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Abstract: Nowadays, the demand of herbal cosmetics has been growing in Thailand because Trend of 

health and wellness. Consumer would prefer the natural or herbal based products. There are a many 

products on the market from the global and local manufacturers which affects to high competition in 

term of products quality, price and marketing channels. Therefore, the competitive advantage from 

competitors depends on brand strategy. This research aims to examine consumer in both generation 

X and Y, their behaviors, life styles on market channel, design and develop appropriate market 

channels that deliver value of cosmetic products and develop business strategy by experiment using 

oral herbal product as a case. The business research included in-depth interview, market survey 

research, segmenting consumer life style by using cluster analysis technique. The result indicate that 

either customer in generation X or Y, both generations interested products made from natural and 

prefer originality. Consumer’s life style, and product knowledge are key factors affecting the 

marketing channel preference. The implication of the research will provide the deep understanding, 

create channels that respond consumer needs and herbal cosmetics business growth. 
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1. Introduction 

Thailand has a potential for herbal based production because Thailand locate in the tropical area 

with high biodiversity; [1] consequently, there are many natural herbal materials with high production 

capacity and growth rate ranked number 8th in the world. Herbal used as many type of products 

including medicine, used as food ingredients, supplements and cosmetic base. The utility of herbal base 

substitute chemical and support from the expansion of related industries affect the growth of herbal in 

country. [2] Market overview in 2016 herbal and traditional products is worth almost US$ 37 billion 

about 17% of global consumer health industry. 

The Herbal cosmetic products about 70% used ingredients form herbs [3] in year 2015 products 

sale volume is 5.5 hundred thousand tons and expandable about 2.2 % form year 2014. The amount of 

value opportunity, many major and minor manufacturers had come to this market with competitive 

technologies process and ingredients for herbal cosmetics. Affects to high competition in term of 

products quality and price war. Therefore, the competitive advantage from business sector depends on 

marketing strategy. 

Most studies focus only on factors affecting decision on herbal product. In additional most 

segmentation studies of market channel have been conducted in the United States [4] despite cultural 

differences among countries. Only a few studies on market channel in Thailand, mainly studies on 

online channel. 

The relevant decision for consumer segmentation, is consumer ‘s life style. [5] The individuals with 

similar socio-demographic characteristics can have different behaviors. [6] Only socio-demographic 

characteristics are not sufficient for the analysis of consumer behavior. [7] Lifestyle are psychographic 

variables that distinguish patterns of personal or social beliefs or even characteristics represented by a 

https://dict.longdo.com/search/originality
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set of particular activities and [8] lifestyle are variables that refer to the perception of life, attitudes, 

opinions, hobbies or interests. 

Therefore, the main objective of this study is to perform a segmentation to identify groups of herbal 

oral cosmetic consumers in each generation in terms of Demographic and lifestyle. This important 

factor to use to design market channel for consumer Generation and Generation Y. 

The following hypotheses are proposed. 

• H1. Consumer’s generation has affect to heterogeneous among their life style according to herbal 
oral cosmetic. 

• H2. Consumer’s life style of cluster in each generation are heterogeneous. 

2. Materials and Methods 

2.1. Sampling and fieldwork 

A questionnaire was developed based on a literature review on market channel and consumer 

behavior and in-depth interview. The target is [9] consumers generation X, age 38-53 years old and 

generation Y, age 18-37 years old who use oral herbal products. Data were collected by face-to-face 

interview, this study the data were use to segment consumer lifestyle in each generation. The 

questionnaire consisted of five parts. The first part captured the demographic profile data of 

respondents, including gender, age, educational level, occupation, income per month and hobby. The 

second part captured the consumer’s behavior on the herbal oral product including product type, 

recommended information, purchase frequency, the market channel used. The third examined 

consumer’s lifestyle by five points Likert scale; respondents were asked to indicate their 

agreement/disagreement (from 1 indicating strongly disagree to 4 indicating strongly agree and 0 

indicating disagree). The forth examined factors influencing on buying decision towards oral herbal 

products by five points scale; respondents were asked to indicate their affected / not affected (from 1 

indicating strongly not affected to 4 indicating strongly affected and 0 not affected). The fifth examined 

problems from the consumer on each market channel; the market channel includes internet or online 

channel, pharmacy store, trade show, herbal store, dental clinic, shopping center, agent or direct sale, 

supermarket, and convenience store. The descriptive analysis of the data is shown in Table 1. 

