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Background: The intersection of traditional spiritual beliefs and digital commerce is reshaping consumer behavior in Thailand. Muketing—a blend of Mutelu spirituality and modern marketing—has emerged as a distinct cultural-marketing phenomenon within the country’s expanding faith economy. This study explores the emerging phenomenon of Muketing within Thailand’s e-commerce sector.

Methods: This study employed a qualitative research design using in-depth interviews with twelve Thai consumers who actively engage in online shopping through e-commerce platforms. Content analysis was conducted to identify key themes related to consumer attitudes, trust, engagement, and purchasing behaviors.

Results: The findings reveal that Muketing enhances consumer attitudes through emotional and cultural relevance, fosters trust via perceived authenticity and spiritual alignment, and boosts engagement through interactive and symbolic content. Participants reported increased purchase intentions when products incorporated rituals, spiritual messaging, or symbolic imagery tied to traditional beliefs.

Conclusion: The study demonstrates that Muketing influences purchasing behavior within the study’s sample by integrating local belief systems with modern marketing practices, thereby fostering culturally resonant consumer bonds. When practiced authentically and ethically, spiritual branding can generate meaningful commercial outcomes. Further research is needed to examine its underlying mechanisms and assess its broader applicability across diverse contexts and consumer groups.
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1 Introduction

The “Mutelu” industry in Thailand is not only expanding but also undergoing a notable transformation. Originally derived from an Indonesian horror film “Mutelu: Occult War,” the term “Mutelu” encompasses a wide array of belief-based products and services, such as amulets, talismans, astrology, and fortune-telling. In the Thai context, this practice reflects a syncretic blend of Buddhist, Brahmanist, animist, and occult traditions. Over time, it has evolved from a niche spiritual practice into a powerful cultural phenomenon and a growing economic sector (Ajanapanya, 2024; The Nation, 2024). In the digital era, electronic commerce (e-commerce)—the online buying and selling of goods and services that enables businesses to operate seamlessly across borders and reach a global customer base—has emerged as a fundamental driver of economic development in emerging markets. It breaks down geographical barriers, increases efficiency, reduces costs, and enhances customer experiences. In developed economies, e-commerce has transformed retail, manufacturing, services, and other sectors through digital marketing, data analytics, and modern supply chains. In developing countries, it helps small and medium-sized enterprises (SMEs) overcome infrastructure challenges, expand into new markets, and create jobs in logistics and technology. The rise of mobile commerce and digital payments has also improved financial inclusion for underserved populations. Furthermore, e-commerce strengthens economic resilience during crises, such as the COVID-19 pandemic, supporting continued business operations and contributing to sustainable development (Amornkitvikai et al., 2022; Otarinia, 2024). In Thailand, this transformation has given rise to a unique cultural-marketing phenomenon known as “Muketing”—a fusion of Mutelu and modern marketing strategies. This blend illustrates how deeply rooted cultural beliefs are being reinterpreted and embedded within digital business environments to shape consumer behavior, strengthen brand loyalty, and offer distinctive online shopping experiences. At its core, Mutelu encompasses a wide range of spiritual practices and symbols, including astrology, numerology, color symbolism, sacred rituals, and talismanic objects. These elements are believed to influence various aspects of life—ranging from personal well-being to financial prosperity—and play a significant role in guiding Thai consumers’ decisions. Particularly among younger, digitally engaged demographics, Mutelu practices have become increasingly mainstream, creating a fertile context for marketers to integrate spiritual relevance into e-commerce strategies. This emerging practice of Muketing reflects a broader cultural adaptation within Thailand’s rapidly evolving digital economy (Ajanapanya, 2024; Phatwang and Chumkate, 2023; Srimeethum and Setthajit, 2023; Srimeethum et al., 2025; The Nation, 2024).

Muketing manifests across multiple dimensions of Thailand’s e-commerce ecosystem (Ajanapanya, 2024; Malasri and Metharom, 2023). Product design and branding often incorporate spiritual symbolism, such as lucky colors, amulet-inspired packaging, and product names that convey charm and prosperity (Phriwanrat, 2023). In addition, a popular trend on social media involves celebrities and influencers using products such as astrology-themed wallpapers and gemstone bracelets, which are believed to bring luck in various aspects of life. This practice has sparked widespread imitation among consumers, turning into a powerful market trend that significantly influences purchasing behavior (Srimeethum and Setthajit, 2023). Far from being a passing trend, Muketing represents a strategic, culturally adaptive approach that leverages spiritual traditions to foster deeper consumer connections in Thailand’s digital economy. As cultural identity continues to influence consumer behavior across emerging markets, the ability to integrate local belief systems into digital commerce strategies offers significant value for both domestic and international businesses. Given its growing impact, Muketing is a critical topic that warrants further research and exploration (Amornkitvikai et al., 2022; Chowdhury, 2024; Hanphichai, 2025; Rakhval-Müller and Fedotova, 2024).

Despite its growing prevalence and practical relevance, Muketing remains an underexplored area in academic research. Existing studies on e-commerce and consumer behavior in Southeast Asia often focus on technological adoption, logistics, or platform dynamics, while overlooking the cultural and spiritual dimensions of digital marketing. For instance, Napawut et al. (2022) investigated how electronic word of mouth (e-WOM) mediates the relationship between digital marketing activities and purchase intention among Shopee users in Thailand. The study found that electronic promotion had a stronger impact on e-WOM than content marketing, and e-WOM significantly influenced customers’ buying intentions. In addition, Sriwilai (2023) investigated the impact of five dimensions of logistics service quality—reliability, responsiveness, assurance, empathy, and timeliness—on customer satisfaction in Thailand’s online shopping sector. The study found that overall logistics service quality has a positive effect on customer satisfaction in e-commerce. Still, there is limited empirical investigation into how Muketing shapes consumer perceptions, drives purchase decisions, or contributes to brand differentiation in Thailand’s digital economy. This qualitative study aims to explore Thai consumers’ perceptions, experiences, and behavioral responses toward Muketing—defined here as the integration of Mutelu, encompassing Thai spiritual beliefs, auspicious symbols, and ritual practices—within the e-commerce sector. By embedding these elements into branding and consumer engagement, Muketing transforms ordinary consumption into experiences of symbolic meaning and emotional reassurance, making it a critical lens for understanding online consumer behavior in Thailand. The goal is to understand how Muketing influences consumer attitudes, trust, engagement, and purchasing behavior in the context of Thailand’s rapidly evolving digital marketplace. By exploring how spiritual beliefs are integrated into online retail practices and how they influence consumer behavior, the research contributes to the broader discourse on cultural adaptation in digital business strategies. This inquiry not only enriches academic literature but also offers practical insights for businesses, marketers, entrepreneurs, and international brands seeking to navigate culturally complex markets in the digital age.



