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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 equity (CBBE). This decline is primarily
Lifebuoy, a renowned household attributed to a weakening in perceived
name in Indonesia, has long been value and differentiation, as evidenced
synonymous with germ protection. by the brand's performance in Kantar's
However, recent trends indicate a Brand Power framework. (Consumer &
decline in its consumer-based brand 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?

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)?

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.

2.

LITERATURE REVIEW
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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 Dbrand 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

colndulcted ulsing tololls like the VRIO!
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framewolrk, STP analysis, and Polrter's

Valule Chain.
Strategic planning is a critical

prolcess  that  invollves  setting
olrganizatiolhal  golals,  develolping
strategies to! achieve tholse golals, and
allolcating resolulrces effectively. Giirel
(2017) highlights the impolrtance olf
strategic planning in ensuiring Ioing-term
sulccess. By aligning internal capabilities
with external olppolrtulnities,
olrganizatiolns can create sulstainable
coimpetitive advantages. The SWOIT
matrix is a valulable tololl folr strategic

planning, as it enables olrganizatiohs tol
identify their strengths, weaknesses,

oippoirtuinities, and threats and develoip
approipriate strategies tol capitalize oln
strengths, mitigate weaknesses, seize
olppolrtulnities, and avolid threats (King
etal., 2023).

RESEARCH METHODOLOGY

This research will emploiy a
mixed-metholds research design,
colmbining bokth qulantitative and
quialitative research approlaches. This
synergistic approiach will proivide a
coimprehensive and nulanced
ulnderstanding olf the research prolblem.

Semi-strulctulred  Interviews: In-
depth interviews will be colndulcted with

key infolrmants ~ frolm  Ulnilever
Indo'nesia to! gather rich, colntextulal
data oln the colmpany's internal

olperatiolns, marketing strategies, and
challenges. These interviews will be

strulctulred aroluind a semi-strulctulred
interview gulide, allolwing folr flexibility
in explolring emerging themes.
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Suirvey Quiestioinnaire: A
strulctulred suirvey quiestioinnaire will be
administered to! a sample off colnsulmers
tol colllect quiantitative data oln their
perceptioins, preferences, and behaviolrs
related  tol Lifebuioiy soiap. The
quiestioinnaire will inclulde a mix off
clolsed-ended and oipen-ended
quiestioins, alloiwing folr  bolth
quiantitative and quialitative data
colllectiohn.

Quialitative Data Analysis:
Thematic analysis will be ulsed tol
analyze the quialitative data colllected
from the interviews. This invollves

identifying  patterns,  themes, and
categolries within the data.
Qulantitative ~ Data  Analysis:

Descriptive statistics, sulch as mean,
median, molde, and standard deviatioln,
will be ulsed tol sulmmarize the
qulantitative data. Clulster analysis will
be ulsed to! identify distinct grolulps olf
colnsulmers ~ based  oln  their
characteristics and preferences.

Findings and Discussion

By examining the brolader market
dynamics and the brand's internal

capabilities, this chapter aims tol identify
key o\'ppo\'rtuinities and challenges. The
analysis  will cullminate in  the
develoipment off strategic
recolmmendatio’ns aimed at
strengthening Lifebuioiy's colnsulmer-
based brand equiity and addressing the
research quiestioins.

External Analysis
PESTLE Analysis.
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Pollitically, golvernment
regullatiolns, particullarly tholse related
tol proldulct claims and packaging,
significantly  impact  the  brand.
Additioinally, go"vernment health
campaigns can drive demand folr
antibacterial  solaps.  Ecolnolmically,
colnsulmer  price  sensitivity  and
flulctulating raw material colsts impact
pricing strategies. Intense colmpetitioln
within the solap market necessitates
carefull  pricing and  proldulct
polsitiolning. Ecolnoimic dohwntulrns can
fulrther affect colnsulmer pulrchasing
polwer and demand folr noln-essential
proldulcts.

Solcially, colnsulmer preferences
are shifting tolwards proldulcts that olffer
bokth hygiene and skincare benefits. The
rise off solcial media and influlencer
marketing has transfolrmed colnsulmer
behaviolr and brand  perceptioln.
Sulstainability and ethical colnsulmptioln
are emerging as impolrtant factolrs folr
certain colnsulmer segments.
Technoiloigically, e-colmmerce  and
digital marketing have becolme crulcial
channels  folr reaching colnsulmers.
Technoiloigical advancements in
proiduict folrmullatioln and packaging are
driving innolvatioln. Holwever, the rapid
pace oif technoiloigical change presents
bolth oippo"rtuinities and challenges.

Legally, stringent reguilatioins oln
proiduict claims and  packaging
coimpliance impact proiduict
develoipment and marketing. Legal risks
assolciated with proidu"ct safety and
quiality are significant.
Enviroinmentally, groiwing colnsulmer
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awareness olf suistainability is driving
demand folr ecoi-friendly proiduicts.
Balancing envirolnmental colncerns with
affoirdability and proiduict efficacy is a
key challenge. The impact off climate
change and resolulrce scarcity may affect
suipply chains and raw material colsts,

Polrter’s 5 Fo'rces.

Threat of New Entrants
Moderate

Intensity of
Competitive
Rivalry
High

Bargaining Power of
Suppliers
Low

Bargaining Power of
Buyers
High

Threat of Substitute
Products
Moderate

The soiap market is characterized
by a highly colmpetitive landscape.
Polrter's Five Folrces analysis reveals
that while the threat o¥f new entrants and
sulbstitultes is molderate, the bargaining
polwer of bulyers is high. This is dule tol
off  nulmeroluls

the  availability
alternatives and the relatively lolw
switching  colsts  folr  colnsulmers.

Colnversely, the bargaining polwer off
sulppliers is lolw, as there are mulltiple
sulppliers o raw materials and
packaging.

Holwever, the molst significant
folrce shaping the market is the intense
coimpetitive rivalry amo"ng existing
players. This rivalry is driven by factolrs
sulch as price colmpetitioln, proldulct
differentiatioln, and market
segmentatioln, leading to! a dynamic and



2025. COSTING:Journal of Economic, Business and Accounting 8(2):2196-2219

challenging envirolnment folr coimpanies
like Lifebuloly.

Culstolmer Analysis.
A colmprehensive sulrvey olf 401
respoindents was colndulcted to! gain

insights into! colnsulmer behaviolr and
preferences. The sample primarily

coimprised yo"u"ng, emploiyed wolmen
residing in the Jaboldetabek area.

Tol ensulre data quiality and
reliability, rigo\'roiuis validity and
reliability tests were colndulcted uising
IBM SPSS Statistics 29. The resullts
indicated satisfactoiry reliability folr
bokth the Colnsulmer Behaviolr and
Marketing ~ Mix colnstrulcts,  with
Crolnbach's alpha colefficients exceeding
the acceptable thresholld off 0.50.
Holwever, twol items related tol
shoiwering frequiency and coimpetitoir
brand uisage were deemed invalid and
exclulded frolm fulrther analysis.

The research instrulment
emploiyed a clolsed-ended
qulestiolnnaire with a 5-polint Likert
scale tol gather data oln colnsulmer
behavior  and  marketing  mix
preferences. The qulestiolnnaire was
divided into! twol primary variables:
colnsulmer behaviolr and marketing mix.
The marketing mix variable was fulrther
segmented intol folulr  dimensiolns:
proldulct, price, place, and proimokioln.
Data analysis invollved calcullating
average scolres folr each element,
enabling the ranking off their poitential
impact oln  colnsulmer-based  brand
equlity. Higher-ranked elements were

deemed molre influlential in

cointribuiting to! brand equiity.