Table 1. Herbal oral cosmetics consumer demographic’ profile 

Variable Categories Percentage 

Gender Men 27.7% 
 Women 72.3% 

Age Generation Y (18-37) 50.0% 
 Generation X (38-53) 50.0% 

Marital status Single 61.4% 
 Married, no child 9.1% 
 Married with child 29.5% 

Educational level High school 37.3% 
 High Vocational Certificate 6.4% 
 B.A. (Bachelor of Arts) 45.9% 
 Over Bachelor of Arts 10.5% 

Employment status Student 43.2% 
 Government officer 7.1% 
 Company employee 12.4% 
 Business owner 11.3% 
 Employee 14.6% 
 Retired 11.4% 
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Table 1. Herbal oral cosmetics consumer demographic’ profile (continued) 

Variable Categories Percentage 

Household income per 

month 
Under 10,000 baht 42.3% 

10,000 – 20,000 baht 25.5% 

20,000 – 30,000 baht 20.5% 

Over 30,000 baht 11.8% 

 

The target population in this survey shows that herbal oral cosmetic consumer is mainly female, 

although there was different from men about 44.6 % more women than men. Furthermore, we separate 

the sample into to Generation Y (18-37 years of age) 50% and Generation X (38-53 year of age) 50%. The 

group was mainly single (61.4%). In terms of educational attainment, the majority of the group had a 

Bachelor of Arts (45.9% of the sample) and 43.2% of the sample was the student. Income per month, 

mainly under 10,000 baht (42.3%) of the population. 

2.2. Technique and research variables 

The population from a survey questionnaire, 220 respondent we test the hypothesis by using 

statistic ANOVA. First, we test hypothesis H1 to confirm that consumer’s generation affects to 

heterogeneous among their lifestyle. Then after segmentation consumer generation, we test the 

hypothesis H2 to confirms cluster differentiate. 

Two-step cluster analysis was used to determine the number of segment and segment result. The 

cluster analysis examines the relationships among variables to establish a grouping of individuals. This 

research used the quantitative data, consumer’s demographics including gender, age, educational level 

and Household income per month and qualitative data, consumer’s lifestyle to identify segment. The 

method used to measure distance is Log likelihood and determine the number of the cluster by 

determining automatically. 

3. Results 

3.1. Segmenting customer 

To examine hypothesis H1, in which Consumer’s generation has affected to heterogeneous among 

their lifestyle according to herbal oral cosmetic. In the ANOVA test, generation of customer affects to 

their lifestyle which was statistically significant (p=0.000), as indicated by the ANOVA results. It can be 

concluded that hypothesis H1 can be accepted, which means that generation of consumer affects to 

heterogeneous among their lifestyle according to herbal oral cosmetic. 

The segmented of consumer’ generation base on demographic and lifestyle who use oral herbal 

cosmetics. The mean scores on a scale 0 – 4 for each of variable and groups included in the analysis 

were calculated to find the main differences between segments. By using a two-step cluster analysis, 

there are four clusters and each generation has two clusters. The result shows that the cluster quality is 

good for generation Y and X. We use ANOVA test to confirm that two clusters in each generation, it 

can be concluded that hypothesis H2 can be accepted how that consumer’s lifestyle of Cluster in each 

generation are heterogeneous were statistically significant (p=0.000). The clusters result (Table 2) 

generation Y, cluster Y-2 was the largest, representing 47.2% of the sample, and generation X, cluster 