2 Literature review

In recent years, the convergence of cultural beliefs and digital commerce has given rise to novel marketing phenomena, particularly in emerging economies like Thailand. One such phenomenon is Muketing, a term coined to describe the integration of Mutelu into digital marketing strategies. This qualitative study seeks to explore Thai consumers’ perceptions, experiences, and behavioral responses toward Muketing within the context of e-commerce. The aim is to understand how such culturally embedded marketing approaches influence consumer attitudes, trust, engagement, and purchasing behavior amid Thailand’s dynamic and increasingly digitalized marketplace. To establish a theoretical foundation for this inquiry, the following literature review examines key themes related to digital marketing, cultural influences on consumer behavior, and the role of spiritual beliefs in shaping purchasing decisions in the Thai context.


2.1 Muketing in e-commerce landscape

Despite the profound impact of the digital revolution in Thailand, a significant portion of the population continues to adhere strongly to traditional beliefs associated with good fortune and the influence of supernatural forces and sacred objects—collectively known in Thai as Mutelu. The Mutelu encompasses a rich tapestry of beliefs and actions that, while not formally part of orthodox Buddhist doctrine, are deeply rooted in Thai culture and are centered on attracting good fortune, protection, and blessings. As a manifestation of Thailand’s enduring faith economy—sometimes referred to as the Mutelu economy, which encompasses commercial activities driven by spiritual beliefs and practices—Mutelu has evolved into a vibrant market force (Analytics and Intelligence Research, 2025; Hanphichai, 2025; The Nation, 2024). A 2024 survey by the University of the Thai Chamber of Commerce (UTCC) estimated the Mutelu-related market, including fortune-telling, feng shui, and spiritual rituals, to be worth between THB 10–15 billion, with over 80% of respondents actively engaging in related activities (Analytics and Intelligence Research, 2025). Importantly, the persistence of Mutelu underscores the cultural resilience of traditional beliefs amid rapid digital transformation. Far from diminishing, these spiritual practices have been repurposed and integrated into modern platforms, enabling businesses to embed culturally resonant elements into digital marketing strategies—referred to as Muketing. Beyond consumerism, Mutelu serves as a coping mechanism during periods of financial instability or personal uncertainty; nearly half of respondents reported turning to these practices when facing investment losses or economic hardship. This suggests that Muketing is not simply a passing trend, but a strategic response to enduring psychological, emotional, and cultural needs—anchored in Thailand’s expanding faith economy (Analytics and Intelligence Research, 2025; The Nation, 2024).

The effective implementation of Muketing requires a comprehensive understanding of its foundational principles, brand-related benefits, ethical considerations, and context-specific execution within the e-commerce environment. At its core, Muketing emphasizes the creation of emotional connections and brand differentiation through faith-based narratives that resonate with consumers’ cultural values. Rather than offering superficial promises of luck, Muketing appeals to deeper psychological needs such as emotional security, confidence, and a sense of agency in navigating uncertainty. When grounded in authentic cultural insight, it can enhance brand memorability, foster consumer loyalty, and enable expansion into previously untapped segments. However, its effectiveness is contingent on a balanced value proposition—one that upholds both the tangible quality of products or services and their perceived spiritual significance. Importantly, the ethical dimension of Muketing cannot be overstated. Brands must avoid trivializing or commodifying spiritual practices, and refrain from stereotyping consumers as merely superstitious. Demonstrating authenticity, cultural intelligence, and respectful engagement is not only ethically responsible but also a source of competitive advantage. Companies that approach Muketing with sincerity and empathy are more likely to earn lasting trust and secure long-term market relevance. In the context of e-commerce, Muketing has found particularly fertile ground for growth. Digital platforms such as Facebook and TikTok Shop enable brands to deliver personalized, spiritually themed experiences at scale. Examples include astrologically timed flash sales, live-streamed rituals for product blessings, and curated “lucky” product bundles. These practices embed Mutelu-inspired narratives into the digital consumer journey, offering culturally resonant value in an engaging format. The accessibility and viral potential of spiritual content online further enhance consumer interaction, making e-commerce not only a transactional platform but also a cultural amplifier for Muketing in Thailand’s digital economy (Chowdhury, 2024; Malasri and Metharom, 2023; Siangchokyoo et al., 2025; Tansiri, 2024; Thongpradap et al., 2025).

In sum, Muketing operates at the intersection of tradition and modernity, revealing both opportunities and tensions within Thailand’s e-commerce landscape. On one hand, it exemplifies cultural continuity by embedding Mutelu beliefs into digital marketing strategies, thereby reinforcing consumer trust and loyalty through spiritually resonant narratives. On the other hand, it raises contradictions around commodification, authenticity, and the ethical boundaries of integrating sacred practices into commercial domains. As such, Muketing highlights the resilience of traditional belief systems in shaping consumer behavior, while also inviting critical reflection on the responsibilities of businesses navigating the delicate balance between cultural respect and market expansion.



2.2 Belief, ritual, and magical thinking frameworks

Belief, ritual, and magical thinking provide a critical conceptual foundation for situating Muketing within consumer research. Rather than treating spiritual motifs as decorative marketing add-ons, these frameworks emphasize how consumption can be infused with cultural logics that reframe everyday choices as symbolically and emotionally significant. In the Thai context, Mutelu practices operate as guiding belief systems that bridge the material and spiritual realms, offering not only symbolic value but also psychosocial reassurance during conditions of uncertainty (Hanphichai, 2025; James et al., 2011). Anthropological scholarship has long recognized that rituals function as mechanisms of cultural continuity and social order, transforming mundane practices—such as eating, gifting, or purchasing—into acts of meaning-making that reinforce community identity (Malasri and Metharom, 2023). Within digital commerce, these ritualized behaviors blur the boundary between shopping and spiritual practice, embedding products in cycles of offering, blessing, and auspicious timing.

