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Abstract. 

This study aims to examine the effect of discounts, free shipping, and flash sales on 

impulse buying behavior among Madame NA Online Shop consumers, motivated by 

the existence of a research gap from previous studies that mostly focused on large-

scale e-commerce. The research method uses a causal associative quantitative 

approach with a sample of 97 respondents taken through accidental sampling 

technique using the Lemeshow formula. Data were collected through a Likert-scale 

questionnaire and analyzed by multiple linear regression assisted by SPSS. The 

results of the study partially show that discounts (t = 3.874; Sig. = 0.000), free 

shipping (t = 3.817; Sig. = 0.000), and flash sales (t = 2.400; Sig. = 0.018) each 

have a positive and significant effect on impulse buying behavior. Simultaneously, 

the three variables also have a significant effect (F = 70.585; Sig. = 0.000). The 

coefficient of determination (R²) value of 0.695 indicates that 69.5% of the variation 

in impulse buying behavior can be explained by discounts, free shipping, and flash 

sales, while the remaining 30.5% is influenced by other factors outside the model. In 

conclusion, increasing discount, free shipping, and flash sale strategies can 

significantly encourage consumer impulse buying at the Madame NA Online Shop. 

Keywords: Discounts, Free Shipping, Flash Sale, Impulse Buying and  Madame NA. 

 

I. INTRODUCTION 

The development of digital technology has transformed the landscape of consumer 

behavior in Indonesia, particularly in the internet era, which is dominated by the productive 

age population. The demographic bonus phenomenon has created momentum for the growth 

of the digital economy, marked by increased consumer behavior, which is no longer based 

solely on needs but is driven by desires and wants (Atrian & Sholihah, 2024). Rapid 

technological advancements have had a significant impact on various aspects of life, 

including the business sector and consumer shopping patterns. The development of e-

commerce in Indonesia has shown very rapid growth, with almost everyone now using the 

internet as part of technological developments. This phenomenon is marked by the emergence 

of more marketplaces and online shops, making online shopping a primary choice for the 

public. The increase in online sales in the digital era has created intense competition among 

businesses, encouraging them to continue innovating to attract consumers. 

This research is motivated by a research gap regarding the influence of discounts, free 

shipping, and flash sales on impulse buying behavior, as well as the limited empirical studies 

that specifically examine these three variables simultaneously in the context of small to 

medium-scale online stores, such as the online shop Madame NA. The majority of previous 

studies still focus on large-scale e-commerce platforms, so the results may not necessarily 

represent the market characteristics and consumer segmentation of Madame NA. However, 

understanding the factors that trigger impulse buying in this segment is crucial for business 

actors in formulating appropriate marketing strategies amidst the increasingly competitive 

digital industry. 

This phenomenon is inseparable from the rapid development of technology and 

internet penetration in Indonesia, which is dominated by the productive age population and 

has become a demographic bonus momentum. This condition has shifted consumer behavior 
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patterns, which are no longer solely based on rational needs, but rather driven by passion, 

desire, and pleasure (Atrian & Sholihah, 2024). The growth of e-commerce, which reaches an 

average of 17% annually, has also fueled the rise of online shops, including Madame NA, 

which offers direct purchasing services and personal shopping (jastip). To win the 

competition, business actors implement various promotional strategies to attract consumers, 

including offering discounts, free shipping, and offering products at special prices for a 

limited time (flash sales). 

Conceptually, a discount is a price reduction from the normal price to increase 

purchasing interest (Kusumasari, 2022; Kotler in Fitriana & Istiyanto, 2024), while free 

shipping eliminates the burden of additional costs that often hinder transactions. Flash sales, 

on the other hand, are designed to create a sense of urgency and fear of missing out, which 

encourage consumers to make spontaneous purchasing decisions without careful planning 

(impulse buying). However, empirical findings from previous studies have shown 

inconsistent results. Research by Wangi & Andarini (2021) and Darwipat et al. (2020) stated 

that flash sales and discounts had a significant effect on impulse buying, but Kusumasari 

(2022) and Fitriana & Istiyanto (2024) found the opposite. Similar inconsistencies also 

occurred with free shipping, where Lestari & Nurhadi (2023) reported an effect, while Syauqi 

et al. (2022) stated no effect. 

