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Abstract

This research aims to (1) examine the influence of content marketing on the purchase
decisions of Mutelu jewelry from the Ravipa brand, and (2) examine the influence of reference
groups on the purchase decisions of Mutelu jewelry from the Ravipa brand. This study employed a
quantitative research approach. The population consisted of consumers who had previously
purchased Mutelu jewelry from the Ravipa brand in Thailand, with an unknown total number. The
sample size of 385 respondents was calculated using Cochran’s (1977) formula for unknown
populations, selected through purposive sampling. The data were collected using an online
questionnaire. The data analysis was employed using descriptive statistics, including frequency,
percentage, mean, and standard deviation. The inferential statistics were also used in conjunction
with multiple regression analysis. The results revealed that the majority of respondents were female,
aged 20-30 years, holding bachelor's degrees, primarily students with monthly incomes of 10,001-
20,000 THB. The main reason for purchasing was luck enhancement, with a purchase frequency of
1-2 times per six months, and a preference for bracelets. For the first objective, content marketing
factors, including credibility, smart content, emotion, and relevance, significantly influenced purchase

decisions of Ravipa Mutelu jewelry at the 0.05 statistical level. For the second objective, reference
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group factors, including both indirect and direct reference groups, significantly influenced the
purchase decisions of the Ravipa Mutelu jewelry at the 0.05 statistical level.

Keywords: content marketing; reference groups; purchase decision; Mutelu jewelry
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LLu'mﬂLmzwqwgLﬂﬂQﬂuﬂﬁimﬂﬁu?Q%ﬂ (Decision to Purchase)

Schiffman and Kanuk (1994 Cited in Pornsinsiriruk, 2021) 181991 ngzuaumssinduladavesyuslnn
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Kotler and Keller (2016 Cited in Suwanakiri, 2021)yf&?ﬂ’almf:;’wgﬂLLUUﬂ‘E:Ufmm‘iﬁmﬁuT@%ﬂﬂmEQIU%Tﬂﬂ
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AauilsBse (Independent Variable) Auilsan (Dependent Variable)

AsameEaLiann (Content Marketing)
C AnEANRUETW (Relevance)
- m‘a‘ﬁfﬁ‘ﬂvﬁtﬁﬂ (Informative)
- powidedala (Relibility)

o L4 .
- anadldendneol (Uniqueness)

- A19HMU (Emotions) B y B
v mammﬁusf@%@Lm’mﬂ’immﬂm@
- Henidandey (Intelligence) B
. BUTHATEANN
- AmA1 (Value)
(Kotler & Keller, 2016 cited in
(Jomprasert, 2022)

Suwanakiri, 2021)

ﬂ@éugw’éa (Reference Group)
- ﬂ’N;Nﬂy’]\‘]@\WI’W\WIi\i
- mjuéﬁdﬁwwgﬂu
(Blackwell & Miniard, 2017 cited in Suwanakiri,

2021)

AT 1 NTPUWRIAANISTITE

Figure 1 lllustrating research conceptual framework.

FEANRUNTSIY
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UIN159579 Anninendeindod uaz AN RIN90M193 8599199 AINAMENTINNITTTEETTNNTTATE
Tusgue) smAnendevinos .aafl COA No.TSU 2024_196 REC No.0481 TnefiunnsAdeiBan/aannd (Quantitative
research) Tmﬁﬁﬁmﬂﬁugﬂammuuumummauf@ﬁ (Online questionnaire) ﬁﬂ;ﬂdﬁ’lmmuﬂﬂua’m
aonlan Tﬂﬂ?ﬁﬂzﬁuﬁmém Lﬁuﬁjmuﬁqmuﬁwmmm (Self-administration) Tmmj’ﬁﬁf@iyﬁm,ﬁuﬂqiﬁﬂmhyum%
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9T Tiey ﬁqsf%mﬁﬁﬁmmz;rmﬁméwLLuufaiwmurv"ﬂmumz"mm 289 Cochran (1977)
duangegneiits 385 Ay