Magical thinking extends this logic by explaining how consumers attribute causal efficacy to objects, numbers, and rituals. Far from being irrational, such practices can be interpreted through the lens of behavioral economics and cultural psychology as adaptive responses to uncertainty, risk, and aspiration. The attribution of luck or protective power to products is thus not a cognitive error but a culturally legitimized mechanism for restoring agency and fostering optimism (Analytics and Intelligence Research, 2025; James et al., 2011; The Nation, 2024). In this sense, Muketing intersects with theories of symbolic consumption, whereby goods serve as carriers of cultural narratives and emotional security.

A critical insight across these frameworks is the role of authenticity. While spiritual cues can generate powerful affective connections, their impact depends on whether they are perceived as culturally sincere or merely commodified. As Soleimani (2022), Oğuz (2025), and Yi and Oh (2022) highlight, consumers are increasingly adept at detecting superficial appropriations of sacred elements, and when such practices are judged inauthentic, they undermine both brand trust and platform credibility. Conversely, when rituals and belief cues are deeply integrated and contextually sensitive, they operate as moral signifiers of reliability and integrity, echoing Salari’s (2024) observation that digital trust is increasingly anchored in value-laden rather than purely technical assurances.

Synthesizing these perspectives, Muketing can be conceptualized as an adaptive cultural strategy that mobilizes belief systems, ritual practices, and magical thinking to reconfigure digital consumption. By transforming shopping into a spiritually anchored and emotionally resonant experience, Muketing positions brands not only as providers of products but also as participants in sustaining cultural traditions and social meaning. This elevates marketing from transactional persuasion to cultural performance, where authenticity, ritual continuity, and symbolic efficacy determine long-term consumer trust and loyalty.



2.3 Trust and engagement in online environments

In the context of online environments and e-commerce, trust and engagement are deeply interconnected and serve as foundational pillars for sustainable success (Farhat et al., 2025; Kennedyd et al., 2022). Trust is a critical prerequisite for consumer engagement, as users are more inclined to interact with platforms they perceive as secure, reliable, and credible. This perception mitigates common concerns about online transactions, including data privacy, fraud, and product authenticity (Handoyo, 2024; Morić et al., 2024). Conversely, positive engagement experiences—such as responsive customer support and valuable content—play a vital role in reinforcing trust, gradually fostering consumer confidence and platform loyalty (Busalim and Asadi, 2025; Kartomo, 2024; Xia and Shannon, 2025). High levels of trust are directly associated with improved performance metrics, including increased conversion rates, repeat purchases, and enhanced e-WOM (Handoyo, 2024; Tafolli et al., 2025; Velnadar et al., 2024). To cultivate trust, e-commerce platforms must adopt a multifaceted approach encompassing robust security measures (e.g., secure payment gateways and two-factor authentication), transparency in product representation and pricing, social proof through customer reviews and influencer endorsements, and high website usability standards, such as mobile optimization and intuitive interfaces. Furthermore, reliable customer service, brand consistency, and a demonstrated commitment to social responsibility can significantly enhance consumer trust (Li and Li, 2024; Mayayise, 2024; Salari, 2024; Soleimani, 2022).

Once trust is established, businesses can enhance customer engagement through a range of personalization strategies, such as tailored product recommendations and customized content experiences. Interactive features—including user-generated content and live shopping events—also contribute to deeper consumer involvement (Li et al., 2025; Ramos and Ramos, 2025; Rosário et al., 2024; Rowi et al., 2024). In addition, loyalty programs, gamification elements, and omnichannel integration help reinforce engagement by delivering consistent and rewarding experiences across multiple touchpoints (Cheng et al., 2023; Hua et al., 2019; Lopes et al., 2023). Proactive communication—encompassing real-time notifications, artificial intelligence (AI)-powered support, and active social media integration—plays a crucial role in sustaining ongoing customer interaction. Collectively, these strategies not only promote trust and engagement but also drive long-term customer retention and provide a competitive advantage in the increasingly dynamic digital marketplace (Binlibdah, 2024; Muhammad and Stukalina, 2024; Raji et al., 2024; Rosário et al., 2024; Rowi et al., 2024; Yum and Kim, 2024).

In relation to Muketing, trust and engagement in online environments acquire distinctive cultural and symbolic dimensions. Spiritualized marketing practices, such as astrologically timed promotions or product blessing rituals, can foster a sense of authenticity and intimacy that strengthens consumer trust by aligning commercial offerings with culturally embedded values. Yet, these same practices also generate tensions: while they enhance engagement through culturally resonant narratives, they risk being perceived as exploitative if reduced to superficial gimmicks or profit-driven theatrics. This duality highlights a contradiction at the heart of Muketing—its capacity to inspire both profound emotional connection and skepticism about the commodification of sacred beliefs. From a theoretical perspective, this interplay situates Muketing within consumer culture theory, where trust is not only built through functional assurances of security and reliability but also through symbolic affirmation of identity, belief, and community. Engagement, therefore, extends beyond transactional interaction to encompass affective, ritualized participation in digital spaces where commerce and spirituality intersect. Ultimately, Muketing illustrates how trust and engagement are renegotiated in e-commerce: they are no longer derived solely from rational assurances of safety and value, but also from the cultural legitimacy and ethical integrity with which businesses embed spiritual traditions into the digital marketplace.



2.4 Consumer attitudes and purchase behavior

E-commerce has significantly reshaped consumer attitudes and purchasing behavior, fundamentally transforming the way individuals discover, evaluate, and acquire goods and services. This transformation is driven by several key factors, including the growing demand for convenience, personalized experiences, technological advancements, and evolving expectations around transparency, ethics, and security (Gupta et al., 2023; Oğuz, 2025; Silva, 2025). Consumers now expect instant and seamless access to products and services, with mobile devices playing a central role in enabling shopping at any time and from any location. The integration of AI into recommendation systems has enhanced personalization, allowing businesses to tailor product suggestions and marketing communications based on individual preferences and past behavior (Otarinia, 2024; Raji et al., 2024; Wolniak et al., 2024). Online reviews, user ratings, and influencer content, has become a critical element in the decision-making process, often holding more weight than traditional advertising (Migkos et al., 2025). At the same time, the ease of price comparison across platforms has heightened price sensitivity, prompting consumers to actively seek out discounts, promotions, and competitive pricing (Srivastava and Sinha, 2024; Zhang et al., 2025). Ethical and environmental considerations are increasingly influencing consumer preferences, with many individuals willing to pay a premium for sustainably sourced products and brands that align with their personal values (Cheung and To, 2021; Lim et al., 2023). Privacy has also emerged as a crucial concern, with consumers expecting clear data policies and secure handling of their personal information (Akour et al., 2022; Morić et al., 2024).

