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ABSTRAK 

PENGARUH FLASH SALE, ELECTRONIC WORD OF MOUTH, DAN  

HEDONIC SHOPPING MOTIVATION TERHADAP IMPULSE BUYING 

PADA TOKOPEDIA 

     (Studi Pada Pengguna Tokopedia di Surabaya)  

 

CARISSA RUTH MALINDA 

 

Program Studi Administrasi Bisnis 

Universitas Pembangunan Nasional “Veteran” Jawa Timur 

20042010126@student.upnjatim.ac.id 

 

Penelitian ini dilakukan dengan tujuan untuk menganalisis dan mengetahui 

pengaruh flash sale, electronic word of mouth, dan hedonic shopping motivation 

terhadap impulse buying pada pengguna Tokopedia di Surabaya. Pada penelitian 

ini menggunakan jenis penelitian kuantitatif asosiatif. Skala pengukuran yang 

digunakan dalam penelitian ini adalah skala Likert (method of summated ratings). 

Sampel pada penelitian ini menggunakan rumus Cochran dengan hasil berjumlah 

96,04. Untuk mendapat hasil yang lebih representatif pada penelitian ini maka 

penulis menarik responden berjumlah 100 orang menggunakan teknik penarikan 

sampel non probability sampling. Selain itu, pendekatan purposive sampling 

diterapkan dalam strategi penarikan sampel dalam penelitian ini. Data kuisoner 

yang telah didapatkan akan diukur dengan melakukan uji validitas, uji reliabilitas, 

uji asumsi klasik, uji regresi liner berganda, dan uji hipotesis. Hasil penelitian ini 

menyatakan bahwa secara simultan flash sale, electronic word of mouth, dan 

hedonic shopping motivation berpengaruh positif dan signifikan terhadap impulse 

buying. Selanjutnya, secara parsial variabel flash sale memiliki pengaruh positif 

dan signifikan terhadap variabel impulse buying, secara parsial variabel electronic 

word of mouth memiliki pengaruh positif dan signifikan terhadap impulse buying, 

serta secara parsial hedonic shopping motivation berpengaruh positif dan 

signifikan terhadap impulse buying pada pengguna Tokopedia di Surabaya. 

Kata Kunci: Flash Sale, Electronic Word of Mouth, Hedonic Shopping 

Motivation, Impulse Buying, Tokopedia 
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ABSTRACT 

THE INFLUENCE OF FLASH SALES, ELECTRONIC WORD OF MOUTH, 

AND HEDONIC SHOPPING MOTIVATION ON IMPULSE BUYING ON 

TOKOPEDIA 

          (Study on Tokopedia Users in Surabaya) 

 

CARISSA RUTH MALINDA 

 

Departement of Business Administration 

Universitas Pembangunan Nasional “Veteran” Jawa Timur 

20042010126@student.upnjatim.ac.id 

This research was conducted with the aim of analyzing and knowing the 

effect of flash sales, electronic word of mouth, and hedonic shopping motivation 

on impulse buying on Tokopedia users in Surabaya. This study uses associative 

quantitative research. The measurement scale used in this study is a Likert scale 

(method of summated ratings). The sample in this study used the Cochran 

formula with the results totaling 96.04. To get more representative results in this 

study, the authors drew 100 respondents using non-probability sampling 

techniques. In addition, a purposive sampling approach was applied in the 

sampling strategy in this study. The questionnaire data that has been obtained 

will be measured conducting validity tests, reliability tests, classical assumption 

tests, multiple linear regression tests, and hypothesis testing. The results of this 

study state that simultaneously flash sales, electronic word of mouth, and 

hedonic shopping motivation have a positive and significant effect on impulse 

buying. Furthermore, partially the flash sale variable has a positive and 

significant effect on the impulse buying variable, partially the electronic word 

of mouth variable has a positive and significant effect on impulse buying, and 

partially hedonic shopping motivation has a positive and significant effect on 

impulse buying on Tokopedia users in Surabaya. 

Keywords: Flash Sale, Electronic Word of Mouth, Hedonic Shopping 

Motivation, Impulse Buying, Tokopedia 
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