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Abstract. Many flash sales failed even though the promos offered are quite attractive. It
could cause by a lack of flash sale information on social media, problems with the website
/ mobile apps system, and so on. The objective of this study is to analyze the factors that
influence purchase intention in flash sale. The novelty of this paper are little empirical
research discuss about flash sale and the direct effect ease of use website towards
promotion attractiveness. This study is using PLS-SEM with SmartPLS. We collected 73
respondents who are live in Indonesia, actively Instagram users, actively shop online, and
users of the TE website. In this study, It can be concluded that almost all hypothesis is
accepted. These results contribute to our understanding of flash sale in e-commerce and
provide empirical evidence for the importance using social media advertising in omni-
channel, cloud computing, artificial intelligence (chatbot), and personalization ads.
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1. Introduction

Flash sales are common programs that currently often found and used by various e-
commerce platforms in offering products or services. In Indonesia, flash sales often found at
Shopee, Tokopedia, Blibli.com, Lazada, Zalora, Bukalapak, JD.ID, and various online shop
websites. Flash sales offer discounts on various attractive products with limited time and limited
stock. It's not an easy thing to run a flash sale project. There are many things that must be
considered in a flash sale such as the flash sale process on social media, a stable system platform
or website, and so on. Many flash sales fail even though the promos offered are quite attractive.
This has happened in large marketplace like Tokopedia in 2018 [1]. The occurrence of this
decline made us interested to know what factors caused failure in flash sales.

The purpose of this study is to identify the factors that influence purchase intention in flash
sales. We propose social media advertising [2] and ease of use website [3] as the main
determinants. We also employ awareness of flash sale and promo attractiveness as mediators.
We argue that the intention of social media advertising (to spread the promo information) and
the ease use of website (to spread the promo and transaction media) independently or
collaboratively will increase awareness and attractiveness of the flash sale. Finally, high
awareness and attractiveness predicted to be positively influence the purchase intention. In other
word, we are interested to answer a research question: “how social media advertising and ease
of use of website increase purchase intention”.
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2. Literature Review

Social Media Advertising

We offer the factors that cause flash sale failure. Starting from social media advertising.
According to [2], social media advertising is an interaction activity between organizations and
consumers that involves communication and exchange offers that have important value by
utilizing social media technology, networks, and software. According to [4], social media is an
easy-to-use, low-cost platform that offers consumers a direct link to a brand. According to [5],
the first rank of the most popular social network worldwide in July 2020 based on the number
of active users is Facebook with 2.6 billion. The sixth place is Instagram with over 1 billion
active users. With social media, companies can provide updated promos information very
quickly. Social media advertising related to the intensity of a company in informing its
promotions on social media. According to [6], social media advertising is influenced by various
factors, namely habit, perceived relevance, and interactivity. Summarized from [7], the
definition of habit for this study refers to how often the company informs the promos / flash
sales. Regarding social media advertising, [8] defines that perceived relevance is the extent to
which consumers perceive personalized advertising as something related to themselves or how
something can play a role in achieving their personal values and goals. [6] said that interactivity
is one of several critical aspects that are very important in online platforms and social media.
[9] see interactivity as the exchange of information in real time by two parties. In this study,
interactivity defined as how active a company is in informing promotions through social media.

Based on previous research results [10] show that as many as 50.4 percent of participants
say that if they see a brand or product that they find on social media, they will recognize it. That
study concluded that social media advertising has a positive effect on brand awareness. In this
study, we uses awareness of flash sales because it is in accordance with the research objectives
that the thing to aim for is online sales of flash sale. So, it can be formulated;

H1: Social media advertising has a positive effect on awareness of flash sales.

Social media advertising is a marketing technique that makes consumers interested in
buying promotional items. [11] shows that customers tend to make purchases with the seller
who offers the lowest price. In other words, consumers are attracted to the promos offered in
social media. In the research [12] said that consumers will visit the company's social media only
to look for coupons or promos. Therefore, it can be formulated that:

H2: Social media advertising has a positive effect on promotion attractiveness.