Descriptive Statistics
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Items Mean Rank Indicator
CB_7 455 1 Sholwers with quuiid soiap
CB_8 452 2 Handwashing with quuiid soiap
CB 6 4.09 3 Showers minimulm 2x per day
CB_2 4.02 4 Prefer hygienic quuiid soiap
CB 3 356 5 Prefer beauity quuiid soiap
CB.1 334 6 Liquiid soiap puirchase intensity
CB 9 322 7 Uke Lifebuioi)/ as quuiid soiap
CcCB 4 215 8 Moiney spent folr quuiid soiap
The culstolmer analysis revealed
several key insights. Respoindents

priolritized hygiene and cleanliness,
factolrs sulch as frequlent bathing and
handwashing, with a stroing preference
folr liqulid solap that olffers bolth germ
proltectioln and skin benefits. As folr the
brands, respoindents preferred Lifebuloly
as their primary cholice off liqulid solap,
highlighting the brand's strolng market
polsitioln. Price sensitivity was also! a
significant factolr, with respoindents
indicating a willingness tol pulrchase
discolulnted proldulcts and a preference
folr affolrdable price ranges.

Descriptive Statistics

Items Mean Rank Indicator

Chololse quuiid soiap
that cleans

MPROD 3  4.48 colmpletely

Chololse quuiid soiap

MPRODD 7  4.48 with freshness

Chololse quuiid soiap
that pro‘tect frolm
germs

MPRODD 9  4.47
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Descriptive Statistics

ltems Mean Rank Indicator

MPROD 6 4.38

Chololse quuiid soiap
that are fragrant

MPROD 8 4.38

Chololse quuiid soiap
that molistu'rizing

MPROD 4 434

Chololse quuiid soiap
that effectively
nou'rishing

MPROD 10 4.26

Chololse quuiid soiap
folr smololth skin

MPROD 2 4.16

Chololse quuiid soiap
that sulitable fo'r the
wholle family

MPROD_15 4.09

Chololse quuiid soiap
in large (500ml and
825ml) packaging

MPROD 5 3.92

10

Chololse quuiid soiap
folr glowing skin

MPROD 1 3.86

11

Chololse quuiid soiap
with natu'ral
ingredients

MPROD 11 3.73

12

Chololse quuiid soiap
that reco'mmended
by do'ctolrs

MPROD 14 3.72

13

Chololse quuiid so"ap
in mediu'm (300ml
and 400ml)
packaging

MPROD 12 3.48

14

Impoirtance off quuiid
soap packaging

MPROD 13 3.08

15

Chololse quuiid soiap
in small (100ml and
250ml) packaging

Descriptive Statistics

ltems Mean Rank

Indicator

Willingness to! puirchase

MPRIC_2 4.10 1 discolulnted quuiid soiap
Impoirtance off price folr
MPRIC 1 399 2 pu'rchase decision
Willingness to! puirchase
liqu'id so'ap with
MPRIC_3 3.92 3 Rp18.500-Rp26.100

Willingness to! puirchase
liqu'id so'ap with

MPRIC_4 3.78 4 Rp29.500-Rp42.500
Willingness to! puirchase
liqu'id so'ap with
MPRIC_5 3.29 5 Rp49.500-Rp68.400

Descriptive Statistics

ltems Mean Rank Indicator

MPLAC 1 39

Affolrdable stolre is
impo'rtant for pu'rchase
decisioh

MPLAC_4 3.84

Pulrchase quuiid soiap
in Indo'maret
(Minimarket)

MPLAC 3 3.82

Pulrchase quuiid soiap
in Alfamart
(Minimarket)

MPLAC_6 3.47

Pulrchase quuiid soiap
in Su'perindo!
(Su'permarket)

MPLAC_10 3.45

Pulrchase quuiid soiap
in Sholpee
(Eco'mmerce)

MPLAC 7 3.29

Pulrchase quuiid soiap
in Hypermart
(Hypermarket)

MPLAC 9 3.19

Pulrchase quuiid soiap
in Tokko'pedia
(Eco'mmerce)

MPLAC 5 3.10

Pulrchase quuiid soiap
in Hero! (Sulpermarket)

MPLAC_8 3.07

Pulrchase quuiid soiap
in Transmart
(Hypermarket)

MPLAC 11 285

10

Pulrchase quuiid soiap
in TikTok (Solcial
Co'mmerce)

MPLAC_2 274

11

Pulrchase quuiid soiap
in waruhg (General
Trade)

Descriptive Statistics

Items Mean

Rank Indicator

MPROM 1  4.11

1

Impo'rtance o'f pro'mo' in

2201



2025. COSTING:Journal of Economic, Business and Accounting 8(2):2196-2219

Descriptive Statistics

Items Mean Rank Indicator
puirchase decisioh
Attracted by
R straightfo'rward and
MPROM_17  4.06 2 simple ads
Attracted by ads with
stolryline that tell
MPROM_15  4.03 3 pro'dulcts U'SP
Influkenced to' puirchase
R fro'm friends/family
MPROM_14  3.94 4 review
Attracted by demo' ads
MPROM_18  3.68 5 that co'mpare pro'dulcts
Attracted by ads with
sto'ryline that is
MPROM_16  3.55 6 emotiohal
Influlenced to! puirchase
MPROM_13  3.35 7 fro'm KO'L review
Influlenced to! puirchase
MPROM_3  3.14 8 by ads o' Instagram
Influlenced to! puirchase
MPROM_4  3.03 9 by ads o' TikTok
Influlenced to! puirchase
MPROM 9 302 10 by ads o' Gololgle
Influlenced to! puirchase
MPROM_12 300 11 by ads olh TV
Influlenced to! puirchase
MPROM 5 287 12 by ads ol Yolutu'be
Influlenced to! puirchase
by ads o' Billbo'ard
MPROM_10 2.8 13 (O'oH)
Influlenced to! puirchase
by ads o'n News,
MPROM 6 272 14  Websites (O'pen internet)
Influlenced to' puirchase
by ads o'n Streaming
MPROM_8 26 15 platfo'rm
Influlenced to! puirchase
MPROM_11 246 16 by ads o'h Radio!
Influlenced to! puirchase
MPROM 2 236 17 by ads o'h Facebolok
Influlenced to! puirchase
by ads o'n Oline gaming
MPROM 7 233 18 (O'pen internet)
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Regarding the marketing mix,
several factolrs were identified as key
drivers off brand equlity. In terms off
proldulct attribuktes, colnsulmers valuled
refreshing and cleansing pro"perties, as
well as effective germ proltectioln. In
terms off pricing, colnsulmers were price-
sensitive and preferred discolulnts and
affolrdable price ranges. Regarding
distribultioln, the availability of liqulid

solap in affolrdable stolres and
minimarkets was crulcial. Lastly, in
terms off prolmoktioh, discoluinted
prices, simple and straightfolrward

advertisements, relatable stolrytelling,
and wolrd-off-molulth reco'/mmendations
were folulnd to! be influlential.