As purchasing behavior evolves, e-commerce continues to dominate, enabling product discovery, comparison, and transaction in real time. Social media platforms have increasingly evolved into influential channels for social commerce (s-commerce), allowing consumers to engage in direct in-app purchasing, often shaped by livestream marketing and endorsements from social media influencers (Herzallah et al., 2025; Migkos et al., 2025). Additionally, consumers demand a variety of payment options, including mobile wallets and “Buy Now, Pay Later” services, as well as consistent experiences across multiple touchpoints—both digital and physical—reflecting a strong preference for omnichannel integration (Hopalı et al., 2022). The growing popularity of subscription-based services reflects a shift toward convenience and ongoing value, while the widespread expectation for home delivery—even for traditionally offline or bulky items—continues to redefine logistics and service standards (Asdecker, 2021; Faccia et al., 2023; Iyengar et al., 2022). Furthermore, as online information becomes more accessible, consumers are taking a more independent approach to shopping by researching products and reading reviews before making a purchase. This shift toward informed decision-making increases the need for clear and detailed product information, such as thorough descriptions, high-quality images, and informative videos (Gupta et al., 2023; Kusi et al., 2022).

Key drivers that influence online purchase decisions include platform design and user experience, with fast-loading, intuitive, and mobile-optimized platforms. High-quality product content, responsive customer service, flexible return policies, and clear pricing strategies also contribute to consumer trust and satisfaction. Security and transparency regarding data protection remain essential, as does the presence of social proof in the form of user-generated content and reviews. Personalization, convenience, and the ability to navigate the shopping journey across channels without friction are now seen as basic expectations rather than added benefits. In this dynamic and rapidly evolving digital landscape, businesses that recognize and respond to these shifts in consumer behavior are better positioned to cultivate loyalty, drive engagement, and achieve sustained success in the competitive e-commerce environment (Mayayise, 2024; Surjono, 2024; Yadav et al., 2024).

In the context of Muketing, evolving consumer attitudes and purchase behavior reflect not only rational preferences for convenience, personalization, and security but also cultural orientations toward meaning, spirituality, and emotional assurance. While conventional e-commerce strategies emphasize efficiency and functionality, Muketing taps into deeper symbolic drivers by embedding Mutelu-inspired narratives into the shopping journey. Practices such as spiritually “blessed” products, astrologically aligned promotions, or influencer endorsements framed through sacred symbolism align consumption with broader cultural values, thereby reshaping purchase decisions beyond price sensitivity or product quality alone. Yet, this convergence of commerce and spirituality introduces tensions: consumers may embrace Muketing for the sense of empowerment and emotional stability it provides, but they may also question the authenticity of brands that appear to exploit sacred traditions for profit. Theoretically, this duality can be understood through consumer culture theory, which highlights how purchase behavior is informed not only by utilitarian calculations but also by symbolic meaning-making within cultural systems. Muketing thus demonstrates how e-commerce is evolving into a hybrid space where rational decision-making coexists with ritualized, affective consumption—underscoring both the opportunities for differentiation and the ethical challenges of commercializing belief.



2.5 Successful Muketing case studies in e-commerce

The integration of cultural and spiritual symbolism into marketing strategies—known as Muketing—demonstrates how brands can move beyond superficial cultural references to create meaningful consumer connections. The Pink Lady Apples campaign during Chinese New Year exemplifies this approach by embedding Thai Mutelu beliefs and Chinese rituals into its marketing. Through packaging that featured auspicious symbols, such as a vibrant pink color and two red dragons symbolizing “double dragons bringing good news,” the campaign resonated with traditional spiritual practices. Strategic timing encouraged consumers to incorporate the apples into ritual offerings, further amplified by endorsements from spiritual influencers and fortune tellers. This culturally embedded strategy transformed a commodity into a symbolic representation of prosperity and cultural continuity, resulting in the sale of over 5,000 boxes within a single week (Createx House, n.d.).

Similarly, MK Restaurants adopted Muketing not merely as a promotional device but as a holistic business strategy. Rebranding four of its outlets as MongKol restaurants (“MongKol” meaning “auspicious” in Thai), the company integrated lucky numbers, colors, and auspicious dates into its core identity and physical environment. The initiative extended to the introduction of five special “auspicious offering” sets for family celebrations during Chinese New Year, following a prior year’s success in which 40,000 sets were sold and sales increased by 25 percent. By embedding Muketing into tangible spaces and product offerings, MK created an immersive customer experience that extended beyond surface-level messaging. This case illustrates how Muketing, when aligned with cultural rituals and consumer values, can strengthen brand loyalty and position a business as a trusted participant in spiritual and festive traditions (The Nation, 2025).

In contrast, DTAC’s personalized lucky number campaign underscores how Muketing can be combined with digital innovation to expand consumer engagement. Partnering with numerologist Ajarn Chang, DTAC launched a “number health check” platform that personalized mobile numbers based on three numerological theories—numerical sums, pair sequences, and astrological alignment. By curating individualized options from over 100,000 possible numbers, the initiative moved beyond generic auspicious offerings to provide tailored spiritual alignment in areas such as finance, career, and relationships. Supported by a multi-channel media strategy—including television, Facebook Live fortune-telling, and retail partnerships—the campaign successfully bridged digital and physical spaces, positioning DTAC as more than a telecom provider. By systematizing numerological practices within a customer-centric platform, DTAC cultivated lasting emotional connections and enhanced its cultural resonance (The Nation, 2020).