Based on the above description, the urgency of this research lies in bridging the gap in 

research results and providing more contextual empirical evidence for the online shop 

Madame NA. Considering that promotional strategies such as discounts, free shipping, and 

flash sales are strongly suspected of triggering consumer behavior among Madame NA 

consumers, it is important to examine in depth the influence of these three variables on 

impulse buying behavior. Thus, this study takes the title "The Effect of Discounts, Free 

Shipping, and Flash Sales on Impulse Buying Behavior among Online Shop Consumers 

Madame NA" to provide theoretical contributions as well as practical implications for the 

development of marketing strategies in the digital era. 

 

II. LITERATURE REVIEW 

  A discount is defined as a marketing strategy involving a significant reduction in a 

product's original price to attract consumers and significantly encourage purchases 

(Kusumasari, 2022; Ariyanti & Purba, 2023), or as a savings from the normal price listed on 

the product's packaging (Kotler in Fitriana & Istiyanto, 2024). Essentially, a discount is a 

seller's attempt to reduce prices to attract consumers while preventing them from switching to 

competitors. Discount indicators include the nominal amount of the discount, the period or 

validity period of the discount, and the type and variety of products subject to the discount. 

This strategy has proven effective in triggering a rapid consumer response, especially when 

combined with digital technology that creates a sense of urgency, potentially encouraging 

impulse purchases on e-commerce platforms (Hidayat & Riofita, 2024). 

Free shipping 

  Free shipping is defined as a sales promotion strategy that exempts consumers from 

shipping costs at the expense of the seller, and uses various incentives to encourage 

immediate purchases and increase transaction quantities (Tjiptono, 2008; Bell, Gallio, & 

Moreno, 2014; Amalia & Wibowo, 2019). The indicators according to Novita Sari (2020) 
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include four hierarchical stages, namely consumer attention to the promotional message 

conveyed, interest that gives rise to purchasing interest in the product, desire triggered by 

consumer motives and motivations to own the product, and actions realized in purchasing 

decisions as a form of strong encouragement from consumers. 

Flash sale 

Flash saleA flash sale is a short-term promotional strategy with special prices and 

limited stock that aims to create urgency and scarcity to encourage immediate purchases 

(Belch & Belch, 2018; Kotler & Keller, 2016). Research by Rizqia Savitri & Riva'i (2024) 

and Fayadl et al. (2024) demonstrates its contribution to impulse buying and increased 

purchase intention, although Fayadl et al. (2020) caution that technical constraints such as 

difficult access, product quality, and platform disruptions can weaken its influence on final 

decisions. However, the presence of free shipping and positive reviews can strengthen 

purchasing decisions by reducing additional costs and increasing consumer trust. Flash sale 

indicators in this study refer to Belch & Belch (2018), which include discount size, 

frequency, promotion duration, stock availability, and overall promotional appeal. 

Impulse Buying Behavior 

Impulse buyingImpulse buying is defined as spontaneous, sudden, and unplanned 

buying behavior driven by a strong desire to immediately own a product (Al Mutanafisa & 

Retnaningsih, 2021; Pratiwi et al., 2020; Wulanda et al., 2025). This behavior ignores rational 

considerations and actual needs, so consumers often buy unnecessary items (Wangi & 

Andarini, 2021). Harahap & Amanah (2022) emphasize the importance of consumer 

awareness and the role of companies in balancing sales strategies with efforts to minimize the 

risk of impulsive buying for long-term satisfaction and loyalty. According to Saputri & Jalari 

(2023), indicators include spontaneous, unplanned buying, without considering the 

consequences, rushed purchases due to time pressure or limited opportunities, and heavily 

influenced by the consumer's emotional state. 