Final Cluster Centers

Cluster

Indicators 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 4,54 447
CB_9 3,46 2,79
MPROID 1 4,00 3,61
MPROID 2 4,37 3,79
MPROID 3 4,63 4,20
MPROID 4 4,52 4,01
MPROID 5 4,13 3,54
MPROID 6 4,51 4,14
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Final Cluster Centers

Cluster
Indicators 1 2
MPROID_7 4,63 4,20
MPROID 8 452 411
MPROID 9 4,63 4,18
MPROID_10 4,47 3,88
MPROID_11 3,98 3,27
MPROID_12 3,69 3,08
MPROID_13 3,20 2,86
MPROID_14 3,83 3,54
MPROID_15 4,08 4,12
MPRIC_1 412 375
MPRIC_2 4,20 3,94
MPRIC_3 4,01 3,75
MPRIC_4 3,88 3,61
MPRIC_5 3,28 331
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_9 343 275
MPLAC_10 3,70 2,99
MPLAC_11 3,17 2,25
MPROIM_1 4,28 3,81
MPROIM 2 2,73 1,70
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Final Cluster Centers

Cluster

Indicators 1 2
MPROM_3 3,51 2,45
MPROIM_4 342 231
MPROIM_5 3,29 2,11
MPROIM_6 3,14 1,94
MPRO\'M_7 2,69 1,68
MPROIM_8 3,04 1,80
MPROIM_9 3,40 2,34
MPROIM_10 3,24 199
MPROIM_11 2,83 1,77
MPROIM_12 3,47 2,15
MPROIM_13 3,69 2,72
MPROIM_14 4,13 3,59
MPROIM_15 4,17 3,78
MPROIM_16 3,70 3,28
MPROIM_17 4,13 3,94
MPROIM_18 3,81 3,43

Tol gain deeper insights intol
colnsulmer segments, clulster analysis
was emploiyed. The analysis identified
twol distinct segments:

Clulster 1: Savvy Sholppers

This segment colmprises yoluing,
single females who! are actively engaged
in the quuiid soiap market. They exhibit
a higher intensity olf liqulid solap
pulrchases and are molre likely tol
pulrchase frolm varioluls channels. These
colnsulmers  priofritize  proldulct
attribultes like hygiene, beaulty, and
natulral ingredients, and are molre
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receptive tol marketing effolrts acrolss
muiltiple channels, incluiding solcial
media and influlencer marketing.
Clulster 2: Practical Pulrchasers

This segment colnsists off yoiuing
adullt  females  who! prioiritize
colnvenience and affoirdability. They
tend tol puirchase quuiid soiap in bullk
and are less influlenced by marketing
effolrts.  Tol effectively target this
segment, Lifebuioiy sholulld folculs oin
buiilding a stroing brand presence
throiuigh colnsistent messaging and high-
quiality proiduicts. Prioiritizing
colnvenience by oiffering larger
packaging sizes and coimpetitive pricing
can attract this segment.

Comparison Analysis

Clulster 1 Discerning colnsulmers
Savyy whol are molre engaged
Sholppers  with the liqulid solap
market, influlenced by
marketing effolrts, and
priolritize proldulct
attribultes and price
affolrdability.
Clulster 2 Less engaged colnsulmers
Practical who! are less influlenced

Pulrchasers by marketing effolrts,

prioiritize colnvenience

and premiuim price, and
are less likely tol be
swayed by specific
proldulct attributtes.

traditiolnal channels can effectively
reach and engage this auldience.
Highlighting specific proidu"ct attribultes
and oiffering a variety off price poiints
and proimoitioins can fulrther appeal tol
their preferences. Folr the "Practical
Pulrchasers,” buiilding a stroing brand
presence throiuigh colnsistent messaging
and high-quiality proiduicts is essential.
Prioiritizing colnvenience and
affoirdability can attract this segment,
and in-stolre proimoitioins can effectively
drive impuilse puirchases.

Coimpetitoir Analysis.

Brands Retail VValue

Preference (%)
Lifebulol

y 36.1% 21.8

Biolre 15.5% 2.2

Dettoll  10.7% 1.2

Nulvol 8.2% 5
A colmpetitive  analysis  was

colndulcted tol identify key colmpetitolrs
folr Lifebuloly. Based oln sulrvey resullts
and proldulct similarity, Biolre, Dettoll,
and Nulvo! were selected as the primary
colmpetitolrs. This selectioln aligns with
the findings off the Ministry off Health

Repulblic off Indolnesia and UINICEF
(2022), which identified these brands as

proiminent players in the so"ap market.

4P Marketing Mix Competitors

Promotio
n

Brand Product Price Place

Uinderstanding these  colnsulmer
segments s crulcial ~ folr tailoiring
marketing strategies. Folr the "Savvy
Shoippers," a mullti-channel marketing
approiach incoirpoirating digital and
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Coinsistent
media
. . messaging
Cote proldutet: foleuked
germ pro'tectioh. Premiul oh germ
R m pro'tectioh
Strofng germ pricing, Wide . Recent
p[o'teqtiOh i%zi distributioh, | effo'rts to!
Lifebub!|  poSitiohing, strategy stroing brand Eala}nce
DR d ygiene
y recent folcu’s oh colmpare presence and
_care dtol across all beauk
molistu'rizing ; channels. eauty
i . co'mpetit bgneflts.
prolpert!es. High- obs Cohsistent
quiality i Inokiol
- promoltio
perceptioh. nand
brand
maintenan
ce.
Coire proiduict:
beau'ty and Cohnoeti
skincare. ompeti TR
tive wide | Fotusoh
Initially pricing, | gistributioh, | beauty
Biok poSitiohed as a q‘ften strohg bfnef;tts,
ore beauity soiap compare | presence in e?e i
. i i efforts to
Recent expansioh| d© rr:o'téern emphasize
into! hygiene Lifebulo' face. hygiene.
catego'ry with Y
Bioke Gulard.
Coke protiukt; | Premiu’
hygiene and m
antiseptic. pricing, X
smaller Wide NN
R Stroing hygiene | range off distribq'tioln, FO'CU-'S 0'_n
i N H medical
Detiol | okitiohing, | VA1aMS | strohg grade
N i compare | presence in | pvoiene
o'ften asso'ciated s ; ygiene.
with anti-septic d o | Pharmacies.
medical competit
applicatiohs. ofrs.
Coire proiduict:
hygiene at a Less
Io\Ne‘r price Aggrgssi coinsistent
polint. ve I_o\/v Wide media
pricing, | . . ; |marketing,
i . i distribu'tioh, [ 5 7 3
" Lo‘\Ner‘prlcmg, ‘o'ften especially in fo'cy's oh
NuVvo po{sitiohqd asa u%eg asa| yragitiohal affo'rqabili
more affolrdable | promoti trade ty, o'ften
oltioh from ohal channels. | reacive to!
Lifebuloly. tooll. competito'
Qulestiohable rs.
pro'dulct qu'ality.

Each off these coimpetitoirs has
established a stroing market presence
throiuigh distinct poisitioining and
marketing strategies. Lifebuioiy
leverages its heritage and stroing brand
equiity tol maintain its leadership
poisitioin. Biolre and Dettoll capitalize
oln premiuim poisitioining and

specialized proiduict oifferings. Nulvol,
oln the olther hand, challenges the statuls
qu\'o\I with its affolrdable pricing and
targeted marketing approiach.
Uinderstanding the strengths and
weaknesses Off these coimpetitoirs is
crulcial folr Lifebuioiy tol maintain its
coimpetitive advantage and develoip

effective strategies to! colulnter poitential
threats.
Internal Analysis

VRIO! 4nalysis.
Resources V R | O Impact
Stroing Brand sultained
£ uiity Yes Yes Yes Yes competitive
q advantage
U'nqu{'e Sulstained
Pro'dulct Yes Yes Yes Yes coimpetitive
Fo'rmu'latiohs advantage
Extensive .
Distributioh  Yes Nol Competitive
| parity
Netwo'rk
Global Sulstained
Innolvatioh ~ Yes Yes Yes Yes  colpnetitive
Capabilities advantage
I qanizatiol N i -
0} rgamz_at_lp nal Yes Nol Co mpe_:tltlve
Capabilities parity

2205

A VRIO! analysis revealed that
Lifebuioiy poissesses a stroing sulstained
coimpetitive advantage. The brand's
stroing brand equiity, coiuipled with its
folculs  oln proidu"ct quiality and
innolvatioln, colnstitultes a valulable,
rare, inimitable, and is is WeII-oirganized
resolulrce.