Taken together, these cases illustrate the versatility of Muketing as both a symbolic and strategic practice. Whether through ritualized product symbolism, immersive spatial rebranding, or data-driven personalization, successful campaigns align marketing with deeply held cultural and spiritual traditions. In doing so, they transform consumer goods and services into meaningful cultural artifacts that reinforce emotional bonds, strengthen trust, and embed brands within the fabric of everyday ritual life.




3 Materials and methods

This study employed a qualitative approach to collect in-depth insights from Thai e-commerce consumers regarding their perceptions, experiences, and attitudes toward Muketing. The data were gathered through semi-structured in-depth interviews, designed to allow participants to express their views freely while ensuring consistency across key themes relevant to the research objectives.


3.1 Survey design and instrument validation

Given the exploratory nature of this research, a semi-structured interview guide was developed as the primary data collection instrument to investigate Thai consumers’ perceptions, experiences, and behavioral responses toward Muketing in e-commerce. The guide was carefully designed to capture the nuanced interplay between spiritual beliefs and digital consumer behavior, focusing on four key dimensions: attitudes, trust, engagement, and purchasing decisions. The instrument included open-ended questions across six thematic sections: consumer profile, awareness and perceptions of Muketing, experience and influence, emotional and cultural relevance, critical views and concerns, and closing reflections. To ensure validity, the study employed qualitative methods designed to capture participants’ authentic experiences, rather than relying on pre-existing scales or numeric measures. Interview questions were initially developed based on a comprehensive review of the literature on Muketing and digital consumer behavior and were evaluated by experts for clarity, cultural relevance, and alignment with research objectives. A pilot test with two participants provided practical feedback: one participant noted that the term “spiritual symbolism in product marketing” was unclear, while another found questions about “digital engagement behaviors” too broad. Additionally, the sequence of questions sometimes disrupted the natural flow of participants’ narratives. In response, the interview guide was revised to clarify terminology, rephrase ambiguous questions into contextually meaningful language, and reorder questions to facilitate a more conversational flow. Data were then systematically analyzed using content analysis, allowing themes and categories to emerge directly from participants’ responses rather than being imposed by the researchers. This iterative process of expert review, pilot testing, and guided refinement enhanced the credibility and trustworthiness of the study’s findings.



3.2 Sample selection

This study employed purposive sampling to select participants who could provide rich, experience-based insights into the influence of Muketing on digital consumer behavior. Participants were chosen based on the following inclusion criteria: (a) aged between 18 and 45 years; (b) Thai nationals actively engaged in online shopping via platforms such as Shopee, Lazada, TikTok Shop, or Facebook Marketplace; and (c) familiar with or having previously encountered Mutelu-inspired marketing or spiritually themed promotions online. A total of 12 participants were interviewed, which allowed for a manageable yet diverse range of perspectives while ensuring data saturation. This aligns with qualitative research guidelines indicating that saturation is typically achieved within 9–17 interviews (Hennink and Kaiser, 2022). Table 1 presents the demographic characteristics of the study’s participants, along with their most frequently used e-commerce platforms and the corresponding dates and times of their interviews.


TABLE 1 Respondents’ demographic information and interview dates and times.


	No.
	Gender
	Age
	Occupation
	Most frequently used e-commerce platform
	Date and time of interview

 

 	R1 	Male 	26 	Private sector employee 	TikTok shop 	May 8, 2025 at 09:30 a.m.


 	R2 	Male 	32 	Freelancer 	Shopee 	May 8, 2025 at 11:00 a.m.


 	R3 	Male 	41 	Private sector employee 	Facebook Marketplace 	May 8, 2025 at 01:00 p.m.


 	R4 	Male 	25 	Salespersons 	Lazada 	May 14, 2025 at 09:00 a.m.


 	R5 	Male 	33 	Salespersons 	Lazada 	May 14, 2025 at 11:00 a.m.


 	R6 	Male 	19 	University student 	TikTok shop 	May 14, 2025 at 01:00 p.m.


 	R7 	Female 	22 	Private sector employee 	Lazada 	May 19, 2025 at 09:00 a.m.


 	R8 	Female 	24 	Private sector employee 	Shopee 	May 19, 2025 at 10:30 a.m.


 	R9 	Female 	19 	University student 	TikTok shop 	May 19, 2025 at 01:30 p.m.


 	R10 	Female 	30 	Private sector employee 	Facebook marketplace 	May 26, 2025 at 09:00 a.m.


 	R11 	Female 	36 	Salespersons 	Lazada 	May 26, 2025 at 10:30 a.m.


 	R12 	Female 	29 	Freelancer 	TikTok shop 	May 26, 2025 at 01:00 p.m.




 

As presented in Table 1, the sample includes a balanced mix of gender (6 males and 6 females) and a diverse range of ages, spanning from 19 to 41 years old. Participants held various occupations, including private sector employees, salespersons, freelancers, and university students—professions commonly exposed to or influenced by digital marketing in their daily routines. Regarding platform usage, respondents reported using TikTok Shop, Lazada, Shopee, and Facebook Marketplace, reflecting the popularity of these platforms within Thailand’s evolving e-commerce landscape. Interviews were conducted between May 8 and May 26, 2025, with all sessions scheduled at convenient times to accommodate participant availability. This diversity in demographic profiles and platform preferences ensured the collection of rich, experience-based insights into consumer behavior related to Muketing practices in the digital marketplace.



3.3 Data collection

Data collection was conducted in May 2025, over a four-week period using semi-structured, in-depth interviews designed to capture the complexities of how Muketing shapes consumer attitudes, trust, engagement, and purchasing behavior. Interviews were carried out in Thai, either face-to-face or via secure online platforms such as Zoom and Google Meet, depending on participant preference and logistical considerations. Each session lasted between 30 and 45 min.

This study was conducted in accordance with national and institutional ethical standards governing research in the social sciences. All participants were provided with clear information regarding the study’s objectives, procedures, and their rights, including the right to withdraw at any time without consequence. Informed consent was obtained prior to participation. Only individuals aged 18 years or older were included, and all participation was entirely voluntary. The research was non-medical in nature, posed no physical or psychological risk, and did not involve vulnerable populations. Anonymity and confidentiality were strictly upheld; no personally identifiable information was collected, and all responses were pseudonymized or reported in aggregate to prevent identification. Based on the nature of the research and in accordance with the criteria outlined by Thailand Science Research and Innovation (TSRI) No. 3(3), ethics approval may be waived for studies involving human participants in the behavioral and social sciences when they do not affect the body, mind, cells, genetic materials, or behavior, and when data are collected anonymously, such as through interviews or questionnaires where participants cannot be identified directly or indirectly (Phuangsuwan et al., 2024). In adherence to these criteria, this study qualifies for ethical exemption, yet was conducted with a strong commitment to upholding ethical standards, safeguarding participant rights, and ensuring the integrity of the research process.



