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ABSTRACT 

BAYU FATHAN FATURAHMAN. 2025. Evaluation of Flash sale and Free 

Shipping Promotion Strategies in Driving Impulsive buying on Fashion Products 

(Case Study on Eiger Brand in Shopee Platform), Under the guidance of Udin 

Hidayat. 

The object of this research is the local brand Eiger, which markets fashion 

products through the Shopee e-commerce platform. This study is driven by the 

phenomenon of increasing impulsive buying behavior in digital platforms due to 

promotional strategies such as flash sales and free shipping. As a digitally adaptive 

brand, Eiger also implements both strategies. The purpose of this research is to 

analyze the partial and simultaneous effects of flash sale and free shipping strategies 

on impulsive buying, as well as to evaluate their effectiveness in triggering unplanned 

purchase behavior. 

The research method used is an explanatory survey with a quantitative 

approach. Data were collected through questionnaires distributed to 100 respondents 

who had purchased Eiger products on Shopee using flash sale and free shipping 

programs. The sampling technique used was purposive sampling. The collected data 

were analyzed using multiple linear regression with the help of statistical software. 

The results show that both flash sale and free shipping strategies have a 

positive and significant effect on impulsive buying, both partially and simultaneously. 

This confirms that the two strategies effectively stimulate consumers emotional 

responses and sense of urgency, encouraging spontaneous purchases. These findings 

demonstrate that Eiger's digital promotion strategies are proven to be quite effective 

in increasing sales through impulsive buying behavior on e-commerce platforms. 

 

Keywords: Flash sale, Free Shipping, Impulsive buying, E-commerce, Eiger  
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ABSTRAK 

BAYU FATHAN FATURAHMAN. 2025. Evaluasi Strategi Promosi Flash sale dan 

Gratis Ongkos Kirim dalam Mendorong Impulsive buying pada Produk Fashion 

(Studi Kasus pada Brand Eiger di Platform Shopee). Di bawah Bimbingan Udin 

Hidayat. 

Objek dalam penelitian ini adalah brand lokal Eiger yang memasarkan produk 

fashion di platform e-commerce Shopee. Penelitian ini dilatarbelakangi oleh 

fenomena meningkatnya perilaku pembelian impulsif di platform digital akibat 

penerapan strategi promosi seperti flash sale dan gratis ongkos kirim. Eiger sebagai 

brand lokal yang adaptif terhadap tren digital turut memanfaatkan dua strategi 

tersebut. Tujuan dari penelitian ini adalah untuk mengetahui pengaruh strategi 

promosi flash sale dan gratis ongkos kirim baik secara parsial maupun simultan 

terhadap impulsive buying serta mengevaluasi efektivitas kedua strategi dalam 

memicu perilaku pembelian tidak terencana. 

Metode penelitian yang digunakan adalah explanatory survey dengan 

pendekatan kuantitatif. Data dikumpulkan melalui penyebaran kuesioner kepada 100 

responden yang pernah melakukan pembelian produk Eiger di Shopee dengan 

memanfaatkan program flash sale dan gratis ongkir. Teknik pengambilan sampel 

yang digunakan adalah purposive sampling. Data yang diperoleh dianalisis 

menggunakan regresi linear berganda dengan bantuan perangkat lunak statistik. 

Hasil penelitian menunjukkan bahwa secara parsial maupun simultan, strategi 

promosi flash sale dan gratis ongkos kirim berpengaruh positif dan signifikan 

terhadap impulsive buying. Hal ini membuktikan bahwa kedua strategi tersebut 

mampu membangkitkan dorongan emosional dan rasa urgensi konsumen untuk 

melakukan pembelian secara spontan. Temuan ini juga menunjukkan bahwa strategi 

promosi digital yang diterapkan Eiger terbukti cukup efektif dalam mendorong 

peningkatan penjualan melalui pembelian tidak terencana di platform e-commerce. 

 

 

Kata Kunci: Flash sale, Gratis Ongkos Kirim, Impulsive buying, E-commerce, 

Eiger 
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