Conceptual Framework 

Discounts trigger the perception of economic benefits, which encourage spontaneous, 

unplanned purchasing decisions; the size of the discount is directly proportional to the 

tendency to impulse buy. Furthermore, free shipping eliminates the burden of shipping costs, 

which often hinder transactions, so total spending feels more economical and encourages 

consumers to make impulsive transactions to avoid missing out. Meanwhile, flash sales create 

a sense of urgency through time limits and limited stock, triggering the fear of missing out 

(FOMO), which accelerates decision-making without careful consideration. Thus, these three 

promotional strategies simultaneously increase impulsive buying behavior in consumers. 

 

III. RESEARCH METHOD 

This quantitative research with a causal associative approach aims to analyze the 

effect of discounts, free shipping, and flash sales on impulse buying among Madame NA 

consumers in Rantauprapat, North Sumatra. The study population was all consumers of the 

store with an unknown number, so a minimum sample of 97 respondents was determined 

using the Lemeshow formula at a 95% confidence level and a 10% margin of error, with an 

accidental sampling technique. The independent variables consisted of discounts (X1), free 

shipping (X2), and flash sales (X3), while the dependent variable was impulse buying (Y). 

Primary data were collected through a closed questionnaire with a Likert scale of 1–5, while 



International Journal of Educational Research & Social Sciences                                                                    ISSN: 2774-5406 

345 
https://ijersc.org 

secondary data were obtained from related journals and books. Data analysis used SPSS 

through validity tests (r table, α = 0.05), reliability tests (Cronbach's Alpha > 0.60), and 

classical assumption tests including normality, multicollinearity, heteroscedasticity, and 

autocorrelation. Hypothesis testing was carried out using multiple linear regression, partial t-

test, simultaneous F-test, and coefficient of determination (R²) at a significance level of 0.05. 
 

IV. RESULTS AND DISCUSSION 

Validity Test 

Table 1 Results of Validity Test of Research Variables 

Variables Statement r Count r Table Information 

Discount (X1) 

 

X1.1 0.677 0.200 Valid 

X1.2 0.725 0.200 Valid 

X1.3 0.766 0.200 Valid 

X1.4 0.723 0.200 Valid 

X1.5 0.753 0.200 Valid 

X1.6 0.737 0.200 Valid 

Free Shipping (X2) 

 

X2.1 0.747 0.200 Valid 

X2.2 0.759 0.200 Valid 

X2.3 0.745 0.200 Valid 

X2.4 0.772 0.200 Valid 

Flash Sale (X3) 

X3.1 0.726 0.200 Valid 

X3.2 0.805 0.200 Valid 

X3.3 0.760 0.200 Valid 

X3.4 0.738 0.200 Valid 

X3.5 0.810 0.200 Valid 

Impulse buying 

behavior (Y) 

 

Y.1 0.674 0.200 Valid 

Y.2 0.830 0.200 Valid 

Y.3 0.791 0.200 Valid 

Y.4 0.742 0.200 Valid 

  Source: Primary data processed by SPSS 23 

The validity test aims to determine whether each statement item in the questionnaire is 

able to measure the variables studied accurately. A statement item is declared valid if the 

calculated r value is greater than the table r at a significance level of 5%. In this study, the 

number of samples was 97 respondents, so the table r was obtained at 0.200. Therefore, a 

statement item is declared valid if it has a calculated r value > 0.200. Based on the results of 

the validity test in Table.1, all statement items in the variables Discount (X1), Free Shipping 

(X2), Flash Sale (X3), and Impulse Buying Behavior (Y) have a calculated r value greater 

than the table r (0.200). Thus, all statement items are declared valid and suitable for use as 

research instruments. 

