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ABSTRACT
This research focuses on finding essential factor influencing purchasing

intention for facial cleansing wipes. The main research scope is limited to potential
customer who bought any facial cleanser in the previous three months in Bangkok. This
research is quantitative research, collecting data by online questionnaire. The sample
size is 144 respondents, 71 male and 73 females. The average spending on facial
cleansing product range were 100-300 baht. After data analysis, the research shows that

there are three direct significant influence, product aesthetic, social influence, product

assurance, and one indirect significant influence, price sensitivity. Also, the
demographic variable, gender is significant but the age and income is not for purchasing
intention of facial cleansing wipes.
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CHAPTER I
INTRODUCTION

1.1 Background
This thematic paper aims to study essential factor influencing purchasing
intention for facial cleansing wipes. Everyone wants their facial to be clean and clear but

what if cleaning your face in the bathroom on your lunch time does not sound appealing

at all, so the facial cleansing wipes would be good solution. In an ideal world, you should
wash your face twice a day. However, nowadays so many people are living in such hurry

everything are happening and changing so fast, in a day just pass by so fast, it may seem
like we lose out the time in a day and many people are always on the go. That could
change people behavior when they do thing in daily life such as how they use the facial
cleansing product. Moreover, the facial skin care will not be the first thing of your to do
list in a busy daily life because many people do now want to mess with so many steps
in order to just cleaning their face. Especially, when you are away from your home like
going on a business trip or have to do overnight shift, your facial skin might suffer even

more because it can be difficult to drag your normal facial products along with. Also,

for the people who have oil excess during the day, they can simply use the facial
cleansing wipe to clean your skin quickly on a lunch break at work, between classes,

camping, road trip, or even during the transportation as well. The feeling of water against

facial skin could be a wonderfully refreshing sensation but splashing water could make

you clothes wet. So, the facial cleansing wipe product can be very helpful to keep on
hand.

The new trend of using the facial cleansing product like a facial cleansing

wipes are so popular nowadays. The facial cleansing wipe also is so easy to use because

it came with the cleansing facial product on its already, the wipes contain the correct

amount and type of ingredient needed for facial cleansing product. More importantly,

the benefits of facial cleansing product are its set of the suitable ingredient for people



face. Some of the facial cleansing products have cleansing and also moisturizing abilities

and that will help people who are not have much time to take care of their face, to

cleansing their face easily with just couple touch. And for those who do the full skin care

treatment but still do not have time on a busy day, the facial cleansing wipes can come

into play and shorten time with just a simple step of using facial cleansing wipes instead.

Presently, with the all of the advantages of the facial cleansing wipe, many people could

have turned to use the facial wipe to take care of their facial.

Also, presently due to the high alert of PM 2.5 (Particulate Matter 2.5), the
mixture of dust in the air that so tiny, so the people eyes cannot see. The size of PM 2.5
is less than 2.5 micrometers especially in Bangkok areas (aqicn.org, 2020) and it still in
the air in the very long period of time as well. While the levels of dust and PM2.5 is over

the Bangkok, the people will want to wash off all of the dust in their face during a day

time. So, the cleansing wipe could help clean it so easily.

Furthermore, the facial cleansing wipes are popularly among the teenager
and also known as wet tissues, the purpose of using the facial cleansing wipes was for

cleansing the face area when you are away from the bathroom. The facial cleansing

wipes not only can remove excess oil from your face but also remove all the make up

as well. Nowadays, the facial cleansing wipes contain natural ingredients and very less
chemicals involve in the facial cleansing wipes because for those who skin irritation.

The use of facial cleansing wipes is firstly developed in the American and European

regions and the facial cleansing wipes is very popular in the facial skin market. Then,

and the trend of facial cleansing wipes has been successfully been adopted in Asia

(Transparencymarketresearch.com, 2019). The demand of facial cleansing wipes in the

future has continued to grow worldwide.

1.2 Research Question



The research aims to find out what would be the factors that affect the

decision of Thai customer to buy a facial cleansing wipe. The main research question is

essential factor influencing purchasing intention for facial cleansing wipes.

1.3 Research Scope
This research will focus on the new potential trend of using the facial
cleansing wipe to clean their face of Thai people in Thailand. In terms of methodology,

the research aims to survey approximately around 100 online customers around
Bangkok area in Thailand by using the online questionnaire through the social media

application. This paper will focus on both men and women who recently purchased the

facial cleansing product in a past three months.

14 Expected Benefits

The result from this research will be analyzed and answer the question of
what the factors that will influence how Thai people buy the facial cleansing product in
the new trend living lifestyle and also giving the understanding of what intended to buy

facial cleansing wipe as well. To explore and identify the potential factors that encourage
Thai consumer to buy a facial cleansing wipe.
In this study, the consumers of facial cleanser market will be observed. The

next step for this study will provide the literature review from the previous research to
explore the potential variable that influence the factor influencing the purchasing

intention for facial cleansing wipes in Chapter two. After that the Chapter three, this
study will explain about this study in order to find an answer for our research question.

After data collection, all the data from the selected respondents this study will explain

how data were analyzed in Chapter Four. Finally, this paper will conclude and discuss

about the result of this research.



CHAPTER 11
LITERATURE REVIEW

The second chapter presents the literature review that was conducted for the

study of essential factor influencing purchasing intention for facial cleansing wipes. The

literature review critiques and summarizes the existing literature and connect the

previous information researches that was known. The literature review in this paper

begins with Theoretical Foundation, Consumer Behavior, Demographic Factors and

Conceptual Framework.

2.1 Theoretical Foundation

2.1.1 Facial Cleansing Products Market
According to (Transparencymarketresearch.com, 2019), the market for facial

cleansing products has rocketed in the couple past years, showing a notable awareness
about people who care about their looks also the increase in demand for natural or

organic involve in the near future. The growth in awareness about cleansing products,

especially for male consumers, is offering the opportunities to the global facial cleansing

products market. Moreover, (databridgemarketresearch.com, 2020 stated that the global
facial cleanser market value will be USDI11.09 billion by 2027 approximately,
meanwhile the growth will be at a rate of around 4.80% estimated in 2020 to 2027.
According to (beyondbeautyasean.com, 2019), in Thailand, the health care
market such as the beauty and personal care items was valued at 86.2 billion in 2018 and
expected to be at 88 billion in 2022 approximately. The beauty and health care market

has expanded by 7.2-7.9% annually for over the past six years ago.



