1 1
A o

v [
U9 INTH QﬂN@WﬁW@@@ﬂ’J’INﬂﬂﬁ?ﬂﬂ’li‘dﬁ@Lﬁ%ﬂ\‘lﬂ’m’m
1 (3] v
AN mmv"ﬁmdmguw,wmweﬁqﬂﬂmgu‘%‘[nﬂ

Tuﬂsgemwumuﬂsumﬂ%umma
Causal Factors Influencing Loyalty to Buying Cosmetics with Mutelu Beliefs

on Facebook Pages of Consumers in Bangkok and Metropolitan Areas

v 4 '
"WANR AEINEN, ZIEnFue ASNEN ua SSaunnsos uwanl

1Noppon Srikasame, *"Chetneti Srisa-an, and 3’Rc:ttc:ncporn Saelee

“Corresponding author

aa o

Ingndeninnaanmaiamalulad unAnendusodn
College of Digital Innovation Technology, Rangsit University, Thailand

E-mail: 'noppon.s68@rsu.ac.th, # chetneti@rsu.ac.th, and ®rattanaporn.sa@rsu.ac.th

Received March 8, 2026; Revised March 29, 2026; Accepted April 20, 2026

o [
uvianee
o ! 1 Y A o ra A ! o
ﬂ/@'iuuﬂqqﬂL%ﬂﬂ‘lu‘]_qlﬂV’]@gﬂNN’]HL%'Tﬂ‘LIN’Nﬁmm*’ﬂﬂ'J’]Nﬂ'TN@uLﬂWLﬁuW@']@Lﬂ%’ﬂ\‘lﬂ’]’ﬂqﬂ

AINAINIEBYLAGT (ATUANNTENUNREFIANEDUIAN NINNAINN1TBL LA BINI Y

a o A

a & s Y A o o o ¥ ¥ "o
FLNNVITIBRNA mmﬂﬂmmawﬂﬂﬂfv‘dLﬁu‘mfﬁ?mmﬁuﬂﬁmwm’mvfmLﬂ%ﬂ‘}.l‘l/]’mﬂ’]‘sl,l,%‘mu

2
a v AA

unANATeiidngUssasaNeAnw1Ta T Beama I aInans ANHANA N1 DLATEIRIDY

q

AnAHIEBYIgUEINAWTynaaeyU3 lnaTungemmEAsLazSNama JULULNTATaLTN

mside@alanalenlruuuasuamesulaufivaayaennguiana 1 416 AW AATIZAYEYA

v ' 4 o ¥ a v '
ﬂ‘JEﬂ"IiQLﬂ‘NZ‘Vi’ﬂ\‘iﬂﬂ‘jZZﬂﬂUL%GQ‘HHHLL@ZTNLﬂ@ﬂﬂﬂ’]‘ﬂﬂﬁﬂﬂi’m NANTITAIIENUIN T?HL@I’N

ANNANUS BRI TR N EUaznaUAE 4 A TALN ADANINNNTUENT N1950AMAT
panfanalauazanndng Geflannsannaesdureyadalsrdnuiiuend Taetadunmnom
nNFUANauarTsUsAnAdiutadefiinannssgeganamnndnalun1sgeiraasdians
pnANEDyLAgAINaIAY 998 [UTsiulanasesdiasnantsnnnaaionalayinmi
unalnaanmndn (Mediator) #aagU3ifiuan Anwdssrasgaianiasdiansaeyluga
ﬁ@ﬁ@m'ﬁﬁfﬁmmﬁﬁﬁfyﬁu@mmwmﬁu%mﬁﬁﬁmL%fsmmﬁugf;u%aLﬂuﬂ’@é’wﬁﬂ%miﬂ;ﬂq

1% I

AHANA AaUR (UAUNM58519N13503 IHAINANANIDITIAUAT AN RINe T Llas NN u



Journal of Multidisciplinary in Humanities and Social Sciences Vol. 9 No. 4 (July - August 2026) 2003

v | Y ¥ < . o v P
gnanlusrazenn GawantsinepseiazdnlsslormdmiugUsznaunisiunisesununagns

