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Abstract

This research aims to develop and validate
the consistency of a causal of relationship model of
buying behaviours Keracosmetic cosmetic in body
lotion on Instagam of consumers in Bangkok
Metropolitan region; and to study the influencing
causal factors of buying behaviours Keracosmetic
cosmetic in body lotion on Instagram of consumers
in Bangkok Metropolitan region. The tools used in the
research were online questionnaires. The sample
group consisted of 300 people who have been the
consumer buying behaviours Keracosmetic cosmetic
in body lotion on Instagram. The statistics used in
data analysis were frequency, percentage, mean,
standard deviation, skewness, kurtosis and the
structural equation model. The results of this
research were the development of the causal
relationship models consisted of 4 components; 1)
Advertising 2) Consumer Awareness 3) Consumer
Perception and 4) Consumer Buying Behaviours and
the model was consistent whit the empirical data
to a great extent. The final result was a predictive
coefficient of 0.56, indicating that the variables in
the model can explain the variance of the consumer
buying behaviours Keracosmetic cosmetic in body
lotion by 56 percent. It was found that the consumer
awareness were direct effect and Advertising were
indirect effect to influence on consumer buying
behaviours Keracosmetic cosmetic in body lotion on

Instagram.

Keywords:  Instagram, Consumer Buying Behaviours,

Advertising,  Perception,  Structural

Equation Modeling.
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