Reliability Test 

Table 2. Reliability Test of Research Variables 

Variables Cronbach's Reliability N Of Information 



International Journal of Educational Research & Social Sciences                                                                    ISSN: 2774-5406 

346 
https://ijersc.org 

Alpha Standards Items 

Discount (X1) 0.821 > 0.60 6 Reliable 

Free Shipping (X2) 0.749 > 0.60 4 Reliable 

Flash Sale (X3) 0.825 > 0.60 5 Reliable 

Impulse buying behavior (Y) 0.758 > 0.60 4 Reliable 

Source: Primary data processed by SPSS 23 

The reliability test aims to determine the level of consistency of the research instrument 

in measuring a variable. An instrument is declared reliable if it has a Cronbach's Alpha value 

> 0.60. Based on the results of the reliability test, the Discount variable (X1) obtained a 

Cronbach's Alpha value of 0.821, Free Shipping (X2) of 0.749, Flash Sale (X3) of 0.825, and 

Impulse Buying Behavior (Y) of 0.758. All Cronbach's Alpha values are greater than 0.60, so 

it can be concluded that all variables in this study are reliable and have a good level of 

consistency, so they are suitable for use as research instruments. 

Normality Test 

Table 3 Results of the Kolmogorov-Smirnov Normality Test 

 

 

 

 

 

 

                       Source: Primary data processed by SPSS 23 

The normality test aims to determine whether the data or residuals in the regression model are 

normally distributed. The test was conducted using the One-Sample Kolmogorov-Smirnov Test. Data 

are declared normally distributed if the Asymp. Sig. (2-tailed) value is > 0.05. Based on the results of 

the normality test using the One-Sample Kolmogorov-Smirnov Test, the Asymp. Sig. (2-tailed) value 

was obtained at 0.181. This value is greater than 0.05 (0.181 > 0.05), so it can be concluded that the 

research data or residuals are normally distributed. Thus, one of the classical assumptions in 

regression analysis has been met so that the data is suitable for further analysis. In addition to using 

the One-Sample Kolmogorov-Smirnov statistical test, the normality test was also conducted through 

graphical analysis, namely the Histogram and Normal Probability Plot (Normal PP Plot). 

 
Based on the histogram image, the residual distribution forms a bell-shaped pattern and is 

spread relatively symmetrically around the zero value. This indicates that the residual data tends to be 

normally distributed. Furthermore, the Normal PP Plot shows that the residual points are spread 

around the diagonal line and follow the direction of the diagonal line. Although there are slight 

deviations at some points, these deviations are not significant, so the residuals can be declared 

normally distributed. Thus, it can be concluded that the research data meets the assumption of 

normality and is suitable for further regression analysis. 

Multicollinearity Test 

Table 4. Multicollinearity Test Results 
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Source: Primary data processed by SPSS 23 

Based on the results of the multicollinearity test in Table 4 above, it can be seen that the 

Discount variable has a tolerance value of 0.371 and a VIF of 2.697, the Free Shipping variable has a 

tolerance value of 0.432 and a VIF of 2.314, while the Flash Sale variable has a tolerance value of 

0.373 and a VIF of 2.684. All variables have a tolerance value > 0.10 and a VIF < 10, so it can be 

concluded that the regression model does not experience symptoms of multicollinearity. Thus, all 

independent variables are suitable for use in multiple regression analysis. 

Heteroscedasticity Test 

 

             

 

 

            

 

Figure 3. Heteroscedasticity Test Results 

Based on the results of the heteroscedasticity test using a scatterplot, it can be seen that 

the residual points are randomly distributed above and below the zero line and do not form a 

specific pattern, such as a wavy, tapered, or widened pattern. Thus, it can be concluded that 

the regression model does not experience symptoms of heteroscedasticity, thus fulfilling one 

of the classical assumptions and is suitable for use in multiple regression analysis. 

