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ABSTRACT — This research aimed to (1) analyze the purchasing
behavior of innovative hand cream products and (2) study the
marketing strategies and initial business models of innovative hand
cream products. The research used a qualitative methodology,
analyzing secondary data on the cosmetics industry, the Clean
Beauty trend, and Bio-based Beauty, along with in-depth interviews
with 12 Gen Y women aged 29-44 living in urban areas to explore
their hand cream usage behavior, in-depth needs, and marketing
strategies for innovative hand cream products. The results showed
that the Thai hand cream market lacks products that align with an

agile lifestyle and high hygiene properties. 11 out of 12 respondents
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placed great importance on food-grade and antibacterial properties,
in addition to moisturizing and fast absorption. The target group is
premium quality hand creams at affordable prices, focusing on
innovative All in One Hand Cream with Double Protection+ that
combines antibacterial, anti-pollution, and food-grade ingredients

with natural extracts and Encapsulation technology.

Keywords — Innovative Hand cream, Agility lifestyle, Purchase

decision, Marketing mix strategy
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