%%msqluﬁ’q@éw MeAdanssillraniadennqusesnsuuululraausnazidu (Non-Probability

' v

Sampling) Tmmawq:mﬁqmmmm:w (Purposive Sampling) Lﬁﬂﬂ@ﬁﬂ@@Gﬂﬁ‘iL@’]Z@\‘iTUﬂ/ﬂﬂqN@U%Tﬂﬂﬁﬁ
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' 1 % v o ¢ Ly Y | v
\n5asiiafilalun1s39anssil fe wwuasuniueeulan (Online questionnaire) fi3daasniiuile il
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wuuaauamiuuLL (Check-Lish Taun i a1y sziunisdnun andn selanaifon aumgueinisdands
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LWULEBNAAUNATEAINAY (Multiple Choice Questions) FLDANOINS I 8 18
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mswmﬂﬁuqmmwwmmémﬁa WATaTUsaun R RaUAMITienasaBada(Content
Validity) ﬁ"u;_;L%'mmzyﬂ%uﬂ’gffﬁgﬂﬁymﬂ'ﬂu%ﬁﬁmemumufﬂfﬁumﬁLﬁ‘u'ﬂymdm%\a ymTAAsIEIANAYY
Wesnssreailant (100) sanisiuuseunsiusuua lineseulsiunguussnsfiifiansaansafad
nauFaBENsdIHaN 50 gaitaAiranziacadesiu (Relibiity) 2avuuuapLanslnsnsAATIEIIduLsEAns
mAERsuANAT AN S AN uaaNIATERLAA (Cronbach’s Alpha Method) FeuutapunINY999 AT i
fandnlsravisuaanipsanuAfiunan 0.70 Tuyn q anm

v .

a & o ! Ao Vo A ¥ av LAY !
’J%ﬂ’?iLﬂUi’JUi’JN"&I’ﬂﬂﬂ@’]ﬂﬂ@N@lfJ@ﬁl’N a’mﬂ\tﬂ@mLuuﬂ"l‘jLﬁUﬁQUiQNﬂ@HNTﬂﬂ’W‘n@ﬂﬂ‘iﬂﬁ TG‘ILLﬂ
il

yaUguaf (Primary Data) 5398 [AN199390998 2 DL AR THUULTDUATHEBU(AY IALINEUNS

U

|

: v v > e . . 1w . .
Turawnefinguilmsnefiunalumands wn fedeanaeulanasuusun nquyanlandasssdiuaay uaz

! v Y v ¢ ¥y v o v o,
ﬂ?ﬁ&l?ﬁﬂﬂ’]ﬁLﬂﬂ%ﬂauﬂ"l@’]ﬂLLU‘iuﬂ‘jZ‘Jﬂ’] S ﬂzgum@mwmmﬁ@mmummumumwLﬂmemﬁm‘mum

a

v A v v £4 v ! 1 A A v ~
1881 Azgf (Secondary Data) (AINANSANYIANAILBYRIMNUNAIANNTIAIEI289NTSANENG R

k1)
[

D B L S G U S YooY g v D A T
sAdeiifisaresiinidalnauanveyaliuas ules uaznssuuwdniielridnseyalunisuszney

L4
AN9ANEY AATIEN UATRTUNG

Rajapark Journal Vol. 19 No. 63 April - June 2025 G 542



DISTISSUELNIAE)

Rejapark . fJovenal

171 19 R1iudi 63 LE1eK - RW1eK 2568 - TCI NaNT 2 NyBEFMARTUATAIANATAAS § 2568 - 2572

e ¥V

AEN1FIATITNYBYS TunisAnuananasnsnisnainidaiond LLﬂxﬂ@:Nélﬂx‘i@dﬁﬂlx‘iwﬂﬁiﬂﬂﬂﬁ
dnauladairdastazduying niTeazigayaiilnannniafuuuuseaunsyuilnaflinsdoind sslazdy
HAGUUTHATEANT T‘uﬁqm‘ﬁLﬂ‘mzﬁ‘ﬂyﬂyj@ﬂi:ﬂﬂuﬁﬁqmﬁﬁ UANTAATII T

mﬁl,m'ﬁflxﬁ{mdm%qw'ﬁmm (Descriptive Statistics) T%Lﬁ'@@%mﬂﬁﬂwmwmmjN@]’q@ﬂ'ﬁqLmzﬁzﬁu
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m‘aﬁlm%ﬁﬂyﬂamﬁ?mgmu (Inferential Statistics) T%Lﬁ'ﬂwmmuwmﬁgmﬂmmuﬁ%LLm‘fiLﬂ‘mxﬁ
AvanaressaulsBasy Taun nsmanaiBeiienn LLﬂZﬂZ\iNﬂyﬂGﬁﬁ fisinamasnanladadadusausnnn Tnely
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Table 1 Average analysis standard deviation and the level of opinions on all 7 aspects of content marketing that affect the decision

to purchase Mutelu jewelry.