X-1 was the largest, representing 77.3% of the sample. 
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Table 2. Segmentation of consumer’s life style base on demographic and life style 

 Generation Y  Generation X  

Life style Cluster Y-1 Cluster Y-2 Cluster X-1 Cluster X-2 
 -47.20% -52.80% -77.30% -22.70% 
 Mean ± SD Mean ± SD Mean ± SD Mean ± SD 

Nature 2.83 a ± 0.66 3.62 b ± 0.42 3.27 c ± 0.52 2.26 d ± 0.56 

Innovative 1.92 a ± 0.42 2.55 b ± 0.55 2.43 b ± 0.56 1.62 c ± 0.49 

Conservative 2.73 a ± 0.37 3.08 b ± 0.29 2.97 b ± 0.31 1.90 c ± 0.36 

Healthy herbal 1.65 a ± 0.57 2.41 b ± 0.54 2.21 b ± 0.52 1.30 c ± 0.48 

Note: a b c the mean difference is significant at the .05 level. 

From table 2, consumer's lifestyle was divided into four categories including Nature (consumer 

who prefer natural products which fewer additives and chemical ingredient), Innovative; a group of 

consumer who interested in product that has new innovation and/or gimmick, Conservative is a 

category of conservatism consumer and prefer biodegradable packaging, and the last category is 

Healthy herbal (consumer who like to go to herbal shop and search and/or attend about herbal's news). 

• Cluster Y-1: The consumer’s lifestyle score in this generation are lowest all of category, the lowest 

score is healthy herbal. It’s mean that consumer’s lifestyle in this cluster had few unconcerned herbal 

products but they more concerned in nature category. In term of socio-demographic, this group 

the main consumer are female (80.8%), single (96.2%). For education level is high school (75.0%), 

they are a student (88.5%) and household income per month are under 10,000 baht (73.1%). 

• Cluster Y-2: The consumer’s lifestyle score in this generation are highest all of category, with the highest 

score is nature. Cluster member in this group mainly member are female (87.9%), most of them are 

single (96.6%) and enrolled in high school (60.3%). They are a student (84.5%) and household 

income per month are under 10,000 baht (69.0%). 

• Cluster X-1: The largest cluster member in generation X with lifestyle core are highest all of 

category including nature, innovative, conservative and herbal. The highest score is nature similarity 

cluster Y-2 but the score is below than cluster Y-2. The cluster profile mainly is female (60.0%) and 

married with child (51.8%). Educational level mainly are Bachelor of Arts, work for employee 

(25.9%) and household income per month are 20,000 - 30,000 baht (37.6%) 

• Cluster X-2: The smallest cluster member consist with lower consumer’s lifestyle score all of the 

categories, the lowest score is healthy herbal and high score is nature similarity cluster Y-1. The most 

member are female (60.0%), married with child (72.0%) and had an education level Bachelor of 

Arts (52.0%). Mainly member worked on business owner and employee (24.0%) and household 

income per month are 10,000 - 20,000 baht (40.0%). 

Overall, generation Y, consumer’s lifestyle in cluster Y-1 and Y-2 all category has significantly 

different with a high score in cluster Y-2, Generation X, both cluster has significantly different with the 

highest score in cluster X-1. It’s mean consumer in cluster Y-2 and X-1 matches on this lifestyle including 

nature, innovative, conservative and healthy herbal. In both generations, all categories in cluster Y-2 

and X-1 are on significantly different except for nature category is significantly different. 

Table 3. Segmentation of the different cluster according to socio - demographic variable. 