2.1.2 Consumer Behavior

The consumer buying behavior relate to the purchase and consumption of

goods and services for the satisfaction of their wants. There are differences in processes
involved in the consumer behavior. Lawan & Zanna, 2013) stated beside of the internal

factors, which can be remembered as impact to buying behavior, there are also the

external factor that can affect to consumer choices.

2.2 Demographic Factors

It is very important to focus on customer segmentation such as a
demographic aspect for building the brand loyalty program (Gajanova, Nadanyiova, &
Moravcikova, 2019). (Drummond, 2008) and Jobber, 2004) stated that Demographic

criteria are among the most commonly used segmentation variable, key demographic

such as age, gender, and income. This segmentation criterion can be used where different

product acceptance can be expected.

221 Age

The first surveyed demographic variable was the age. There is a statistical
dependence between the age and brand loyalty level (Gajanova, Nadanyiova, &
Moravcikova, 2019). The buying behavior of a person could be influenced by the age
factor, the important personal factor. People would buy different things at their different
stages of cycle. Their preference or taste also change and it change in during the change

of life cycle (Ramya, 2016).

222 Gender
(Buss & Schaninger,1987) used the term gender defined behaviors to refer
to skills and activities culturally allocated only to persons of one sex. Shopping primarily

has been regarded as a feminine activity (Witkowski, 1999). Women reported using



facial cosmetics for a variety of reasons, ranging from anxiety about facial appearance,

conformity to social norms, and public self-consciousness (Korichi, 2008). However,

facial cosmetic also influences the behavior of other, especially men (Alex, 2016)

223 Income

(Ramya, 2016) was clarified that, people income can be another factor that
can impact in controlling the consumption process. Income is a useful source of buying
power. Also, the personal income of a person is determinant of his buying behavior.

Then, purchasing decision process of different people will show the different result

with different levels of income (Hawkins & Mothersbaugh, 2014).

2.3 Conceptual Framework
The objective of the framework is identifying the goals and the purposes of
research. The (Miles & Huberman, 1984) who stated about conceptual framework as the

first version of the researcher’s map to start exploring the knowledge.

2.3.1 Health Consciousness

Health consciousness was defined as the motivational component that
stimulated consumers to take actions and choose products that improve or maintain their

healthy condition (Michaelidou & Hassan, 2008). Health-conscious people are more

aware about their state of wellbeing also most of them influenced by this idea to

maintain and improve their personal health. Health seekers are less extrinsic which

means they would be interested in buying organic product for perceived health benefits

(Pollan, 2008).
Health consciousness expression is the purchase of organic products. From

the recent years, it is very noticeable that has an increasing in organic produce demands

(Willer & Youssefi, 2007). the purpose of this interest trend is the organic products which

are not natural degradation and it more healthy than normal products by increasing



number of consumers (Chen, 2007). According to interview of regular consumers of
organic foods (RCOFs) most of the organic consumers showed that the reasons why they

chose organic products is health factor Makatouni, 2002)

2.3.2 Price Concern

Price perception are mostly affected on customers mind when it comes to

buy a thing. The perception of price can be influenced customer by given specific
detailed that meaningful to buyerKotler & Keller, 2016). Thus, price is very mainly

factor during the purchasing process, mostly for specific product that were bought more

often (Faith & Agwu, 2014). Customers are sensitive when they think about what would

be the benefits that they will get from getting this product or services that they really
paid money for (Al-Mamun & Rahman, 2014).

Related to (Tjiptono, 2008), price is a very important factor, price can affect
on positioning and also brand image. Most of the customers who relate price with
product, and expected that high price product would reflect the high-quality product as
well and low-price product would be low quality. Similarly, (Buehler and Halbherr, 2017)

also mentioned about the pricing will help to improve brand image.

23.3 Product Appearance

Product design will be remembered as a first impression and the advantage

for the product itself. The product appearance will influence the choices of products in
many ways (Marielle, 2005). Appearance of a product can make more value for consumer

in both of symbolic and aesthetic and also meet in functional characteristics and give a

first impression and show the accessible of using the product.

Moreover, brand logo could provide affective reactions before any

promotional activity is even carried out. The brand logo could be the first thing the pop
up to consumers mind (Lans, 2009). Brand logo is one of the important factors of brand

aesthetics, that can influence customer attitude to the brand (Walsh, 2010). Moreover, the



brand logo is recognized as a first visual to represent toward the brand image (Swartz,
1983).
Also, the anthropomorphism’s theory mentioned that, the consumer has the

tendency to attribute human traits on brand logo or the brand itself that have the

relationship with the brand (Aggarwal & Mcgill, 2007) which will lead to the minds of

customers about its brand image (Ekhlassi & Nezhad, 2012).

234 Trustworthy

The trustworthy factor came from the customer’s point of view that they feel
reliable of the product. The customers assess the products as the trustworthiness when
purchasing the organic product (Muller & Gaus, 2015). The source of trustworthiness

can come from the ingredient which is labeled as organic, the origin, branding
production methods, environmental awareness and descriptions of food names

(Ferngvist & Ekelund, 2014).

2.3.5 Influencer

Many Researchers have considered the impact of society environment on

consumer behavior. The fact that influencer has empowered to change people behavior

by surrounded of people in community or society in order to the people can change their

mind when they were influenced from other people (Besharat, 2010). It will surely affect
to the purchase intention. Moreover, social influencer can apply into consumers

intention to buy products or services, it also can be influenced by social media or famous
people whether that person want to purchase or not (Aaronson, 2004).
Social influence is environmental factors that could be affect to how

consumer’s consumption in the market. Also, the trends of products using may induce

by influencer or some group of people such as a celebrity, blogger, presenter, friends

etc.(Wu, Vassileva , Zhao, & Zhu, 2014)

Moreover, social influence is one way to communicate among people which

mean that people can create their lifestyle character toward the attitude in order to



influence to other people, make communicate to public also can make both positive and
negative impact to other consumer, and it will affect to people perception and decision

to buy (Ajzen, 1991). Presently, the new technology can make social media connect to

people so easily anytime and everywhere.

