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ABSTRAK 

 

Layyina Galuh Purnama, 202010325415. Pengaruh Brand Ambassador 

dan Flash Sale Terhadap Impulse Buying Consumer di Marketplace Shopee Pada 

Generasi Z. 

Penelitian ini bertujuan untuk menguji Pengaruh Brand Ambassador dan Flash Sale 

Terhadap Impulse Buying di marketplace Shopee. Teknik pengambilan sampel 

dalam penelitian ini yaitu Generasi Z yang menggunakan aplikasi Shopee. Alat 

pengumpulan data pada penelitian ini adalah menggunakan kuesioner dengan 120 

responden. Dalam penelitian ini menggunakan analisis regresi linear berganda 

menggunakan software SPSS 26. Hasil penelitian ini menunjukkan bahwa variabel 

Brand Ambassador (X1) dan Flash Sale (X2) memiliki pengaruh positif secara 

signifikan terhadap Impulse Buying di marketplace Shopee. Secara koefisien 

determinasi variabel brand ambassador dan flash sale memiliki pengaruh sebesar 

36,4% terhadap impulse buying consumer dan sisanya sebesar 63,6% dipengaruhi 

oleh variabel lain diluar penelitian ini. 

Kata Kunci: Brand Ambassador, Flash Sale, dan Impulse Buying 

Pengaruh Brand.., Layyina Galuh Purnama, Fakultas Ekonomi dan Bisnis, 2024



ABSTRACT 

 

Layyina Galuh Purnama, 202010325415. The Influence of Brand 

Ambassadors and Flash Sale on Impulse Buying Consumer at Shopee Marketplace 

in Generation Z. 

This study aims to examine the effect of Brand Ambassadors and Flash Sale on 

Impulse Buying in the Shopee marketplace. The sampling technique in this study is 

Generation Z who uses the Shopee application. The instrument for collecting data 

in this study was a questionnaire with 120 respondents. In this study using multiple 

linear regression analysis using SPSS 26 software. The results of this study indicate 

that the Brand Ambassador (X1) and Flash Sale (X2) variables have a significant 

positive effect on Impulse Buying in the Shopee marketplace. In the coefficient of 

determination, the brand ambassador and flash sale variables have an effect of 

36.4% on impulse buying consumers and the remaining 63.6% is influenced by 

other variables outside this study. 

Keywords: Brand Ambassador, Flash Sale, and Impulse Buying. 
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