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ABSTRACT

The objective of this research was to study factors related to the purchase of
anti-aging cosmeceuticals. Four main objectives were defined: to determine the
prevalence of consumers purchasing anti-aging cosmeceuticals, to study personal
factors influencing purchases, to analyze consumer behavior, and to examine
marketing factors affecting purchase decisions. Data was collected from a sample of
participants who attended a short-term course in Anti-aging and Regenerative Science,

2024, totaling 57 individuals.

Analysis found that the majority of survey respondents were female, aged
between 40-49 years, had attained a bachelor's degree, and were employed in
government or state positions with average monthly incomes ranging from 20,001 to

40,000 baht.

Relationship analysis between general personal data variables and purchasing
anti-aging cosmeceuticals revealed no significant correlation based on gender, age,

education level, or occupation.



Primary reasons for non-purchase of anti-aging cosmeceuticals included lack of
knowledge or familiarity with such products and perceived high costs. Conversely
reasons for purchasing included expectations of efficacy in reducing wrinkles, perceived
safety due to technological production similar to pharmaceuticals and belief in higher

product quality compared to general anti-aging cosmetics.

Consumer behavior analysis showed that the most popular types of anti-aging
cosmeceuticals were serums, night facial moisturizers, day facial moisturizers, and facial
sunscreens. Preferred purchasing channels were health and beauty product stores,
cosmetics counters in department stores, e-commerce platforms, and pharmacies, in

descending order.

The most influential factors in purchase decisions were self-preference
followed by dermatologists or beauty experts. The most favored brands were Eucerin,
SmoothE, and LA ROCHE-PORSAY. Respondents typically spent between 2,001 to 4,000
baht per purchase, with varying frequencies, notably purchasing more frequently

despite spending less per transaction.

Key marketing factors influencing anti-aging cosmeceuticals purchases were
ranked in order of importance as price, product quality, distribution channels, and

marketing promotions.

Keywords: Cosmeceuticals, Anti-aging Cosmeceuticals, Consumer Behaviors, Marketing

Factors



