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Abstract. The development of technology and communication, especially in
internet technology, has changed world civilization very quickly, one of which
is the interest in buying online shopping in the community which has led to the
emergence of new e-commerce companies in Indonesia, including Shopee. The
flash sale program and the “free shipping” tagline have made Shopee one of the
most popular online shopping. Flash sale promotions and advertising messages
in the form of free shipping slogans convey to consumers the impression that the
offer is only valid once and thereby motivate consumers to make an online pur-
chase. This study aims to determine whether sales on flash sale promotions and
the tagline “free shipping” affect the buying interest of young people in Sukabumi
City. The sampling technique used is a non-probability sampling technique using
a sample of 100 respondents and using multiple regression analysis. The results
of this survey show that flash sale promotions and the tagline “free shipping” have
a significant effect of 51% on purchase intention.
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1 Introduction

The development of communication technology, especially in internet technology, has
changed world civilization very quickly, one of which is making it easier for traders to be
able to easily market the goods they produce online. Citing data that has been accessed
from Datareportal 2022 entitled “Digital 2022 Indonesia”, Indonesia has 204.7 million
internet users or equivalent to 73.7% at the beginning of 2022 with a total population
of 277.7 million people, where the total has increased 1% compared to the beginning of
the previous year [1].

Based on BPS data for 2021 around 16.25% of internet users aim to access online
goods buying and selling activities [2]. The data shows a change in lifestyle from offline
to online shopping. The IndonesianAssociation of Internet Service Providers (APJII) has
released 2020 data onwhy consumers buy necessities online. Themain reason consumers
choose online shopping is because the price is much cheaper with a percentage of 15.2%,
lots of discounts and promotions, can shop anywhere even faster and more practical [3].
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According to the OECD in 2021, Indonesia’s e-commerce users are one of the coun-
trieswith the largest number of e-commerce users [4]. Supported by the research institute,
We Are Social 2021 published a list of countries with the highest e-commerce users in
the world. Indonesia has a share of 88.1% and the UK is in second place with a percent-
age of 86.9% [5]. Indonesia’s large number e-commerce users is one of the drivers of
e-commerce growth.

The trend of increasing online shopping also occurs in West Java. This is supported
byAPJII 2020 regarding the contribution of internet penetration between provinces in the
Java region. The total penetration of the population in West Java has increased by 1.3%
compared to the previous year’s penetration rate of 16.6% [3]. Referring to Jabarprov in
2021, the Head of Bank Indonesia Representative, Herawanto, West Java is ranked first
with the largest e-commerce in the country. Total transactions in the middle of the third
quarter of 2021 were recorded in rupiah currency at 15.02 trillion [6]. With this, West
Java has a very important opportunity for both economic recovery and the economy for
the future.

Price promotions and free shipping by e-commerce providers have a significant
positive effect on young people’s interest in purchasing in the Tanggamus area [7].
Another thing is also supported by data released by We Are Social 2022 regarding
online sales promotions that are most in demand by consumers on a global scale, these
data show that free shipping is themain driver for people to shop onlinewith a percentage
of 51.1% of users [8].

Based on the description above, it is also known that as much as 5.4% of Gen Z and
Millennial salary income is spent on e-commerce [9]. In addition, a study from Katadata
noted that the majority of Generation Z use Shopeepay a lot, with a percentage of 77.8%
of respondents choosing this method. This means that Shopee dominates the majority
of Gen Z and Millennial consumers in Indonesia. Therefore, researchers are interested
in conducting research on millennial consumers (especially young people in Sukabumi
City).

2 Literature Review

Flash Sales
Flash sale is an online promotional tool that provides large discounts which are limited
by time by the owner of the company [10]. Another theory also explains that flash sales
cause consumers to quickly reconsider their buying decisions for fear of running out
of stock [11]. Flash sale indicators include promotion frequency, promotion quality,
promotion timing and accuracy [12].

Taglines
Tagline is a series of short phrases used to introduce a brand or company to consumers
[13]. Verbally “free shipping” contains information regarding the offer of free shipping
services to all parts of Indonesia. The “free shipping” tagline is enough to attract the
interest of people who like to shop online. With the tagline “free shipping” it is hoped
that the message will be memorable and stick in the minds of the public. The tagline has
three indicators namely familiarity, differentiation and message of value [14].
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Interest Buy
Purchase intention is a shopper’s attitude towards the evaluation of a product, service
or other and causes a decision to buy [15]. This theory explains that buying interest is
at the stage when someone decides to buy. Consumers who are interested in a product
or service do not necessarily have to buy it. However, if the consumer has a positive
attitude towards the product, this will arouse interest in purchasing. Indices include
trading interest, reference interest, preferred interest, and exploratory interest [16].