  Generation Y Generation X 
  (n=110) (n=110) 

Variable Categories Cluster Cluster Cluster Cluster 
  Y-1 Y-2 X-1 X-2 
  47.2% 52.8% 77.3% 22.7% 

Gender Male 19.2 12.1 40.0 40.0 

(chi-square: 3.828; sig = 0.148) Female 80.8 87.9 60.0 60.0 
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Table 3. Segmentation of the different cluster according to socio - demographic variable (continued) 

  Generation Y Generation X 

  (n=110) (n=110) 

Variable Categories Cluster Cluster Cluster Cluster 

  Y-1 Y-2 X-1 X-2 

  47.2% 52.8% 77.3% 22.7% 

Marital status Single 96.2 96.6 27.1 24.0 

(chi-square: 12.404; sig = 0.002) Married, no child 0.0 1.7 21.2 4.0 
 Married with child 3.8 1.7 51.8 72.0 

Educational level High school 75.0 60.3 3.5 20.0 

(chi-square: 8.216; sig = 0.042) High Vocational Certificate 0.0 0.0 12.9 12.0 
 B.A. (Bachelor of Arts) 19.2 31.0 70.7 52.0 
 Over Bachelor of Arts 5.8 8.6 12.9 16.0 

Employment status Student 88.5 84.5 0.0 0.0 

(chi-square: 19.057; sig = 0.008) Government officer 3.8 1.7 11.8 16.0 
 Company employee 0.0 8.6 15.3 20.0 
 Business owner 1.9 0.0 23.5 24.0 
 Employee 3.8 0.0 25.9 24.0 
 Retired 1.9 0 23.5 16 

Household income per month Under 10,000 baht 73.1 69 12.9 16 

(chi-square: 10.883; sig = 0.012) 10,000 – 20,000 baht 21.2 22.4 25.9 40 
 20,000 – 30,000 baht 5.8 5.2 37.6 28 
 Over 30,000 baht 0 3.4 23.5 16 

 

After the segmentation consumer’s generation was identified according to their lifestyle. And, the 

socio-demographic variables (gender, marital status, education level, employment status, and 

household income per month) is used to examine the relationship between socio-demographic and 

cluster by using the chi-square statistic test (table 3). The result shows that only gender variable has no 

relationship with clusters. 

Table 4. Segmentation of the different cluster according to consumer’s behavior variable. 

Variable  Categories 

Generation Y Generation X 

(n=110) (n=110) 

Cluster Cluster Cluster Cluster 

Y-1 Y-2 X-1 X-2 

Product type Herbal toothpaste 73.8 77.5 75.2 79.3  
Herbal mouth wash 15.4 15.5 10.5 10.3  
Herbal mouth spray 6.2 5.6 3.8 3.4  
Herbal Tooth polishing powder 4.6 1.4 10.5 6.9 

Product brand Salz - herbal + salt 16.7 13.9 14.9 16.9  
Colgate  

 
24.7 20.3 21.3 28.6  

Systema herbal + Fluoride 11.8 12.7 11.2 7.8  
Darlie 

 
9.7 11.6 15.5 10.4 

 

  

https://www.colgate.com/th-th/products
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Table 4. Segmentation of the different cluster according to consumer’s behavior variable (continued). 

Variable  Categories 

Generation Y Generation X 

(n=110) (n=110) 

Cluster Cluster Cluster Cluster 

Y-1 Y-2 X-1 X-2 

With Fluoride Dentiste 
 

10.2 13.9 7.9 7.8 

Twin lotus  10.8 9.2 14.9 19.5  
Abhaiherb  3.8 2.8 2.1 0  
Bamboo 

 
0 0.8 0.3 1.3  

Viset-

Niyom 

        pure herbal 
2.7 3.2 3.3 0 

 
Tepthai 

 
3.2 3.2 4 2.6  

Kok-liang 
 

1.6 2.4 0.9 1.3  
Kolbadent  2.2 1.6 1.2 1.3  
Tip-Niyom  1.6 1.2 1.5 0  
Other 

 
1.1 3.2 0.9 2.6 

Acknowledge Internet 
 

31.2 30.4 13.3 15 

information Trade show  6.5 10.4 14.7 15  
Media 

 
36.6 30.4 48 52.5  

Herbal store  3.2 11.2 10 5  
Family / Friend 21.5 14.4 10.7 7.5  
Other 

 
1.1 3.2 3.3 5 

Purchase 

frequency 

Every week 5.8 1.7 2.4 4 

Every 2 week 11.5 6.9 17.6 12  
1 time per month 53.8 67.2 60 72  
2-3 time per month 28.8 24.1 20 12 

