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ABSTRAK

Penelitian ini menyelidiki pengaruh promosi flash sale dan gaya hidup belanja
terhadap perilaku pembelian impulsif di kalangan pelanggan Shopee di Indonesia.
Penelitian yang dilakukan terhadap 385 pembeli Shopee ini menganalisis berbagai
aspek kebiasaan belanja dan demografi mereka. Temuan menunjukkan bahwa
mayoritas responden adalah perempuan, hal ini_menunjukkan kehadiran pembeli
perempuan di - Shopee lebih tinggi dibandingkan laki-laki. Studi ini juga mengkaji
distribusi usia pembeli di Shopee, yang menunjukkan adanya proporsi signifikan
pembeli berusia muda berusia. 18-22 ‘tahun, yang menunjukkan keberhasilan
Shopee dalam memenuhi kebutuhan dan preferensi generasi muda. Selain itu,
penelitian ini ‘menggali distribusi pendapatan- responden, menyoroti - tingkat
pendapatan yang beragam di kalangan pembeli' Shopee di Indonesia. Studi ini
menyimpulkan bahwa Shopee telah secara efektif beradaptasi dengan kebutuhan
dan preferensi pasar Indonesia, khususnya di kalangan pembeli muda, melalui
strategi promosi dan pemahaman tentang perilaku konsumen.

Kata Kunci: Shopee, promosi flash sale, gaya hidup belanja, perilaku
pembelian impulsif, Indonesia.



THE INFLUENCE OF FLASH SALE PROMOTIONS AND
SHOPPING LIFESTYLE ON IMPULSIVE BUYING ON SHOPEE
(STUDY ON SHOPEE BUYERS IN INDONESIA)
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ABSTRACT

This study investigates the influence of flash sale promotions and shopping lifestyle
on impulsive buying behavior among Shopee customersiin Indonesia. The research,
conducted with 385 Shopee-buyers, analyzes various aspects of their shopping
habits and demographics. The findings reveal that the majority of respondents are
female, indicating a higher presence of female Shopee buyers compared to males.
The study. also examines the age distribution of Shopee buyers, showing a
significant proportion of younger buyers aged 18-22, indicating Shopee's success
in catering to the needs and preferences of the younger generation.-Additionally,
the research delves into the income distribution of the respondents, highlighting the
diverse income levels among Shopee buyers in Indonesia. The study concludes by
suggesting that Shopee has effectively adapted to.the needs and preferences of the
Indonesian market, particularly among-young- buyers, through its promotional
strategies and understanding of consumer behavior.

Keywords: Shopee, flashsale promotions, shopping lifestyle, impulsive buying
behavior, Indonesia.
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