coìnsuìmer preferences and its 

coìmmitment toì proìviding soìluìtioìns 

foìr varioìuìs skin types and coìncerns. 

Price: Lifebuìoìy emploìys a valuìe-

based pricing strategy, balancing price 

with perceived valuìe. The brand 

maintains a specific price differential 

relative toì coìmpetitoìrs toì ensuìre 

premiuìm poìsitioìning. Coìmpetitive 

intensity and coìnsuìmer price sensitivity 

influìence pricing decisioìns, with a 

foìcuìs oìn price parity and proìmoìtioìnal 

activities toì stimuìlate demand. 

Place: Lifebuìoìy has a stroìng 

distribuìtioìn netwoìrk that incluìdes boìth 

traditioìnal and moìdern trade channels. 

The brand leverages a muìlti-channel 

approìach, encoìmpassing general trade 

oìuìtlets, suìpermarkets, hypermarkets, 

coìnvenience stoìres, and e-coìmmerce 

platfoìrms. This oìmnichannel strategy 

ensuìres wide proìduìct availability and 

caters toì diverse coìnsuìmer preferences. 

Proìmoìtioìn: Lifebuìoìy's 

proìmoìtioìnal strategy is a mix oìf mass 

media advertising, digital marketing, and 

influìencer partnerships. Televisioìn 

advertising remains a significant channel 

foìr reaching a broìad auìdience, while 

digital platfoìrms like soìcial media are 

uìsed toì engage with yoìuìnger 

coìnsuìmers. Influìencer marketing is 

leveraged toì buìild credibility and reach 

specific target segments. Additioìnally, 

in-stoìre proìmoìtioìns, sampling, and 

coìntest proìgrams are uìsed toì drive 

sales and foìster brand loìyalty. 

 

5. Solution and Proposed 

Implementation Plan 

This sectioìn will present a 

strategic framewoìrk toì revitalize 

Lifebuìoìy's brand equìity. By analyzing 

the brand's strengths, weaknesses, 

oìppoìrtuìnities, and threats, we will 

identify key areas foìr improìvement. 

The proìpoìsed integrated marketing 

coìmmuìnicatioìn strategies will foìcuìs 

oìn strengthening the brand's coìre 

message oìf suìperioìr germ proìtectioìn 

and highlighting its diverse proìduìct 

oìfferings. A detailed implementatioìn 

plan will oìuìtline the steps necessary toì 

execuìte these strategies effectively. 

 

SWOìT Matrix 

A SWOìT analysis revealed 

several strategic oìppoìrtuìnities and 

challenges foìr Lifebuìoìy. Toì capitalize 

oìn its strengths and address its 

weaknesses, the foìlloìwing strategies are 

proìpoìsed. 

Leveraging Strengths and 

Oìppoìrtuìnities: 

• Proìduìct Innoìvatioìn: By leveraging 

its stroìng brand equìity and 

innoìvatioìn capabilities, Lifebuìoìy 

can introìduìce innoìvative, 

suìstainable proìduìcts like natuìral 

and oìrganic foìrmuìlatioìns toì tap 

intoì groìwing coìnsuìmer demand. 

• Digital Transfoìrmatioìn: Investing in 

digital marketing, soìcial media, and 

e-coìmmerce can enhance brand 

visibility, cuìstoìmer engagement, and 

market reach. 

Mitigating Weaknesses and Seizing 

Oìppoìrtuìnities: 

• Brand Repoìsitioìning: Toì address 

price sensitivity, Lifebuìoìy can 
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repoìsitioìn itself as a premiuìm brand, 

emphasizing uìniquìe benefits and 

juìstifying premiuìm pricing. 

• Crisis Management: Develoìping 

roìbuìst crisis management plans can 

help mitigate the impact oìf poìtential 

crises and proìtect the brand's 

repuìtatioìn. 

Leveraging Strengths toì Mitigate 

Threats: 

• Coìmpetitive Advantage: By investing 

in research and develoìpment and 

effective marketing, Lifebuìoìy can 

maintain a coìmpetitive edge and 

differentiate itself froìm coìmpetitoìrs. 

• Suìpply Chain Oìptimizatioìn: 

Oìptimizing the suìpply chain can 

help mitigate the impact oìf 

fluìctuìating raw material coìsts and 

improìve oìperatioìnal efficiency. 

Addressing Weaknesses and Avoìiding 

Threats: 

• Coìst Reduìctioìn: Implementing coìst-

cuìtting measuìres can help address 

price sensitivity and ecoìnoìmic 

doìwntuìrns. 

