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Abstract

This research aims to study the factors that affect consumer purchase intention
on Instagram. This study uses Amount of Information and External Interpersonal factors
from Instagram and effect to intention of purchase through Attitude toward Instagram

and External Subjective Norm.

The sample used in this research is a group of people who have usage
experience on Instagram in Thailand 200 samples. An online survey was administrated,
and data were collected to test the reliability of each variable with coefficient alpha and
test the hypothesis by using the simple regression and multiple regression analysis. The
Research results showed that Amount of Information and External Interpersonal have
significant positive influence to Purchase Intention through Attitude toward Instagram

and External Subjective Norm.
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