When 

purchasing 

products 

Monday - Friday 32.7 29.3 60 72 

Saturday - Sunday 51.9 67.2 31.8 24 

Holiday – Festival 15.4 3.4 8.2 4 

Purchasing 

behavior 

Purchase used brand 47.3 42.9 50.7 58.3 

Purchase when promotion 35.2 26.7 22 22.2  
Purchase when new product 

available 
3.3 10.5 6 2.8 

 
Purchase when trail product 9.9 10.5 13.3 11.1 

 
Unconditional purchase 3.3 6.7 5.3 5.6  
Other 

 
1.1 2.9 2.7 0 

Payment Cash 
 

78.1 83.8 79.2 92.6  
Credit / Debit card 20.3 13.2 19.8 7.4  
E-payment 1.6 2.9 10 0 

Marketing 

channels 

used 

Internet 
 

3.3 2.4 2 1.4 

Pharmacy 11.3 15.1 6.9 2.9 

Herbal store 2.7 7.8 3.2 5.7  
Dental Clinic 1.3 1.8 0.4 1.4  
Department store / Shopping 

mall 
29.3 28.3 26.2 0 

 
Agent / Direct sale 3.3 2.4 2 32.9  
Hypermarket / Supermarket 20 16.3 20.2 4.3 
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Table 4. Segmentation of the different cluster according to consumer’s behavior variable (continued). 

Variable Categories 

Generation Y Generation X 

(n=110) (n=110) 

Cluster Cluster Cluster Cluster 

Y-1 Y-2 X-1 X-2 

Marketing 

channels 

used 

Convenient store 22.7 21.7 25.8 12.9 

Trade show 2.7 2.4 6 27.1 

Note: blue color: highest percentage in each variable 

Table 5. Segmentation of the different cluster according to consumer’s behavior variable by ranking. 

Variable 
 Generation Y (n=110) Generation X (n=110) 
 

Cluster Y-1 Cluster Y-2 Cluster X-1 Cluster X-2 

The most 

channels 

used 

No.1 Convenient store Convenient store Convenient store Convenient store 

No.2 Hypermarket Hypermarket Hypermarket Department store 

No.3 Department store Department store Department store Hypermarket 

Reasons 

to 

purchase 

No.1 Product features Product features Product features Product features 

No.2 

Reasonable price 

Necessary 

product 

Reasonable price 
Necessary 

product 

Necessary 

product 

No.3 
Standard 

certification 

Necessary 

product 

Standard 

certification 
Reasonable price 

 

The consumer behavior in a different cluster (table 4). Cluster Y-1, the most consumer in this 

cluster used herbal toothpaste (73.8%) with Colgate brand (24.7%). They acknowledge from media 

channel such as television, brochure (36.6%), purchasing every month for 1 time (53.8%) and mainly 

purchasing on Saturday – Sunday (51.9%). For purchasing behavior, purchase used brand or brand 

royalty (47.3%), payment by cash (78.1%), they use market channel majority are Department store or 

shopping mall (29.3%). Cluster Y-2 this cluster consumer’s behavior profile quite similar cluster Y-1 

except for acknowledging information, they attend on media and internet (30.4%). Cluster X-1 majority 

consumer used herbal toothpaste (75.2%) with Colgate brand (20.3%). They acknowledge from media 

channel such as television, brochure (48.0%), purchasing every month for 1 time (60.0%) and mainly 

purchasing on Monday – Friday (60.0%). Purchasing behavior includes purchase used brand or bran 

royalty (50.7%), payment by cash (79.2%), they use market channel majority are Department store or 

shopping mall (26.2%). And cluster X-2 this cluster consumer’s behavior profile quite similar cluster X-

