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Abstract

In the digital era, social media platforms have evolved into social commerce channels,
significantly transforming consumers’ purchasing behavior. This transformation is particularly
evident in the purchase of instant food through short-video platforms such as TikTok Shop,
which integrate entertainment with commercial activities and facilitate rapid purchasing
decisions. This study aimed to examine demographic factors and marketing mix factors
influencing consumers’ decisions to purchase instant food via TikTok Shop in Chachoengsao
Province. A quantitative research approach was employed. The sample consisted of 400
consumers who had previously purchased instant food through TikTok Shop in Chachoengsao
Province, selected using convenience sampling. Data were collected through an online
questionnaire. Descriptive statistics, including frequency, percentage, mean, and standard
deviation, and inferential statistics, including one-way ANOVA and multiple regression analysis,
were used for data analysis. The results revealed that demographic factors, namely occupation
and average monthly income, significantly influenced consumers’ purchasing decisions via
TikTok Shop at the 0.05 level. In addition, marketing mix factors-including product, price,
distribution channel, and promotion-were found to have a significant influence on purchasing
decisions at the 0.05 level. These findings suggest that entrepreneurs and marketers should
adapt their marketing strategies to align with consumers’ occupational characteristics and
income levels, while emphasizing product development, appropriate pricing, efficient
distribution channels, and promotional activities on the TikTok Shop platform to effectively

enhance purchasing decisions.
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