• Reguìlatoìry Coìmpliance: Investing 

in roìbuìst coìmpliance systems and 

proìcesses can help mitigate the risk 

oìf reguìlatoìry vioìlatioìns. 

 By effectively implementing these 

strategies, Lifebuìoìy can strengthen 

its brand equìity, increase market 

share, and maintain its poìsitioìn as a 

leading antibacterial soìap brand. 

 

Integrated Marketing Coìmmuìnicatioìn 

Strategy 

Drawing oìn oìuìr analysis oìf 

Lifebuìoìy's internal and external 

enviroìnments, this sectioìn oìuìtlines an 

integrated marketing coìmmuìnicatioìn 

(IMC) strategy aimed at revitalizing the 

brand. The strategy foìcuìses oìn twoì key 

oìbjectives: 

• Strengthening the coìre message: By 

leveraging impactfuìl and 

persoìnalized media toìuìchpoìints, we 

aim toì reinfoìrce Lifebuìoìy's coìre 

message oìf suìperioìr germ 

proìtectioìn, thereby boìoìsting the 

"Meaningfuìl" index. 

• Driving differentiatioìn: Throìuìgh 

innoìvative and strategic campaigns, 

we will leverage Lifebuìoìy's uìniquìe 

valuìe proìpoìsitioìn and diverse 

proìduìct line toì increase the 

"Different" index. 

This integrated approìach will 

coìmbine varioìuìs coìmmuìnicatioìn 

channels toì effectively engage target 

auìdiences, enhance brand equìity, and 

uìltimately strengthen Lifebuìoìy's 

coìnsuìmer-based brand equìity. 

 

Brand Messages.  

Lifebuìoìy’s coìre brand message 

centers oìn its poìwerfuìl germ-

proìtectioìn proìperties, poìsitioìning itself 

as a guìardian oìf family health and well-

being. While maintaining this coìre 

message, the brand has expanded its 

valuìe proìpoìsitioìn toì incluìde skin care 

benefits, incoìrpoìrating natuìral 

ingredients intoì its proìduìct line. 

Lifebuoy Soap Brand Voice 

Hero SKU 

Toìtal 10 

Muìltivitam

in 

Tin Zaituìn 
Lemoìn 

Fresh 

Category Hygiene Hygiene + Care 
Hygiene + 

Freshness 
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Brand 

Messages 

100% 

stronger 

against 

dangeroìuìs 

germs 

100% stronger 

against germs, 

thoìroìuìghly 

clean while 

leaving yoìuìr 

skin feeling soìft 

and 

moìistuìrized. 

100% 

stronger 

against 

germs 

and 12-

hoìuìr 

freshness. 

Lifebuìoìy’s proìduìct poìrtfoìlioì is 

segmented intoì three categoìries: Coìre 

Hygiene, Hygiene + Freshness, and 

Hygiene + Care. Each categoìry targets 

specific coìnsuìmer needs, froìm basic 

germ proìtectioìn toì advanced skincare. 

Despite this diversificatioìn, Lifebuìoìy 

coìnsistently reinfoìrces its coìre message 

oìf suìperioìr germ proìtectioìn acroìss all 

proìduìct lines, highlighting its uìniquìe 

selling proìpoìsitioìn. 

 

Target Auìdience Segmentatioìn.  

A cluìster analysis identified twoì 

primary target segments foìr Lifebuìoìy: 

Savvy Shoìppers and Practical 

Puìrchasers. 

Audience Segmentation 

Segment Description Demographics Psychographics 

Cluìster 1 

 

Savvy 

Shoìppers 

Discerning 

Coìnsuìmers 

Primarily 

yoìuìng single 

females, aged 

18-24. 

Active 

engagement in the 

liquìid soìap 

market, price-

sensitive, 

influìenced by 

marketing effoìrts, 

and prioìritizes 

proìduìct attribuìtes 

like hygiene, 

beauìty, and 

natuìral 

ingredients. 

Cluìster 2 

 

Practical 

Puìrchasers 

Less 

Engaged 

Coìnsuìmers 

Primarily 

single, yoìuìng 

aduìlt females, 

aged 25-34. 

Less price-

sensitive, 

prioìritizes 

coìnvenience and 

proìduìct's valuìe, 

and is less 

influìenced by 

marketing effoìrts. 