2.4 Hypothesis

Independent Variables Dependent Variable

Health Consciousness

Price Concern

Product Appearance

Trustworthy Thai consumer’s purchase intention
Influencer for facial cleansing wipes
Age
Gender
Income

Figure 2 4 Initial framework showing influencing factor for purchasing intention

for facial cleansing wipe

The hypothesis is based on the result from the literature review. The next

above shows the relationship between the purchase intention of facial cleansing wipes

and the independent variables factors. These hypotheses will be tested using a

quantitative questionnaire survey and the next chapter will explain the methodology

used in this study.

These following lists are the hypothesis for this study:
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H1: Health Consciousness has a positive influence to intention to buy for
facial cleansing wipe.

H2: Price concern has a positive influence to intention to buy for facial
cleansing wipe.

H3: Product Appearance has a positive influence to intention to buy for
facial cleansing wipe.

H4: Trustworthy has a positive influence to intention to buy for facial
cleansing wipe.

HS5: Influencer has a positive influence to intention to buy for facial cleansing
wipe.

H6: Age will be positively associated with intention to buy for facial
cleansing wipe.

H7: Gender will be positively associated with intention to buy for facial
cleansing wipe.

HS8: Income will be positively associated with intention to buy for facial

cleansing wipe.

The next chapter will explain about the research methodology, the research
design, sample target, questionnaire design, questionnaire questions that will be used
for this study in order to find the essential factor influencing purchasing intention for

facial cleansing wipes in Thailand.
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CHAPTER 111
METHODOLOGY

This research aims to study essential factor influencing purchasing intention

for facial cleansing wipes. The research will be designed for more details about the
factors that will influence respondent’s purchasing intention for the cleansing wipes. To

answer the question, the data from all the respondents will be used to analyzed using the

statistical Package for Social Science (SPSS) program.

3.1 Research Design

This research is using the quantitative approach by using the online

questionnaires to collect the primary data. With the online questionnaires, it will scope
the answers of the respondents. Also, the quantitative research will allow statistical

testing for all of the hypotheses.

32 Sample

The random initial target sample size for this study is 147 participants. The
target group is based on the sampling that qualified by the screening question “Did you
buy a facial cleansing product in a past three months?” to select the right respondents for
the questionnaire. All of the respondents are living in Thailand and mostly in Bangkok

and urban. The respondents are not limited by the ages, gender, or income.

3.3 Questionnaire Design
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The data collection will be conducted with the close-end questionnaires that

separate into five parts as follow
* Introduction part which will introduces the background and propose of the
research also included the approximate time of completing the questionnaire

* Screening question which will consist of one closed-end question to

identify the selected target respondent who did buy a facial cleansing product in a past
three months

* General questions to gain more information on the target respondent’s

interest in the cleansing product and their interest could lead to their behaviors of buying
a facial cleansing product like facial cleansing wipes

* Specific questions are the mixing of 26 questions from five constructs
which are Health consciousness, Price concern, product appearance, trust, and

influencer. This part is measured by using the four Likert scales to evaluate the level of
disagreement to agreement from 1 to 4. At the end of the specific question, there will be

the conclusion of the intention to buy facial cleansing wipes
» Demographic questions are the personal question about the respondents as

gender, age and income.

3.3.1 Question used

Screening question
Did you buy a facial cleansing product in a past 3 months?
a) Yes, if yes, please continue the questionnaire

b) No, if no, please end the questionnaire Thank you

General question
How often do you buy facial cleansing products?
a) Once a month
b) Quarterly

c¢) Semi-annually

d) Annually
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How much do you spend on a facial cleansing product?

a) 100-300 baht

b) 301-600 baht

c) 601-900 baht

What kind of facial cleansing product did you use? (Can answer more than
one)

a) Facial Soap

b) Facial Cleansing Foam
c¢) Facial Cleansing Gel
d) Facial Cleansing Scrub
e) Facial Cleansing Oil

f) Cleansing wipes

g) Micellar water

Where do you usually buy facial cleansing products?
a) Watsons, Boosts

b) Central, Robinson

¢) Lotus, Big C

d) Seven-Eleven

e) Shopee, Lazada

f) Facebook, Own website

g) Drug store

What is the factor that influence you to buy facial cleansing product?
a) Price

b) Popularity

c¢) Very clean

d) Contain natural ingredient

e) Does not irritate your skin

f) Clear oily

Have you ever bought a facial cleansing wipe?
a) Yes

b) No
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Why do you usually use a facial cleansing wipe?

a) At home

b) At work

c¢) During transportation

d) Gym

How much do you prefer to spend on a facial cleansing wipe?

a) 50-150 baht

b) 151-200 baht

¢) 201-250 baht

d) More than 250 baht

Specific question
To which extend do you agree with the following statement
I like to test the facial cleansing product before buying
I buy the facial cleansing product that certified by dermatologist
I wash my face at least twice a day
I always search the facial cleansing product in the internet before buying
I think the facial cleansing wipes is safe to use
I like to buy the discount facial cleansing product
I always buy the premium facial cleansing product
I will buy the discount facial cleansing product even that is not my favorite
brand
I will change the brand if other brand gives me more discount

I only choose the well-known brand and premium brand for facial cleansing

product

I choose to buy the facial cleansing product with good packaging

Product design is one of the factors that made me buy the product

I prefer buying the facial cleansing product that is outstanding than other

product
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I like to buy the facial cleansing product that import from other country than
in Thailand

I prefer buying the facial cleansing product that design by famous artist

I choose only the facial cleansing product that certified by many standards
I like to buy the facial cleansing product with full detailed labels

I like to buy the facial cleansing product that contain natural Thai herb

I prefer buying the facial cleansing product with a good brand reputation

I prefer buying cosmeceuticals than normal facial cleansing product

[ always ask my family or my friend before buying the facial cleansing
product

I like to buy the same facial cleansing product with my favorite blogger

[ tend to buy the facial cleansing product that are represented by well-known
presenters

I always look at the comment in social media about the facial cleansing
product and buy it

Normally I am the first to try something new about facial cleansing product

Purchasing Intention question

I am going to buy the facial cleansing wipes within a month

Demographic question
Gender
Age

Income

3.4 Data Analysis

The data that have been collected by online questionnaire and it will be

analyzed by the program Statistical Package for Social Sciences (SPSS) program. There

is the process through this program include inspecting data, cleaning data, and preparing
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data. Through these step-in orders to ensure that the analysis process will be correct and
have no error.

To answer the research of what are the essential factor influencing

purchasing intention for facial cleansing wipes. The analysis methods that will be used

in this research are descriptive analytics, factor analysis, cross tabulation, and

regression. The answer of the respondent will be transferred into a data and will be
interpretated by the analyze the depth information and also find the similarity pattern.

