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ABSTRAK 

Alvia Nah Tasyah. 20220510069. “Pengaruh Flash Sale, Online Customer 

Review, dan Perceived Trust Terhadap Impulse Buying Produk Lipstik 

Wardah (Survey Pada Pengguna Marketplace Shopee di Kabupaten 

Kuningan)”. Program Studi Manajemen. Fakultas Ekonomi Dan Bisnis. 

Universitas Kuningan. 2026. Pembimbing I: Prof. Dr. H. Dikdik Harjadi, S.E., 

M.Si. dan Pembimbing II: Dr. Iqbal Arraniri, S.E.I., M.M.  

 

Penelitian ini bertujuan untuk mengetahui pengaruh Flash Sale, Online Customer 

Review, dan Perceived Trust Terhadap Impulse Buying Produk Lipstik Wardah. 

Sampel penelitian ini adalah pengguna marketplace Shopee di Kabupaten 

Kuningan dengan sampel sebanyak 170 responden dan menggunakan teknik Non-

Probability sampling. Penelitian ini menggunakan Software SPSS versi 27.0, untuk 

menganalisis data menggunakan uji asumsi klasik, uji regresi linear berganda, uji 

analisis koefisien determinasi, dan pengujian hipotesis (uji F dan Uji T). Hasil 

analisis menunjukkan: (1) Flash sale, online customer review, dan perceived trust 

secara simultan memiliki pengaruh signifikan terhadap impulse buying. (2) Flash 

sale berpengaruh positif dan signifikan terhadap impulse buying. (3) Online 

customer review berpengaruh positif dan signifikan terhadap impulse buying. (4) 

Perceived trust berpengaruh positif dan signifikan terhadap impulse buying. 

 

 

Kata Kunci: Flash Sale, Online Customer Review, Perceived Trust, Impulse 
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ABSTRACT 

Alvia Nah Tasyah. 20220510069. "The Influence of Flash Sales, Online 

Customer Reviews, and Perceived Trust on Impulse Buying of Wardah Lipstick 

Products (Survey of Shopee Marketplace Users in Kuningan Regency)." 

Management Study Program, Faculty of Economics and Business, Kuningan 

University. 2026. Supervisor Lecturer I: Prof. Dr. H. Dikdik Harjadi, S.E., 

M.Sc. and Supervisor Lecturer II: Dr. Iqbal Arraniri, S.E.I., M.M. 

 

This study aimed to determine the influence of Flash Sales, Online Customer 

Reviews, and Perceived Trust on Impulse Buying of Wardah Lipstick Products. The 

sample for this study was 170 Shopee marketplace users in Kuningan Regency, 

using a non-probability sampling technique. This study used SPSS software version 

27.0 to analyze the data using the classical assumption test, multiple linear 

regression, coefficient of determination analysis, and hypothesis testing (F-test and 

T-test). The results of the analysis showed: (1) Flash sales, online customer reviews, 

and perceived trust simultaneously had a significant influence on impulse buying. 

(2) Flash sales had a positive and significant influence on impulse buying. (3) 

Online customer reviews had a positive and significant influence on impulse 

buying. (4) Perceived trust had a positive and significant influence on impulse 

buying. 

 

Keywords: Flash Sale, Online Customer Reviews, Perceived Trust, Impulse 

Buying 
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