Research by Jannah et al., in 2022 shows that flash sale discounts have been shown
to have a very positive impact on purchasing decisions [17]. In line with Herlina et al.‘s
research, the 2021 flash sale has a major effect on consumer purchase motivation [10].
This means that by offering a low price, and sales are limited by time, it influences
buying interest in making purchases. That way consumers will immediately make a
purchase transaction and the results will affect the increase in product sales research by
Istiqomah &Marlena in 2020 free shipping promos show that these promotions have an
important and positive impact on purchasing decisions [18]. The results of another study
by Azizi & Yateno in 2021 the free shipping slogan had a positive impact on purchases
[13]. Promotion of the tagline “free shipping” to attract consumers so that they can
influence consumers, especially on buying interest. With the tagline “free shipping”
people can increase their shopping desires.

According to Pratama et al., in 2021 with price promotions and free shipping Shopee
will have a positive impact on young people tomake purchases of a product inTanggamus
Regency [7]. Based on the explanation above, we have the following hypotheses:

H1: Flash sale have a positive impact on purchase intent.
H2: “Free shipping” tagline has a positive impact on purchase intent.
H3: Flash sale and “free shipping” slogans have a positive impact on purchase intent.

3 Method

Study uses quantitative research with survey methods. There are three variables in this
study, the free flash sale variable (X1), the tagline “free shipping” (X2) and the dependent
variable buying interest (Y). The population sample includes all consumers in Sukabumi
City, especially young people who use the Shopee application. Purposive sampling was
used to determine the number of samples taken based on the research criteria. The terms
of collection include Sukabumi consumers aged 15–24 who have shopped online at
Shopee at least once in less than six months. The sample size used is her 100 respondents
based on the ancient Rao formula [19].

This study uses primary and secondary data. The analysis technique used includes
classical hypothesis testing, multiple regression analysis, hypothesis testing, and cer-
tainty testing (R2). This analysis was processed using the Software Statistical Product
and Services Solutions (SPSS) 25 program which has been validated by instruments,
especially validity and reliability.
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4 Result and Discussion

After checking the validity, it was determined that all statement items in the flash sale
variable indicator, the “free shipping” tagline variable indicator and the purchase inten-
tion variable indicator were genuine because the R-count value was greater than the
R-table value 0.1966. In addition, a reliability test was carried out. Flash sale variable,
the tagline “free shipping and buying interest can be trusted because cronbach’s alpha
> 0.7.

Classical assumption tests were carried out which included tests for normality, mul-
ticollinearity and heteroscedasticity. Obtained Asymp.Sig (two-tailed) is 0.200, which
means it is greater than 0.05 and we can conclude that the data are normally distributed.
Multicollinearity test used to detect whether a regression model is multicollinear. As
indicated by tolerance and a Variance Inflation Factor (VIP). A tolerance value of 0.864
is greater than 0.10 and aVIP value of 1.157 is less than 10.00. From thiswe can conclude
that there is no multicolinearity between the independent variables in this study. Glejser
test is used to determine heteroscedasticity. The findings show that the value of Sig. For
each variable is 0.471 for the flash sale variable and 0.937 for the “free shipping” tagline
variable. Because the value of Sig. More than 0,05.

The model for multiple linear regression is then tested. The following table
summarizes the results of the multiple regression analysis:

Based on the result of the multiple regression processing, the resulting multiple
regression equation is:

Y = 10.347+ 0.231 X1 + 0.652 X2 + e

From the multiple regression equation we can conclude that the constant value (a)
is a positive value of 10.347. This means that the flash sale (X1) and the tagline “free
shipping” (X2) have a positive effect. The more flash sale variables and the tagline “free
shipping” increases buying interest.

The coefficient value of the flash sale variable (X1) is 0..231, which means that the
flash sale variable (X1) has a positive impact on the purchase intention variable (Y),
when the flash sale value increases by 1% it increases buying interest by 0.231.