The expected result will be showed what are the potential that effect the essential factor

influencing purchasing intention for facial cleansing wipes.

341 Descriptive Analytics

The Descriptive Analytics is used to interpret the raw data to better
understand by providing the summary table that show the frequency and percentage of

the specific information.

342 Factor Analysis

The Factor Analysis is used to reduce a large number of variables into fewer

numbers of factors. To find the relationship between the constructs and grouping them

together.

343 Correlation Analysis

The Correlation Analysis is used to measure how strongly between two
variables are related to each other or the degree of association between the two

independent variables

3.44 Cross Tabulation

The Cross Tabulation analysis is used to analyze how the nominal variables

vary between groups. Also, to examine relationship within data that may not be readily

apparent.
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345 Regression Analysis

The Regression Analysis is used to test the nature of relationship between a

dependent variable and one or more independent variables from the framework. To apply

Regression Analysis in this research will discover the possible factors influencing

purchasing intention for facial cleansing wipes in Thailand.

After data collection, the next Chapter will show the results from all the data

from the selected respondents from this Chapter. Next Chapter will show the result that

will be analyzed by the program Statistical Package for Social Sciences (SPSS).
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CHAPTER 1V
RESEARCH FINDING

This chapter shows the results from the respondents of finding essential

factor influencing purchasing intention for facial cleansing wipes. There are 147
respondents, are collected using an online questionnaire. This chapter contain the
descriptive analytic, factor analysis; (total variance explained, scree plot, rotated

component matrix), cross tabulation, ANOVA, and regression.

4.1 Descriptive Analytics

41.1 Respondent Profile

The total number of respondents are 147. The respondent profile includes
gender, age, and income. There are 71 male respondent which are 49.3 percent of total
respondents and There are 73 female respondent which are 50.7 percent of total
respondent, and 3 are missing in the system, as shown in the Table 4.1.1. Most of the
respondent, 50 percent are, 21 years old to 30 years old. There are 28.5 percent for the
respondent who are 31 years old to 40 years old. Then, 16.7 percent are respondent who
are 41 years old to 50 years old and 4.96 percent are respondent who age more than 50
years old as shown in the table 4.1.2. The table 4.1.3 shows the percentage of respondents
who are categorized by their monthly income. The majority of respondent’s income are
10,001 baht to 20,000 baht, 29.9 percent. Following by, 30,001 baht to 50,000 baht, 29.2
percent and 20,001 baht to 30,000 baht, 25.7 percent and more than 50,000 baht, 9

percent and lower than 10,000 baht, 6.3 percent respectively.



Table 4.1 Respondent's Gender

Gender
Cumulative
Frequency Fercent Walid Fercent Fercent
Walid male 71 483 493 493
female 73 497 507 100.0
Total 144 98.0 100.0
Missing  System 3 2.0
Total 147 100.0
Table 42 Respondent's Age
Age
Cumulative
Frequency Fercent “alid Fercent Fercent
Walid 21 - 30 72 49.0 50.0 50.0
31 -40 41 27.9 285 785
41 - 50 24 16.3 16.7 951
mare than 50 ¥ 4.8 49 100.0
Total 144 98.0 100.0
Missing System 3 20
Total 147 100.0
Table 4.3 Respondent’'s Income
Income
Cumulative
Frequency Percent | Walid Percent FPercent
Walid 10,000 haht g 6.1 6.3 6.3
10,001 - 20,000 baht 43 29.3 28.8 361
20,001- 30,000 baht 37 252 257 61.8
30,001-50,000 haht 42 286 28.2 51.0
50,000+ baht 13 8.8 5.0 100.0
Total 144 58.0 100.0
Missing  System 3 2.0
Total 147 100.0

18
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412 General Buying Behavior

The general buying behavior questions contain about the behavior of
consumer buying the facial cleansing products, how often do they buy, how much they

spend on, and where they usually buy product from.

Table 44 Frequency of Buying Facial Cleansing Product

How often do you buy facial cleansing products?

Cumulative
Frequency Percent | Walid Fercent FPercent
Yalid once a month 3 211 211 211
quarterly a4 36.7 36.7 7.8
semiannual aa 38.5 38.5 87.3
annual 4 2.7 27 100.0
Total 147 100.0 100.0

Table 4.5 Spending on Facial Cleansing Product

How much do you spend on a facial cleansing product?

Cumulative
Frequency | Percent | “alid Percent Fercent
Valid  100-300 Baht B 58.5 58.5 58.5
301-600 Baht 54 3BT 6.7 452
G01-900 Baht 4 27 27 48.0
more than 900 K| 2.0 2.0 100.0
Total 147 100.0 100.0




Table 4.6 Shopping Channels

Where do you usually buy facial cleansing products?

20

Cumulative
Frequency Percent | Walid Percent Percent

Valid  Watsons, Boosts 40 27.2 27.2 272
Central, Rohinson 38 2649 26849 531
Lotus, Big © 12 8.2 8.2 61.2
Seven-Eleven 19 128 128 741
Shopee, Lazada 20 136 136 ar.a
Facebook, Ownwebsite 13 8.8 8.8 b6.6
Drug Store b 34 34 100.0
Total 147 100.0 100.0

The above tables show the frequency of buying facial cleansing product in

percentage. Most of the respondents buy the facial cleansing product semiannually and

quarterly 39.5 percent and 36.7 percent respectively and 21.1 percent in once a month.

Also, most of them 58.5 percent are likely to pay 100 baht to 300 baht, but some of them

36.7 percent pay up to 600 baht. Most of the respondents usually buy the facial cleansing

product at Watsons or Boosts 27.2 percent and Central or Robinson 25.9 percent as well.

The rest of the respondents buy Online 13.8 percent via Shopee and Lazada, buy at

convenience store like Seven-Eleven 12.9 percent, Lotus and Big C 8.2 percent.

Table 4.7 Facial Cleansing Wipes Users

Hawve you ever bought a facial cleansing wipes?

Cumulative
Frequency | Percent | Walid Percent Fercent
Valid  yes 110 748 748 748
no ar 252 252 100.0
Total 147 100.0 100.0




Table 4.8 Facial Cleansing Wipes Using

Where do you usually use a facial cleansing wipes?

