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Abstract

The first objective of this study is to investigate the impacts of demographic factor on
perception on new products "Kodomo Dust Free Lotion Powder™ of consumers in Bangkok.
The second objective is to find out the relationship between integrated marketing communication
and the perception on new products "Kodomo Dust Frec Lotion Powder”. The last objective 1s
to investigate the relationship between \the perception on new product Kodomo Dust Tree Lotion
Powder and consumers’ decision making in purchasing such mentioned new products.

The study is thé survey research by using questionnaires to collect the data from 400
samplings. The target population, male and female aged between 15-56 years old living n
Bangkok who experience in using "Powder". In order to analyze the data, both descriptive
statistics such as the frequency, the per cent frequency, the mean, the standard deviation and
inference ‘statistics particularly on the Pearson Correlation are applied in this study.

As far as the inference statistics is concerned, differences in demographic factor such as
status, education, occupation, and-income generates differences in perception while differences
in gender and age cause no differences in perception. Integrated marketing communication bascd

on markcting communication tools such as advertising media, public relation, promotion, and

marketing activities are found out to be positively related to perception which in turn s positively

related to-consumers” decision making in purchasing new products at the significant level of 0.05

Keyword: Integrated Marketing Communication / Perception / Purchase Decision / Kodomo Dust Free

Lotion Powder.
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