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1. EXECUTIVE SUMMARY

Thai women exhibit a highly engaged and discerning approach to skincare, driven primarily
by a desire for confidence and a proactive stance against prevalent skin concerns such as
acne, large pores, and dullness. Their routines, while often multi-step, are increasingly
tailored to address specific issues, with many respondents simplifying their regimens to
focus on "less but targeted" products. Moisturizers and sunscreens consistently emerge as
indispensable "hero products,” valued for their foundational benefits and protective
qualities. Loyalty to these key products is high, largely due to proven efficacy and a strong
aversion to adverse reactions like breakouts or irritation, which are significant deterrents
to switching brands.

The market for skincare in Thailand is perceived as a blend of local and international
offerings, with a nuanced trust in each. Western brands are often favored for their
perceived quality, credibility, and specialized treatment properties, particularly for core
skincare. Conversely, Thai brands are gaining trust in categories like cleansers, sunscreens,
and makeup, often due to their affordability, accessibility, and perceived suitability for local
climate and skin types. Korean brands are associated with innovative ingredients, premium
quality, and the coveted "glass skin" aesthetic. While the ideal of "v1insza1la” (white and

radiant) remains influential for many, there's a growing acceptance and appreciation for
natural, healthy-looking skin, suggesting a subtle shift in beauty standards.

New product discovery is heavily influenced by digital platforms, with social media (TikTok,
YouTube) and e-commerce reviews being primary sources. Influencers and online
dermatologists play a significant role in shaping purchasing decisions, with credibility and
genuine user experiences being key. When evaluating new products, consumers prioritize
ingredients (especially avoiding irritants like alcohol and fragrance), efficacy, and price.
Negative experiences, such as allergic reactions or breakouts, profoundly impact future
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purchasing behavior, leading to more cautious selection and a preference for trusted, gentle
formulations. Ultimately, skincare is deeply intertwined with self-perception, with good
skin fostering confidence and happiness, while bad skin days can lead to significant self-
consciousness and social withdrawal.

2. ANALYSIS BY TOPIC

A. gﬁuaﬁmms‘uaxﬁmmmﬁq (Skincare Routine and Skin Origin)

Respondents generally follow comprehensive morning and night skincare routines,
typically involving cleansing, toning/serum application, moisturizing, and sunscreen in the
morning. Night routines often mirror morning steps but omit sunscreen, frequently
incorporating additional serums or masks for targeted treatment. Over the past one to two
years, routines have seen minor adjustments, with some individuals adding specific
products (e.g., eye cream for wrinkles, serums for acne) or simplifying their steps to focus
on essential, effective items due to time constraints, particularly among mothers. Skin self-
definitions vary, but common concerns include oily T-zones, dryness, sensitivity,
acne/scars, large pores, wrinkles, and dullness. Many respondents express ongoing
dissatisfaction with their primary skin concerns, which are often long-standing issues that
fluctuate in severity.

B. aua1aatns (Hero Products)

Moisturizers and sunscreens are consistently identified as the most indispensable "hero
products” across all respondents, valued for their fundamental roles in hydration,
protection, and overall skin health. Serums and cleansers also feature prominently as
essential items. Loyalty to these products is remarkably high, with many users sticking to
the same brands for years due to proven effectiveness in addressing their specific concerns
(e.g., moisturizing, acne control, sun protection) and suitability for their skin type. Fear of
adverse reactions, such as irritation or breakouts, is a significant barrier to switching
brands. While price can be a factor for considering alternatives, the perceived risk of an
unsuitable product often outweighs the desire for novelty or cost savings, leading many to
return to their trusted favorites.

