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Abstract

The objectives of this research were 1) to study consumer behaviors in the eastern
and 2) to develop and ensure the consistency of the model, the causal relationship of
consumer behavior is developed based on the empirical data. The study population of 560
and the people who live in the east 7 provinces as follows Chanthaburi, Chachoengsao,
Chonburi, Trad, Prachinburi, Rayong and Sakaeo. Sampling conducted by three-stages
sampling. The instrument used in this study was a questionnaire consisting of 5 parts, data
were analyzed by percentage, arithmetic average, standard deviation and analysis to check
the consistency between the causal model of consumer behavior in the east. Empirical data
analysis with structural equation modeling.

The results found that model of the causal relationships of consumption behavior
consistent empirical data. Consumers are demanding rice consumption compared to other
types of consumer goods at a high level and sex has a positive influence on consumption
behavior is significant at the 0.05 level. The demand for consumers goods, soap, toothpaste,
shampoo, compared with other species at a high level and gender has a positive influence on

consumption behavior is significant at the 0.05 level.
Keywords: Causal Factors, Consumer behavioral, Consumer products
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