Ease of Use Website

Second thing is ease of use website. According to [3], there is one of the most important
factors in the design of a successful e-commerce site, namely ease of use. According to [13],
ease of use of a website is defined as how easily customers access the website. According to
[14], there are three factors that affect the ease of use of the website, namely: system quality,
information quality, and service quality. For this research, we only focused on appearance,
technical adequacy, navigation, and delay. In this study, the measurement of information quality
seen from the level of accuracy, relevance, adequacy, and ease of understanding. In this study,
the measurement of service quality seen from the speed in handling consumer questions and the
accuracy in handling consumer questions.

In a study [15], the use of the ctsurgerypatients.org website is very much needed or very
important in providing awareness regarding information to educate the public about
cardiothoracic surgery and to provide informative tools that can refer cardiac surgery patients.
So, It can be concluded that the use of the website has an effect on awareness of information.



The use of websites that make it easier for consumers (ease of use of website) also has an
important role in making consumers aware of flash sale information. Consumers who have easy
access to websites, of course they can easily find flash sales. Therefore, it can formulated that:
H3: Ease of use of the website has a positive effect on awareness of flash sales.

According to the CIFE (Consumption Impulse Formation Enactment) Model developed
by [16], states that it is important for online retailers to provide adequate marketing stimulation
on their websites to entice consumers impulsively buy online. From this model shows that the
urge is needed to lure consumers to access the website. Attractive promos offered on the website
will trigger consumer to shop on the website. So, we can formulated that:;

H4: Ease of use of the website has a positive effect on promotion attractiveness.

Awareness of Flash Sale

The purpose of this study is to identify the factors that influence purchase intention in flash
sales. So, the third thing is awareness of flash sale. According to [17], brand awareness refers
to the strength of the brand's presence in the minds of consumers. [17] added that brand
awareness can be created with experience, progress, promotion, and so on. Social media presents
away to create consumer awareness. Consumers are exposed to advertisements and information
created by platforms on social media. According to [18] companies that use social media
platforms can promote their brand and create awareness then change this awareness into
purchasing behavior. On the other hand, website also can create awareness of flash sale. When
consumer visit website, they can see and recognize the promo. In this study, we changed the
name brand awareness to awareness of flash sales because the main focus is flash sale.

Based on previous research, [10] concluded that awareness has a positive effect on
purchase intention. In that study, as many as 91.2 percent of participants followed the types of
clothing and accessories on social media. As many as 46.2 percent of participants made
purchases of clothing and accessories products from the social media content that they followed.
This shows that the role of social media in building awareness is very important. According to
[19], there are other events to increase consumer awareness of the brand, through promotion
and sales. Therefore, people who are initially aware of promo information (through social media
or websites) can build their awareness of the desire to buy products. So, we can formulate that;
H5: Awareness of flash sale has a positive effect on purchase intention.

Promotion Attractiveness

The fourth is promotion attractiveness. Promotion attractiveness refers to the attractiveness
of promotion. Brands tend to have an attractive identity when the brand association matches the
consumer's sense of self [20]. Brand attractiveness is likely related to the extent to which
customers perceive users of other brands to be similar to themselves; such brands resemble the
feeling of who they are, offering the possibility to express themselves and paving the way for
them to positively evaluate brands [21]. Promotion attractiveness refers to the attractiveness of
promotion. Other researcher such as [22] also consider attractiveness as an emotional response
to the desire to be closer to certain buyers.

Based on previous research, [23] concluded that discount promotion has a positive effect
on consumer purchase intention. In this research, discount promotion is one way to create
attractiveness in promotion. [23] said that the great er the level of promotion attractiveness, the
greater the level of purchase intention. [24] investigated the interaction of promotional
attractiveness between monetary and non-monetary campaigns. The results show that attractive
discount promotions positively affect purchase intention. So that the author can formulate that;
H6: Promotion of attractiveness has a positive effect on purchase intention.



Purchase Intention

According to [22], purchase intention is the tendency of consumers to buy products in the
decision-making process and develop a desire for the product or brand. According to [25],
purchase intention refers to three statements: a) the willingness of consumers to consider
purchases, b) the intention to make purchases in the future, ¢) considering repurchases.

