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ABSTRAK 
 

PENGARUH LIVE STREAMING , FLASH SALE DAN CASHBACK 

TERHADAP PERILAKU IMPULSE BUYING PADA PENGGUNA E-

COMMERCE SHOPEE DI SURABAYA 

AWWALIYA DHIYAUS SYAMSIYAH 

Program Studi Administrasi Bisnis , Fakultas Ilmu Sosial dan Ilmu Politik 

Universitas Pembangunan Nasional “Veteran” Jawa Timur 

20042010164@student.upnjatim.ac.id  

 

E-commerce menjadi salah satu tren terbaru dalam pembelian online yang dialami 

pelanggan sebagai hasil pemasaran digital. Pada bulan September 2023, Shopee 

mengungguli semua platform e-commerce lain di Indonesia dalam hal popularitas. 

Sejumlah fitur promosi Shopee, termasuk live streaming, flash sale, dan cashback, 

dapat merangsang pembelian impulsif. Tujuan dilakukan penelitian ini untuk 

mengetahui pengaruh simultan dan parsial dari live streaming, flash sale, dan 

cashback terhadap perilaku impulse buying e-commerce Shopee. Metodologi 

asosiatif yang dipadukan dengan pendekatan kuantitatif digunakan dalam 

penelitian ini. Strategi pengambilan sampel adalah penggunaan taktis purposive 

sampling yang dikombinasikan dengan non-probability sampling. Kuesioner 

berisi 100 tanggapan berusia antara 18 hingga 40 tahun yang disebar melalui 

Google Formulir sebagai bagian dari metode pengumpulan data, merupakan 

warga Surabaya dan sudah melakukan beberapa kali pembelian di Shopee. 

Pendekatan regresi linier berganda kemudian digunakan untuk mengevaluasi data, 

serta uji F dan t digunakan untuk menilai hipotesis. Temuan uji SPSS 29 pada 

penelitian ini menunjukkan bahwa secara positif dan signifikan live streaming, 

flash sale serta cashback semuanya mempunyai dampak besar pada perilaku 

impulse buying  pada waktu yang bersamaan atau secara simultan. Sedangkan 

secara parsial live streaming (X1) berkontribusi sebesar 54,1% , flash sale (X2) 

berkontribusi sebesar 40,2% , dan cashback (X3) berkontribusi sebesar 71,3% 

berpengaruh secara positif dan signifikan terhadap perilaku impulse buying (Y) 

pada pengguna e-commerce Shopee di Surabaya. 

Kata Kunci : Live Streaming, Flash Sale , Cashback, Impulse Buying, Shopee. 
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ABSTRACT 

 

THE INFLUENCE OF LIVE STREAMING, FLASH SALE AND CASHBACK 

ON IMPULSE BUYING BEHAVIOR OF SHOPEE E-COMMERCE USERS 

IN SURABAYA 

AWWALIYA DHIYAUS SYAMSIYAH 

Business Administration Study Program, Faculty of Social and Political Sciences 

 East Java "Veteran" National Development University 

20042010164@student.upnjatim.ac.id  

 

E-commerce is one of the newest trends in online purchasing that customers experience 

as a result of digital marketing. In September 2023, Shopee surpassed all other e-

commerce platforms in Indonesia in terms of popularity. A number of Shopee 

promotional features, including live streaming, flash sales and cashback, can stimulate 

impulse purchases. The aim of this research is to determine the simultaneous and partial 

influence of live streaming, flash sales and cashback on Shopee e-commerce impulse 

buying behavior. An associative methodology combined with a quantitative approach was 

used in this research. The sampling strategy is the use of tactical purposive sampling 

combined with non-probability sampling. The questionnaire contains 100 responses aged 

between 18 and 40 years which were distributed via Google Forms as part of the data 

collection method, are residents of Surabaya and have made several purchases at 

Shopee. A multiple linear regression approach was then used to evaluate the data, and F 

and t tests were used to assess the hypothesis. The SPSS 29 test findings in this research 

show that positively and significantly live streaming, flash sales and cashback all have a 

big impact on impulse buying behavior at the same time or simultaneously. Meanwhile, 

partially live streaming (X1) contributed 54.1%, flash sales (X2) contributed 40.2%, and 

cashback (X3) contributed 71.3%, had a positive and significant effect on impulse buying 

behavior (Y). for Shopee e-commerce users in Surabaya. 

Keywords: Live Streaming, Flash Sale, Cashback, Impulse Buying , Shopee. 
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