3.4 Data analysis

This study employed qualitative content analysis as a systematic yet flexible approach to interpret textual data, enabling both manifest and latent meanings to be synthesized into broader thematic patterns. Transcripts were reviewed iteratively, coded line by line, and condensed into categories, which were subsequently aggregated into higher-order themes aligned with the research objectives. To enhance rigor, the research team conducted collaborative coding: the primary researcher led the initial coding, while other team members independently coded selected transcripts. Discrepancies were discussed until consensus was reached, strengthening inter-coder reliability and incorporating multiple perspectives to reduce interpretive bias. An audit trail—including analytic memos and reflexive notes—was maintained to ensure transparency and traceability of analytic decisions. Data saturation was systematically monitored across twelve interviews; by the tenth interview, no new codes emerged, and the final two interviews confirmed existing categories. This approach enabled the systematic organization of complex, narrative-rich data while capturing the nuanced ways in which Thai consumers engage with Muketing in digital marketplaces. It allowed the researchers to uncover underlying cognitive and affective processes driving consumer attitudes, trust formation, and purchase behaviors, while ensuring methodological rigor and enhancing the credibility, dependability, and trustworthiness of the findings.




4 Results

The findings from the qualitative interviews reveal how Muketing significantly shapes consumer behavior in Thailand’s e-commerce landscape. The analysis highlights four key areas of influence: consumer attitudes, trust, engagement, and purchasing behavior—each connected to online shopping experiences and digital marketing environments.


4.1 Muketing’s influence on consumer attitudes in e-commerce

Muketing fosters positive consumer attitudes toward online products and brands by embedding spiritual and cultural significance into digital marketing. Participants reported that encountering spiritually themed messages—such as auspicious product names, lucky colors, or numerology-based branding—on platforms like Shopee, TikTok Shop, or Lazada made them feel more confident and emotionally connected to the product. These symbolic cues influenced how consumers perceived value, with many noting they were more inclined to explore or consider products that conveyed messages of good fortune or protection.


“Honestly, I feel more drawn to them. If a product says it brings wealth or protection, I pay more attention. Even if I didn’t plan to buy, I’ll click just to see more.” (R2, Personal communication).
“It’s the emotional feeling. Like, if the product name includes the word “blessing” or uses a lucky color like gold or red, I just feel it’s more meaningful. It’s not just another item—it feels like it can bring something good into my life.” (R3, Personal communication).
“If I feel a positive energy from the product, like it aligns with my beliefs, I’m more open to it—even if it’s a bit more expensive.” (R8, Personal communication).
“Mostly TikTok Shop. Some sellers really know how to present things. They use the right words, colors, even the timing when they post. It just gives a better vibe overall.” (R12, Personal communication).


As a result, Muketing enhances emotional receptiveness and cultural familiarity within the e-commerce environment, shifting online browsing behavior from mere price comparison to meaning-driven engagement.



4.2 Muketing’s influence on trust in e-commerce platforms and sellers

In the digital marketplace, where physical product inspection is impossible, trust becomes a crucial factor. Muketing contributes to trust formation when online sellers demonstrate cultural authenticity—for example, by including videos of blessing rituals, photos with monks, or testimonials from spiritual influencers. Participants expressed greater trust in products that were advertised with such rituals or symbolic elements, particularly when sellers explained the spiritual context clearly and sincerely. Conversely, when consumers encountered Muketing that appeared superficial or insincere, they questioned the credibility of both the seller and the platform.


“For me, trust is a big deal because I can’t physically see or touch the products. I rely a lot on how sellers present themselves and their products. If I see videos or photos showing cultural rituals or blessings related to the product, it feels more genuine and trustworthy.” (R1, Personal communication).
“Once, I saw a seller who included a video of a monk blessing the product before shipping. They also had testimonials from spiritual influencers explaining the significance. It made me feel the product was respected and cared for, not just sold for profit.” (R4, Personal communication).
“I think if the seller respects cultural traditions, they probably respect customers too. And if this happens on a platform where many sellers do this authentically, it raises my trust in the whole platform. Some sellers use cultural symbols just to attract attention but don’t explain their meaning or context. It feels fake, like they are just copying others without real respect. That made me doubt their products and even the platform for allowing it.” (R7, Personal communication).
“Absolutely. Secure transactions matter, but cultural integrity matters too. When sellers show they genuinely care about the spiritual or cultural aspect, I feel more confident buying from them.” (R8, Personal communication).
“Muketing bridges the gap between online shopping and real-world cultural values. When done sincerely, it builds trust not just in the product, but also in the people behind it and the platform hosting the sale. It’s a unique way to connect emotionally with consumers. If platforms encourage authentic Muketing, it can improve trust and loyalty significantly.” (R10, Personal communication).


This indicates that in e-commerce, trust is not only about transaction security but also about perceived cultural integrity.



4.3 Muketing’s influence on consumer engagement with e-commerce content

Muketing significantly increases engagement with digital content across e-commerce platforms. Respondents reported being highly attracted to spiritually themed livestreams, such as flash sales conducted during astrologically favorable hours or influencers unboxing “blessed” products. Platforms like TikTok Shop and Facebook Marketplace were mentioned as particularly effective in delivering immersive Muketing experiences. Interactive elements—such as horoscope-based product filters, comment sections for sharing personal beliefs, or limited-time rituals—prompted users to spend more time browsing and interacting with content.


