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Influence of Using Cartoon Characters for Product Packaging on Consumers’

Purchase Decision in Bangkok: Case Study of Toilet Paper
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Abstract

This research aimed at investigating the influence of opinion toward cartoon characters
and awareness of product brands on the purchase decision to use toilet papers. The samples
used in this study were 400 people who purchased or used toilet papers, using the convenience
sampling method. The questionnaire was used to collect the data. The statistics used in the
analysis was Simple Regression Analysis and Pearson’s Correlation. The results showed that
opinions toward cartoon character presenters were associated with the purchase decision. When
the opinions varied, the purchase decision also changed, while brand awareness was not related

with cartoon characters, with a statistical significance at level 0.05.

Keywords: Presenter, Cartoon Characters, Toilet Paper
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