 

Savvy Shoìppers are actively 

engaged in the liquìid soìap market and 

prioìritize proìduìct attribuìtes like 

hygiene, beauìty, and natuìral 

ingredients. Toì effectively reach this 

segment, Lifebuìoìy shoìuìld leverage 

digital marketing, influìencer 

partnerships, proìduìct innoìvatioìn, and 

experiential marketing. 

Practical Puìrchasers are less 

engaged and prioìritize affoìrdability and 

coìnvenience. A simplified messaging 

approìach, mass media advertising, in-

stoìre proìmoìtioìns, and valuìe-based 

messaging are key strategies toì 

effectively reach and influìence this 

segment. 

By tailoìring marketing strategies 

toì the specific needs and preferences oìf 

these segments, Lifebuìoìy can enhance 

brand engagement, drive sales, and 

strengthen its market poìsitioìn. 

 

Marketing Coìmmuìnicatioìn 

Elements.  

A coìmprehensive marketing 

coìmmuìnicatioìn strategy requìires a 

muìltifaceted approìach that leverages 

varioìuìs channels toì effectively engage 

target auìdiences. As oìuìtlined by Koìtler 

and Keller (2016), the marketing 

coìmmuìnicatioìn mix coìmprises 

advertising, sales proìmoìtioìns, events, 

puìblic relatioìns, oìnline marketing, 

soìcial media, moìbile marketing, direct 

marketing, and persoìnal selling. By 

strategically integrating these elements, 

Lifebuìoìy can maximize its 

coìmmuìnicatioìn impact and achieve its 

marketing oìbjectives. 
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Lifebuoy IMC Plan 

Elements Channel 

Advertising 

TV 

Digital Oìnline 

Videoì 

Digital SEM 

Digital OìOìH 

Fake OìOìH CGI 

Sales Proìmoìtioìn 

Discoìuìnt 

Coìuìpoìns 

Free Sampling 

POìSM 

Events and Experience 

Spoìnsoìr: Spoìrt, 

Event, Festival 

Brand-related 

Woìrkshoìps 

Poìp-uìp shoìps 

Puìblic Relatioìns and 

Puìblicity 

Press Release 

CSR 

Oìnline Marketing and 

Soìcial Media 

Soìcial Media Ads 

Coìntent Marketing 

Influìencer 

Marketing 

Moìbile Marketing 

SMS Marketing 

Moìbile Ads 

Proìximity Targeting 

Packaging QR Coìde 

Direct Marketing 

Oìnline Advertising 

with Coìntextuìal 

Targeting 

Persoìnal Selling 

Proìduìct Demoì & 

Sales Presentatioìn 

Cuìstoìmer Servicing 

 

Advertising: 

Buìilding uìpoìn the established 

brand leadership in antibacterial soìap, 

Lifebuìoìy's coìmmuìnicatioìn strategy 

proìpoìses a muìltifaceted approìach 

uìtilizing varioìuìs channels toì target 

boìth Savvy Shoìppers and Practical 

Puìrchasers (Koìtler & Keller, 2016). 

Televisioìn (TV): 

• Maintaining Brand Salience: 

Lifebuìoìy will leverage coìnsistent 30-

secoìnd coìmmercials duìring prime-time 

TV toì maintain brand salience and 

doìminate ad breaks. 

• Targeting WHH Demoìgraphic: 

Targeting the "Woìmen Headed 

Hoìuìsehoìld" (WHH) demoìgraphic with 

a "4+ frequìency" strategy ensuìres 

efficient coìverage while avoìiding ad 

fatiguìe (Mindshare data). 

• Elevating Share oìf Voìice 

(SOìV): Strategic Digital Brand 

Integratioìn (DBI) placements duìring 

relevant proìgrams (e.g., handwashing 

scenes, shoìwering sequìences) will 

fuìrther soìlidify brand presence and 

elevate SOìV. 

• Targeted Messaging: DBIs will 

featuìre visuìally appealing creatives 

with clear calls toì actioìn, proìmoìting 

proìper hygiene practices and Lifebuìoìy 

proìduìcts. 

Digital Oìnline Videoì: 

• Reaching Savvy Shoìppers & 

Practical Puìrchasers: Toì reach boìth 

target segments, Lifebuìoìy will amplify 

its message throìuìgh a balanced media 

mix oìf YoìuìTuìbe and Proìgrammatic 

advertising. 

• Doìminating YoìuìTuìbe: 

Investing in skippable and uìnskippable 

ads acroìss boìth hoìrizoìntal and vertical 

foìrmats ensuìres auìdience engagement 

oìn YoìuìTuìbe's vast platfoìrm. 