“I find it really engaging. For example, livestreams during certain lucky hours grab my attention more than regular sales. It feels like there’s an added energy or meaning to the event. TikTok Shop is a good example. I watched an influencer unbox a product that was “blessed” by a monk. It wasn’t just about the product—it felt like a special experience, and I stayed watching longer than usual.” (R3, Personal communication).
“I like how some platforms, like Lazada, let you filter products by horoscope signs or auspicious dates. Also, comment sections where people share their spiritual stories make me want to join the conversation. It feels more like a community than just shopping.” (R5, Personal communication).
“Definitely. I spend more time browsing when there are rituals or limited-time spiritual activities happening. It’s fun and connects me to others with similar beliefs.” (R7, Personal communication).
“Muketing encourages more than just buying—it creates a sense of community. It’s like being part of a group that shares values and interests. That’s a powerful way to keep people coming back and feeling engaged.”: (R11, Personal communication).


These activities extended beyond transactional behavior, fostering community-like engagement driven by shared spiritual interest.



4.4 Muketing’s influence on purchasing behavior in e-commerce

Muketing plays a decisive role in driving online purchase decisions. Many participants described buying products not only for their functional use but also for their spiritual promise—such as “career-enhancing amulets” or “lucky charm cosmetics.” Product descriptions that highlighted spiritual benefits increased urgency and desirability, especially when paired with platform-exclusive deals or time-sensitive offers. In some cases, consumers postponed or timed their purchases to align with lucky days, as suggested by spiritual influencers or online sellers. Moreover, features like “blessed bundles” or zodiac-specific promotions led to repeat purchases and increased average order value.


“Sometimes I buy products not just because they’re useful, but because they have spiritual meaning. For example, I once bought an amulet that was said to help with career success. That spiritual promise was a big factor. I think having an amulet will help me pass the exam.” (R6, Personal communication).
“When sellers highlight things like “lucky charm cosmetics” or “blessed items,” it makes the products feel more desirable. If there’s also a special deal or a limited-time offer, I feel more urgency to buy.” (R8, Personal communication).
“Some sellers or spiritual influencers suggest buying on certain dates that are considered lucky. I’ve delayed purchases to match those days because I believe it might bring better results.” (R9, Personal communication).
“I’ve bought bundles that come with blessings or promotions tied to my zodiac sign. It made me more likely to buy again from the same seller and even increased how much I spent.” (R10, Personal communication).
“Muketing changes how I view shopping online. It makes online shopping feel personal and spiritually connected, not just transactional.” (R12, Personal communication).


This demonstrates that Muketing transforms e-commerce from a utility-based transaction into a belief-driven shopping ritual.




5 Discussion

The findings of this study reinforce the view that Muketing—the integration of Mutelu spirituality with digital marketing—has become a distinctive and culturally resonant strategy within Thailand’s e-commerce landscape. By incorporating symbols of luck, sacred rituals, and astrology into marketing content, Muketing effectively influences four critical dimensions of consumer behavior: attitudes, trust, engagement, and purchasing decisions. These findings not only align with but also extend prior research on cultural marketing, digital consumerism, and faith-based commerce.

First, the study highlights how Muketing cultivates positive consumer attitudes by embedding spiritual significance into online products and branding. Participants reported stronger emotional connections and increased attention to products with auspicious names, lucky colors, or sacred affiliations. This aligns with Srimeethum and Setthajit (2023), who observed that spiritual messaging in Thai digital media enhances consumer receptiveness by appealing to cultural familiarity and psychological comfort. Similarly, Phatwang and Chumkate (2023) found that Thai Gen Y consumers often associate faith-based product features with enhanced perceived value and emotional satisfaction, especially in high-context, belief-driven environments like online marketplaces.

Regarding trust, the study reveals that Muketing strategies rooted in authenticity—such as the inclusion of blessing rituals, endorsements by spiritual influencers, and symbolic packaging—serve as cultural proxies for product credibility and seller integrity. This complements the work of Soleimani (2022) and Salari (2024), who argued that trust in e-commerce increasingly depends on non-technical signals like transparency, narrative consistency, and perceived ethical conduct. In the Thai context, these signals are often spiritual in nature. When sellers demonstrate respect for cultural rituals, consumers infer a broader sense of moral reliability and care, which aligns with Hanphichai’s (2025) view that Mutelu practices not only meet spiritual needs but also offer psychosocial assurance during moments of uncertainty.

The study also illustrates that Muketing enhances consumer engagement through interactive, ritual-oriented content, particularly on platforms like TikTok Shop. Participants described greater enjoyment and prolonged browsing during astrologically timed livestreams or spiritually themed flash sales. These findings reflect earlier research by Busalim and Asadi (2025) and Ramos and Ramos (2025), who emphasized the role of interactive content in stimulating engagement and fostering a sense of belonging in social commerce ecosystems. Moreover, the communal dimension of Muketing—where users share spiritual stories and participate in rituals—transforms digital shopping into a culturally meaningful social activity, echoing Srimeethum et al. (2025), who demonstrated that Muketing can foster collective identity and consumer loyalty.

Perhaps most significantly, the study confirms that Muketing actively drives purchasing behavior. Participants cited spiritual beliefs as motivating factors in their buying decisions, often prioritizing auspicious products, engaging in repeat purchases, or timing transactions based on lucky dates. This finding extends the conclusions of Tansiri (2024) and Thongpradap et al. (2025), who found that spiritually branded products lead to increased sales volumes and repeat transactions, especially when paired with limited-time offers or influencer promotions. The ritualistic framing of online shopping, as seen in bundled “blessed” items or horoscope-aligned promotions, transforms e-commerce from a utilitarian activity into a form of spiritual practice—what Malasri and Metharom (2023) described as “faith-driven consumption behavior.”

Collectively, these insights point to Muketing as a strategically adaptive and culturally embedded marketing model that aligns with the evolving expectations of Thai consumers in a digitized economy. While global e-commerce emphasizes personalization and convenience, Muketing adds a layer of cultural meaning and emotional resonance that enhances perceived product value and long-term brand loyalty. This supports the broader theoretical assertion made by Rakhval-Müller and Fedotova (2024), who argue that adaptive marketing strategies must incorporate local cultural frameworks to remain effective in global markets.

While the findings demonstrate Muketing’s capacity to enhance consumer attitudes, trust, and engagement, they also reveal important limitations. Several participants expressed skepticism when spiritual elements were perceived as superficial or insincere. For example, when sellers employed auspicious symbols without explanation or cultural grounding, respondents described the practice as “fake” or merely imitative, which undermined their confidence in both the seller and the platform. This suggests that Muketing’s effectiveness is contingent not only on the use of spiritual motifs but also on the authenticity with which they are presented.