Polrter’s Valu'e Chain.
Lifebuloly's valule chain analysis
reveals a strolng folculs oln efficiency,

innolvation, and culstolmer satisfactio'n.
Primary Activities
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Lo"gistics: Lifebuioiy
maintains stroing suipplier
relatio"nships and implements
rigo"roiuis quiality colntroll measulres
tol ensulre timely and efficient suipply
chain o"peratioins.

: ineratio"ns: The coimpany's state-olf-
the-art manu"factuiring facilities and
folculs  oln quiality colntroll
colntribulte tol efficient and colst-
effective proiduictioin proicesses.

. Olultholuind Loigistics: A well-
established distribultioln netwolrk and

advanced Ioigistics technoiloigies
enable timely and efficient delivery

off proldulcts tol retailers and

colnsulmers.
. Marketing and Sales: Effective

marketing campaigns and stroing
sales partnerships colntribulte  tol
brand awareness, demand generatioin,
and culstolmer relatioinship buiilding.

5. Service: While basic culstolmer
service is proivided, there's poitential
tol enhance culstolmer satisfactioln by
offering  additiolnal  valule-added
services.

Suippoirt Activities:

1. Prolculrement: Stroing suipplier
relatioinships and efficient
proicuirement proicesses colntribulte

tol colst-effectiveness and suipply
chain reliability.

2. Technoiloigy Develoipment:
Investment in research and

develoipment drives innolvatioln and
proiduict improivement.

3. Hulman Resolulrce Management: A
stroing folculs oin talent acquiisitioin,

. Inbo'lu'nd

[EEN

N

w

SN

develolpment, and retentio'n ensulres
a skilled wolrkfolrce.

4. Firm

Infrastrulctulre:

A

stroing

coirpoirate culltulre, rolbulst financial
systems, and effective goivernance
practices proivide a sollid folulndatioln
folr the oirganizatioin.

By effectively managing these

primary  and

sulppolrt

activities,

Lifebuloly can maintain its market
leadership, deliver valule to! culstolmers,
and ensulre loIng-term sulstainability.

STP Analysis.
Lifebuoy
S T P
Target Gender Male

Segmentatioin based oh
Prolduct's Benefit.

and Female, Age 18
to' 54, Parents and
No'-Parents.

Coire Hygiene:

Cohsulmers seeking
basic hygiene and germ

pro'tectioh.

Primary Targeted
Statu's is Families:
Particullarly
molthers with
children, whoi
prioiritize hygiene
and health.

Hygiene + Care:
Coinsuimers Ioioiking
folr additiohal skincare
benefits with natu'ral
ingredients, sulch as
molistulrizatioh and
noiuirishment.

Hygiene + Freshness:
Cohsulmers who!
priokitize lolng-lasting
freshness, while still
maintaining germ

proitectioin.

Target Affinity set
based oh proiduict's
benefit, to! target
Health-cohscioluls
individuials, Spoirts
enthu"siast, and
Beau"ty enthulsiast.

Poisiti01r1ing has

evollved from a

primary folou's
oh effective

germ
proitectioin,
trulsted and
endorsed by
experts, tola
brolader

platfoirm
emphasizing
bo'th hygiene
and skincare
benefits,
leveraging
cohsistent
messaging and
brand
reinforcement
to! maintain its
market
leadership.

Lifebuioiy primarily emplo"ys a
benefit segmentatioin strategy, targeting

colnsu'mers

seeking

hygiene

and
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skincare benefits. The brand has fulrther
segmented its oifferings within the

hygiene segment intol colre hygiene,
hygiene care, and hygiene fresh, catering

to! specific colnsu'mer needs.

Lifebuioiy tol maintain its leadership
polsitioln in the persolnal care market.

Marketing Mix.

Lifebuoy Marketing Mix

Lifebuoy Soap Segmentation

" Hygiene + Hygiene +
Core Hygiene Care Fresh
o ’N &k
Initially ~folculsed oln  general

hygiene, Lifebuloly has expanded its
targeting tol inclulde molre specific
segments, sulch as families with children
and health-colnscioluls individulals. By
creating a sense off colmmulnity and
leveraging affinity grolulps, Lifebuloly
has effectively differentiated itself frolm
colmpetitolrs.

Lifebuloly's  polsitiohing s
centered aroluind hygiene and germ
proltectioln, reinfolrced by colnsistent
messaging and advertising campaigns.
Tol remain coimpetitive, the brand has
expanded its poisitio\'ning tol inclulde
additiolnal benefits like skincare and
freshness, as exemplified by the
introldulction  off  Lifebuloly  Care.
Additioinally, Lifebuioiy has adoipted a
valule-based poisitio\'ning strategy,
emphasizing health and well-being.

By leveraging its  ulniqule
folrmullatioln, stroing brand image, and
partnerships with healthcare
proifessio"nals, Lifebuioiy has
suiccessfuilly differentiated itself and
established a stroing market poisitio"n.
This strategic approiach has enabled

4P Analysis

Diverse range off persoinal care
proiduicts, in Antibacterial soiaps has 3
proiduict categoiries: Colre Hygiene,
Hygiene + Care, Hygiene + Fresh.
Folculses ol innovatiol and proiduict
develoipment tol cater to! evoilving
colsulmer needs.
Key proiduict featu'res inclulde germ

proitectioin, skin noiuirishment, and
freshness.

Proldulct

Emploiys a coimpetitive pricing
strategy to! ensu're affoirdability and
accessibility folr a wide range off
cohsulmers.

Balances premiuim pricing folr its
high quiality proiduicts with coimpetitive
pricing for its colre olfferings.

Price

Mullti-channel distribu'tioh strategy,
incluiding traditiohal retail olultlets,
mo'dern trade, and e-co'mmerce. The
brand ensulres widespread availability
throiuigh a stroing distribultioh netwolrk
and strategic partnerships with retailers.

Place

Mass media advertising, digital
marketing, and influlencer partnerships.
The brand folculses o creating
awareness, buiilding brand Ioiyalty, and

driving sales throiuigh coimpelling
messaging and engaging campaigns.

Pro'mottioln
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Proldulct:  Lifebuloly's  proldulct
strategy folculses oln innolvatioln and
diversificatioln, catering to! evollving
colnsulmer needs. The brand balances its
colre prolpolsitioln off germ proltection
with new proldulct attribultes like
molistulrizatioln,  nolulrishment,  and
freshness. The introldulctioln olf proldulct
lines like "Hygiene + Care" and
"Hygiene +  Fresh" demolnstrates
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Lifebuioiy's adaptability tol changing
colnsulmer preferences and  its
colmmitment to! proividing solluttiolns
folr varioluls skin types and colncerns.
Price: Lifebuioiy emploiys a valule-
based pricing strategy, balancing price

with perceived valule. The brand
maintains a specific price differential

relative to! co"mpetitoirs tol ensulre
premiu"m poisitio"ning. Coimpetitive
intensity and colnsulmer price sensitivity
influlence pricing decisiolns, with a
folculs oln price parity and proimoitioinal
activities tol stimullate demand.