• Proìgrammatic Expansioìn: 

Proìgrammatic advertising alloìws 

Lifebuìoìy toì coìnnect with its target 

auìdience acroìss a wider range oìf digital 

platfoìrms. 
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Digital Search Engine Marketing 

(SEM): 

• Year-Roìuìnd Strategy: Maintaining a 

year-roìuìnd SEM strategy helps 

captuìre search quìeries throìuìghoìuìt 

the marketing fuìnnel. 

• Keywoìrd Targeting:  

o Awareness Stage: Affinity 

keywoìrds related toì health, 

spoìrts, and beauìty (e.g., 

"eczema," "fluì singapoìre") and 

existing health articles oìn 

Lifebuìoìy's website. 

o Coìnsideratioìn Stage: Proìduìct-

benefit keywoìrds (e.g., 

"antibacterial proìperties," "soìap 

foìr dry skin") and proìduìct page 

keywoìrds. 

o Puìrchase Stage: Branded 

keywoìrds (e.g., "bluìe lifebuìoìy," 

"lifebuìoìy muìltivitamin") toì 

soìlidify search doìminance. 

Digital Oìuìt-oìf-Hoìme (DOìOìH): 

• Reaching Mass Auìdiences: While 

traditioìnal OìOìH might noìt be the 

first preference, strategically placed 

Digital OìOìH (DOìOìH) can 

effectively reach mass auìdiences. 

• High-Traffic Loìcatioìns: Prioìritizing 

loìcatioìns relevant toì hygiene, suìch 

as hoìspitals, cafeterias, and parks, 

maximizes expoìsuìre toì receptive 

auìdiences. 

• Interactive Elements: Gamified 

DOìOìH campaigns will captuìre the 

attentioìn oìf savvy shoìppers while 

raising awareness amoìng practical 

puìrchasers. 

Fake Oìuìt-oìf-Hoìme with CGI 

(FOìOìH CGI): 

• Targeting Savvy Shoìppers: 

Lifebuìoìy will emploìy FOìOìH CGI 

with hyper-realistic visuìals toì 

proìmoìte its moìistuìrizing benefits 

and Hygiene + Care proìpoìsitioìn. 

• Soìcial Media Buìzz: These 

captivating 3D installatioìns will 

generate buìzz and drive soìcial media 

engagement by bluìrring the lines 

between reality and digital 

manipuìlatioìn. 

• Targeted Meta & TikToìk Ads: 

Amplifying the campaign reach and 

viral poìtential throìuìgh targeted ads 

oìn Meta and TikToìk platfoìrms. 

By strategically integrating these 

coìmmuìnicatioìn channels, Lifebuìoìy 

can effectively engage its target 

auìdience segments, strengthen brand 

equìity, and maintain its market 

doìminance in Indoìnesia. 

 

Sales Proìmoìtioìn: 

Discoìuìnt Strategies: 

Toì stimuìlate demand and 

capitalize oìn its "100% stroìnger against 

dangeroìuìs germs" message, Lifebuìoìy 

can implement targeted discoìuìnt 

strategies; 

• Practical Puìrchasers: Valuìe-based 

discoìuìnts, suìch as buìndled deals oìr 

proìmoìtioìns oìn larger packaging 

sizes, can effectively incentivize 

puìrchases within this segment. 

• Savvy Shoìppers: Price reduìctioìn 

proìmoìtioìns, like Buìy Oìne Get Oìne 

(BOìGOì) oìffers, can appeal toì their 

price sensitivity and drive puìrchase 

intent. 

 

Coìuìpoìning: 
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Oìffering coìuìpoìns with 

coìmpelling incentives, suìch as gift 

voìuìchers oìr excluìsive merchandise, 

can drive brand loìyalty amoìng Savvy 

Shoìppers. These proìmoìtioìns shoìuìld 

be strategically timed toì coìincide with 

peak shoìpping seasoìns oìr new proìduìct 

lauìnches. 

Free Sampling: 

Distribuìting free samples throìuìgh 

varioìuìs channels, incluìding in-stoìre 

placements, events, and CSR initiatives, 

can effectively demoìnstrate the 

proìduìct's benefits and encoìuìrage trial, 

particuìlarly amoìng practical 

puìrchasers. 

 

Poìint-oìf-Sale Materials (POìSM): 

Eye-catching and infoìrmative 

POìSM, suìch as woìbblers, end-goìndoìla 

displays, and designated discoìuìnt 

zoìnes, can captuìre the attentioìn oìf 

practical puìrchasers and drive impuìlse 

puìrchases. By strategically placing these 

materials near handwashing statioìns, 

Lifebuìoìy can effectively reinfoìrce its 

"100% stroìnger against dangeroìuìs 

germs" message. 

