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Survey of Thai Female Influencers Need and Development of Whitening Product
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Abstract
This research aimed to explore the attitudes, beliefs, and behaviors of Thai
female influencers toward brightening skincare products, as well as to develop a
prototype product aligning with their preferences. The study employed a mixed-

method approach involving 20 Micro Influencers with follower in range of 10,000 and
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100,000. Data were collected through questionnaires, in-depth interviews, and product
trials with three prototype formulas. Results revealed that the target group prioritized
lishtweight textures, fast absorption, non-greasy feel, mild natural scents, and high
safety without harmful substances. After results, 3 formulas had been developed and
tested by a group of 10 Thai female influencers, F3 had received the highest
satisfaction score, particularly in terms of hydration, stability, and post-application feel.
Most participants expressed willingness to purchase the product if priced under 500
THB and preferred minimal, modern packaging. TikTok and user-generated reviews
were identified as the most effective marketing channels, significantly influencing

purchase decisions.

Keywords: Thai Female Influencers, Brishtening-Skincare, Consumer Behavior, Product

Development, Digital-Marketing
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