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Abstract

This article examines consumer purchasing
behavior on TikTok shop in the digital economy
era, reflecting consumers' perspectives on
shopping through the TikTok application. The
study on consumer purchasing behavior in the
digital era reveals that consumers have adapted
to using digital technology for shopping, making
payments, searching for product information
through various online channels, and sharing their
purchasing experiences via popular social media
platforms such as Facebook, YouTube, Instagram,
and TikTok.

Regarding consumer

perspectives on

purchasing behavior in TikTok shop, findings
indicate that consumers perceive the shopping
experience as convenient and easy, with the

ability to view actual products and access store
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reviews. The platform offers multiple payment
options and fast delivery services. Moreover,
TikTok Shop integrates marketing strategies
based on the 4Es and 7Ps frameworks to support
sellers. These include an engaging app design, a
streamlined ordering system that clearly presents
products, attractive promotions and exclusive
benefits, as well as user-generated reviews and
shared experiences. These factors contribute to
increased consumer engagement and purchasing

activity on TikTok shop.

Keywords: consumer purchasing behavior,

TikTok shop, digital economy
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