21

Cumulative
Frequency | Percent | Walid Percent Percent

Yalid Athome 24 197 26.4 26.4
Atwork 39 26.5 355 61.8
During transportation 25 17.0 227 845
Gym 17 11.6 15.5 100.0
Total 110 748 100.0

Missing  System ar 252

Total 147 100.0

According to table 4.7 to 4.8, the result show that the most of the respond
dents 110 people 74.8 percent are used to buy the facial cleansing wipes and just 252
percent have not bought the facial cleansing wipes. For the respondents who use to buy
the facial cleansing wipes, they usually use it at work 35.5 percent, at home 26.4 percent,

during transportation0 22.7 percent, and at the gym 15.5 percent.

42 Factor Analysis

The Factor analysis is used to reduce a large number of variables into
fewer numbers of factors one by one until have clean data also, grouping the factors or

constructs that related together. The table 4.9 below, show the total variance explained

after applied the factor analysis and variable reduction using low factor loading
method, cross loading method, and mismatch meaning method; variables that grouped

do not have the same meaning. They were twelve factors in this table but only four
factors have eigenvalue higher than 1. Also, the cumulative percentage of four factors

showed higher than 60 percent.
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421 Total Variance Explained

The total variance explained table below would describe the number of
significant variables in the questionnaire that are arranged in the descending order on

the most explained variance. At the beginning, there were 12 components in the

questionnaire but after doing the variable reduction by low factor loading method; cut

variables with factor loading below 0.4, cross loading method; cut the number that show

up on two or more factors, and mismatch meaning method; variables that grouped do

not have the same meaning. After variable reduction, these initial eigenvalues reflect
that there are 4 significant component which have a total value more than one. Also, the

cumulative percentage in the fourth component has value more than 77 percent as

showed in the table 4.9 below.

Table 49 Total Variance Explained

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation 5ums of Squared Loadings
Component | Total | %ofVariance | Cumulative% | Total | %ofVariance | Cumulative® | Total | % ofVariance | Cumulative %
1 4192 3402 34029 4192 3402 34029 3490 29084 29084
i 2480 20.416 55,345 2480 20.416 55.345 1612 2710 50,854
3 1620 13577 68,921 162 13577 68,921 1623 16.027 fi6.B81
! 1023 8525 77.446 1023 8525 77.446 1.268 10,565 77446
i 786 551 83997
i 56 5463 89,460
7 3 2700 82160
8 304 153 94,692
§ 237 1673 96,665
10 190 1581 08,246
11 12 1017 89,263
12 088 13 100.000

Extraction Methad: Principal Companent Analysis.
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422 Scree Plot
The scree plot showed the line plot of the eigenvalues of factors. The scree

plot is used to determine the number of factors ordering the eigenvalues from largest to

smallest. The point where eigenvalues seem to level off is found and the component
number is retained as significant. According to table below, the scree plot has a clear

separation at 4 factors.

Table 4.10 Scree Plot

Scree Plot

T T T T T T
1 2 3 4 =] (=] T =] a 10 11 12

Component Number

423 Rotated Component Matrix

The rotated component matrix in the final factor analysis process show the
same number of significant components as the total variance explained and scree plot in

the table 4.9 and table 4.10 respectively, which is 4 significant components. As you can
see in the table 4.11. all of the components have value more than 0.4 and also no cross-
loading in the table. Plus, these all component are matched in the new suitable group.

The first group is Product Aesthetic, all of the four variables refer to the product design,

product packaging, brand reputation, and premium product. The second group is Price

Sensitivity group, there are three variables that refer to discount product and discount
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promotion. The third group mention about how social influencer, famous presenter, well

known artists can motivate them to buy the product, this group was called Social

Influence. The last group, group number four was all about the Product Assurance, for

those who are not sure and want to try a new product before actually buying or asking

their friend or family about the product first.

Table 411 Rotated Component Matrix

Rotated Component Matrix®

Component

2 3

Froduct design is one of
the factors that made me
buy the product

| choose to buy the facial
cleansing product with
good packaging

| prefer huying the facial
cleansing product with a
good brand reputation.

| always buy a premium
facial cleansing product.

I like to bhuy the facial
cleansing product that
imports from other
countries than in Thailand

I'will buy the discount
facial cleansing product
even that is not my
favourite brand

I'will change the brand if
other brands give me
more discount.

I like to buy the discount
facial cleansing product.

Itend to buy the facial
cleansing productthat are
represented by well-
known

| prefer huying the facial
cleansing product that
design by famous artist.

| always ask my family or
my friend before buying
the facial cleansing
product

| like to test the facial
cleansing product before
biuying.

.e0a

|
[y ]
o

=
n
[xx)

.828

17

881

832

814

F70

586

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Mormalization.

a. Rotation converged in & iterations.

Product Aesthetic

Price Sensitivity

Social Influence

Product Assurance
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43 Correlation

The table below shows the correlation analysis to measure the relationship
between one factor and another factor, it can be positive and negative correlation as

shown in table 4.12. From the table, all factors are statically significant. There 2 positive
medium correlation. The correlation between Product Aesthetic and Social Influence are
medium at 0.590. Moreover, the correlation between Social Influence and Product
Assurance are medium at 0.404. Price sensitivities have low negative correlation with
all factors (Product Aesthetic, Social Influence, Product Assurance). While, Product

Aesthetic have low positive correlation with Product Assurance.

Table 4.12 Correlation

Correlations
Product Price Social Product
Aesthetic Sensitivity Influence Assurance
Product Aesthetic  Pearson Carrelation 1 20 .59[]!! .244!!-
Sig. (2-tailed) 009 000 003
i 147 147 147 147
Price Sensitiity ~ Pearson Comelation N4 1 388 -205
Sig. (2-tailed) 009 000 013
i 147 147 147 147
Social Influgnce Pearson Correlation 590 -388 1 404" |
Sig. (2-tailed) 000 .000 000
i 147 147 147 147
Product Assurance  Pearson Carrelation uy - 205 404" 1
Sig. (2-tailed) 003 013 000
i 147 147 147 147

** Correlation is significant atthe 0.01 level (2-tailzd).
* Correlation is significant atthe 0.05 level (2-tailed).

4.4 Cross Tabulation
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According to table 4.13, the Pearson Chi-Square show the significant result
between gender and purchase intention for facial cleansing wipes. More than 90 percent

of female respondents are strongly agreed about buying the facial cleansing wipes

within a month. So, the result show that the female is more likely to buy the facial

cleansing wipe more than male respondent because male naturally is not as healthy as

female in term of cleansing their face. Meanwhile, there are a trend of men’s grooming

nowadays as you can see, about 62 percent of male agree to buy the facial cleansing

wipe within a month as well. However, the Cross Tabulation between Age and Income

both variables are no significant with the purchase intention of facial cleansing wipes.