C. uusuauazaNuIanaauusualne Vs, awdszina (Brands and Sentiment towards Thai vs.
International Brands)
The majority of respondents use a mixed bag of Thai, Korean, and Western brands, with

choices often driven by a combination of intentional selection and accidental discovery
based on product performance. Western brands (e.g., La Roche-Posay, Eucerin, Estée
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Lauder) are frequently trusted for their perceived quality, scientific backing, and efficacy in
core skincare and treatment categories. Thai brands (e.g., Smooth E, Srichand, Provamed,
Chula Herb) are gaining confidence, particularly for cleansers, sunscreens, and makeup,
often highlighted for their affordability, accessibility, and suitability for the local climate and
Asian skin. Korean brands are associated with innovative ingredients, premium quality, and
achieving a radiant, "glass skin" look. High-end international brands are frequently desired
but remain untried due to their prohibitive cost, while some popular local brands are also
on wish lists, pending assurance of suitability for individual skin types.

D. swwnan asswam uazanwunia (Ingredients, Claims, and Concerns)

When considering new skincare products, respondents primarily examine ingredients,
efficacy claims, and price. Many actively look for beneficial ingredients like hyaluronic acid,
vitamin C, ceramides, niacinamide, and natural extracts, while diligently avoiding irritants
such as harsh alcohol, strong fragrances, parabens, and potentially harmful chemicals like
mercury. Trust in product claims (e.g., "#nszsnla" or SPF levels) varies; some rely on

reputable brands, while others cross-reference with reviews and scientific backing.
Experiences with unsuitable products are common, ranging from irritation and acne
breakouts to skin darkening or peeling. These negative encounters significantly alter future
purchasing habits, leading to more cautious ingredient scrutiny and a preference for gentle,
proven formulations. The popularity of whitening and brightening products in Thailand
elicits mixed responses; while many still value a lighter complexion for confidence, there's a
growing trend towards appreciating natural, healthy skin tones, though the "vn" (white)

ideal persists for a notable segment.

E. andwazasdmdsauaznsannuauailua (Social Influence and New Product Discovery)

Online platforms, particularly TikTok, YouTube, and e-commerce sites like Shopee and
Lazada, are the dominant channels for discovering new skincare products and ingredients.
Influencers and online reviewers hold significant sway over purchasing decisions, especially
if they are perceived as genuine, knowledgeable (e.g., dermatologists), or have visible
results. Recommendations from friends, family, and colleagues also carry considerable
weight, often seen as trustworthy due to personal connection and shared experiences.
While traditional advertising and in-store displays still play a role, the digital landscape is
clearly the primary driver for new product awareness and initial trial.

F. fauazaran (Skin and Self)

Beyond physical benefits, a good skincare routine profoundly impacts respondents’
personal well-being. The overwhelming majority cite increased confidence as the most
significant outcome, enabling them to feel more comfortable in social settings, wear less
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makeup, and generally feel happier. Many also view their routine as a form of self-care, a
dedicated time to nurture themselves amidst daily demands. Conversely, bad skin days have
a universally negative impact, leading to a significant drop in confidence, feelings of self-
consciousness, and a reluctance to engage in social activities or even leave the house. These
emotional responses highlight the deep connection between skin health and self-esteem for
Thai women.

G. llanne (Closing)

When asked what Thai skincare brands should do differently, respondents offered several
key suggestions. A strong theme was the need for enhanced quality, credibility, and proven
efficacy, particularly for sensitive and acne-prone skin. Many expressed a desire for multi-
benefit products that address several concerns (e.g., brightening, anti-aging, pore-
tightening) in a single item. There was also a call for products specifically formulated to suit
Thailand's hot and humid climate, offering lightweight, non-sticky textures. Finally, some
respondents emphasized the importance of transparent and genuine marketing, with
clearer communication about production standards and ingredients, rather than relying
solely on influencer-driven sales tactics.

3. NOTABLE QUOTES BY TOPIC

A. ﬁuaﬁuum‘ua:ﬁmmmﬁn (Skincare Routine and Skin Origin)

. P
Respondent 3: "imsmivasuuasawlymvesimiih luusazase”

(There are additions of skincare according to specific skin problems each time.)

