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Abstract

The objectives of this research were to study 1)business model and influence factors on purchasing
Lansium domesticum extract for facial serum products and 2) consumer behavior and influence factors on
purchasing Lansium domesticum extract facial serum products. The researcher conducted mixed-method research
including interviewing 20 community enterprises and entrepreneur, and administering a questionnaire survey to
400 participants. The findings revealed that key factors in entrepreneurs' decision to purchase Lansium domesticum
extract included quality certification, extract properties, extraction methods, and price. Suitable business models
comprised community business groups, social enterprise models, and cooperative management structures.
Regarding consumer behavior, most respondents were female, aged 41-50 years, who preferred using cream-
type serums twice a day, containing various vitamins for skin hydration and dark spot reduction. People decided
to buy commercial facial serums with Lansium domesticum extract based on three main factors: product qualities
that did not cause allergic reactions or skin irritation were the most important; price and quantity were also very
important; and approachable distribution channels were also important. Promotions and discounts were also
considered significant factors.
Keywords: purchase decision, skin care serum product, consumer behavior, business model, lansium

domesticum extract
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