1 1
o A

NIRRT DLESNFT N AIHANAD Y1984

ArALY: Ta98B9ae; AMNANG; IASBIADNAINANIZDYIAG; INTINTLN

Abstract

Nowadays personal belief and beauty product have been combined and led to a “Mutelu”
(spiritual belief-based) cosmetics market gaining significant popularity on social media platforms.
Amidst the rapid expansion of e-commerce, consumer loyalty has become a key factor in
competitive benefit. This research article aims to investigate the causal factors influencing
consumer loyalty toward purchasing Mutelu cosmetics via Facebook pages among consumers in
Bangkok and its vicinity. Employing a quantitative research approach, data were collected using an
online questionnaire from a sample of 416 respondents. Data analysis was conducted utilizing
Confirmatory Factor Analysis (CFA) and Structural Equation Modeling (SEM) The findings revealed
that the developed causal relationship model, comprising four main constructs—Service Quality,
Perceived Value, Satisfaction, and Loyalty—demonstrated a good fit with the empirical data.
Service Quality and Perceived Value exhibited the highest direct effects on Loyalty regarding the
purchase of Mutelu cosmetics, respectively. Furthermore, both variables exerted a significant
indirect effect on Loyalty through Satisfaction, which functioned as the primary mediator. The
conclusion suggests that the success of Mutelu cosmetic businesses in the digital era depends
heavily on prioritizing prompt and comprehensive service quality as a core driver of customer
loyalty alongside with enhancing the perception of price-value and overall satisfaction to retain a
long-term customer base. The results of this study provide valuable insights for entrepreneurs in
formulating effective marketing strategies to foster sustainable consumer loyalty.
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L%QN’]LMG]ﬁW@NHW%H Usznaueag FaulsuiNnieuan 99195 2 Au Taun 1) @Tm@mmwmﬁ
13N19 2) cﬁyﬂumﬁu;;@méﬂ wazsaudsudantely saman 2 A Taun 1) aaasdeonela uas
2) AMRANEANF waznisnsaaaaulueanisTa (Measurement Model) Aag Confirmatory Factor
Andlysis (CFA) 91111334515 AN B asiuaasaanaannassniay (Internal Consistency
Reliability) Wua é’ff;LLU'ﬁLLNmﬂéfqﬁﬁlflmfimfmﬂ@umwL%'@ﬁ’mqwmﬁquwﬂm (Composite
Reliability; CR) fﬂgizmlfm 0.923 - 0.936 F991nNa1 0.70 uaziAAaNiEai Cronbach’s Alpha
B83¥1979 0.722-0.763 811111 0.70 Avagullan nsdadaudsudsionuatuluinafinany
wnE@ede (Har et dl., 2014) N1931A91ZMAIINASIBITBAARREY (Convergent Validity) Wua7
GTfJLLﬂ'iLLNmﬂ&ffsﬁéflmﬁ'mmmwmeiﬂfiquﬁgﬂﬂﬁ’m% Average Variance Extracted (AVE)
@%l'ﬁmfm 0.706 — 0.746 $9:7nN27 0.50 f-v“m'gﬂfhydw ﬁmmmaL%mmm;@fﬁunﬂﬁmm'mm
209l9iAa (Hair et al., 2014) §9UN193ATITRAIINWIED o 2a9faulsdanala (Indicator
Reliability) w131 fauy 4 Lﬂ@fﬁnﬂﬁqﬁéﬂﬁﬁﬁﬁﬂ@qﬁﬂﬁ:ﬂ@u (Factor Loadings) @g_j‘a:m"m
0.806 - 0.906 ¥11N97 0.70 Wk M157197 1 uamean saudsdanslaranaulaadnans

v
v A

w@ada (Hair et al., 2014) A9l
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PNy a o ! A o A A
19N 1 Nﬂﬂﬂ‘i"JLﬂ‘i’]xﬁﬂﬂLQNHTNL@NﬂW‘i')@] (Measurement Model) LL@;‘;ﬂﬂmﬁWLﬂ‘iﬂ\mﬂ

Aausursuay Construct Validity % CFA 0 CR AVE
Faudsdanala CMIN/df p RMSEA GFI >0.70 >0.70  >0.50
gﬂuﬂmﬂ’lﬂﬂﬂ‘iﬂ%ﬂﬂ‘i (SQ) 0.589 0.622 0.000 0.998 0.722 0.923 0.706
1. ansnaenTunnsiiuanig (Sa) Factor Loading = 0.818
2. ﬂ’l‘iﬁfﬁ{@gmﬁﬂ@:lﬁﬂﬂﬁué’ﬁ (SQ2) Factor Loading = 0.842
3. nsiBnnsneLYessdelnd (SQ3) Factor Loading = 0.870
4, ﬂﬂﬁ?ﬁ;’u%ﬂ’]i'%/ﬂ@%\ﬁ’lm%’) (SQ4) Factor Loading = 0.863
B. mfisfﬁu%mmﬁqmamaﬁﬁ (SQ5) Factor Loading = 0.806
PunsSUZATAT (PV) 1.176 0.317  0.021 0.997 0.763 0.930  0.726
1mmﬁmmmuﬁ’wzmmwﬁuﬁ? (PV1) Factor Loading = 0.827
2. spiias WIRANHA (PV2) Factor Loading = 0.833
5. pasauArTUlazlesifilasy (Pv3) Factor Loading = 0.906
4. mwéuéﬁu@uﬁémvfﬁ (PV4) Factor Loading = 0.867
5.‘3’1mﬁmm:ﬂxﬁuﬂmmﬂ‘mﬁﬁ@ (PV5) Factor Loading = 0.824
gﬂuﬂ’lﬁﬂ‘ﬁdﬂﬂ?’? (SF) 2.784 0.125 0.066 0.989 0.762 0.928 0.720
1. walalugounin@nan (SF1) Factor Loading = 0.804
2. wolahudumanunisdeda (SF2) Factor Loading = 0.827
3. welau3niandeniseng (SF3) Factor Loading = 0.883
4. walatuudnamaudinan (SF4) Factor Loading = 0.870
5. Wﬂsf@?umiﬁam%wmiﬂ’m (SFB) Factor Loading = 0.857
ﬁ”qumwﬁ’nﬁ (LY) 2.434 0.053 0.059 0.988 0.724 0.936 0.746
1. ndus@atiiuewan (LY1) Factor Loading = 0.847
2. ADINNTBBIANE (LY2) Factor Loading = 0.871
3. LLu:ﬁﬂﬂugﬁﬂTﬁ%ﬂ (LY3) Factor Loading = 0.868
4. SlameBriiuiiasde (Lv4) Factor Loading = 0.869
5. Andawmaidususiuusn (Ly5) Factor Loading = 0.864