Respondent 24:

"hingmiouauyai ngjuadrdeundy ludaailiudredugiuinnniiidiesnnneiudane inards lilignya iidgnidn
3 o 1 Ao yyi M

Avziuming lane

(No, mostly the same, but if you go back four or five years, the routine would be more

extensive because back then [ had more time, no children. Now with young children, I do what
[ can.)

. . ) ”
Respondent 31: "y 1-2 Mismwusnii/fugiiuneaunisae andauine “nareduaouuin” aeuiinareiu

gy ' ” < o
HUHBIUAATIZN  WINVUAS

(In the past 1-2 years, I've adjusted my routine quite a bit. From previously "using many
steps,"” it's now become "less but targeted.")
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B. awaaans (Hero Products)

Respondent 8: "vewos lswasazuesne lsmosiovia lildasase "

(Moisturizer, moisturizer is truly indispensable.)

Respondent 37: "lsuysudiaenn 10 ahiludr"

(I've used the same brand for over 10 years.)

Respondent 38: "lifies Isiiosnnass 1 15m1z3@n Tmindaewntie lieennemih luidsesves lsae

(There's nothing I want to try because I feel my face is sensitive; [ don't want to risk my face
with anything.)

C. uuswanazanuiinaouusualng vs. awilszind (Brands and Sentiment towards Thai vs.

International Brands)

Respondent 1: "iulanesddgainunas ineuaidmsunaasam luibedu Touseda/szmmnnndr

(I trust important products from Thai sources, but for facial products, I trust foreign brands
more.)

Respondent 3: "wusudimmadznz iindeos 157 — wadwiiinzae"
(What about Korean brands? What comes to mind? — Amazing results.)

Respondent 31: "Swedwusudanuuni Ino dwsaitiinduasie “anwsenlou + ihasie +

"

mnzsvanmwematiun” x &)

(If talking about Thai skincare brands, the first thing that comes to mind is "gentleness +
accessibility + suitability for our climate.")

Respondent 39: "diludoniounsiidhurvdrona "

(I'intentionally choose them because they are cosmeceuticals.)

D. dunan asngm uazananiaa (Ingredients, Claims, and Concerns)

Respondent 6: "a156uasie”

(Harmful substances.)

’ { { s o = ' o o o
Respondent 31: "dyunauiiwenou@es ueanegeduseq — i liautwassemaionins dimeudunizidudy —
Awiieernasesuainieiu SLS/SLES (asimnuazoraquuss) — dramiwdunieds mswuuusds —

= A & &
1QENUNTIEHIVNATITEMYIDN
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(Ingredients I try to avoid: strong alcohol - makes skin dry and easily irritated; concentrated
synthetic fragrances - sensitive skin might get redness or itchiness; SLS/SLES (harsh cleansing
agents) - makes face feel tight after washing; some parabens - avoid because skin sometimes
gets irritated.)

Respondent 32: "hideaiions daulugjdedliniianeudiainsenr SPF 954 Iny delilumduduiaziyon”

(I don't really believe it. Mostly I have to look for reviews first to see if the SPF value has
actually been tested. There must be a certificate to confirm it for me to believe.)

E. answazaslmBuauaznisannudwainal (Social Influence and New Product Discovery)

Respondent 15: "sugiowwoin3einiiwu TikTok inasumsidensevesgamnnud hiuag? — 809% "
(How much do influencers or reviewers on TikTok affect your purchasing decisions? — 80%.)

Respondent 24:

"= = oo o 9 Yaw U IV g = o 1 ~ v v A4 oA A o G
EJﬂWNlN?’IlIﬂiIZ‘VI??Wﬂﬁ‘lJ’IﬂiilﬂWﬁﬁﬂmﬁ'ﬂmmi?ﬁﬂ”}ﬂﬂﬂmﬂﬂuTuﬂiﬂilﬂ57]ﬂﬁl'lﬂwﬂ'l?il7ﬂuﬂ\1m‘,’7ﬂil'lﬂ!w@u7’m’u1’lﬂuﬂilll'IAA

b

s
w5 Wihilativasdo nuaaiands T 15aayauTitaee Iaoes I51/szaniineyau litaaa smilousudy "

(Another way I often discover new skincare products is from family members. My sister,
sister-in-law, and close friends sometimes share their experiences, asking how I feel about
new products, and if they're good, they encourage me to try them too.)