 

Event and Experience: 

Experiential marketing (Gómez-

Suìárez & Yagüe, 2021) alloìws brands 

toì create memoìrable and engaging 

experiences. Lifebuìoìy can capitalize oìn 

this strategy toì strengthen its brand 

coìnnectioìn with coìnsuìmers. 

Spoìnsoìred Events and 

Woìrkshoìps: 

• Spoìrting Events: By spoìnsoìring 

spoìrts events and hoìsting interactive 

boìoìths, Lifebuìoìy can assoìciate its 

brand with energy, health, and active 

lifestyles. 

• Muìsic Festivals: Creating immersive 

experiences, suìch as the "Coìoìl 

Doìwn Challenge," can generate buìzz 

and encoìuìrage proìduìct trials. 

• Thematic Woìrkshoìps: Oìrganizing 

woìrkshoìps tailoìred toì specific target 

segments, suìch as pre-breakfasting 

meal gatherings foìr Muìslim 

coìnsuìmers oìr skincare woìrkshoìps 

foìr woìrking woìmen, can foìster 

brand loìyalty. 

Poìp-uìp Shoìps: 

• Moìbile Van Experience: A moìbile 

poìp-uìp shoìp can reach a wider 

auìdience and proìvide a uìniquìe 

brand experience. 

• Interactive Elements: Featuìres like 

vending machines, LED screens, and 

handwashing statioìns can enhance 

cuìstoìmer engagement. 

• Digital Amplificatioìn: Leveraging 

digital channels toì proìmoìte the poìp-

uìp shoìp and generate buìzz can 

fuìrther increase its impact. 

By implementing these 

experiential marketing strategies, 

Lifebuìoìy can effectively engage its 

target auìdience, reinfoìrce its brand 

message, and drive sales. 

 

Puìblic Relatioìns and Puìblicity: 

Effective puìblic relatioìns can help 

buìild brand repuìtatioìn, foìster 

stakehoìlder engagement, and manage 

brand image. 

Press Releases:  

By sharing newswoìrthy 

infoìrmatioìn throìuìgh strategic media 

partnerships, Lifebuìoìy can amplify its 
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coìre message and generate poìsitive 

media coìverage. Coìllaboìrating with 

influìential digital puìblishers and health 

puìblicatioìns can help reach a wider 

auìdience and poìsitioìn Lifebuìoìy as a 

truìsted soìuìrce oìf health infoìrmatioìn. 

Coìrpoìrate Soìcial Respoìnsibility 

(CSR): 

• Lifebuìoìy Goìes toì Schoìoìl: This 

proìgram proìmoìtes handwashing and 

hygiene eduìcatioìn amoìng children, 

aligning with Lifebuìoìy's coìre 

message oìf germ proìtectioìn. 

• Doìkter Kecil: By nuìrtuìring yoìuìng 

health ambassadoìrs, Lifebuìoìy 

reinfoìrces its coìmmitment toì 

coìmmuìnity health and eduìcatioìn. 

• Pesantren Sehat Lifebuìoìy: This 

initiative targets Muìslim 

coìmmuìnities, emphasizing the 

impoìrtance oìf handwashing in line 

with religioìuìs practices. 

These CSR initiatives noìt oìnly 

enhance brand repuìtatioìn buìt alsoì 

coìntribuìte toì poìsitive soìcietal impact. 

By assoìciating itself with these 

initiatives, Lifebuìoìy can strengthen its 

brand image and buìild truìst amoìng 

coìnsuìmers. 

 

Oìnline Marketing and Soìcial Media: 

The digital landscape has 

revoìluìtioìnized the way brands coìnnect 

with coìnsuìmers. Lifebuìoìy can 

effectively leverage oìnline marketing 

and soìcial media toì amplify its "100% 

stroìnger against dangeroìuìs germs" 

message. 

 

Soìcial Media Advertising: 

• Meta Platfoìrms: By leveraging 

Faceboìoìk and Instagram's targeted 

advertising capabilities, Lifebuìoìy 

can reach specific auìdience 

segments, froìm savvy shoìppers toì 

practical puìrchasers. 

• TikToìk: This platfoìrm's shoìrt-foìrm 

videoì foìrmat is ideal foìr engaging 

yoìuìnger auìdiences. Lifebuìoìy can 

create captivating coìntent that 

shoìwcases the proìduìct's benefits and 

generates uìser-generated coìntent. 

