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Abstract

In this research investigation, the researcher has three objectives. The
researcher examines (1) the consumer purchasing decisions for the Kai Boutique
brand; compares (2) the patterns of the lifestyles and the consumer purchasing
decision behaviors of the Kai Boutique brand customers; and investigates (3) the
correlation between the integrated marketing communication and consumer
purchasing decision behaviors of the brand under study.

The research methodology employed qualitative research using the
technique of in-depth interview. Data were collected from the members of the
sample population consisting of the Kai Boutique brand owner and the Kai
Boutique brand consumers using the technique of purposive selection. The
research instrument to collect data was a semi-structured interview.

Findings showed that the Kai Boutique brand employed the technique of
integrated marketing communication consisting of advertising, public relations,
sales promotions, direct marketing, and salespersons, respectively. It could
obviously be seen that the Kai Boutique brand used the tools of integrated
marketing commmunication of advertising and public relations at a higher level than
the use of the other tools of the integrated marketing communication. The
principle of advertising through mass media in the original and new forms was
employed. In addition, the brand used the tool of integrated marketing
communication for public relations through various activities such as fashion
shows, social activities, events, and personal media such as famous persons,
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celebrities, and models. The Kai Boutique brand used the principle of sales
promotions with price reductions and exhibition booths. The brand employed
direct marketing using direct commmunication with consumers i.e. informing news
and privileges to consumers through a new form of mass media. It could be seen
that the brand had business adjustment to match the present era. It was also
found that the brand paid attention to marketing communication tools in
descending order. At present, this brand pays less attention to sales promotions
and direct marketing. It also reduces the business size so the roles of using
salespersons and sales through storefronts have changed. The Kai Boutique brand
is confident that each piece of its work can sell by itself. Consumers’ words of
mouth are important and ensure its existence until the present time.

The lifestyle patterns of the Kai Boutique consumers are in consonance in
the aspects of activities, interests, or opinions. The lifestyle patterns of consumers
in the aspect of activities are expressed in product buying, hobbies, social activities,
and being brand members. In the aspect of interests, the expression is in the form
of admiration in everything concerned with fashions, be it designers, production, or
products produced for sale in each collection. In addition, the brand following the
media in the form of the original or new media has been used for a long time and
in a continuous manner. The lifestyle patterns in the final issue are the opinions.
Consumers will express their opinions towards the products purchased, being
themselves, business factors, and social opinions, respectively.

Moreover, consumer purchasing decision behaviors of the Kai Boutique
brand found the following. Consumers’ reasons for purchasing the products were
that the Kai Boutique brand responded to the lifestyle patterns. The products
could be worn on various occasions. They liked the designer and the products.
They felt good wearing the Kai Boutique brand and being admired by people
around them. All consumers bought products through storefronts. Although the
prices of the Kai Boutique brand are high, they do not affect consumer purchases.

The consumers are confident in the product quality and the services of the Kai
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Boutique brand. The brand’s promotions, price reductions, and personal media i.e.
celebrities, models, and famous persons in advertising and public relations will
slightly affect the motivation for the purchases by consumers. Overall, consumers
of the Kai Boutique brand follow the brand continuously and for a long time from

mass media coverage, both in the original form and in a new form.
Keywords: integrated marketing communication, lifestyle, consumer behavior
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