=7 = o < § g & = @
Respondent 31: "fuilunuedamiseou lawsinzdorunsizaniilseaumsaudandedsig ludamic”

(Ifit's an online dermatologist, I will believe them because they have experience and are
experts in dermatology.)

F. fuazaran (Skin and Self)

"o

i < a @ ' @ Y
Respondent 4: "1z luiinausiu e lugvammiane luwihvesdus nesazmsieiuiinnumyesnaiog

(It makes us lack confidence in our skin health or our own face because it's dull.)

Respondent 24:

no qv y= A L= o A 1 Y= Yo A A o o 1 g aa = = = <
llllzﬂﬂ’J"lllgﬁ'ﬂﬂ’illﬂuﬂﬂﬂluﬁ?lﬂﬂﬂﬁﬂﬂuﬂ?ﬂ&’gﬁ'ﬂ'Zﬂ"Fﬂmulﬁﬂﬂﬂluﬂﬂﬂ7ﬂﬁ7ﬂ"lﬁ\7W7‘lJ"]/'Nﬁ7ﬂﬂl7%7?W!u7&"b’@ﬁi’7ﬂﬂ\7ﬂ75ﬂQﬂ!ﬁ

e

4 & = a 44 @ o q¥Y = ’ o 9 1t Y o P | s dAyw o
ﬂ!Wllsllull"lilﬁ'll"l‘ﬁﬂ?Wll!Wilﬂlull"l?‘lJﬂiﬂllﬂi?W"l774!5711!3@7@'?1!?)31«!@527\7,lellﬁlﬁ??WWﬂlﬂdllﬁ?mwuﬂﬂll"lﬂ‘]?’luﬂ"liﬂ?ﬂ?’”rﬁ‘ﬁu@!l

A o

A A 1 o A oa & 9 A Y q 1A a7 o Y YR a4 A Y e a & o=
aFmseIhgiuanuuaiquantmsonewin giasnauusumed ueuioiy auianamiews Idguadueanaseiiun
A v o 4 4 7o 1 P N K Y Amo gy y= Y gan
dous Idiludusiimoiilunessunewnhiianaseilenziuiinnwianiaiy ia i anasuudang
(It feels like I'm getting myself back. I feel it clearly because I'm going through an important
period in life, which means having a new baby, a new family member, which leaves me with
less personal time, no time for myself, and I'm very tired. So, being able to apply lotion, do my
skincare routine, or deep clean my body gives me a good feeling, like ['m taking care of myself
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again, like I'm the version of myself I used to be. It gives me a good feeling, a sense of calm, and
it's good.)

Respondent 38: "§dn lisiu luaennareen llnegauiheuenssjaniaiuszezulannionlanuainzueedale

4

(I feel so unconfident when I go out and meet people, [ worry, "Will it be strange? How will
people look at me?")

G. llanns (Closing)

< o A o oo o o o 2 T ' '
Respondent 8: "oifvesinlitimansuaiiewmngivinveuyiveseuuuuihedudaiees lsedrums "

(I want them to make products that are truly suitable for delicate skin, like sensitive and acne-
prone skin.)