The coefficient value for the tagline variable “free shipping” (X2) is 0.652. This
shows that the tagline variable “free shipping” (X2) has a positive effect on the variable
willingness to buy (Y), with an increase of 1% it can increase buying interest by 0.652.
After testing the multiple linear regression model, hypothesis testing consists of the
t-tests and f-tests. The t-test result can be seen in the following table:

The t-test result show that flash sales (X1) have a large impact on willingness to buy
(Y). This can be seen from the value of sig. H1 is accepted because 0.006 < 0.05 and
t-count > t-table (2.820 > 1.660). So H1 is accepted. Furthermore, the tagline “free
shipping” (X2) has a significant impact on the purchase floating rate (Y). This can be
seen from the value of sig. H2 is accepted because 0.000 < 0.05 and t-count > t-table
(7.927 > 1.660) so H2 is accepted (Tables 1, 2 and 3).

In Table 3, we get Ftable from df1 = k – 1 (3 – 1 = 2) and df2 = n – k (100 – 3
= 97). As Ftable received from 3.09. As a result of data processing, Fcount value of
50.468 which is greater than Ftable 3.09. It can be concluded that H3 is accepted, namely
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Table 1. Result of Multiple Linear Analysis Test

Coefficientsa

Model Unstandardized Coefficients

B std. Error

1 (Constant) 10,347 2,851

Flash sales .231 082

Taglines .652 082

Table 2. Partial Significance Test (t-test) Result

Variable t count t table Sig.

Flash Sales (X1) 2,820 1,660 006

Taglines (X2) 7,927 1,660 .000

Table 3. Result of The Joint significance test (F-test)

ANOVAa

Model Sum of Squares df MeanSquare F Sig.

Regression 532.0 2 266.0 50,468 .000b

residual 511.3 97 5,271

Total 1043.3 99

Ftable = 3.09

Table 4. Determinant Coefficient Test Results (R2)

Summary models

Model R R Square Adjusted R Square std. Error of the Estimate

1 .714a .510 .500 2,296

flash sales (X1) and the tagline “free shipping” (X2) have a simultaneous positive and
significant effect on the dependent variable’s willingness to buy (Y).

Based on the data processing result, we find that R Square (R2) is 0.510. Shows that
flash sales and the tagline “free shipping” have a 51% effect on buying interest. The
remaining 49% are explained by other factors not considered in this study.
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The Influence of Flash Sale Promotions on Buying Interest in Shopee E-
Commerce in Sukabumi
Based on the result of the conducted, we was found that H1 acceptable, that flash sales
have a positive and significant impact on purchase intent. This is a significant flash sale
variable where sig. 0.006 < 0.05 t-count obtained at 2.820 is greater than t-table 1.660
and the regression coefficient is positive 0.231. Buyers of the flash sale feature are indeed
profitable because they can buy products at below standard prices. For example, products
are usually sold at Rp. 500.000,- during the flash sale Rp. 350,000.- or evenRp. 100,000.-
the price has a very large effect on the availability of consumers in making purchases.
This certainly affects buying interest because product prices aremuch cheaper than usual
prices [10].

The Influence of the “Free Shipping” Tagline on Buying Interest in Shopee E-
Commerce in Sukabumi
Based on the results of the research conducted, it was found that H2 was accepted and
the tagline “free shipping” had a positive and significant effect on purchase intent. Rec-
ognizable from the significant variable tagline “free shipping” where sig. 0.00 < 0.05
t-count obtained for 7.927 is greater than t-table 1.660 and the regression coefficient is
positive 0.652. With the tagline “free shipping” has a very good impact and leaves a dis-
tinct impression on consumers. Free shipping can influence gen Z purchasing decisions
in rural areas. Thus consumers do not need to think about the cost of shipping costs for
the products they will buy so that the products purchased can reach their homes [20].

The Effect of Flash Sale Promotions and the “Free Shipping” Tagline on Interest
in Buying Shopee E-Commerce in Sukabumi
Based on research results. It was found that H3 was accepted where the flash sale and
the tagline “free shipping” had a positive effect on buying interest. With Fcount 50.468
greater than Ftable 3.09. Multiple linear regression analysis test shows that the tagline
“free shipping” has a stronger influence on purchase intention compared to flash sales,
namely 0.652. An increase of one unit in the tagline “free shipping” increases buying
interest by 0.652. The results of this study also show that changing flash sales and the
“free shipping” tagline can change purchase intentions. This is also reflected in the R-
squared result of 0.510. This means that flash sales and the tagline “free shipping” affect
purchase intent by 51%, with the remaining 49% influenced by other variables used in
this study not inspected [7].

5 Conclusion

Based on the results of the survey and discussion, we concluded that flash sale pro-
motions and the “free shipping” tagline for e-commerce Shopee had a partial positive
and significant effect on young people’s purchasing intentions in Sukabumi City, both
partially and simultaneously.
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