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ABSTRACT

This research aimed to 1) examine the influence of Mutelu belief factors on consumers' purchasing decision
behavior through the TikTok platform; 2) investigate the influence of TikTok platform factors on consumers' purchasing
decision behavior; and 3) analyze the influence of Mutelu belief factors and TikTok platform factors on consumers'
purchasing decision behavior. A mixed methods research design was employed. In the quantitative phase, data were
collected from 400 Thai consumers aged 18 and over who had purchased belief-related (Mutelu) products through the
TikTok platform at least once in the past 12 months. The sample size was determined using Cochran's formula, and
respondents were selected using purposive sampling based on the specified qualification criteria. Data were collected
using a five-point Likert scale questionnaire, which had an Index of Item-Objective Congruence (I0C) ranging from 0.80
to 1.00 and a Cronbach's alpha coefficient ranging from 0.89 to 0.95. The qualitative phase involved in-depth interviews
with 20 participants. Quantitative data were analyzed using descriptive statistics, Confirmatory Factor Analysis (CFA),
and Structural Equation Modeling (SEM) with AMOS, while qualitative data were analyzed using content analysis.

The findings revealed that 1) Mutelu belief factors were rated at the highest level (Mean=4.32, SD=0.58) and
had a statistically significant positive effect on purchasing decision behavior through the TikTok platform (B:O,481,
p<.001); 2) TikTok platform factors were rated at a high level (Mean=4.28, SD=0.61) and had a statistically significant
positive effect on purchasing decision behavior (=0.397, p<.001); and 3) the two factors jointly explained 69.10%
of the variance in purchasing decision behavior (R? = 0.691), with the model demonstrating a good fit to the empirical
data (X%/df=1.87, CFI=0.97, TLI=0.96, RMSEA=0.047, SRMR=0.039). The qualitative findings supported the quantitative
results, indicating that Mutelu beliefs serve as psychological motivation that enhances consumers' confidence and
emotional reassurance, while TikTok platform features, particularly live streaming, reviews, and the content recommendation
system, enhance credibility, facilitate access to information, and stimulate purchasing decisions. The findings can
be applied to the development of effective digital marketing strategies for belief-related products on the TikTok
platform.
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A
(%

f51¢leiade 15,001-30,000 Umsatieou wazdusyaunisaidadumaudionuwnaniosy TikTok
1-3 ASIbUTI 6 LABUNEIULN

2. STAUAMUAAIUABAILUSIRY

d' J a ! PN LY a =3 Y a v
A9 1 ALRAY EIUUEAUUNIATEIU LaEIEAUANUAALAUABAILUTIRY (n = 400)

A3 Mean SD SEAUAUAALIAY

Uaduauanuideyng 4.32 0.58 WNiign
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Jaduauiwasnasy TikTok 4.28 0.61 1N
ngFAnssuNIRnaulate 4.21 0.63 170

9NAN3RT 1 Jeeunuuaeunudanudniiuseladerunnuiisyegedlussiuinniign
(Mean=4.32, SD=0.58) 58%as1As Uadbiulwannasy TikTok (Mean=4.28, SD=0.61) WazngAnssy
nsanaulate (Mean=4.21, SD=0.63) AUa1AU

3. HANT5A5IEUIUNANITIN (Measurement Model)

AN5199 2 HANTSIASIENDIAUTLNBULTITUTU (CFA) LarAINUoITIlATIas14

fIanUsuels Factor Loading CR AVE
Jadusunrunideyng 0.74-0.92 0.94 0.79
Uaduauunanieody TikTok 0.72-0.90 0.91 0.68
ngRnssunsiaaulade 0.71-0.88 0.87 0.63

e 2 fFTaynddiaviinesdusEnounsg TN 0.71-0.92 gendunaust
0.50 AAadesiuBslaseaing (CR) sewing 0.87-0.94 gandnnai 0.70 uazARABANLUTUTIY
fiafialél (AVE) 531119 0.63-0.79 gendnauan 0.50 wanedlaan1sIndlaunsulieussau (Convergent
Validity) wazenudesiuluseiufivonsuls

Han1sUTEiuANaeneReIvedliaiutayATUTEANY WUl X2/df =1.87 (nauei<3.00),
GFI=0.94, AGFI=0.91, CFI=0.97, TLI=0.96 (1neu%1>0.90), RMSEA=0.047 Waz SRMR=0.039 (1neu41<0.08)
Farunauinfvuanndvil wansilueadimiumngandmiunmsiinngsiruduiudiddased