Respondent 24:

nNa 1 A < ' =3 A Ao o g A 1 ogma A Y A '

ﬂﬂ'J"lﬁ'ﬂ‘lJ!lﬂi?Ll,Z‘Vlﬂﬂ?7%‘!!?]81}@mﬁ7ﬂdll7ﬁij7uﬂ75ﬂﬁﬂWﬂﬂ&‘“?’luﬂﬂ&’!uIl]iTll?’l?’iiﬂ?7éi!5?3!ﬂﬂ?]ﬂ7ﬂﬂ&’?‘H!ﬁill?uﬁ'?u‘?l@dﬁ"li
199 A ' Py S A o P VR UREE) z ~qa A Ay

UZ’JmZﬂLlWE!lliIﬂ‘l’li7ﬂ37lﬂﬂllilllll7ﬂi§7u1’7ﬂ?‘lJinNﬁﬁfNYJ“@TJWE’]@N@'?MN@W@&’,ZifUNﬂ,leﬂfN,Iﬂﬂﬂ?ﬂ?W!Aﬂﬂi??ﬂi\i?ﬂﬂ?"luluul

P A4 19y s Y o I A guy <
1ums s lunwTen 5o snheeavigedrumeniieo iieeasdssunauiions

(I think Thai skincare should, uh, communicate good production standards. Instead of just
focusing on promotion or reviews, I want them to emphasize telling consumers about their
good production standards, what ingredients are good or bad. I want more genuine reviews,
and less focus on just promoting or using sales-driven tactics.)

Respondent 35:
" oy 4 a o . v ) ' Py v < 1 o Ao o aa o
EIEHﬂ77’i?uWﬂJWﬁﬂﬂmM”HTJEJ7ﬂﬁﬁ7ﬂﬂﬂ7dﬂ$lﬁb’uwﬂﬂié‘:mdTﬁ'i?iﬂfluﬁ?ﬂﬂ371114116\7ﬁﬁ7§111ﬁ1uﬂ5§1‘1f11835?5!!1111%?]5‘:7’7111!!7]141461!9

. p
wlinite laneauylseaning "

(I want one product to help with many things, like brightening skin, reducing wrinkles,
dullness, tightening pores, something like an all-in-one, use one get three benefits.)

4. EMOTIONAL MOMENTS & SENTIMENT

Emotional responses were a strong undercurrent throughout the interviews, primarily
revolving around self-confidence and anxiety related to skin appearance.

1. Lack of Confidence / Self-Consciousness
e Emotion: Feeling unconfident, self-conscious, embarrassed, worried about judgment.
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e Context: This was the most pervasive negative emotion, triggered by various skin issues.
Respondents frequently mentioned feeling this way when their skin was not good,
particularly when facing social situations or public scrutiny.

Verbatim

e Respondent 2: "hiiiuladdnTauauneses”
(Unconfident, feel like people stare a lot.)
e Respondent 15: "dludiiunthmueand hindreenlihnodau”

(Having acne, oily skin, dull face, not daring to go out and meet people.)

e Respondent 20: "narlinugausuidnlidesiuleidnoreonazereduedie”

(When meeting people, I feel unconfident, embarrassed, and ashamed of myself.)

e Respondent 24:

n 9 ' ' =] 2 o Ao wq A wq A Y oA a Y = = g = B 9
IﬂyIWﬁ1ﬂ!ﬁ1LLﬂﬁ\1N1ﬂlﬁﬂ@jWiNﬂﬂ1ﬂLﬂ$ﬂlaﬂlii.lﬂﬁ‘]_llﬂllfﬂﬁxﬂm\lWﬁ\?ql‘ﬂMLLﬁiﬂﬁgﬁ!u‘ﬂﬂzﬂllaw’l‘l’iuTﬂﬂﬁﬁUuQﬂLiNVI1‘lﬂ§1J‘]NﬂBu‘Yiu

2 Y=

EORURL E AR 3 9 v PR ) Y 2 o Yy o P v Y= g ' o 44
1ullll"lllulﬂﬂ']ﬂ$llﬂﬁ']\3ﬁu’]@]ﬂuﬂ1ﬂu1wﬁﬂugﬂl!ﬁjﬂl’ﬂ’]gﬂﬂnuﬂu!!aqﬂwaﬂ"lﬂwiﬂuﬂﬂgﬂlﬁﬂgﬁﬂllﬂﬂgﬂauiﬂgﬁﬂgﬁﬂ‘luiﬂlﬂﬂﬂaqwl

