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ABSTRAK

PENGARUH SCARCITY MASSAGE DAN PROGRAM FLASH SALE
TEEHADAP PERILAKU IMPULSIVE BUYING

(Studi Kasus Konsumen E-commerce di Kota Bandung)

OLEH
SALMA NUR ALIFAH

NIM: 802020005

Penelitian ini bertujuan untuk mengetahui apakah terdapat pengaruh
scarcity message dan flash sale terhadap perilaku impulsive buying pada
konsumen e-commerce di Kota Bandung. Metode penelitian ini menggunakan
pendekatan kuantitatif deskriptif dan dengan desain kuesioner. Populasi pada
penelitian ini seluruh konsumen e-commerce di Kota Bandung. Sampel yang
digunakan yaitu purposive sampling sebanyak 100 orang. Pengambilan data
penelitian ini mengguakan kuesioner yang disebar kepada responden
menggunakan google form. Teknik analisis data penelitian ini menggunakan
pengujian instrumen penelitian (uji validitas, uji reabilitas), uji asumsi klasik (uji
normalitas, uji multikolinearitas) dan pengujian hipotesis (analisis regresi linear
berganda, uji t, uji koefisien determinasi).

Berdasarkan hasil penelitian yang dilakukan peneliti terhadap pengaruh
scarcity message dan flash sale terhadap perilaku impulsive buying, yang
menunjukan bahwa variabel scarcity message berpengaruh terhadap perilaku
impulsive buying. Diperoleh nilai tingkat signifikansi untuk scacity message
adalah p-value = 0,002 < 0,05 yang artinya terdapat nilai signifikan sehingga
scarcity message berpengaruh positif dan signifikan terhadap perilaku impulsive
buying. Sedangkan nilai tingkat signifikansi untuk flash sale adalah p-value =
0,79<0,05 yang artinya tidak terdapat nilai signifikan sehingga flash sale
berpengaruh negatif dan tidak signifikan terhadap perilaku impulsive buying.

Kata kunci: scarcity message, flash sale, impulsive buying
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ABSTRACT

THE EFFECT OF SCARCITY MASSAGE AND THE FLASH SALE
PROGRAM ON IMPULSIVE BUYING BEHAVIOR

(Case Study of E-commerce Consumers in Bandung City)
OLEH
SALMA NUR ALIFAH
NIM: 802020005

This study aims to determine whether there is an effect of scarcity
messages and flash sales on impulsive buying behavior among e-commerce
consumers in Bandung City. This research method uses a descriptive quantitative
approach and a questionnaire design. Population in this study all e-commerce
consumers in Bandung City. Sample technique used was purposive sampling of
100 people. This research data collection technique uses a questionnaire
distributed to respondents using google form. This research data analysis
technique uses research instrument testing (validity test, reliability test), classical
assumption test (normality test, multicollinearity test) and hypothesis testing
(multiple linear regression analysis, t test, coefficient of determination test).

Based on the results of research conducted by researchers on the effect of
scarcity messages and flash sales on impulsive buying behavior, which shows that
the scarcity message variable has an effect on impulsive buying behavior. The
obtained significance level value for the scarcity message is p-value = 0.002
<0.05, which means that there is a significant value so that the scarcity message
has a positive and significant effect on impulsive buying behavior. While the
significance level value for flash sale is p-value = 0.79 <0.05, which means that
there is no significant value so that flash sale has a negative and insignificant
effect on impulsive buying behavior.

Keywords: Scarcity message, flash sale, impulsive buying
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