NHIBLF Ol = Cronbach’s Alpha, CR = Composite Reliability, AVE= Average Variance Extracted

1 2 v

HANITATITRELAIHADAARBNIDIIHARANENRLE B A A T T U U T ey ALRY
Uszdng wuan lupaiinmundufinosasanasiuaznannduirayaidelszdntiduaaned
Trefiarsnianana @ ln-auaas (X2) WL 327.545, A1 CMIN/Mf Wiy 1.997, AreernBass
(df) WL 164, AN GFI Wiy 0.924, A1 AGFI il 0.903, AN RMR wnfius 0.022, A1 RMSEA
WU 0.049 Faiulumrsinast CMIN/GE < 3.00 (Uliman, 2001); GFI = 0.90 (Joreskog &
Sorbom, 1984); AGFl = 0.90 (Schumacker & Lomax, 2004); RMSEA < 0.08 (Schreiber et al.,
2006); RMR < 0.08 (Thompson, 2004) and Hoelter > 200 (Hoelter, 1983) @913 (a1 Taina
AN FNAUSBIRMA AN AN A TUN 19 DLATBIF 189N AN EDYIAGUUINALN Y N8

HUAlnalunpmwamuAsuazUENMma ArnaenaapsiuayaBalszany sannd 2
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A9 2 LAPNANBYIBNAYINAT LaYAYBNAN N aNTINANENANaAINNANA IHN1TEaLATEIAIENATHAITH

EaymguunaaynesyL3 nalungammamuasuazUBnnma

Direct Effect ﬁ SE T p-Value Conclusion
H1: SQ = LY 483%+% 071 6.847 .000 AHUANANNFIT N
H2: SQ = SF 251+ 089 2.968 003 AHUANANNFIT N
H3: PV = SF 6317 x 086 7.193 .000 AHUANANNFIT N
H4: PV = LY 182* 073 2.348 019 AUAHANNAN
H5: SF = LY BB 054 5.922 .000 AUAHANNAN
Indirect Effect Coeff.
H6: SQ = SF = LY 082+ .008 AAUANNAZ
H7: PV = SF > LY 207+ .000 ANLAYNANA Y

WHELAG *** p < 0.001, ** p < 0.01, * p < 0.05, Direct Effect = BNTWANI9ATY, Indirect Effect = BnTwanivans

SQ = AUATNINANTLANTG, PV = AMN195U3ADAN, SF= ATuAdHRenela, LY= auanissing

NIINAFBUTHNAFIUNLT NaNNAFIUInTUNITaiuayueswilied Ay nieada

Tne a8 nEnan19n5 (Direct Effect) wuan mu@mmwmﬁu‘%ma‘mmL%\mfmmmu

ANANA(HT: B =0.483, 1=6.847, p=0.000) ATUAMAINAITLINTRIHAITILINABATUAIIH

fewala(H2: B =0. 251, t=0. 089, p=0.000) LAY ATHNITIUIAMATEINABILINABATHAIN
fewala(H3: [ =0.631, t=7.193, p=0.000) Iuamuzifinafiu AMUNNTFUIAMATTINABILINAD
AMUANANRA (H4: B =0.182, t=7.193, p=0.000) UAzAHAMNAINDT9aeNaITILINABATY
ANANA (H5: 3 =0.331, 1=5.922, p=0.000)a1sfaunaiEuanlngnssnnauAnA un1sde
WPIBNANBNAINAIN DY IngBE R F1AY FMFuBvEnwan1eeey (Indirect Effect) Wuan

= ° Vv d| o 1 1 1 A o ~
A RN e Ta v I uAau U SEIHINTTNINAWATINAITUENITUAT AN NA

(H6: Bindirect=0.082, p=0.008) uazafanalafivimmunfidudaulsaanunissugamntuas

AvusnABERiedAy (H7: Bindirect =0.207, p=0.000)
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