Multiple Linear Regression Test 

Table 6.Multiple Linear Test Results 

 

 

 

 

 

 

 

   Source: Primary data processed by SPSS 23 

Multiple linear regression analysis aims to determine the effect of independent 

variables on dependent variables. Based on the results of the multiple linear regression test, 

the following multiple linear regression equation is obtained: 

𝒀 = 𝟎, 𝟒𝟕𝟔 + 𝟎, 𝟐𝟔𝟑𝑿𝟏 + 𝟎, 𝟑𝟑𝟕𝑿𝟐 + 𝟎, 𝟏𝟖𝟕𝑿𝟑 + 𝒆 

Based on this equation it can be interpreted as follows: 

1. The constant of 0.476 indicates that if the variables Discount, Free Shipping, and Flash Sale are 

considered constant or have a value of zero, then the value of Impulse Buying Behavior is 0.476. 

2. The regression coefficient of the Discount variable (X₁) of 0.263 indicates that every one unit 

increase in the Discount variable will increase Impulse Buying Behavior by 0.263, assuming other 

variables remain constant. 
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3. The regression coefficient of the Free Shipping variable (X₂) of 0.337 indicates that every one unit 

increase in the Free Shipping variable will increase Impulse Buying Behavior by 0.337, assuming 

other variables remain constant. 

4. The regression coefficient of the Flash Sale variable (X₃) of 0.187 indicates that every one unit 

increase in the Flash Sale variable will increase Impulse Buying Behavior by 0.187, assuming 

other variables remain constant. 

 

Hypothesis Testing 

Partial t-test results 

Table 7 Results of t-test (partial) 

 

 

 

 

 

 

      Source: Primary data processed by SPSS 23 

The t-test (partial) aims to determine the influence of each independent variable, 

namely Discount (X₁), Free Shipping (X₂), and Flash Sale (X₃) on the dependent variable 

Impulse Buying Behavior (Y) partially. Based on the results of the t-test in Table 7, with the 

number of respondents as many as 97 people and degrees of freedom (df) = n − k − 1 = 97 − 

3 − 1 = 93, the t-table value is 1.985 at a significance level of 5% (α = 0.05) with two-way 

testing. Based on the results of the t-test, the following results are obtained: 

1. The Discount variable (X₁) has a calculated t value of 3.874 with a Sig. value of 0.000. 

Because the calculated t value > t table (3.874 > 1.985) and the Sig. value < 0.05 (0.000 < 

0.05), then the Discount has a positive and significant effect on Impulse Buying Behavior. 

2. The Free Shipping variable (X₂) has a calculated t value of 3.817 with a Sig. value of 

0.000. Because the calculated t value > t table (3.817 > 1.985) and the Sig. value < 0.05 

(0.000 < 0.05), then Free Shipping has a positive and significant effect on Impulse Buying 

Behavior. 

3. The Flash Sale variable (X₃) has a calculated t value of 2.400 with a Sig. value of 0.018. 

Because the calculated t value > t table (2.400 > 1.985) and the Sig. value < 0.05 (0.018 < 

0.05), then Flash Sale has a positive and significant effect on Impulse Buying Behavior. 

Based on these results, it can be concluded that partially Discounts (X₁), Free Shipping (X₂), 

and Flash Sales (X₃) each have a positive and significant effect on Impulse Buying 

Behavior (Y). 

F test results (simultaneous) 

Table 8 F test results (simultaneous) 

 

 

 

 

 

 

 Source: Primary data processed by SPSS 23 
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The F test (simultaneous) aims to determine whether the variables Discount (X₁), Free 

Shipping (X₂), and Flash Sale (X₃) jointly influence Impulse Buying Behavior (Y). Based on 

the results of the F test in Table ..., with the number of respondents as many as 97 people and 

degrees of freedom (df1) = 3 and (df2) = 97 − 3 − 1 = 93, the F table value is 2.70 at a 

significance level of 5% (α = 0.05). Based on the results of the F test, the calculated F value 

is 70.585 with a significance value of 0.000. Because the calculated F value > F table (70.585 

> 2.70) and the Sig. value. < 0.05 (0.000 < 0.05), it can be concluded that Discount (X₁), Free 

Shipping (X₂), and Flash Sale (X₃) simultaneously have a significant effect on Impulse 

Buying Behavior (Y). Thus, the regression model used in this study is feasible to use and the 

fourth hypothesis (H4) is accepted. 