Table 4.13 Cross Tabulation between Gender and Purchase Intention

Chi-Square Tests

Asymp. Sig.
Walue df (2-sided)
Pearson Chi-Square 37.803% 2 .0oo
Likelihood Ratio 31.402 2 000
Linear-by-Linear 17.425 1 .ooo
Association
M ofWalid Cases 144

a. 0 cells (.0%) have expected count less than 5. The
minimurm expected countis 9.37.

Crosstab
Gender
male female Total
Iam goingt-:-_ l:-u'-,ft_he Disagree Count 11 g 19
facial cleansing wipes % within [ am going to buy | 57.9% 421% | 100.0%
within a month. the facial cleansing wipes
within a month.
% within Gender 15.5% 11.0% 13.2%
% of Total 7.6% 5.6% 13.2%
Agree Count a7 35 a2
% within | am going to buy 62.0% 38.0% 100.0%
the facial cleansing wipes
within a month.
% within Gender 80.3% 47.9% 63.9%
% of Total 39.6% 24.3% 63.9%
Strongly Agree Count 3 30 33
% within | am going to buy 9.1% 90.9% 100.0%
the facial cleansing wipes
within a month.
% within Gender 4.2% 41.1% 22.9%
% of Total 2.1% 20.8% 22.9%
Total Count 71 73 144
% within | am going to buy 40.3% 50.7% 100.0%
the facial cleansing wipes
within a month.
% within Gender 100.0% 100.0% 100.0%
% of Total 49.3% 50.7% 100.0%




4.5 Regression Analysis I; All variables

sensitivity, social influence, and product assurance show the result in table below, the R

square shows 44.7 percent of the variance in purchase intention for facial cleansing

The Regression Analysis I with all four variables; product aesthetic, price

wipes in Thailand that can be explained by all factors.

significant value that means this regression analysis overall is significant and can be

According to ANOVA table 4.14, the ANOVA analysis show the

explained the dependent variables.

Table 4.14 Regression Analysis I; All Variables

Madel Summarf
Adjusted R Std. Errar of
Madel R R Square Sguare the Estimate
1 i 447 432 4438

a. Predictors: (Constant), Product Assurance, Price
Sensitivity, Product Aesthetic, Social Influence

h. DependentVariable: | am going to buy the facial cleansing

wipes within a month.

ANOVA®
sum of
Madel Squares df Mean Square F sig.
1 Regression 23.013 4 5753 | 28710 000"
Residual 28.456 142 200
Total 51.469 146

a. DependentVariable: | am going to buy the facial cleansing wipes within a manth.

b. Predictors: (Constant), Product Assurance, Price Sensitivity, Product Aesthetic,
Social Influence
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Coefficients®
Standardized

Unstandardized Coefficients | Coefficients 95.0% Confidence Interval for B

Madel B Std. Error Beta t Sig. Lower Bound | Upper Bound
1 (Constant) 1.368 304 4504 000 767 1.968
Product Aesthetic 21 065 2R0 3235 .02 082 340

Price Sensitivity -.039 058 -.046 - 676 500 -154 076

Social Influence 253 080 273 3184 002 096 410
Product Assurance 243 055 14 4.601 .0ao 144 362

a. DependentVariable: | am going to buy the facial cleansing wipes within a month.

The Coefficients result in the Regression Analysis I above, show the factors
that significant with the dependent variable which are product aesthetic, social

influence, and product assurance. According to the result in the table, the regression
equation of this Regression Analysis I can be explained by Intention to buy = 1.368 -+
0.21Product Aesthetic) + 0.25Social influence) + 0.25@Product Assurance) Therefore,

these results can be explained that the product aesthetic, social influence, and product
assurance are directly relate with the purchasing intention for facial cleansing wipe in

Thailand.

4.6 Regression Analysis II; Price Sensitivity

The Regression Analysis Il was analyzed for measuring between the price

sensitivity factor and the purchasing intention. The result of R square show that only 7.3

percent of the variance in purchase intention for facial cleansing wipe in Thailand can

be explained by price sensitivity as shown in the table below.

Table 415 Regression Analysis II; Price Sensitivity

Model Summary
Adjusted R Std. Erraor of
Model R R Square Square the Estimate
1 270° 073 D67 574

a. Predictors: (Constant), Price Sensitivity
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For ANOVA analysis of Regression Analysis II below show the significant

value 0.001, that means The Regression Analysis II model is significant and can be

explained the dependent variable.

ANOWVA®
Sum of
Madel Squares df Mean Square F Sig.
1 Regression 37462 1 37462 11.403 ik
Fesidual 4777 145 3249
Total 51.464 146

a. Dependent Variable: | am going to buy the facial cleansing wipes within a month.

b. Predictors: (Constant), Price Sensitivity

Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Madel B Std. Errar Beta t si0.
1 (Constant) 3.800 M2 17.923 000
Price Sensitivity -.232 069 -.270 -3.377 001

a. Dependent Yariable: | am going to bhuy the facial cleansing wipes within a maonth.

The Coefficients result in the Regression Analysis II above, show that Price

Sensitivity factor is significant with the dependent even variable even in the low percent.

Therefore, the result of this model can conclude to the price sensitivity factor is

indirectly relate with the purchasing intention for facial cleansing wipe in Thailand.

Next, the final chapter will provide the conclusion of this study about

essential influencing purchase intention for facial cleansing wipes. Also, the limitation

of this study and the recommendation for the further study.
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CHAPTER V
CONCLUSIONS AND RECOMMENDATIONS

The final task of the research is to conclude all of the data that we gather

and analyze. This chapter presents a conclusion of this paper. To conclude the essential

factor influencing purchasing intention for facial cleansing wipes.

