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ABSTRAK 

 

Perkembangan e-commerce berbasis media sosial telah mendorong munculnya TikTok 

Shop yang menawarkan fitur flash sale untuk menciptakan urgensi dan mendorong 

perilaku pembelian impulsif. Penelitian ini bertujuan untuk menganalisis pengaruh 

flash sale terhadap perilaku impulsif pengguna dengan pendekatan model Stimulus-

Organism-Response (SOR). Tujuh variabel stimulus yang diteliti adalah Limited 

Quantity Scarcity, Limited Time Scarcity, Information, Visuality, Product Price, Ease Of 

Payment, dan Recommendation Algorithm, yang memengaruhi sikap terhadap 

Attitude Towards Flash Sale, dan selanjutnya berdampak pada Impulsive Buying. 

Penelitian ini menggunakan pendekatan kuantitatif dengan teknik purposive sampling 

terhadap 150 responden yang pernah berbelanja melalui fitur flash sale di TikTok 

Shop. Analisis data dilakukan dengan metode Partial Least Squares Structural Equation 

Modeling (PLS-SEM). Hasil penelitian menunjukkan bahwa Limited Time Scarcity, 

Information, Visuality, Product Price, dan Recommendation Algorithm berpengaruh 

positif signifikan terhadap sikap terhadap Attitude Towards Flash Sale. Namun, Limited 

Quantity Scarcity dan Ease Of Payment tidak berpengaruh signifikan. Selain itu, 

Attitude Towards Flash Sale terbukti berpengaruh positif signifikan terhadap Impulsive 

Buying. Temuan ini menunjukkan bahwa strategi flash sale efektif dalam membentuk 

sikap positif dan mendorong keputusan pembelian impulsif pengguna TikTok Shop. 

Kata kunci: flash sale; TikTok Shop; pembelian impulsif; SOR model; PLS-SEM 
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ABSTRACT 

 

The growth of social media-based e-commerce has driven the emergence of TikTok 

Shop, which offers a flash sale feature to create urgency and encourage impulsive 

buying behavior. This study aims to analyze the influence of flash sale on users' 

impulsive buying behavior using the Stimulus-Organism-Response (SOR) model. Seven 

stimulus variables were examined: Limited Quantity Scarcity, Limited Time Scarcity, 

Information, Visuality, Product Price, Ease Of Payment, and Recommendation 

Algorithm, which influence Attitude Towards Flash Sale, and subsequently impact 

Impulsive Buying. This research uses a quantitative approach with purposive sampling 

technique involving 150 respondents who have made purchases through the flash sale 

feature on TikTok Shop. Data were analyzed using Partial Least Squares Structural 

Equation Modeling (PLS-SEM). The results show that Limited Time Scarcity, 

Information, Visuality, Product Price, and Recommendation Algorithm have a 

significant positive effect on Attitude Towards Flash Sale. However, Limited Quantity 

Scarcity and Ease Of Payment do not have a significant effect. Furthermore, Attitude 

Towards Flash Sale has a significant positive effect on Impulsive Buying. These findings 

indicate that flash sale strategies are effective in shaping positive attitudes and 

encouraging impulsive purchasing decisions among TikTok Shop users. 

Keywords: flash sale; TikTok Shop; impulsive buying; SOR model; PLS-SEM 
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