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Abstract

As economic development and lifestyle changes continue, people have become
increasingly attentive to quality of life and physical and mental relaxation. Bathing, as
one form of everyday stress relief, can offer an enhanced sensory and experiential
context when paired with bath bombs. However, with a wide range of bath bomb
brands and price points on the market, consumers often face a difficult choice in
deciding whether a product is suitable for themselves and for their families. This study
takes LUSH bath bombs as its research subject, focusing on the brand’s marketing
strategy in the Taiwanese market. With parent—child families as the core target
segment, four key challenges are identified: the limited prevalence of bathtubs in
Taiwan, psychological concerns about chemical additives, perceived price barriers for
a single-use consumable product, and constraints on social media promotion.
Corresponding solutions are then proposed.

This research primarily adopts secondary data collection. It first reviews the
brand’s background and core values, and then examines product attributes and both
internal and external conditions through macro- and micro-environmental analyses,
competitor analysis, and a SWOT analysis. Next, STP is applied for market
segmentation and positioning, identifying parent—child families aged 25-40 as the
target audience. Finally, specific strategies are developed using the 4A marketing mix,
integrating suitable hotel channels and collaborations with parent—child influencers on
social and digital platforms to increase product visibility and strengthen purchase
incentives.This study recommends repositioning LUSH bath bombs as a “natural and
safe parent—child bathing ritual” through cross-industry partnerships, IP collaborations,
bundle pricing, and YouTuber promotion, thereby upgrading the product from a
one-time consumable into an experiential medium that fosters parent—child interaction
and emotional bonding.

Keyword : Bath bomb ~ parent-child families, family market, STP, SWOT,
experiential marketing
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