= n
fAulunszan

(Oh wow, my face has gotten so bad, it looks so tired. So I started to get motivated, energized,
and stimulated to take care of my face again, and started applying cream, which [ hadn't done
before. I just washed my face while bathing with my child, put the child to bed, and fell asleep
with the child. I felt bad, [ admit, I felt not okay with what [ saw in the mirror.)

e Respondent 38:
"na iz dan il lindmesulas lindudulil nudwenueesa A an liawusly hissnegas aiumszadiaonvesny

A n

U

(When traveling, [ feel unconfident, not daring to talk to anyone, not daring to walk anywhere
if there are many people, I feel uncomfortable, I don't want to be there because I'm afraid of
other people's gazes.)

2. Frustration / Annoyance / Disappointment

e Emotion: Feeling annoyed, frustrated, or disappointed when products don't work or
cause problems.

o Context: This emotion arose when respondents experienced adverse reactions (acne,
irritation) or when products failed to deliver promised results, especially after investing
time or money.

Verbatim

A

] . v I3 ]
e Respondent 1: "ifuisuleinmiiudasuasumsawesgauulunioameisullsuinadaniliiadisuiitonelanyald”
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(It started with a lot of Vitamin C serum on my face for the first time, I tried it for about a
week, then my skin started to get irritated, so I stopped using it.)

Respondent 22:

Ha o & g Yy ¥ o fo A L Yo PR R M) " A L 9 d oy Y o o
Faiududunihudiun Ingpiulinueswezana lindumnih lisesndreen 1) lnu lindeauduuasnthivih i ldms wdusun

g

(Acne covered my whole face, it was big and had a lot of pus. I didn't dare to touch my face,
didn't dare to go out, didn't dare to meet other people. I couldn't even wear makeup because
my face was so itchy.)

Respondent 32: "fudsdunazuan fuildugania liauiedinz"

(Dry, itchy, and stinging skin. It makes me irritated and uncomfortable.)

3. Happiness / Confidence / Pride

e Emotion: Feeling happy, confident, proud, or refreshed.

e Context: This positive sentiment was consistently linked to having good skin, seeing
improvements, or receiving compliments. The skincare routine itself was often a source
of personal satisfaction and a moment of self-care.

Verbatim

e Respondent 1: "iddu fildiulaluduomnniu usmibhiatosas”

(When my skin improves, it makes me more confident. I wear less heavy makeup.)

e Respondent 20: "msitfuiinaes seodesnthudnnmiiausimilaniudnudasuddntnuguuaziulanng "
(When my skin is beautiful, with fewer wrinkles, and I look young, and people compliment me
on my clear, youthful face, I feel very happy and confident.)

o Respondent 24:

No qv P v o A Y= oA v o 4 < 7y y A Yo 1w qy Y= dao
Tl dndmilewstIdauaduesdnnssilandews Idiudunnneiunesduneunihiidnasailnziuldauidnnaiul
WA Enaanuding
(It gives a good feeling, like I'm taking care of myself again, like I'm the version of myself I used
to be. It gives a good feeling, a sense of calm, and it's good.)
e Respondent 27: "sufdngiilalunuosnnuaz{animaszquadaioaliamniugon

(I feel very proud of myself and feel that I will continue to take better care of myself.)
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Patterns in Emotional Responses

The most striking pattern is the direct correlation between skin condition and self-
confidence. Good skin universally leads to increased confidence and positive self-
perception, while poor skin leads to a significant decrease in confidence, often manifesting
as social anxiety, embarrassment, and a desire to avoid public interaction. This highlights
that for Thai women, skincare is not merely about physical appearance but is deeply
integrated into their emotional well-being and social comfort. The routine itself, regardless
of immediate results, also serves as a ritual of self-care, providing a sense of calm and
personal attention.
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