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MOTTO

“Life can be heavy, especially if you try to carry it all at once, part of growing up
and moving into a new chapters of your life is about catch and release. What 1
mean by that is, knowing what things to keep and what things to release.
Oftentimes the good things in your life are lighter anyway, so there’s more room
for them. You get to pick what your life has time and room for.Be discerning. And
I know it can be really overwhelming figuring out who to be, and when. Who you
are now and how to act in order to get where you want to go. I have some good
news: it’s totally up to you. I also have some terrifying news: it’s totally up to

you”’- Taylor Swift

“Sesungguhnya di setiap kesulitan pasti ada kemudahan, maka bersungguh-

sungguhlah hingga kamu berhasil”

“Apa yang kamu keluh-keluhkan hari ini, adalah Impian bagi orang lain.”
- Jasdam, 2019
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ABSTRAK

NORHILALIAH, NPM: 202163411161, 2024, Judul “PENGARUH
PROGRAM FLASH SALE DAN CASHBACK TERHADAP
PERILAKU IMPULSE BUYING PADA PENGGUNA TIKTOK
SHOP” Dibawah bimbingan Ibu Eka Santi Agustina,S.Sos, MM, CIQaR,
CIQnR

Tujuan penelitian ini yaitu untuk mengetahui: (1) Untuk Mengetahui
program Flash sale mempunyai pengaruh terhadap perilaku impulse buying Pada
pengguna tiktok Shop. (2) Untuk Mengetahui program Cashback mempunyai
pengaruh Terhadap perilaku impulse buying Pada pengguna Tiktok Shop. (3)
Untuk Mengetahui program Flash sale dan Casback mempunyai pengaruh
terhadap perilaku Impulse buying pada pengguna Tiktok Shop.

Populasi pada penelitian ini adalah Mahasiswa D3 Sekolah Tinggi Ilmu
Administrasi Amuntai Program Studi Administrasi Bisnis pengguna tiktok.
Teknik pengambilan sampel dalam penelitian ini menggunakan Nonprobability
Sampling yaitu Purposive Sampling dengan menggunakan rumus Slovin dan
didapatkan sampel sebanyak 51 orang. Teknik pengambilan data menggunakan
kuesioner (angket). Teknik analisis yang digunakan dalam penelitian ini adalah uji
validitas, uji reliabilitas, uji asumsi klasik, analisis regresi berganda, pengujian
hipotesis (uji parsial (t) dan uji simultan (F)), dan koefisien determinan dengan
menggunakan program SPSS 26.

Hasil penelitian diperoleh persamaan regresi linier berganda Y = -5,928 +
0,996X1 + 0,181X2 . Hasil hipotesis secara simultan (uji F) didapatkan F hitung
sebesar 48,533 dan sig = 0,000 < 0,05 menunjukkan bahwa flash sale dan
cashback berpengaruh terhadap perilaku impulsive buying. Sedangkan dari uji
parsial flash sale berpengaruh terhadap perilaku impulsive buying karena nilai t
hitung = 5,164 lebih besar dari t tabel = 2,011, sebaliknya secara parsial cashback
tidak memiliki pengaruh terhadap perilaku impulsive buying sebab nilai t hitung =
0,734 lebih kecil dari t Tabel = 2,011. Koefisien determinan (Adjusted R2)
sebesar 0,655 hal ini berarti 65,5% Perilaku impulsive buying dipengaruhi oleh
flash sale dan cashback. Kesimpulan flash sale dan cashback berpengaruh secara
simultan. Sedangkan secara parsial flash sale memiliki pengaruh terhadap
perilaku impulsive buying tetapi cashback tidak memiliki pengaruh terhadap
perilaku impulsive buying.

Kata Kunci: Flash Sale, Cashback, dan Perilaku Impulsive Buying
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ABSTRACT

NORHILALIAH, NPM: 202163411161, 2024, Title “PENGARUH
PROGRAM FLASH SALE DAN CASHBACK TERHADAP
PERILAKU IMPULSE BUYING PADA PENGGUNA TIKTOK
SHOP” Under the guidance of Mrs. Eka Santi Agustina, S.Sos, MM,
CIQaR, CIQnR.

The purpose of this study is to find out: (1) To find out the Flash sale
program has an influence on impulse buying behavior on Tiktok Shop users. (2)
To find out the Cashback program has an influence on impulse buying behavior
on Tiktok Shop users. (3) To find out the Flash sale and Casback programs have
an influence on impulse buying behavior on Tiktok Shop users.

The population in this study were D3 students of the Amuntai College of
Administrative Sciences, Business Administration Study Program, Tiktok users.
The sampling technique in this study used Nonprobability Sampling, namely
Purposive Sampling using the Slovin formula and a sample of 51 people was
obtained. The data collection technique used a questionnaire (questionnaire). The
analysis techniques used in this study are validity test, reliability test, classical
assumption test, multiple regression analysis, hypothesis testing (partial test (t)
and simultaneous test (F)), and the coefficient of determination using the SPSS 26
program.

The results of the study obtained a multiple linear regression equation Y =
-5.928 + 0.996X1 + 0.181X2. The simultaneous hypothesis results (F test)
obtained F count of 48.533 and sig = 0.000 <0.05 indicate that flash sales and
cashback have an effect on impulsive buying behavior. While from the partial test,
flash sale has an effect on impulsive buying behavior because the value of t count
= 5.164 is greater than t table = 2.011, on the other hand, partially cashback has
no effect on impulsive buying behavior because the value of t count = 0.734 is
smaller than t table = 2.011. The coefficient of determination (Adjusted R2) is
0.655, this means that 65.5% of impulsive buying behavior is influenced by flash
sales and cashback. Conclusion flash sale and cashback have an effect
simultaneously. While partially flash sales have an influence on impulsive buying
behavior but cashback has no influence on impulsive buying behavior.

Keywords: Flash Sale, Cashback, and Impulsive Buying Behavior
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