These reactions highlight a broader ethical concern: the potential commodification of sacred traditions. Prior research cautions that marketing which trivializes or exploits spiritual symbols risks alienating belief-driven consumers and damaging long-term brand credibility (Oğuz, 2025; Srimeethum and Setthajit, 2023). Inauthentic Muketing may therefore generate discomfort rather than resonance, prompting consumers to question the intentions of businesses and the integrity of e-commerce environments. This aligns with Soleimani (2022), who emphasized that consumer mistrust in online platforms often arises from perceived inconsistencies and lack of credibility in sellers’ narratives.

The increasing prevalence of Muketing also raises ethical concerns. Several participants expressed discomfort with inauthentic or exploitative use of spiritual themes, indicating that Muketing’s effectiveness is contingent on cultural sincerity. As Srimeethum and Setthajit (2023), Thongpradap et al. (2025), and Oğuz (2025) emphasize, ethical marketing in belief-based contexts must avoid commodification of sacred elements or misrepresentation of spiritual values. Brands must engage with Mutelu not as a mere aesthetic or promotional tool, but as a living belief system with profound personal significance for many consumers.

Moreover, insincere practices carry reputational risks amplified by digital platforms. Negative word-of-mouth, especially in highly networked environments, can rapidly erode consumer trust and loyalty. Velnadar et al. (2024) demonstrated that negative e-WOM significantly influences consumer behavior and can outweigh the effects of positive messaging, making inauthentic Muketing a potential liability. In an era where consumer skepticism spreads quickly through social media, perceived cultural exploitation could provoke backlash, diminishing trust not only in individual sellers but also in the platforms that host such content.

To mitigate these risks, brands must approach Muketing with transparency, cultural sensitivity, and respect for the underlying belief systems. Rather than relying on symbolic decoration, effective strategies should communicate genuine alignment with consumers’ values and provide clear contextual meaning. Establishing this sincerity is not only ethically responsible but also critical to sustaining trust and preventing consumer skepticism in Thailand’s rapidly evolving faith economy.



6 Conclusion

This study explored the phenomenon of Muketing and its impact on consumer behavior within Thailand’s e-commerce sector. Based on qualitative data from interviews with Thai online shoppers, the findings revealed that Muketing shapes consumer attitudes, enhances trust in sellers and platforms, fosters engagement through culturally resonant content, and influences purchase decisions grounded in spiritual symbolism and emotional significance. These results highlighted the enduring role of traditional beliefs in shaping contemporary consumption behavior, particularly in digital environments where consumers seek not only transactional value but also connection, meaning, and reassurance.

The study concluded that Muketing is present and appears to influence purchasing behavior within the study’s sample. It emerges as an adaptive strategy that integrates local belief systems with modern marketing practices, offering businesses an innovative means to strengthen emotional bonds with consumers in culturally sensitive markets. The findings further suggested that spiritual branding extends beyond symbolic representation, potentially driving tangible commercial outcomes when applied with authenticity and ethical consideration. Future research should investigate the underlying mechanisms of Muketing and assess its broader applicability across different contexts and consumer segments.


6.1 Theoretical contributions

This study makes contributions to the literature on digital consumer behavior, cultural marketing, and belief-driven consumption. It adds to research on digital consumer behavior, cultural marketing, and belief-driven consumption. It introduces Muketing as an example of how local spiritual practices, like Mutelu, can be integrated into e-commerce to build strong connections between consumers and brands. It shows that cultural signals—such as rituals, symbolic product design, and spiritual stories—help create trust online alongside usual security measures. The study also highlights that beliefs and rituals can influence buying decisions, showing that emotions and symbolism matter, not just practical reasons. Focusing on Thailand, the research provides culturally specific insights and a basis for studying similar marketing strategies in other Southeast Asian countries and emerging digital markets.



6.2 Practical implications

This research offers practical insights for marketers, e-commerce platforms, and entrepreneurs working in culturally diverse markets. Businesses can make products more appealing by including spiritual symbols, auspicious colors, and stories of luck and protection in their branding and content. Authenticity is key: consumers can tell if cultural references are sincere, and superficial use of spiritual motifs can harm trust and reputation. Effective Muketing requires both cultural awareness and genuine respect for the beliefs behind the practices. E-commerce platforms can also engage users through features like astrologically timed sales, spiritually themed livestreams, or ritual-based product bundles, helping build a sense of community among like-minded consumers. Ethically, marketers must avoid exploiting cultural beliefs and present such content transparently and responsibly. As spiritual content becomes more common in digital commerce, industry stakeholders and regulators may need to develop guidelines to protect consumers and preserve cultural integrity.



6.3 Limitations and future research

While this study offers important insights into the role of Muketing in shaping consumer behavior within Thailand’s e-commerce sector, several limitations should be acknowledged. The qualitative design relied on a purposively selected sample of twelve participants aged between 18 and 45. Although data saturation was achieved and participants represented diverse perspectives, the limited scale restricts the generalizability of findings to the wider population of Thai online consumers. Larger-scale quantitative or mixed-method approaches would enhance statistical validity and allow for broader demographic comparisons. In addition, the study focused on consumers already familiar with Mutelu-inspired marketing, thereby excluding neutral or skeptical perspectives and narrowing the diversity of attitudes captured. The analysis also underexplored the cultural, psychological, and ritual dimensions underpinning engagement with Muketing, highlighting the need for deeper theoretical integration of belief, ritual, and magical thinking frameworks to explain how Mutelu influences decision-making, agency, and coping strategies in uncertain contexts.

The cultural specificity of the study further limits the transferability of its findings. While the Thai context enriches the analysis, comparative studies across Southeast Asia—such as in Indonesia, Laos, or the Philippines—would help distinguish universal features of belief-driven marketing from context-specific practices. As digital technologies advance, future research should also examine how innovations such as AI personalization, virtual and augmented reality rituals, or AI-generated horoscopes may reshape Muketing and influence consumer trust in faith-based commerce. Longitudinal designs would provide valuable insights into the sustainability and long-term impacts of such strategies. Addressing these avenues would extend the current findings and advance theoretical and practical understanding of how cultural traditions, technological innovation, and consumer behavior intersect in the digital economy.
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