Results of the Coefficient of Determination (R2) 

Table 9 Results of the Determination Coefficient (R2) 

 

 

 

 

 

 

              Source: Primary data processed by SPSS 23 

Based on the analysis results in Table 9, the R Square (R²) value was obtained at 0.695. 

This indicates that 69.5% of the variation in Impulse Buying Behavior can be explained by 

the Discount, Free Shipping, and Flash Sale variables, while the remaining 30.5% is 

explained by other variables outside the research model that were not examined. In addition, 

the Adjusted R Square value was obtained at 0.685, which indicates that after adjusting for 

the number of independent variables and the number of samples, the model was still able to 

explain 68.5% of the variation in Impulse Buying Behavior. Thus, the regression model used 

has good ability in explaining the influence of independent variables on the dependent 

variable. 

 

V. DISCUSSION 

The Influence of Discounts on Impulse Buying Behavior of Online Shop Consumers at 

Madame NA. 

Based on the results of the partial test (t-test), the Discount variable obtained a t-value 

of 3.874 with a significance value of 0.000. This significance value is smaller than 0.05 

(0.000 < 0.05), thus indicating that Discounts have a positive and significant effect on 

Impulse Buying Behavior in Madame NA Online Shop consumers. This indicates that the 

more attractive the discount program given, the higher the tendency of consumers to make 

spontaneous purchases without prior planning. The results of this study support Hypothesis 1 

(H1) which states that "Discounts have a positive and significant effect on impulse buying 

behavior in Madame NA Online Shop consumers." Thus, the first hypothesis in this study is 

accepted. The results of this study are in line with research conducted by(Rahmawati & 

Maskan, 2024);(Ritonga, M., & Muti'ah, R. (2023)which concluded that price discounts have 

a positive and significant effect on impulse buying, both partially and simultaneously. Thus, 

the results of this study reinforce previous research findings that discounts are a factor that 

can increase impulse buying behavior. 
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The Influence of Free Shipping on Impulse Buying Behavior of Madame NA Online 

Shop Consumers. 

Based on the results of the partial test (t-test), the Free Shipping variable obtained a t-

value of 3.817 with a significance value of 0.000. This significance value is smaller than 0.05 

(0.000 < 0.05), thus indicating that Free Shipping has a positive and significant effect on 

Impulse Buying Behavior in Madame NA Online Shop consumers. This indicates that the 

more attractive the free shipping program provided, the higher the tendency of consumers to 

make spontaneous purchases without prior planning. The results of this study support 

Hypothesis 2 (H2) which states that "Free shipping has a positive and significant effect on 

impulse buying behavior in Madame NA Online Shop consumers." Thus, the second 

hypothesis in this study is accepted. The results of this study are in line with research 

conducted by(Sucipto & Niazi, 2024)The "Free Shipping" tagline has a positive and 

significant effect on impulse buying behavior. Thus, this study's findings reinforce previous 

research that free shipping is a factor that can increase impulse buying behavior. 