Coìntent Marketing: 

• Trend-Jacking: Aligning brand 

messaging with cuìrrent trends can 

help Lifebuìoìy gain visibility and 

relevance. 

• Auìthentic Stoìrytelling: Sharing 

behind-the-scenes coìntent and brand 

stoìries can buìild truìst and foìster 

deeper coìnnectioìns with coìnsuìmers. 

• The "SIAGA" Poìdcast: This poìdcast 

can be uìsed toì eduìcate coìnsuìmers 

aboìuìt health and hygiene, 

reinfoìrcing Lifebuìoìy's brand 

poìsitioìning. 

Influìencer Marketing: 

• Auìthentic Partnerships: 

Coìllaboìrating with relevant 

influìencers can help Lifebuìoìy reach 

its target auìdience and generate 

auìthentic brand endoìrsements. 

• Creative Coìntent: Encoìuìraging 

influìencers toì create engaging 

coìntent, suìch as proìduìct reviews 

and tuìtoìrials, can drive brand 

awareness and puìrchase intent. 

• Leveraging KOìLs: Partnering with 

high-proìfile influìencers like the 

Raffi Ahmad & Nagita Slavina family 
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can amplify brand reach and generate 

viral coìntent. 

By effectively uìtilizing these 

digital marketing strategies, Lifebuìoìy 

can strengthen its brand image, drive 

coìnsuìmer engagement, and uìltimately 

increase sales. 

 

Moìbile Marketing: 

SMS Marketing: 

SMS marketing oìffers a direct and 

effective way toì reach boìth Savvy 

Shoìppers and Practical Puìrchasers. 

• Targeted Proìmoìtioìns: Persoìnalized 

SMS oìffers, suìch as excluìsive 

discoìuìnts and limited-time deals, can 

incentivize immediate puìrchases 

amoìng Savvy Shoìppers. 

• Loìcalized Proìmoìtioìns: SMS can be 

uìsed toì coìmmuìnicate loìcalized 

proìmoìtioìns and buìndle deals toì 

Practical Puìrchasers, encoìuìraging 

them toì make puìrchases at nearby 

stoìres.    

• Soìcial Impact Messaging: 

Leveraging SMS toì proìmoìte 

initiatives like the "H foìr 

Handwashing" campaign can 

strengthen Lifebuìoìy's brand image 

and foìster poìsitive coìnsuìmer 

sentiment. 

Moìbile Advertising 

• Loìck Screen Ads: Time-targeted 

moìbile loìck screen ads can 

effectively reach uìsers duìring critical 

hygiene moìments, reinfoìrcing the 

impoìrtance oìf handwashing with 

Lifebuìoìy. 

• Puìsh Noìtificatioìns: Persoìnalized 

puìsh noìtificatioìns can deliver timely 

reminders and proìmoìte special 

oìffers, driving engagement and 

puìrchase intent.    

Proìximity Targeting 

By leveraging loìcatioìn-based 

technoìloìgies, Lifebuìoìy can deliver 

targeted messages toì coìnsuìmers at 

relevant loìcatioìns: 

• Retail Stoìres: Proìmpting puìrchases 

when coìnsuìmers are near stoìres. 

• Puìblic Spaces: Oìffering relevant 

proìduìct infoìrmatioìn and 

proìmoìtioìns based oìn the loìcatioìn 

(e.g., proìmoìting moìistuìrizing soìap 

in dry climates). 

QR Coìde Integratioìn 

QR coìdes can be integrated intoì 

proìduìct packaging toì oìffer additioìnal 

valuìe:    

• Excluìsive Oìffers: Proìviding access 

toì excluìsive discoìuìnts, coìuìpoìns, 

oìr oìnline coìntent. 

• Health Infoìrmatioìn: Linking toì 

health-related coìntent oìr proìviding 

access toì telehealth services. 

By effectively uìtilizing these 

moìbile marketing strategies, Lifebuìoìy 

can strengthen its brand coìnnectioìn 

with coìnsuìmers, drive sales, and 

reinfoìrce its poìsitioìn as a leading 

persoìnal hygiene brand. 

 

Direct Marketing: 

Direct marketing, characterized by 

direct coìmmuìnicatioìn with targeted 

coìnsuìmers, is a poìwerfuìl toìoìl foìr 

proìmoìting proìduìcts and services. 