AsameLEaLiav (Content Marketing) (X) (S.D.) SEAUAIMNARLIAM (Level)
AWANHANRHE T (Relevance) 453 510 N’m‘f/‘%qm (Highest level)
G;’ﬁuﬂ’l‘iﬁfﬁﬂy@y‘ﬂ (Informative) 4.53 450 mﬂﬁqm (Highest level)
Aupaidetialn (Reliability) 453 471 snfige (Highest level)
G;’ﬁum’mm‘ﬁumﬂﬁ/ﬂﬂfﬂ (Uniqueness) 4.58 427 mﬂﬁqm (Highest level)
(;ﬁuﬂﬁ‘i&lﬂi (Emotions) 4.56 430 mﬂﬁqm (Highest level)
G;Iﬁulf:ﬂwlé/ﬂﬂ%ﬂz (Intelligence) 4.61 447 mnﬁqm (Highest level)
ﬁﬁu@méﬁ (Value) 4.59 439 mﬂ‘ﬁ@ﬂ (Highest level)
598 (Total) 456 453 wnfige (Highest level)

: 3 i o o g laa a ! o g

A151971 2 UAPINIFALATITINNTAANBEN AT BNAREUANENANTIBINIAAIAB BT EnEnanenisindnlade
4 o

LPIBNLTEALYLRY

Table 2 Multiple regression analysis was performed to test the relationship between content marketing and the influence on

purchasing decisions.

ﬂ"liﬂ@"lﬂ@%ﬁ@ﬁ’l (Content Marketing) B Std. Error (B) t Sig.
ANAST (Constant) 1.070 209 5.119 000
AMUANNANTLETU Relevance) (X7) .096 .038 120 2.500 013
AN seaya (nformative) (X7) 062 046 069 1.362 174
AAnidedioln Reliobilty) (X3) 232 047 268 4925 000
AmAnaLimandnuos Uniqueness) (X4) .066 056 .070 1.182 238
BTN} (Emotions) (Xg) 116 049 123 2.364 019
amuifandaniss (ntelligence) (Xg) 125 050 137 2,513 012
AMANIAN (Value) (X7) 079 050 086 1588 113

R = .670 ; R?= .449 ; Adjust R? = 439 ; F = 43.855 ; Sig. = .000

P ' & Aa a ! ! o g A o v
91NA1397 2 WUan NsRaAEeiienndaninananensfindnladoindalszAuyng uuTuAT
A1 sungnlmdusaneinssinisdnaulatelneenefidddyneadfifisssy 0.05 Fefaudsdasenanunfil

namadauanaiiasananainaulade souay 44.9 naeua 55.1 aziiuBvanasinaulaaud nlmiin
A919041 WANTIATIEIRALERSaY 7 6 TeentananaBaiient wo auanuidedeln (B = 0.268) A
iavdasaa (B = 0.137) auananns (B = 0.123) uazaiuaEANIaTu (B = 0.120) avnananainaule
FouraarAuyinguuaunasing sauamanan (B = 0.086) amaaiduwandnunt (B = 0.070) uaz A

ve T . v 4 . .o
nstmaya (B = 0.069) TnasnanansfinauladeIrspIlsyiUyIAgUUIWATZANT
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Taquazaeadl 2 nanisAnyadEngueNds WU HRBLLLLABUNINAsTAUAHAMTA gAY
nguavds ag usziunniige lnadauedsmniu 454 uazfiaaudesiuuninsgin wmafdu 0.474 1ile
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Table 3 Average analysis standard deviation and the level of opinion regarding information about both reference groups that influence

the decision to purchase Mutelu jewelry.

mv;agﬁe%e (Reference Group) X S.D. SEAUAINARALIAN (Level)
ﬁ?ﬁuﬂ@émj”qaﬁxmwmq (Direct Reference Group) 4.52 494 mﬂ‘ﬁ@ﬂ (Highest level)
G;’ﬁuﬂzglmjyﬁ\iﬁwndgﬂw (Indirect Reference Group) 4.56 453 mﬂ‘ﬁ@ﬂ (Highest level)
594 (Total) 4.54 474 HAnfigm (Highest level)

: . ; L. Vv g . v 9y
A157971 4 UAAINITAATIZINITANOBLN TN BNARDL ANNTNIUTIBINgHE BT RENENaRan1sdadulagaIrTasyil
HAGUUIUATEINT

Table 4 Multiple regression analysis was performed to test the relationship of reference groups that influenced the decision to

purchase Ravipa brand jewelry.

ﬂzéumaf’éa (Reference Group) B Std. Error (B) t Sig.
ATl (Constant) 2.081 194 10.733 .000
ﬁﬁumjmjymﬁqmamq (Direct Reference Group) (X1) .166 .040 .201 4.146 .000
ﬁﬁuﬂaju@;ﬁqﬁqug@u (Indirect Reference Group) (X3) 391 .044 435 8.976 .000

R = .560 ; R? = .314 ; Adjust R? = .310 ; F = 87.404 ; Sig. = .000

¢d| ! ! ¥ a dAa a ! o/ ¥ adl o/ < a ¥
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