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Abstract

This research aims to: 1) examine the characteristics and business operations
of natural plant-based perfume products in Thailand, 2) analyze the niche market,
3) study the competitive environment, 4) explore niche marketing strategies, and
5) propose directions for strategy development. A qualitative research method was
employed, using purposive sampling of 37 participants, including entrepreneurs,
academics, marketing experts, and distributors. Data were collected through in-
depth interviews and focus group discussions.

The findings reveal that: 1) natural perfume products emphasize
sustainability and self-expression, 2) natural and organic perfumes are increasingly
favored by consumers due to the Eco-Friendly and Clean Beauty trends, 3) the
industry faces technological limitations and intense competition from established
global brands, 4) the development of unique scents that meet consumer
preferences, along with the integration of both online and offline marketing, as well
as user-generated reviews, enhances brand awareness and credibility, and
5) building brand identity through eco-friendly packaging, Storytelling Marketing, and
interactive experiences such as AR/VR, Scent Workshops & Experiences, and

Subscription Boxes strengthens customer loyalty and long-term relationships.

Keywords: Botanical Extract-Based Perfume; Niche Marketing Strategy; Strategic
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