5.1 Conclusion
The main research objective is to find essential influencing purchase
intention for facial cleansing wipes. The result After data collection and data analysis

the result provide an answer for this research question as following
There are 147 respondents collected from online questionnaire by

convenience sampling method. The respondents are 71 males and 73 females. Their
average income is 10,000 - 20,000 Baht per month while most of respondents are
between 21-30 years old. For their facial cleanser purchasing behavior in general, there

were 58 percent of respondents who buy the facial cleanser for every 6 months; on the
other hand, there were 54 percent of respondents who buy the facial cleanser for every

3 months. The facial cleanser price range between 100-300 Baht is the most preferable
for 58 percent of respondents. And, specialty store (Watsons, Boots), department store
(Central, Robinson), online marketplace (Shopee, Lazada) is where the respondents
prefer to purchase facial cleanser (27 percent, 25 percent, and 13 percent respectively).

74 percent of them have bought facial cleansing wipes in the past 3 months, and most

of them have used at workplace.

There are 4 essential factors from factor analysis including product

aesthetic, price sensitivity, social influence, and product assurance. These factors were

selected by factor loading that higher than 0.4, did not have cross loading, and mismatch
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meaning among each factor. These 4 factors quite similar to the conceptual framework
of'this research. Only 1 variable, health consciousness, from conceptual framework does
not show in the final result from factor analysis. 4 factors have correlation with each
other. Medium correlation occurs in 2 groups: social influence and product aesthetic,
social influence, and product assurance. This correlation can assume that the respondents

influencing by other people for making purchasing decision will influence by product

aesthetic and product assurance.

To answer the research hypotheses, the regression analysis explains the

relation between facial cleansing wipe purchasing intention and the 4 factors (product
aesthetic, price sensitivity, social influence, and product assurance) The result of
regression analysis is significant because the p-value at ANOVA table was 0.000. From

R square, the result can explain intention to buy for facial cleansing wipe with these

factors 44 percent. The equation from regression analysis is Intention to buy = 1.368 +
0.21(Product Aesthetic) + 0.25Social influence) + 0.25(Product Assurance). Only price
sensitivity is not statistically significant, so it is removed from this equation. On the

contrast, price sensitivity does have indirectly influence intention to buy for 2
regression analysis between intention to buy and price sensitivity because it is

statistically significant.

From the data analysis the research hypotheses can be answer as followings,

H1: Health Consciousness cannot conclude that it has a positive influence

on intention to buy for facial cleansing wipe or not because this factor is not show after

factor analysis.

H2: Price concern can be referred as Price Sensitivity does not have a
positive influence on intention to buy for facial cleansing wipe. Price Sensitivity
negatively indirectly influence intention to buy for facial cleansing wipe.

H3: Product Appearance or Price Aesthetic in this research has a positive

influence on intention to buy for facial cleansing wipe as predict in the conceptual

framework.
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H4: Trustworthy or Product Assurance from factor analysis has a positive

influence on intention to buy for facial cleansing wipe as predict in the conceptual

framework.

HS5: Influencer or Social Influencer has a positive influence on intention to
buy for facial cleansing wipe as predict in the conceptual framework.

Hé6: Difference in age is not associated with intention to buy for facial
cleansing wipe.

H7: Difference in gender will be positively associated with intention to buy
for facial cleansing wipe. Female has stronger intention to buy facial cleansing wipe
than male.

HS: Difference in income is not associated with intention to buy for facial
cleansing wipe.

In conclusion, the essential factors influencing intention to buy for facial

cleansing wipe are product aesthetic, social influence, product assurance, and gender.

Price sensitivity just indirectly influence intention to buy for facial cleansing wipe.

52 Recommendations

According to the research result, the factors that are direct significant with
the essential factor purchasing intention for facial cleansing wipes in Thailand is Social
Influence, Product Assurance, and Product Aesthetic. Price sensitivity factor is indirect
significant. So, the suggestion in term of developing marketing strategies would be.

Focus on the social, the result show that the respondents are more likely to

concern about their social influencer. So, the brand should hire well-known presenter to

represent the brand, hire famous beauty blogger or cosmetic reviewer from YouTube to

influence the brand.
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Product Assurance, as the facial wipes product is not popular now in

Thailand. Therefore, giving a trial product or a tester product would convince them to
try the new product.

Product Aesthetic, according to the result from most of the respondent are

concerned about the appearance of the product more than the price or ingredient. So, the
brand should make a premium packaging and beautiful product design. Making the

brand more outstanding product than the other would attract the consumer in this

product category.

5.3 Limitations of the study

The first limitation of this study would be too narrow number of the
respondent. 147 respondents are not enough to represent the purchase intention of the
whole country about the facial cleansing wipes. With the limited time, this study could
apply only an online convenience sampling method. So, the respondent who are not

using internet could not do the questionnaire.

54 Future research

In the Future research, the researcher could increase the number of
respondents in the research, the researcher should collect more simple size in order to
represent the whole country and also to have more accurate representation of the

population. Next, the research could have more the independent variables like
advertising. Moreover, for the further research, the researcher could do the offline

research instead of online convenience sampling in order to catch up with the consumer

who not using the internet and mobile phone like the older generation. Also, observing
in more different age range in order to explore more possible consumers. Additionally,

the researcher could conduct in the qualitative method for a further study in order to
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understand more in beliefs, experiences, attitudes, behavior, and interactions of

respondent toward the facial cleansing wipes.
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APPENDIX

Essential factor influencing purchasing intention for facial cleansing wipes

AsdrMmginssuIait Tanin@n U3 g1 Tv IME1aBN1SINNITUNIIMEIALURAA

uuuAUAUTHIATUSEUIM 4-5 WITiTUNIIRRLLLLARUR N INLR
Aowvuaaunruiunisasuniuiisurnsrlifinisliawmedayaduyana
uazn1svuuuaun uiauIsaszuRdyaaata tudayansuszannsingu

1. Did you buy a facial cleansing product in the past 3 months?
Wwaudaudiunnaulddandnsusidromimiali

Yes - If yes, please continue answer the questionnaire 1¢ - viuuu@aun usa

No - If no, end the survey “Thank you" 11i ¢ - Junuuaauniu uaua_ma%u

37



APPENDIX (cont)

Essential factor influencing purchasing intention for facial cleansing wipes

2. How often do you buy facial cleansing products?
anudandnSusidrominiasudlnu

. Once a month ifauarafs
| Quarterly 3 1#auads
| Semiannual 6 faua¥s

Annual Darafs

3. How much do you spend on a facial cleansing product?
Audandnsusidrontiadssadusiauvinls

100 - 300 baht
301 - 600 baht

601 - 900 baht

4. What kind of facial cleansing product did you use? (Can answer more than one)
quldndnAuidrontiuseianlatine (Fanlauinnia 1 2a)

