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Abstract

This research aims to analyze the influence of short-form video factors specifically Video
Characteristics, Engagement Experience, Psychological Factors, and Marketing Factors on the impulsive
buying behavior of consumers in Thailand. Quantitative data was collected from a sample of 400 Thai
consumers who had made purchases after watching short-form videos (e.g., TikTok, Instagram Reels). Data

were analyzed using Multiple Regression Analysis.

The results reveal that Psychological Factors exhibited the highest positive influence ( B =.468,p<
.001) on impulsive buying. This finding indicates that emotional arousal, excitement, and the Fear of Missing
Out (FOMO) are the dominant mechanisms driving non-premeditated purchases. Marketing Factors and
Engagement Experience also showed significant positive influences. However, Short-Form Video
Characteristics demonstrated a statistically significant negative influence (B =—.109), suggesting a critical
risk of Content Fatigue or format redundancy that decreases consumers' purchase motivation. The research
recommends that marketers must adjust their strategies to prioritize psychological incentives (e.g., Urgency
and Scarcity) and focus on creating unique and diverse content that offers distinct entertainment value, thereby
mitigating the negative impact of content saturation and enhancing the effectiveness of impulsive buying

stimuli.

Keywords : Short-Form Video, Social Media, Impulsive Buying Behavior, Psychological Factors, Content

Fatigue
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