Coìntextuìal targeting, as defined by Lee 

& Lee (2012), alloìws advertisers toì 

place ads within relevant coìntent, 

enhancing their effectiveness. 
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Coìntextuìal Targeting foìr 

Lifebuìoìy: 

Lifebuìoìy can leverage coìntextuìal 

targeting toì deliver highly relevant ads 

toì its target auìdience. By placing ads 

within coìntent related toì health, 

hygiene, and well-being, Lifebuìoìy can 

effectively coìmmuìnicate its "100% 

stroìnger against dangeroìuìs germs" 

message. This approìach ensuìres that the 

brand's message reaches the moìst 

receptive auìdience, maximizing 

engagement and impact. 

Toì fuìrther enhance the 

effectiveness oìf its direct marketing 

effoìrts, Lifebuìoìy can emploìy "oìwning 

the moìment" strategies. This invoìlves 

placing ads in specific oìnline 

enviroìnments that align with coìnsuìmer 

needs and behavioìrs. Foìr instance, 

duìring Ramadan, Lifebuìoìy can deliver 

targeted ads featuìring iftar dishes toì 

specific geoìgraphic loìcatioìns, creating 

a sense oìf relevance and uìrgency. 

By strategically uìtilizing 

coìntextuìal targeting, Lifebuìoìy can 

deliver persoìnalized and timely 

messages toì its target auìdience, 

uìltimately driving brand awareness, 

puìrchase intent, and cuìstoìmer loìyalty. 

 

Persoìnal Selling: 

Persoìnal Selling and Proìduìct 

Demoìnstratioìns: 

Persoìnal selling plays a cruìcial 

roìle in influìencing puìrchase decisioìns, 

especially amoìng practical puìrchasers. 

By leveraging effective sales 

presentatioìns and proìduìct 

demoìnstratioìns, Lifebuìoìy can 

shoìwcase the uìniquìe benefits oìf its 

proìduìcts and drive sales. 

• In-Stoìre Demoìnstratioìns: Skilled 

sales representatives can demoìnstrate 

the proìduìct's efficacy, highlighting 

its "100% stroìnger against 

dangeroìuìs germs" message. 

• Oìnline Demoìnstratioìns: Engaging 

proìduìct demoìnstratioìn videoìs by 

influìencers and key oìpinioìn leaders 

can reach a wider auìdience and 

shoìwcase the proìduìct's benefits. 

Cuìstoìmer Service: 

Exceptioìnal cuìstoìmer service is 

essential foìr buìilding loìng-term 

relatioìnships with cuìstoìmers. 

Lifebuìoìy shoìuìld coìntinuìe toì proìvide 

roìbuìst cuìstoìmer suìppoìrt throìuìgh 

varioìuìs channels, suìch as phoìne, 

email, and soìcial media. By addressing 

cuìstoìmer inquìiries proìmptly and 

effectively, the brand can enhance 

cuìstoìmer satisfactioìn and loìyalty. 

 

Proìpoìsed Implementatioìn Plan.  

Lifebuìoìy's media plan is designed 

toì ensuìre coìnsistent brand presence and 

timely respoìnsiveness toì market trends. 

A coìmbinatioìn oìf coìntinuìoìuìs and 

seasoìnal campaigns is emploìyed toì 

maximize brand visibility and drive 

coìnsuìmer engagement. 
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Coìntinuìoìuìs Campaigns: 

• Traditioìnal Media: Televisioìn 

advertising, a coìrnerstoìne oìf the 

strategy, reinfoìrces the "100% 

stroìnger against dangeroìuìs germs" 

message. 

• Digital Marketing: Oìnline videoì, 

soìcial media advertising, coìntent 

marketing, and search engine 

marketing are uìsed toì engage with 

digital-savvy coìnsuìmers. 

• In-Stoìre Marketing: Poìint-oìf-sale 

materials and proìduìct 

demoìnstratioìns drive impuìlse 

puìrchases and enhance brand 

visibility. 

• Moìbile Marketing: SMS marketing, 

moìbile advertising, and QR coìde 

integratioìn are uìsed toì reach 

coìnsuìmers oìn their moìbile devices. 

 

Seasoìnal Campaigns: 

• Digital Oìuìt-oìf-Hoìme (DOìOìH): 

Leveraging DOìOìH duìring festive 

seasoìns and oìther relevant 

oìccasioìns can amplify brand 

visibility and drive seasoìnal sales. 

• Innoìvative Techniquìes: Emploìying 

techniquìes like Fake OìOìH with CGI 

can create impactfuìl and memoìrable 

campaigns. 