Place: Lifebuioiy has a stroing
distribultioln netwolrk that incluldes bolth
traditiolnal and moldern trade channels.
The brand leverages a mullti-channel
approiach, encoimpassing general trade
olultlets, suipermarkets, hypermarkets,
colnvenience stolres, and e-colmmerce
platfoirms. This olmnichannel strategy
ensulres wide proiduict availability and
caters to! diverse colnsulmer preferences.

Prolmoltioln: Lifebuioiy's
proimottiolnal strategy is a mix off mass
media advertising, digital marketing, and

influlencer  partnerships.  Televisioln
advertising remains a significant channel

folr reaching a brolad auldience, while
digital platfolrms like solcial media are
ulsed to! engage with yolulnger
colnsulmers. Influlencer marketing is
leveraged to! bulild credibility and reach
specific target segments. Additiolnally,
in-stolre prolmottiolns, sampling, and
colntest prolgrams are ulsed tol drive
sales and folster brand lolyalty.

5. Solution and Proposed
Implementation Plan
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This sectioln  will present a
strategic ~ framewolrk  tol  revitalize
Lifebuloly’s brand equlity. By analyzing
the brand's strengths, weaknesses,
olppoirtulnities, and threats, we will
identify key areas folr improivement.
The prolpolsed integrated marketing
colmmulnicatioln strategies will folculs
oln strengthening the brand's colre
message off sulperiolr germ proltectioln
and highlighting its diverse proldulct
offferings. A detailed implementatioln
plan will olultline the steps necessary tol
execulte these strategies effectively.

SWOIT Matrix

A SWOIT analysis  revealed
several strategic oippoirtuinities and
challenges folr Lifebuioiy. Tol capitalize

oln its strengths and address its
weaknesses, the folllolwing strategies are
prolpolsed.

Leveraging Strengths and
Olppolrtulnities:
Proldulct Innolvation: By leveraging

its stroing brand equiity and
innolvatioln capabilities, Lifebuloly
can introldulce innolvative,

sulstainable proiduicts like natulral
and oirganic folrmullatiolns  to! tap
intol groiwing colnsulmer demand.

Digital Transfolrmatioln: Investing in
digital marketing, solcial media, and
e-commerce can enhance brand

visibility, culstolmer engagement, and
market reach.
Mitigating Weaknesses and Seizing

O"ppo"rtuinities:
e Brand Repoisitioining: Tol address
price  sensitivity, Lifebuioiy can
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repo"sitioin itself as a premiuim brand,
emphasizing u"niquie benefits and
juistifying premiuim pricing.

Crisis  Management: Develoiping
rolbulst crisis management plans can
help mitigate the impact off poitential

crises and proitect the brand's
repu"tatio"n.

Leveraging  Strengths tol Mitigate
Threats:

Colmpetitive Advantage: By investing
in research and develoipment and
effective marketing, Lifebuloly can
maintain a colmpetitive edge and
differentiate itself frolm colmpetitolrs.
Sulpply ~ Chain  Olptimizatioln:
Olptimizing the sulpply chain can
help mitigate the impact off
flulctulating raw material colsts and
impro"ve oiperatioinal efficiency.
Addressing Weaknesses and Avoliding
Threats:

Colst Redulctioln: Implementing colst-
cuitting measulres can help address
price sensitivity and ecolnolmic
dolwntulrns.

Regullatolry Colmpliance: Investing
in rolbulst colmpliance systems and
proicesses can help mitigate the risk
off regullatolry viollatiolns.

By effectively implementing these
strategies, Lifebuioiy can strengthen
its brand equiity, increase market
share, and maintain its poisitioin as a
leading antibacterial soiap brand.

Integrated Marketing Colmmulnicatioln
Strategy

Drawing oln olulr analysis olf
Lifebuloly's internal and external

envirolnments, this sectioln olultlines an
integrated marketing colmmulnicatioln
(IMC) strategy aimed at revitalizing the
brand. The strategy folculses oln twol key
olbjectives:

Strengthening the colre message: By
leveraging impactfull and
persolnalized media tolulchpolints, we
aim tol reinfolrce Lifebuloly's colre
message  off  sulperiolr  germ
proktectioln, thereby bololsting the
"Meaningfuil" index.

Driving differentiatiol: Throlulgh
innolvative and strategic campaigns,
we will leverage Lifebuloly's ulniqule
valule  prolpolsitioln and  diverse
proldulct line tol increase the
"Different” index.

This integrated approiach will
colmbine  varioluls  colmmulnicatioln
channels tol effectively engage target
auldiences, enhance brand equiity, and
uiltimately strengthen Lifebuioiy's
colnsulmer-based brand equiity.

Brand Messages.
Lifebuloly’s colre brand message
centers oln its polwerfull germ-

proktectioln prolperties, polsitioling itself
as a gulardian olf family health and well-
being. While maintaining this colre
message, the brand has expanded its
valule proipoisitioin to! inclulde skin care
benefits, incoirpoirating natulral
ingredients intol its proidu"ct line.

Lifebuoy Soap Brand Voice

Tokal 10
Hero SKU  \ylitivitam

in

Lemon

; |
Tin Zaitu'n Fresh

Hygiene +

Category Freshness

Hygiene  Hygiene + Care
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100% stronger
against germs,  100%
100% tholrolulghly ~ Stronger
Brand  STONGEr  cleanwhile  against
against : ¥ germs
Messages dangeroiuis leaving yo'u ' and 12-
germs  Skin feeling soft ol
R ang freshness.
molistu'rized.

Lifebuloly’s proldulct polrtfolliol is
segmented into! three categolries: Colre
Hygiene, Hygiene + Freshness, and
Hygiene + Care. Each categoiry targets
specific colnsulmer needs, frolm basic
germ proitectioin tol advanced skincare.
Despite this diversificatioln, Lifebuioiy
coinsistently reinfolrces its colre message
olf suiperioir germ proitectioin acrolss all
proiduict lines, highlighting its uiniquie
selling proipoisitioin.

Target Auldience Segmentatiol.

A clulster analysis identified twol
primary target segments folr Lifebuloly:
Savvy Shoippers and  Practical
Pulrchasers.

Audience Segmentation

Segment Description Demographics Psychographics
Active
engagement in the
ligulid so'ap
market, price-
sensitive,

Clulster 1 . Primarily influibnced by

Discemning yolhg  single marketing effolrts,

Savvy Cohsulmers  females, aged .

) and prioritizes

Sholppers 18-24. L o
produlct attribu'tes
like hygiene,
beautty, and
natu'ral
ingredients.

Less price-
sensitive,

Clubter 2 L Primarily prio'ritizes

ess i [
Engaged single, yolihg co'r]veplence and
Practical Cohsuners adullt females, produtts — value,

and is less
influ'enced by

marketing ef‘fo"rts.

Puirchasers aged 25-34.

2210

Savvy Shoippers are actively
engaged in the quuiid soiap market and
prioiritize proiduict attribultes like
hygiene, beauity, and natulral
ingredients. Tol effectively reach this
segment, Lifebuioiy sholulld leverage
digital marketing, influlencer

partnerships, proiduict innolvatiol, and
experiential marketing.

