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Abstract

The objectives of this research are 1. to study the decision to purchase amulet
jewelry through the TikTok application of consumers in Nonthaburi province. 2. To study
the decision to purchase amulet jewelry through the TikTok application, classified by
demographic characteristics. 3. To study the influence of content marketing on the
decision to purchase amulet-type jewelry through the TikTok application; and 4. to study
the influence of beliefs on the decision to purchase amulet-type jewelry through the
TikTok application. Quantitative research was employed. Relying on a questionnaire as a tool
for collecting data from a sample group, namely people living in Nonthaburi Province. and
404 people had purchased amulet-type jewelry through the TikTok application. Statistics
used in data analysis include 1. descriptive statistics such as number, percentage, mean,
standard deviation and 2. inferential statistics such as multiple regression statistics. at the

significance level of 0.05.
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The results of the research found that consumers in Nonthaburi province made
the decision to purchase amulet-type jewelry through the TikTok application at the highest
level (average 4.30). It is also found that consumers with gender different educational levels,
occupations, and incomes lead to different decisions about buying amulet jewelry through
the TikTok application. Additionally, content marketing for entertaining content Useful
content and content that touches on emotions and feelings influences consumers’ decision
to purchase amulet-type jewelry through the TikTok application. This study also revealed
that physical beliefs, security and the aspect of prestige influences consumers’ decision to

purchase amulet-type jewelry through the TikTok application.

Keywords: Social Media Marketing, Beliefs, Consumer Decision-Making, Charm Accessories,
TikTok Application
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915197 6 iU wameaUaNNAgIUNTIdsBaRAnIsanaeewy A 3513
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