1 except for they use marketing channel on an agent or direct sale (32.9%). The suggestion of marketer, 

consumer generation Y and X, their usually purchase herbal toothpaste more than another, the majority 

they use the herbal product that mix fluoride, can connect information with them by internet and 

media, most of them had brand loyalty marketer should find the way to retain customers. 

In table 5, the first variable is the most channels used. The result shows that the most channels 

used of cluster Y-1, Y-2, and X-1 are the same which No.1 is a convenient store, No. 2 is hypermarket, 

and No.3 is the department store. For, Cluster X-2 consumer selected convenient store in first ranked 

follow by the department store and hypermarket. Overall in the market channel, can be said that the 

marketer can launch the product on three channels including the convenience store, hypermarket, and 

department store. In term of reasons to purchase herbal oral cosmetic all of cluster selected by product 

feature in the first rank but another rank are the different reasons. In the second rank, both generations 

are different. Generation Y both clusters are reasonable price only cluster Y-1 has two reasons in similar 

rank. For generation X, the main reason that both clusters purchase the product because it is a necessary 

product. From the above information, the marketer or developer should focus on the product feature, 

however, the main reason that consumer purchases the product because it is the necessary product. 
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4. Discussion 

This research uses the data from each cluster to determination and/or design the suitable market 

channel to deliver herbal oral cosmetics which had interested point below. 

• Two clusters of generation Y were no significantly different due to consumer in this generation 

has knowledge and understand about herbal. the interesting of herbal and natural products was 

medium level which related with previous research; [10] studied about herbal knowledge and 

understanding of consumer and majority of population (67.5%) had age range between 20 to 35 

years old (generation Y), the result indicated average of consumer who had knowledge and 

understand about herbal at 62.25% in addition new generation consumer has high variation of 

products that sell in different market channel while generation X consumer show significantly 

different on different clusters by the cluster who interesting in herbal products had 70% follow up 

the new information about herbal because most of they familiar with herbal and often used herbal 

oral cosmetics related with [11] studied about consumer’s attitude and usage-purchasing behavior 

toward the herbal toothpaste. 

• The studied about market channel, both generation selected convenient store as 1st rank which 

major of population was female related with research of [12] studied about the market channel on 

a convenience store. Place and conveniences such as has car parking or easy to reach were a factors 

that effect to making a decision of consumer. 

• For determination and/or design market channel, [13] said business that has varied market channel 

was enhance competitive opportunity and can reach consumer more than single market channel 

due to the increasing of convenience to reach consumer needed goods. 

• Consumer buying behavior on herbal oral cosmetic, majority consumer consider on products 

feature and buying the same brand that they use before or brand loyalty related with [14] studied 

about multi-channel shopping found that service quality and product quality are the most 

significant determinants affecting loyalty. 

5. Conclusions 

Consumer indicated that age is the important factor that affects to consumer’s lifestyle which 

divided in to 2 generations; generation Y (age 18-37) and generation X (age 38-54) then the generation 

were segmented, both of generations had 2 significantly different clusters which divided by different 

score of herbal interesting (Y-1 and X-2 were low levels while Y-2 and X-1 were high levels of herbal 

interesting). Now we know the consumer target from socio-demographic (table 3), understand what 

they concern/unconcern and can create content to connect the consumer target by their lifestyle (table 

2), how to approach them and which channel should be select (table 5). This data will be used for 

determination and/or design market channel for sale herbal oral cosmetics and it also benefit for the 

marketer, developer or entrepreneur, guideline the optimal solution helps them get opportunities for 

competition and sustainable business. 
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