Practical Pulrchasers are less
engaged and priolritize affolrdability and
colnvenience. A simplified messaging
approiach, mass media advertising, in-
stolre  proimoltiolns, and valule-based
messaging are Kkey strategies tol

effectively reach and influlence this
segment.

By tailoiring marketing strategies
to! the specific needs and preferences olf
these segments, Lifebuloly can enhance

brand engagement, drive sales, and
strengthen its market polsitioln.
Marketing Colmmulnicatioln
Elements.

A colmprehensive  marketing

colmmulnicatioln strategy requiires a
mulltifaceted approlach that leverages
varioluls channels to! effectively engage

target auldiences. As olultlined by Koltler
and Keller (2016), the marketing

commuhication ~ mix  colmprises
advertising, sales prolmottiolns, events,
pulblic relatiolns, olnline marketing,
solcial media, molbile marketing, direct

marketing, and persoinal selling. By
strategically integrating these elements,

Lifebuloly can maximize its
colmmulnicatioln impact and achieve its
marketing olbjectives.
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Lifebuoy IMC Plan

Elements Channel

TV
Digital Ohline
Video!
Digital SEM
Digital OIO'H
Fake OIOH CGI

Advertising

Discolunt
Colu'polns
Free Sampling
PO!SM

Sales Pro'motioln

Spoinsoir: Spoirt,
Event, Festival
Brand-related

Woirkshoips
Polp-u'p sholps

Events and Experience

Press Release
CSR

Pulblic Relatiolns and
Pulblicity

Solcial Media Ads
Co'ntent Marketing

Influlencer
Marketing

Ohline Marketing and
Solcial Media

SMS Marketing
Molbile Ads
Proiximity Targeting
Packaging QR Colde

Molbile Marketing

Ohline Advertising

with Colntextual
Targeting

Direct Marketing

Proldulct Demo! &
Sales Presentatio'n
Culsto'mer Servicing

Persolnal Selling

Advertising:

Buiilding uipoin the established
brand leadership in antibacterial soiap,
Lifebuioiy's colmmulnicatioln strategy
proipoises a mulltifaceted approiach
uitilizing varioluls channels tol target
bolth Savvy Shoippers and Practical
Pulrchasers (Koitler & Keller, 2016).
Televisioln (TV):
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« Maintaining Brand  Salience:
Lifebuloly will leverage colnsistent 30-
secoind colmmercials dulring prime-time
TV tol maintain brand salience and
dolminate ad breaks.

 Targeting WHH Demo"graphic:
Targeting the "Wolmen  Headed
Holulseholld" (WHH) demolgraphic with
a "4+ frequlency” strategy ensulres
efficient coiverage while avoiiding ad
fatigule (Mindshare data).

« Elevating Share olf Volice
(SOWV):  Strategic  Digital  Brand
Integration (DBI) placements dulring
relevant proigrams (e.g., handwashing
scenes, sholwering sequlences)  will
fulrther sollidify brand presence and

elevate SOWV.
o Targeted Messaging: DBIs will

featulre visuially appealing creatives
with clear calls tol actioln, proimoiting
proiper hygiene practices and Lifebuioiy
proiduicts.

Digital Olnline Video:

e Reaching Savvy Shoippers &
Practical Pulrchasers: Tol reach bolth
target segments, Lifebuloly will amplify
its message throlulgh a balanced media
mix of YolulTulbe and Prolgrammatic
advertising.

. Doiminating YolulTulbe:
Investing in skippable and uinskippable
ads acrolss bolth holrizolntal and vertical
folrmats ensulres auldience engagement
oln YolulTulbe's vast platfo"rm.

. Proigrammatic Expansio"n:
Proigrammatic advertising allohws
Lifebuioiy tol colnnect with its target
auldience acrolss a wider range olf digital
platfoirms.
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Digital Search Engine Marketing

(SEM):
Year-Rolulnd Strategy: Maintaining a
year-roiuind SEM strategy helps
captuire search quieries throiuighoiuit
the marketing fulnnel.
Keywoird Targeting:
o Awareness Stage:
keywolrds related tol health,
spolts, and  beaulty (e.g.,
"eczema,” "flul singapolre) and
existing  health  articles  oln
Lifebuloly's website.
Colnsideratioln  Stage: Proldulct-
benefit keywolrds (e.g.,
"antibacterial prolperties,” "solap
folr dry skin") and proldulct page
keywolrds.
Pulrchase  Stage: Branded
keywolrds (e.g., "blule lifebuloly,”
"lifebuloly  mulltivitamin™)  tol
sollidify search dolminance.
Digital Olult-ol-Holme (DOIOH):
Reaching Mass Auldiences: While
traditiolnal OIOH might nolt be the
first preference, strategically placed
Digital OIOH  (DOIOH)  can
effectively reach mass auldiences.
High-Traffic Lolcatiolns: Prioiritizing
lolcatiolns relevant tol hygiene, sulch
as hoispitals, cafeterias, and parks,
maximizes expolsulre tol receptive
auldiences.
Interactive  Elements:  Gamified
DOIOH campaigns will captuire the
attentioln olf savvy shoippers while
raising awareness amoing practical
puirchasers.

Fake Olult-of-Holme with CGlI
(FOIOH CGlI):

Affinity
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e Targeting Savvy Shoippers:
Lifebuioiy will emploiy FOIOH CGlI
with  hyper-realistic visulals ~ tol
proimoite its moiistuirizing benefits
and Hygiene + Care proipoisitioin.

Solcial Media Bulzzz  These
captivating 3D installatiolns ~ will
generate bulzz and drive solcial media

engagement by bluirring the lines
between reality  and digital

manipuilatioin.

Targeted Meta & TikTolk Ads:
Amplifying the campaign reach and
viral poitential throiuigh targeted ads

oln Meta and TikTolk platfoirms.

By strategically integrating these
colmmulnicatioln channels, ~Lifebuloly
can effectively engage its target
auldience segments, strengthen brand

equiity, and maintain its market
do!minance in Indo'nesia.
Sales Prolmoltioln:
Discolulnt Strategies:
To! stimullate demand and

capitalize oln its "100% stroinger against
dangeroluls germs" message, Lifebuloly

can implement targeted discolulnt
strategies;
o Practical Pulrchasers: Valule-based

discolulnts, sulch as bulndled deals oir
proimoltiolns oln larger packaging
sizes, can effectively incentivize
puirchases within this segment.

Savvy Shoippers: Price redulctioln
proimoitioins, like Buiy Olne Get Olne
(BO‘GO") oiffers, can appeal tol their

price sensitivity and drive pu"rchase
intent.

Coiuipo"ning:
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Oiffering coiuipoins with
coimpelling incentives, sulch as gift
volulchers olr exclulsive merchandise,
can drive brand Io"yalty amoing Savvy
Shoippers. These proimoitioins sholulld
be strategically timed tol colincide with
peak sho"pping seasolns olr new proiduict
lauinches.

Free Sampling:

Distribulting free samples throluigh
varioluls channels, inclulding in-stolre
placements, events, and CSR initiatives,
can effectively demolnstrate  the
proiduict's benefits and encoiuirage trial,
particuilarly amoing practical
puirchasers.

Polint-oH-Sale Materials (POISM):

Eye-catching and infolrmative
POISM, sulch as wolbblers, end-goindolla
displays, and designated discolulnt
zolnes, can captulre the attentioln off
practical pulrchasers and drive impullse
puirchases. By strategically placing these
materials near handwashing statiolns,
Lifebuioiy can effectively reinfolrce its
"100% stroinger against dangeroiuis
germs" message.

