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ABSTRAK  

Nor Halifah, 1910412320015, 2025. Pengaruh Flash Sale dan Fear of 

Missing Out (FoMO) Terhadap Impulse Buying Pada Pengguna Shopee di Kota 

Banjarmasin, di bawah bimbingan: Dr. Fitriyadi, M.Si, CRGP, CTIA.  

Penelitian ini dilakukan untuk mengetahui dan menguji pengaruh 

sigmifikan secara parsial dan simultan variabel Flash Sale dan Fear of Missing Out 

(FoMO) Terhadap Impulse Buying Pada Pengguna Shopee di Kota Banjarmasin.  

Penelitian ini menggunakan pendekatan kuantitatif dengan metode kausal. 

Populasi penelitian adalah masyarakat kota Banjarmasin pengguna aplikasi Shopee 

dengan Teknik pengambilan sampel purposive sampling dengan kriteria dengan 

rumus dari Lemeshow dan sampel penelitian sebanyak 100. Teknik pengambilan 

data mengunakan kuesioner. Analisis data menggunakan regresi linear berganda, 

uji t, uji f dan uji determinasi.   

Hasil penelitian menunjukkan bahwa Flash Sale berpengaruh signifikan 

secara parsial terhadap Impulse Buying pada pengguna Shopee di kota 

Banjarmasin. Fear of Missing Out (FoMO) berpengaruh signifikan Fear of Missing 

Out (FoMO) secara parsial terhadap Impulse Buying pada pengguna Shopee di kota 

Banjarmasin. Flash sale dan Fear of Missing Out (FoMO) berpengaruh signifikan 

secara simultan terhadap Impulse Buying pengguna Shopee di kota Banjarmasin.  

  

Kata kunci : Flash Sale, Fear of Missing Out (FoMO), Impulse Buying  

  

  

  

  

  

  

  

  

  

  

  

  

  

 



xvii 

 

ABSTRACT  

Nor Halifah, 1910412320015, 2025. The Effect of Flash Sales and Fear of 

Missing Out (FoMO) on Impulse Buying Among Shopee Users in Banjarmasin 

City, under the guidance of Dr. Fitriyadi, M.Si, CRGP, CTIA.  

This study was conducted to determine and test the significant partial and 

simultaneous effects of Flash Sales and Fear of Missing Out (FoMO) on Impulse 

Buying Among Shopee Users in Banjarmasin City.  

This study used a quantitative approach with a causal method. The study 

population was Banjarmasin residents who use the Shopee application. The 

sampling technique was purposive sampling using criteria based on the Lemeshow 

formula and a sample size of 100. Data collection used a questionnaire. Data 

analysis used multiple linear regression, t-test, ftest, and determination test.  

The results showed that Flash Sales had a significant partial effect on 

impulse buying among Shopee users in Banjarmasin. Fear of Missing Out (FoMO) 

also had a significant partial effect on impulse buying among Shopee users in 

Banjarmasin. Flash sales and Fear of Missing Out (FoMO) simultaneously had a 

significant effect on impulse buying among Shopee users in Banjarmasin.  

  

Keywords: Flash Sale, Fear of Missing Out (FoMO), Impulse Buying  
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