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ABSTRAK 

Penelitian ini bertujuan untuk menginvestigasi pengaruh flash sale dan live 

streaming terhadap keputusan pembelian konsumen di platform e-commerce 

Shopee di Universitas Muhammadiyah Malang, serta menganalisis pengaruh 

simultan kedua variabel tersebut dan menentukan variabel mana yang paling 

dominan. Metode kuantitatif dengan pendekatan survei digunakan, melibatkan 99 

responden yang dipilih melalui purposive sampling. Data dianalisis menggunakan 

regresi linear berganda. Hasil penelitian menunjukkan bahwa secara parsial, baik 

flash sale maupun live streaming memiliki pengaruh signifikan terhadap keputusan 

pembelian. Selain itu, kedua variabel tersebut secara simultan juga berpengaruh 

signifikan, dengan flash sale memberikan kontribusi pengaruh paling dominan 

terhadap keputusan pembelian di Shopee. Temuan ini memberikan wawasan 

penting bagi pelaku bisnis e-commerce dalam merancang strategi promosi yang 

efektif untuk meningkatkan keputusan pembelian konsumen di pasar lokal. 

Kata Kunci: Flash Sale, Live Streaming, Keputusan Pembelian, E-Commerce, 

Shopee. 
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ABSTRACT 

 

This study aims to investigate the influence of flash sales and live streaming 

on consumer purchasing decisions on the Shopee e-commerce platform in Malang 

City, as well as analyze the simultaneous influence of the two variables and 

determine which variable is the most dominant. A quantitative method with a survey 

approach was used, involving 99 respondents selected through purposive sampling. 

Data were analyzed using multiple linear regression. The results showed that 

partially, both flash sales and live streaming have a significant influence on 

purchasing decisions. In addition, both variables simultaneously also have a 

significant effect, with flash sales contributing the most dominant influence on 

purchasing decisions at Shopee. These findings provide important insights for e-

commerce businesses in designing effective promotional strategies to increase 

consumer purchasing decisions in the local market. 

Keywords: Flash Sale, Live Streaming, Purchase Decision, E-Commerce, Shopee. 
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