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Abstract

The objectives of this research were to develop a causal of relationship modal of
purchasing intention Umix Skin care cream on Page Facebook of the customers in Bangkok and
perimeter and to validate the consistency of the causal relationship model with empirical data. The
tool used in the research was online questionnaires. The sample group consisted of 400 peoples
who have been bought Umix Skin care cream on Page Facebook, selected by using the
convenience sampling. The statistics used for structural equation model analysis, by using the
computer program for social science.

The results of the study revealed that the causal relationship model of purchasing intention
Umix Skin care cream on Page Facebook of the customers in Bangkok and perimeter consists of
five factors including the 1) Social Media Marketing 2) Brand Equity 3) Value Equity 4) Relationship
Equity and 5) Purchasing Intention. Which each factor affects Purchasing Intention Umix Skin care
cream on Page Facebook can explain the variance of model form 93% found that Relationship

Equity affects Purchasing Intention Umix Skin care cream on Page Facebook the most.

Keywords: Page Facebook; Purchasing Intention; Structural Equation Modeling; Causal

Relationship Model
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