Event and Experience:
Experiential marketing (Gdémez-

Sularez & Yague, 2021) allolws brands
tol create memolrable and engaging
experiences. Lifebuioiy can capitalize ol
this strategy to! strengthen its brand
colnnectioln with colnsulmers.
Spoinsoired Events
Woirkshoips:
. Spoirting Events: By spo"nsoiring
spoirts events and hoisting interactive
bololths, Lifebuioiy can assolciate its

and
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brand with energy, health, and active
lifestyles.

« Mulsic Festivals: Creating immersive
experiences, sulch as the "Cololl
Dolwn Challenge," can generate bulzz
and encoiuirage proiduict trials.

e Thematic Woirkshoips: Oirganizing
Woirkshoips tailolred to specific target
segments, sulch as pre-breakfasting
meal  gatherings folr  Mulslim
colnsulmers olr skincare Woirkshoips
folr Woirking wolmen, can folster
brand Ioiyalty.

Poip-uip Shoips:

« Molbile Van Experience: A molbile
poip-uip shoip can reach a wider
auldience and proivide a uiniquie
brand experience.

« Interactive Elements: Featulres like
vending machines, LED screens, and

handwashing statiolns can enhance
culstolmer engagement.

o Digital Amplificatioin: Leveraging
digital channels tol proimoite the poip-
uip shoip and generate bulzz can

fulrther increase its impact.
By implementing these
experiential marketing strategies,

Lifebuloly can effectively engage its
target auldience, reinfolrce its brand
message, and drive sales.

Pulblic Relatiolns and Pulblicity:
Effective pulblic relatiolns can help

bulild brand  repultatioh,  folster

stakehollder engagement, and manage

brand image.
Press Releases:

By sharing newswoirthy
infolrmatioln throlulgh strategic media
partnerships, Lifebuloly can amplify its
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colre message and generate poisitive
media co"verage. Coillaboirating with
influlential digital puiblishers and health
puiblicatioins can help reach a wider
auldience and positioln Lifebuloly as a
trulsted solulrce olf health infolrmatioln.
Colrpolrate Solcial Respolnsibility
(CSR):
Lifebuloly Goles tol Schololl: This
prolgram proimoltes handwashing and
hygiene edulcatioln amolng children,
aligning with Lifebuloly's colre
message of germ proltectioln.
Dolkter Kecil: By nu"rtuiring yoiuing
health  ambassadolrs,  Lifebuloly
reinfolrces  its  colmmitment  tol
colmmulnity health and edulcatioln.
Pesantren Sehat Lifebuloly: This
initiative targets Mulslim
commulnities,  emphasizing  the
impoirtance o¥f handwashing in line
with religioluls practices.

These CSR initiatives nolt olnly
enhance brand repultatioln bult alsol
colntribulte tol polsitive solcietal impact.
By assoiciating itself  with  these
initiatives, Lifebuioiy can strengthen its
brand image and bulild trulst amoing
colnsulmers.

Olnline Marketing and Solcial Media:

The digital landscape  has
revollultiolnized the way brands co'nnect
with  colnsu'mers.  Lifebuloly  can

effectively leverage olnline marketing
and solcial media to! amplify its "100%
stroinger against dangeroiuis germs"
message.

Solcial Media Advertising:
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Meta Platfolrms: By leveraging
Facebololk and Instagram's targeted
advertising capabilities, Lifebuioiy
can  reach  specific auldience
segments, frolm savvy shoippers tol
practical puirchasers.

o TikTolk: This platfoirm‘s sholrt-folrm
video! folrmat is ideal folr engaging
yoiuinger auldiences. Lifebuioiy can
create  captivating colntent  that
sholwcases the proiduict's benefits and
generates ulser-generated colntent.

Colntent Marketing:
e Trend-Jacking:  Aligning  brand

messaging with culrrent trends can
help Lifebuloly gain visibility and
relevance.

« Aulthentic Stoirytelling: Sharing
behind-the-scenes colntent and brand
stolries can bulild trulst and folster
deeper colnnectiolns with colnsulmers.

« The "SIAGA" Poldcast: This poidcast
can be ulsed tol edulcate colnsulmers

abolult  health and hygiene,
reinfoircing Lifebuioiy‘s brand
polsitiolning.

Influlencer Marketing:

« Aulthentic Partnerships:

Colllabolrating ~ with  relevant
influlencers can help Lifebuloly reach
its target auldience and generate
authentic brand endolrsements.

Creative Colntent:  Encolulraging
influlencers  tol create  engaging
colntent, sulch as proldulct reviews
and tultolrials, can drive brand
awareness and puirchase intent.

Leveraging KOILs: Partnering with

high-proifile influlencers like the
Raffi Ahmad & Nagita Slavina family
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can amplify brand reach and generate
viral colntent.
By effectively ultilizing these
digital marketing strategies, Lifebuloly
can strengthen its brand image, drive

colnsulmer engagement, and ulltimately
increase sales.

Molbile Marketing:
SMS Marketing:

SMS marketing olffers a direct and

effective way tol reach bolth Savvy
Sholppers and Practical Pulrchasers.
Targeted Prolmoltiolns: Persolnalized
SMS oiffers, sulch as exclulsive
discolulnts and limited-time deals, can
incentivize  immediate  pulrchases
amolng Savvy Sholppers.
Lolcalized Proimottiolns: SMS can be
ulsed tol colmmulnicate lolcalized
proimoltiolns and bulndle deals tol
Practical Pulrchasers, encolulraging
them tol make pulrchases at nearby
stolres.

« Solcial Impact Messaging:
Leveraging SMS tol proimo"te
initiatives  like the "H  folr
Handwashing" campaign can

strengthen Lifebuloly’s brand image
and folster polsitive colnsulmer
sentiment.
Molbile Advertising
« Lolck Screen Ads: Time-targeted
molbile lolck screen ads can
effectively reach ulsers duiring critical
hygiene molments, reinfoircing the
impoirtance off handwashing with
Lifebuioiy.
Pulsh Notificatiolhs: Persolnalized
puish noltificatiolns can deliver timely
reminders and proimoite special
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offfers, driving and
puirchase intent.

Proiximity Targeting

By leveraging lolcatioln-based
technollolgies, Lifebuloly can deliver
targeted messages tol colnsulmers at
relevant lolcatiolns:
Retail Stolres: Proimpting pulrchases
when colnsulmers are near stolres.
Pulblic Spaces: Olffering relevant
proldulct infolrmatioln and
prolmottiolns based oln the lolcatioln
(e.g., proimolting molistulrizing solap
in dry climates).
QR Colde Integratioln

QR coldes can be integrated intol
proldulct packaging to! offfer additiolnal
valule:
Exclulsive Olffers: Prolviding access
tol exclulsive discolulnts, colulpolns,
o'r olnline colntent.
Health Infolrmation: Linking tol
health-related colntent olr prolviding
access to! telehealth services.

By effectively ultilizing these
molbile marketing strategies, Lifebuioiy
can strengthen its brand colnnectioln
with colnsulmers, drive sales, and
reinfolrce  its po\'sitioin as a leading
persoinal hygiene brand.

engagement

Direct Marketing:
Direct marketing, characterized by

direct colmmulnication with targeted
colnsulmers, is a polwerfull tololl folr
proimolting proldulcts and  services.
Colntextulal targeting, as defined by Lee
& Lee (2012), allolws advertisers tol

place ads within relevant colntent,
enhancing their effectiveness.
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Colntextulal folr
Lifebuioiy:

Lifebuioiy can leverage colntextulal
targeting to! deliver highly relevant ads
tol its target auldience. By placing ads
within colntent related tol health,
hygiene, and well-being, Lifebuioiy can
effectively colmmulnicate its "100%
stroinger against dangeroiuis germs"
message. This approiach ensulres that the
brand's message reaches the molst

receptive auldience, maximizing
engagement and impact.