D Facial Soap (ayf1owiin)

E] Facial Cleansing Foam (TWu#1suiin)
D Facial Cleansing Gel (1oad1owiin)
[:] Facial Cleansing Scrub (aa¥udaewiin)
D Facial Cleansing Oil (aau&1ewiin)

D Cleansing Wipes (e giluniEanil)

[___] Micellar water (luigat 2a1nad)

5. Where do you usually buy facial cleansing products?
AudandnAusidrmtiranuiilaiasiign

| Watsons, Boosts (Inau, tiv) ) Shopee, Lazada (dautl, a1nn)
| Central, Robinson (1¥un¥a, Tsluau) () Facebook, Own website (3 1ni131¢asuUusun Inenss)
| Lotus, Big C (Tasia, {in®) () Drug Store (1uu1uu9)

| Seven-Eleven (7-11)

6. What is the factor that influences you to buy a facial cleansing product?
taduladrdiigalunindanudndusidromtin

| Price (51@7) () Does notirritate your skin. (Lisra1uiAasin)
() Contain Natural Ingredient. (L@ unauYasss5uYR) C Very clean. (a¥an)

) Popularity. (Hudttew) ) Clear oily. (auauiiu)




APPENDIX (cont)

7. Have you ever bought a facial cleansing wipes?
anuandandandnsusidrmiwuuiegionniala

) YES

") NO

8. Why did you buy a facial cleansing wipe? (can answer more than one)
iluquiiadandandnsusiiromiuuuiisgidon (aulduinninida)

D Convenience. (nnwilaiaenan)
|___] Can use in every situation. (1€uléiynaninasal)
I:_] Save time. (Useminiaan)

[ ] Clear your face before clean (1&nvrararnnaudodtontin)

9. Where do you usually use a facial cleansing wipes?
auldnandAusidomiuuuiegidonitlnuiasige

At home (#itinu)
At work (fivin91u)
During transportation (Se#3181AuN19)

Gym (B)

10. How much do you prefer to buy a facial cleansing wipe?
Anuvrdandnsuidromtihwuuisgidonlusawinls

50 - 150 baht
150-200 baht
201 ~ 250 baht

250 baht +

11. To which extend do you agree with following statement. (1 Strongly Disagree, 2 Disagree, 3 Agree, 4
Strongly Agree) dadunisiiiudasaindaaiusa Wil (1 hikiudwadteie, 2 liviuaie, 3 Wumae, 4
Wusihuatinoie)

Strongly Strongly
Disagree Disagree Agree Agree
1 like to test the facial cleansing product before buying. A~ ~ ~

Juraufloraasudnfusidmiisouiterda — \ \_/ \_/

| buy the facial cleansing product certified by a dermatologist.
SudandnfusiiromidusasTnsunmidfwle

1 wash my face at least twice a day. &u#tomtiniuae 2 afy 5 C )

| always search for the facial cleansing product on the internet
before buying. - )
fusrdumdayaludwnafifladaudandniuaidrontia

1 think the facial cleansing wipes are safe to use. ~ ~ ~ ~
Audaimdadusidromhuuuiiegidenvaandy 4 7 N

1 like to buy the discount facial cleansing product.
Susaudandnfusidrowirfiansian
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| always buy a premium facial cleansing product.
AuiinvedandnfusidBontihfinidey

1 will buy the discount facial cleansing product even that is not my
favourite brand.
Suvrdandnfusidromirftansiarfousiiter i luusudidusay

1 will change the brand if other brands give me more discount.
Luasadsunusududniusiiminld winlasunisansian

1 only choose the well-known brand and premium brand for the
facial cleansing product.
fusniFandandnduaidromidiniidouuandudidn

1 choose to buy the facial cleansing product with good packaging
KuoriFandandnfusidrontinftusseiusiia

Product design is one of the factors that made me buy the product.
Uuuududrigioevi idudadudn

| prefer buying the facial cleansing product that is outstanding than
other product.
Kuilnvedauusududnfusiionihflenduniuusuddu

| like to buy the facial cleansing product that imports from other
countries than in Thailand.
SulnvedandnfusiFroniiindamrvinsisuseve

| prefer buying the facial cleansing product that design by famous
artist. duvrdandnfusidBrontidlaanuuuTesiinaanuuudads

| choose only the facial cleansing product that certified by many
standards duvridanudnfusifrimihdinisfusauiifiuninsgiu

1 like to buy the facial cleansing product with full detailed labels.
Kuvavitordondntusiirmirfluanswaedunluaain

| like to buy the facial cleansing product that contains natural Thai
herb. uvauiivrdondnfusidromindlaunanvasayuinsivey

| prefer buying the facial cleansing product with a good brand
reputation. Swinvedandnfusidrowianvuusudiidaidus

| prefer buying cosmeceuticals than a normal facial cleansing
product. usrdaisdrarouinnitfendadusiionivialy

| always ask my family or my iriend before buying the facial
cleansing product. ufnarniuiftaunarasavai

I like to buy the same facial cleansing product with my favorite
blogger.
JugavitordanansusiiromiundausuudaninafauTusnuasdu

I tend to buy the facial cleansing product that are represented by
well-known presenters.
AuilnveFandnfusifowihfiniidwnadildadus

| always look at the comment in social media about the facial
cleansing product and buy it.
Huvrgraniviluduinafiilnnaufivedandnfusiirontia

Strongly
Disagree

-

\_/

N\
\/

Disagree Agree
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Strongly Strongly
Disagree Disagree Agree Agree

Normally | am the first to try something new about facial cleansing
product. Und dusrifiuauusnitdandniusidromtirdaulas

12. | am going to buy the facial cleansing wipes within a month.
Fuvrdandnfuidroniihuuuisgilunasudauntia

| Strongly agree (1#iufanatneis)
| Agree (1ufg)
Disagree (lsit¥uea)

Strongly Disagree (lsiiftuganatitoo)

13. Gender (\we)

Male (910)

Female (nrys)

14. Age (211)

10-201 41-5010
21-301 uINN31 50
31-401

15. Income (s7¢'18)
10,000 baht 30,001-50,000 baht
10,001 ~ 20,000 baht 50,000+ baht

20,001- 30,000 baht