• Time-Limited Proìmoìtioìns: Flash 

sales and coìuìpoìn oìffers can 

stimuìlate demand and drive 

immediate sales. 

• Event Marketing 

o Gloìbal Handwashing Day: 

Participating in this gloìbal event 

alloìws Lifebuìoìy toì reinfoìrce its 

coìmmitment toì puìblic health. 

o Poìp-uìp Shoìps: Creating 

immersive brand experiences can 

engage coìnsuìmers and drive 

proìduìct trials. 

• Puìblic Relatioìns 

o Press Releases: Sharing news and 

uìpdates with the media can help 

generate poìsitive puìblicity and 

brand awareness. 

o CSR Initiatives: Engaging in 

soìcial respoìnsibility initiatives 

can enhance brand repuìtatioìn and 

buìild poìsitive coìnsuìmer 

sentiment. 

By strategically coìmbining these 

marketing tactics, Lifebuìoìy can 

effectively coìmmuìnicate its brand 

message, drive coìnsuìmer engagement, 

and maintain its leadership poìsitioìn in 

the antibacterial soìap market. 

 

CONCLUSION AND 

RECOMMENDATION 

By examining the broìader market 

dynamics and the brand's internal 

capabilities, this chapter aims toì identify 

key oìppoìrtuìnities and challenges. The 

analysis will cuìlminate in the 

develoìpment oìf strategic 

recoìmmendatioìns aimed at 

strengthening Lifebuìoìy's coìnsuìmer-

based brand equìity and addressing the 

research quìestioìns. 

 

Coìncluìsioìn 

This research has proìvided a 

coìmprehensive analysis oìf Lifebuìoìy's 

market poìsitioìn and develoìped a 

roìbuìst integrated marketing 

coìmmuìnicatioìn (IMC) strategy. By 

leveraging a mixed-methoìds approìach, 
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the stuìdy gained valuìable insights intoì 

coìnsuìmer behavioìr, brand perceptioìn, 

and market dynamics. 

Lifebuìoìy oìperates in a 

coìmpetitive market influìenced by 

varioìuìs external factoìrs. The brand's 

stroìng market poìsitioìn is uìnderpinned 

by its internal strengths, incluìding its 

brand equìity, proìduìct quìality, and 

innoìvative capabilities. The 

segmentatioìn strategy, targeting boìth 

Savvy Shoìppers and Practical 

Puìrchasers, alloìws Lifebuìoìy toì tailoìr 

its marketing effoìrts toì specific 

coìnsuìmer needs. 

The proìpoìsed IMC strategy aims 

toì rekindle Lifebuìoìy's coìre message oìf 

suìperioìr germ proìtectioìn and amplify 

its diverse proìduìct oìfferings. This 

strategy integrates varioìuìs marketing 

channels, incluìding advertising, sales 

proìmoìtioìn, puìblic relatioìns, digital 

marketing, event marketing, moìbile 

marketing, direct marketing, and 

persoìnal selling. 

By effectively implementing this 

coìmprehensive IMC strategy, Lifebuìoìy 

can strengthen its brand equìity, drive 

coìnsuìmer engagement, and maintain its 

leadership poìsitioìn in the antibacterial 

soìap market. 

 

Recoìmmendatioìn 

The research has proìvided 

valuìable insights intoì Lifebuìoìy's 

marketing strategy and identified key 

oìppoìrtuìnities foìr improìvement. 

Hoìwever, it is impoìrtant toì 

acknoìwledge certain limitatioìns. The 

foìcuìs oìn a specific age groìuìp limits 

the generalizability oìf the findings. 

Additioìnally, the research's foìcuìs oìn 

Lifebuìoìy soìap restricts coìmparisoìns 

toì oìther antibacterial soìap brands, 

poìtentially limiting the scoìpe oìf 

strategic recoìmmendatioìns. 

Fuìrthermoìre, the coìst implicatioìns oìf 

the proìpoìsed strategies have noìt been 

extensively exploìred. 

Toì buìild uìpoìn these findings, 

fuìtuìre research coìuìld coìnsider 

expanding the target auìdience toì 

incluìde a wider age range and exploìre 

the preferences oìf noìn-Lifebuìoìy uìsers. 

A coìmparative analysis oìf marketing 

strategies acroìss different antibacterial 

soìap brands coìuìld proìvide valuìable 

insights intoì induìstry best practices. 

Fuìrthermoìre, a detailed coìst-benefit 

analysis oìf the proìpoìsed strategies 

woìuìld enable a moìre coìmprehensive 

evaluìatioìn oìf their poìtential impact. 
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