4. nan1sAATIZRlUNAFNNTIATIES LAz NI TNAFDUHNM agm

M1399 3 HANITIATIERDVBNALTIA NN UAENITNAFDUANURFIY

LUN198NsNa B CR. p
H1: A deyng — ngAnssunsinaulate 0.481 8.764 <.001
H2: wwannes TikTok — ngRnssunissadulade 0.397 7.983 <.001
H3: 8ngwasiuvesaadtady (R? = 0.691) - - <.001

[ % =

N30 3 Yadeauanudeingdwmaldsuindenginssunisandulageduaisiuy

aa [y

wwanweosu TikTok ag1adldedAgvivadfniseau .001 (B=0.481, CR.=8.764) Fasouiuauufgiu

a v

H1 Jadeiuunannesu TikTok dwwaliauinaanginssunisdnduladeadslvedAyn1eaifin
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26U 001 (B=0.397, C.R.=7.983) Faweansuauufigiu H2 Lagtladunaanssiuiuesute LU sUT I
vowmginssunsinduladeldferas 69.10 (R2=0.691) Sswonsuauufgiu H3

5. NANIFLBIAUNN NansFuNwaldsdngIideyaddny 20 au aguladu 3 Ussiiu
widn laun 1) mudenngiuussgdlansdnive fuilnadeduiymgitoadrsmsiilauazaa
avielalunisdnidudin Tnsnmglugiefiwdyanuliviueudunsnusaznisiu Jwaenndasiu

a a

nadelSunandadesuanuieyngiidvinagean 2) maluladvesunannesudiuigniuasain

Y a

nasanszuIuMIdndulate fuslansuiausainillomndanesiuiuzidl Ussiuniaienainiia
waznstatlan uazdinduladeniu TikTok Shop laluneundiaduidien waz 3) Anulingdaluduiey
wardurlgioueiluteulvddyvesnisdndulade eswndumanudeliaunsaiigadamunin

Lolnensa Nan1sIATIZATIAUNINTIAOAARDILALYILVLNBAIIUNANITIATIZATIUTU

ORIEREIAG

Usen1susn mansnagevausAgiu H1 wuin Jadefuniiudeyingdiwaidauanse
anmiumiﬁmﬁﬂﬁaaéﬂqﬁﬁﬂﬁﬁm (B=0.481) azviouin ﬂ’J’]ﬂJLG?IIEJL‘f]mLNgﬂﬁ]ﬁ’]ﬁiny@ﬂl}:iU%Iﬂﬂ
Tugaidsnuuaziasusiadanuliudueu nansidedaenadosiunguinismuauenive ves Kay,
Gaucher, Napier, Callan and Laurin (2008, pp. 18-35) fleSu1e71 Lﬁaqﬂﬂai"ui’imut,aﬂzimmm
muAuanumsalls agiluilananudeviedsiniavsifioaiumuidniunmisisla uasaenndos
fuaAdeves Kimiagari and Malafe (2021) fiwuin dadefuensual mnude uazgudmadnla
Huussgiladrdyiidsuasionginssunisteluanmuindonddvia sanisaonadesfu Lavuri, Jindal
and Akram (2022, pp. 615-634) inuin AauABsesal (Hedonic Value) fisviswasion1sdoooulad
LuudunausnnInAuAngeUsslevldane

Usznsiiaes nansnadeuaLyRsIL H2 wui Jadesuunaseda TikTok daaideuan
ﬁiawqaﬂiiuﬂWiﬁmﬁuiﬁ]%aaéﬂqﬁﬁsﬁﬂﬁm (B=0.397) wanein AudnwsTRILNARNBSY WU SPUY
wthiifomn nslaflan ns39aauin wesnslneuuuuSealny Sunumddnlunsadrnnalinds
anAdssiguslansud wazifinauazmnlunisinaulate denndefunuusiassniseeusy
weluladvas Davis (1989, pp. 319-340) fla5unedn n155uiUsEleviuazauirglunisldnudma
sengAnssunmsidinalulad aonadesiu Sun, Shao, Li, Guo and Nie (2019) finuin mslavimeuidde
Freadrennulindasasiiiunnuddlede uavdenadesiu Wongkitrungrueng and Assarut (2020,
pp. 543-556) fimui1 mslatlantavaiiannulindauazangniuvesiuslnasedugludsmmdve