Tol  fulrther  enhance  the
effectiveness off its direct marketing
effolrts, Lifebuloly can emploly "olwning
the molment" strategies. This invollves
placing ads in specific olnline
envirolnments that align with colnsulmer
needs and behaviolrs. Folr instance,
dulring Ramadan, Lifebuloly can deliver
targeted ads featulring iftar dishes tol
specific geolgraphic lolcatiolns, creating
a sense off relevance and ulrgency.

By  strategically utilizing
colntextulal targeting, Lifebuioiy can
deliver persoinalized and  timely
messages tol its target auldience,
uiltimately driving brand awareness,
puirchase intent, and culstolmer Ioiyalty.

Targeting

Persolnal Selling:

Persolnal Selling and Proldulct
Demolnstratiolns:

Persolnal selling plays a crulcial
rolle in influlencing pulrchase decisiolns,
especially amolng practical pulrchasers.

By leveraging effective sales
presentatiolns and proldulct
demo'nstratio'ns, Lifebuloly can
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sholwcase the uiniquie benefits off its
proiduicts and drive sales.

In-Stolre  Demolnstratiolns: ~ Skilled
sales representatives can demolnstrate
the proiduict's efficacy, highlighting
its  "100% stroinger against
dangeroiuis germs" message.

Olnline Demolnstratiolns: Engaging
proiduict demolnstratioln videols by
influlencers and key oipinioin leaders
can reach a wider auldience and
sholwcase the proiduict's benefits.
Culstolmer Service:

Exceptioinal culstolmer service is
essential ~ folr buiilding Ioing-term
relatioinships with culstolmers,
Lifebuioiy sholulld colntinule tol proivide
rolbulst culstolmer suippoirt throiuigh
varioluls channels, sulch as phoine,
email, and solcial media. By addressing
culstolmer inquiiries proimptly and
effectively, the brand can enhance
culstolmer satisfactioln and lolyalty.

Proipoised Implementatioin Plan.

Lifebuloly's media plan is designed
tol ensulre colnsistent brand presence and
timely respolnsiveness tol market trends.
A colmbinatioln olf colntinuloluls and
seasolnal campaigns is emplolyed tol
maximize brand visibility and drive
colnsulmer engagement.
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Colntinuloluls Campaigns:

« Traditiolnal Media:  Televisiohn
advertising, a colrnerstolne olf the
strategy, reinfolrces the "100%

stroinger against dangeroiuis germs"
message.

Digital Marketing: Olnline video,
solcial media advertising, colntent
marketing, and search  engine
marketing are ulsed tol engage with
digital-savvy colnsulmers.

In-Stolre Marketing: Polint-olf-sale

materials and proiduict
demolnstratiolns  drive impuilse
puirchases and enhance brand
visibility.

Molbile Marketing: SMS marketing,
molbile advertising, and QR colde
integration are ulsed tol reach
colnsulmers oln their molbile devices.

Seasolnal Campaigns:

o Digital Olult-olf-Holme (DOiOiH):
Leveraging DOIOIH duiring festive
seasolns  and  olther  relevant
olccasiolns can  amplify  brand
visibility and drive seasolnal sales.
Innolvative Techniquies: Emploiying
techniqules like Fake OIOH with CGlI

can create impactfull and memolrable
campaigns.

o Time-Limited Prolmottiolns: Flash
sales and coiuipoin offfers  can
stimullate  demand and  drive
immediate sales.

o Event Marketing
o Glolbal Handwashing Day:

Participating in this gloibal event
allolws Lifebuloly to! reinfolrce its
co'mmitment to! pulblic health.
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o Poip-uip Shoips: Creating
immersive brand experiences can
engage colnsulmers and drive
proldulct trials.

« Pulblic Relatiolns

Press Releases: Sharing news and
uipdates with the media can help
generate poisitive puiblicity and
brand awareness.

CSR Initiatives: Engaging in
solcial respoinsibility initiatives
can enhance brand repuitatioin and
bulild poisitive colnsulmer
sentiment.

By strategically colmbining these
marketing  tactics, Lifebuloly can
effectively colmmulnicate its brand
message, drive colnsulmer engagement,
and maintain its leadership polsitioln in
the antibacterial solap market.

o

o

CONCLUSION AND
RECOMMENDATION

By examining the brolader market
dynamics and the brand's internal

capabilities, this chapter aims tol identify
key o\'ppo\'rtuinities and challenges. The
analysis  will cullminate in  the
develoipment off strategic
recolmmendatiolns aimed at
strengthening Lifebuioiy's colnsulmer-
based brand equiity and addressing the
research quiestioins.

Colnclulsioln

This research has prolvided a
colmprehensive analysis off Lifebuloly’s
market polsitioh and develolped a
rolbulst integrated marketing
colmmulnicatioln (IMC) strategy. By
leveraging a mixed-metholds approlach,
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the stuidy gained valulable insights intol

colnsulmer behaviolr, brand perceptioln,
and market dynamics.

Lifebuloly ~ olperates in  a
colmpetitive market influlenced by
varioluls external factolrs. The brand's
strolng market positioln is ulnderpinned
by its internal strengths, incluiding its
brand equlity, proldulct qulality, and
innolvative capabilities. The
segmentatioln strategy, targeting bokh
Savvy Sho"ppers and  Practical
Pulrchasers, allolws Lifebuloly to! tailolr
its marketing effolrts tol  specific
colnsulmer needs.

The prolpolsed IMC strategy aims
tol rekindle Lifebuloly's colre message off
sulperiolr germ proltectioln and amplify
its diverse proldulct olfferings. This
strategy integrates varioluls marketing
channels, inclulding advertising, sales
proimottioln, pulblic relatiolns, digital
marketing, event marketing, molbile
marketing, direct marketing, and
persoinal selling.

By effectively implementing this
coimprehensive IMC strategy, Lifebuioiy
can strengthen its brand equiity, drive
colnsulmer engagement, and maintain its
leadership poisitioin in the antibacterial
soiap market.

Recolmmendatioln

The research has prolvided
valulable insights intol Lifebuloly's
marketing strategy and identified key
oippoirtuinities folr improivement.
Holwever, it s impoirtant tol
acknoiwledge certain limitatiolns. The
folculs oln a specific age groiuip limits
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the generalizability off the findings.
Additioinally, the research's folculs oln
Lifebuioiy soiap restricts coimparisoins
tol olther antibacterial soiap brands,
poitentially limiting the scoipe oif
strategic recolmmendatiolns.
Fulrthermolre, the colst implicatioins olf
the proipoised strategies have nolt been
extensively exploired.

Tol bulild uipoin these findings,
futulre  research  colulld  colnsider
expanding the target auldience to!
inclulde a wider age range and exploire
the preferences olf noin-Lifebu\'o\'y ulsers.
A coimparative analysis off marketing
strategies acrolss different antibacterial
soiap brands colulld proivide valulable
insights into! induistry best practices.
Fulrthermolre, a detailed colst-benefit
analysis off the proipoised strategies
wolulld enable a molre coimprehensive
evalulatioln olf their poitential impact.
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