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ABSTRAK 

Anisa, 1710412120001, 2023, Pengaruh Flash Sale dan Bonus Pack 

terhadap Impluse Buying secara online pada pengguna e-commerce Shopee di kota 

Banjarmasin, dibawah bimbingan: Irwansyah 

Penelitian ini bertujuan untuk menguji dan menganalisis pengaruh Pengaruh 

Flash Sale dan Bonus Pack terhadap Impluse Buying pengguna Shopee di 

Banjarmasin. Penelitian ini menggunakan pendekatan kuantitatif dengan tipe 

eksplanatory. Jumlah sampel yang didapat sebanyak 120 responden dengan teknik 

purposive Sampling. Pengumpulan data menggunakan kuesioner yang dibagikan 

secara online melalui media Google Formulir, sedangkan analisis data 

menggunakan regresi linier berganda dengan bantuan alat uji SPSS versi 26,0. 

Hasil penelitian ini membuktikan bahwa Flash Sale berpengaruh signifikan 

secara parsial terhadap Impluse Buying . Bonus Pack berpengaruh signifikan secara 

parsial terhadap Impluse Buying dan Flash Sale dan Bonus Pack berpengaruh 

signifikan secara simultan terhadap Impluse Buying. Sedangkan berdasarkan hasil 

koefisien determinasi (R2) mempunyai hubungan rendah. 
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ABSTRACT 

 

 

Anisa, 1710412120001, 2023, Effect of Flash Sale and Bonus Pack towards 

Impluse Buying user e-commerce Shopee in Banjarmasin city under the guidance 

of:Irwansyah 

This study aims to examine and analyze the effect Effect of Flash Sale and 

Bonus Pack on Impulse Buying for Shopee users in Banjarmasin. This study uses a 

quantitative approach with types explanatory. The number of samples obtained was 

120 respondents with the technique purposive sampling. Collecting data using 

questionnaires distributed online through Google Form media, while data analysis 

using multiple linear regression with the help of the SPSS test tool version 26.0.  

The results of this study prove that Flash Sale has a significant effect partially 

to Impulse Buying, Bonus Pack partially significant effect on Impulse Buying and 

Flash Sale and Bonus Pack have a significant effect simultaneously towards 

Impulse Buying. While based on the results of the coefficient of determination has 

a low relationship. 
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