The Influence of Flash Sales on Impulse Buying Behavior of Online Shop Consumers at 

Madame NA 

Based on the results of the partial test (t-test), the Flash Sale variable obtained a t-

value of 2.400 with a significance value of 0.018. This significance value is smaller than 0.05 

(0.018 < 0.05), thus indicating that Flash Sale has a positive and significant effect on Impulse 

Buying Behavior in Madame NA Online Shop consumers. This indicates that the more 

attractive the flash sale program offered, the higher the tendency of consumers to make 

spontaneous purchases without prior planning. The results of this study support Hypothesis 3 

(H3) which states that "Flash sale has a positive and significant effect on impulse buying 

behavior in Madame NA Online Shop consumers." Thus, the third hypothesis in this study is 

accepted. The results of this study are in line with research conducted by(DT Ramadhan et 

al., 2022)which concluded that flash sales have a positive and significant effect on impulse 

buying among Shopee Marketplace users. Thus, this study's findings reinforce previous 

research findings that flash sales are a factor that can increase impulse buying behavior. 

The Influence of Discounts, Free Shipping, and Flash Sales on Impulse Buying Behavior 

of Madame NA Online Shop Consumers 

Based on the results of the simultaneous test (F test), the calculated F value was 

70.585 with a significance value of 0.000. The significance value is smaller than 0.05 (0.000 

<0.05), thus indicating that Discounts, Free Shipping, and Flash Sales simultaneously have a 

positive and significant effect on Impulse Buying Behavior in Madame NA Online Shop 

consumers. Thus, Hypothesis 4 (H4) which states that "Discounts, Free Shipping, and Flash 

Sales have a positive and significant effect on impulse buying behavior in Madame NA 

Online Shop consumers" is accepted. In addition, the results of the coefficient of 

determination (R²) of 0.695 indicate that the variables Discounts, Free Shipping, and Flash 

Sales are able to explain 69.5% of the variation in Impulse Buying Behavior, while the 

remaining 30.5% is influenced by other factors outside the research model. This indicates that 

these three variables have a strong contribution in influencing consumer impulse buying 

behavior in Madame NA Online Shop. 

 

VI. IVCONCLUSION 
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Based on the results of research on the Influence of Discounts, Free Shipping, and 

Flash Sales on Impulse Buying Behavior among Madame NA Online Shop Consumers, the 

following conclusions can be drawn: 

1. Discounts have a positive and significant impact on impulse buying behavior among Madame NA 

online shop consumers. This indicates that the more attractive the discount program, the higher the 

tendency for consumers to make spontaneous purchases. 

2. Free shipping has a positive and significant impact on impulse buying behavior among Madame NA 

online shop consumers. Free shipping can increase consumer interest in making purchases without 

prior planning. 

3. Flash sales have a positive and significant impact on impulse buying behavior among Madame NA 

online shop consumers. Flash sales, which offer special prices for a limited time, encourage 

consumers to make immediate, impulsive purchases. 

4. Discounts, Free Shipping, and Flash Sales simultaneously have a positive and significant effect on 

impulse buying behavior among Madame NA Online Shop consumers. This is proven by the results of 

the F test with a significance value of 0.000 < 0.05. In addition, the results of the coefficient of 

determination (R²) of 0.695 indicate that 69.5% of the variation in impulse buying behavior can be 

explained by the variables Discounts, Free Shipping, and Flash Sales, while the remaining 30.5% is 

influenced by other factors outside the study. 

 

 
SUGGESTION 

Based on the results of the research that has been conducted, the suggestions that can be given 

are as follows: 

1. For the online shop Madame NA, it is recommended to maintain and enhance 

promotional strategies such as discounts, free shipping, and flash sales, as these three 

strategies have been proven to have a positive and significant impact on consumer 

impulse buying behavior. Attractive and regular promotions are expected to increase 

purchasing interest and product sales. 

2. For consumers, it is hoped that they will be wiser in utilizing the various promotional 

programs offered so that purchasing decisions are not only based on price cuts or 

temporary promotions, but also consider actual needs. 

3. For future researchers, it is recommended to add other variables suspected of influencing 

impulse buying behavior, such as live streaming, electronic word of mouth (e-WOM), 

product quality, hedonic shopping motivation, app usability, or consumer trust, to 

provide more comprehensive research results. Furthermore, research could be conducted 

on a wider range of objects, locations, or respondents to better generalize the results. 
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