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ABSTRAK 

LAELLY KUSUMA AYU FARDANI, 22042010075, PENGARUH 
CITRA MEREK DAN FLASH SALE TERHADAP MINAT BELI 

KONSUMEN PRODUK SKINCARE GLAD2GLOW PADA E-
COMMERCE SHOPEE DI KOTA SURABAYA. 

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh citra 
merek dan flash sale terhadap minat beli konsumen produk skincare 
Glad2Glow pada e-commerce Shopee di Kota Surabaya. Penelitian ini 
menggunakan pendekatan kuantitatif dengan jenis penelitian asosiatif. 
Pengumpulan data dilakukan melalui penyebaran kuesioner menggunakan 
skala Likert kepada responden yang merupakan pengguna Shopee di Kota 
Surabaya. Teknik pengambilan sampel menggunakan purposive sampling 
dengan jumlah responden sebanyak 160 orang yang memenuhi kriteria 
penelitian. Analisis data dilakukan menggunakan aplikasi SPSS melalui uji 
instrumen penelitian, uji asumsi klasik, analisis regresi linier berganda, serta 
pengujian hipotesis yang meliputi uji t, uji F, dan koefisien determinasi.  

Hasil penelitian menunjukkan bahwa citra merek dan flash sale secara 
simultan berpengaruh positif dan signifikan terhadap minat beli konsumen 
produk skincare Glad2Glow pada Shopee. Secara parsial, citra merek 
berpengaruh positif dan signifikan terhadap minat beli konsumen. Selain itu, 
flash sale juga memiliki pengaruh positif dan signifikan terhadap minat beli 
konsumen. Kedua variabel tersebut mampu menjelaskan sebagian besar 
variasi minat beli konsumen, sedangkan sisanya dipengaruhi oleh faktor-
faktor lain di luar variabel yang diteliti dalam penelitian ini. 

Kata Kunci: Citra Merek, Flash Sale, Minat Beli, E-commerce, Shopee 
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ABSTRACT 

LAELLY KUSUMA AYU FARDANI, 22042010075, THE EFFECT OF 
BRAND IMAGE AND FLASH SALE ON CONSUMERS’ PURCHASE 

INTENTION OF GLAD2GLOW SKINCARE PRODUCTS ON THE 
SHOPEE E-COMMERCE PLATFORM IN SURABAYA. 

This study aims to determine and analyze the influence of brand image and 
flash sale on consumers’ buying interest in Glad2Glow skincare products on 
the Shopee e-commerce platform in Surabaya City. This research used a 
quantitative approach with an associative research type. Data collection was 
carried out through the distribution of questionnaires using a Likert scale to 
respondents who are Shopee users in Surabaya City. The sampling technique 
applied in this study was purposive sampling with a total of 160 respondents 
who met the research criteria. Data analysis was conducted using SPSS 
through instrument testing, classical assumption testing, multiple linear 
regression analysis, and hypothesis testing including the t-test, F-test, and 
coefficient of determination.  

The results of the study indicate that brand image and flash sale 
simultaneously have a positive and significant effect on consumers’ buying 
interest in Glad2Glow skincare products on Shopee. Partially, brand image 
has a positive and significant effect on buying interest. In addition, flash sale 
also has a positive and significant effect on consumers’ buying interest. Both 
variables are able to explain most of the variation in consumers’ buying 
interest, while the remaining variation is influenced by other factors outside 
the variables examined in this study. 

Keywords: Brand Image, Flash Sale, Purchase Intention, E-commerce, 
Shopee 

 

 

 

 

 

 

 

 

 