AAOAILABAARDITU Hu, Zhang and Wang (2017, pp. 594-606) 7inu3n Uﬁé’mﬁ’uﬁ‘maé’muﬁuaﬁau
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Humeraddyiguuinmunislaianselio uaz Zhang, Zhang and Yan (2024) wag Lo, Dwivedi,
Tan, Ooi, Aw & Metri (2022, pp. 325-337) inui1 anneduluaannnissurainleduinlugnisie
wuudunau agelsinunanisIdeiiussiununnA199nWideees Pan and Kim (2024, pp. 237-

a

256) NANwINslatanvieduanaluuy TikTok waznuindadesuunaniesuiisvinawmunanse

(%
aa 1

arudalate vuzfonideinuiluuiunvesdudaude Jafeduarudeyngisvinaand
Jadusuunanlosu (B=0.481>0.397) mnuuandsfanaesuieliin dudiarmidedinmen
Jedudnuvalnardmvendusiuvesnsinauly wealuladiahmhidususwaziinans Tlouwsedu
MENUBINNTTD
Usznsfianu wan1svadevauufgn H3 w1 Jaderiaesiidninasiutuuaresue

aulsUswwemginssunsinaulateldsesar 69.10 wandliifiuin nisinduladedudanuide
U TikTok Wunaginnisysanmssesninenuiiediuynna maluladidvia uaznagnsnisnain
\WBeUszaUNITal @oAAaRIAULUIAR Marketing 5.0 U89 Kotler, Kartajaya and Setiawan (2021, p.
224) ﬁajuﬁumﬂ%mﬂuiagLﬁaﬁ%ﬁwsgﬁumiamammﬂ'mﬁﬂﬁiﬂﬂ uazaenAaeInu Zhu, Liu, Jiang
and Zhu (2023, pp. 862-885) #inuin anallinda Ussaunsainisldauunanvedu uasujdusiug
wuSealniidvdnasutusonisiadulaterudrundied

Mnauuigiu 3 4o AeliAnosdauilnditléannisids (New Knowledge) 3 Usznng
Ao 1) luwmaldeusedng Faith-Technology-Marketing ﬁyimquwﬁmimuqmmL%ﬁ"u TAM, PS|
waz Flow Tuusunaudyngle 2) fedunuindedoanudeiidnsnamienintadounanlesuly

a

pannduAANTe (Faandudihly) way 3) uuimaAswgiarsnsiAdTadmsugUsnaunis
Ualauauug

JRLAUBUULIINKANTIVY

1. ;ziﬂizﬂa‘umsmaﬁ@umﬂaqwa‘mimamﬁa%a@mﬁhmﬁGﬂ,ﬁ] (Psychological Value) Aaug
fumshiauedeyaiigndes Tussla uazmnzan Weadanandesiuliunguilag

2. fusznountsmslidnenmesunanledu TikTok lnsiawgnislatian msasaden

av o

aay o aa Y a A a oA A o e./ Y a ! a v a
Uﬂiﬁ)au LL@%ﬂﬁi’J’Jﬁﬂﬂf}ﬂ‘iﬁ]iﬂ WBLNUAINUUNY BN D E‘ﬁ'NTJQ UNUS ‘Ua'UﬁIﬂ?I LLaszaiaJmimmﬁuh

3. JUsznaun1smITeanuuuyszaun1salgndn (Customer Experience) NNOUALDINIATY
215308 ANUTD wazAINNAZMINLUNSIUMaNsY WaaseenulaUSsunanmsuatulunannfIna

JBLEUBLULAIMSUNISIEASIRD LU

o oA A

1. msfnulladeduinensdwmasenginssunisdnduladodunianuee wu aulingda

'
[y

Y d' I a Y a a v a a ! a & A &
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2. psveneveulANsAnu LU unanosufdtadu wu Facebook, Instagram, YouTube
¥30 Shopee Live iloFsuifisungdnssuguilnalulsiazdesis

3. sannlunan s lnefinduusaunats (Mediator) wiadauusffu (Moderator)
iy madlinde vemsiudnndmedsle waslinneimebisaaunslasedaiiossusnnuduiug
¥andedaty

4. mseflumTeuuuinmuraszeze1 (Longitudinal Study) Wis@inwinisiuasuulas
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