3. Methodology and Data Analysis
3.1 Sample and Data Collection

The data collected from 73 respondents who are live in Indonesia, actively Instagram users,
actively shop online, and users of the TE website. TE website is a fashion retail brand website
that well known in Indonesia. We distributed 32 measurement items (with a 5-point Likert scale)
to them via email (questionnaires are on Google Form). The responses were also sent back via
email and Google Form. These respondents are 85% female and 15% male. Their age are 70%
25-30 years old, 29% below 25 years old, and 1% above 30 years old. They are mostly live in
Jakarta with 33% and 21% in Tangerang. Based on profession, all of them are employee. Based
on educational background, all of them are bachelor degree. Based on monthly income, 77%
respondents are IDR 5.000.001-IDR 7.000.000, 12% respondents above IDR 7.000.001, and
11% respondents are IDR 3.000.001-1DR 5.000.000. Based on monthly expenses, 84% answer
IDR 3.000.001-IDR 5.000.000.

3.2. Analysis Method

We use SmartPLS version 3.0 to analyze the data. The software is suitable for testing the
formative and reflective variables [26] as well as suitable for the small size data (below 100)
[26]. We tested the outer model by measuring Convergent Validity, Discriminant Validity,
Composite Reliability, and Average Variance Extracted (AVE) [26]. We then tested the inner
model by looking at the value of R? which is the goodness of fit. All variables categorized as
moderate level. Finally, we tested the hypothesis by bootstrapping the sample to 500
respondents. With this doubling, it can show more significant results.

4. Result & Discussion

Table 1 below is the descriptive statistic of data in this research

Table 1. Descriptive Statistic

Variables Mean S.D. 1 2 3 4 5
1 Social Media 3.40 051 1
Advertising
2 Ease of Use Website 351 0.42 0.269* 1
3 Awareness of Flash Sale  4.07 0.64 0.601* 0.363* 1
* *
4  Promotion 3.63 0.44 0.551* 0.099 0.637* 1

Attractiveness * *



5 Purchase Intention 4.02 0.86 0.505* 0.316* 0.780* 0.679* 1

* * * *

N=73
** p <.01, two-tailed. * p < .05, two-tailed.

The lowest mean score on social media advertising is SMAG6 “the frequently promotion of
flash sale on social media” with 1.51. The highest loading factor on social media advertising is
SMA4 “I often get information about TE flash sale on social media” with 0.796. The lowest
mean score on ease of use website is EOU8 “service quality = quick response” with 2.14. The
highest loading factor on ease of use website is EOUS “system quality = easy to transaction”
with 0.820, but it has low mean score (only 3.08). The highest loading factor on promotion
attractiveness are PA1 “interesting promo” with 0.843 and PA7 "browsing more product" with
0.786. The composite reliability on each variable are: 0.886 ; 0.851 ; 0.936 ; 0.821 ; 0.978. The
RZon each variable are: 1 ;1 ; 0.505 ; 0.375 ; 0.628.
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Figure 1. Structural Model

On Figure 1 shown that H1, H2, H3, H5, and H6 have a supporting hypothesis, which
means that they have a positive standard coefficient and with a p-value below 0.05 or 5%.
Meanwhile, H4 has a non-supporting hypothesis. By analyzing the measurement items, we
arrive at the conclusion that customers willing to enter the website mainly to accomplish the
transaction after exploring the more attractive promo in the social media. Thus, website itself
does not have big influence to increase the attractiveness of promo.

5. Conclusion, Implications, Limitations, and Suggestions for Further

Research

The cause of the failure of a flash sale program on the TE website is the lack of incessant
promos on Instagram, consumers who do not pay attention to flash sale promos on the website,
lack of customer service on the website (low response), and lack of website transaction systems
(to provide convenience in transactions). The company should pay attention on the lowest mean
score and the highest loading factor. To increase purchase intention, the company must be more
aggressive in promoting flash sales on Instagram and using other social media (omni-channel
such as Facebook, Twitter, and Line). The company also needs to use artificial intelligence



(chatbot) to increase customer service responsive, reducing errors in the website system (system
quality) by using cloud computing, and increase awareness of flash sales, promotion
attractiveness, and purchase intention through personalization ads.

You can investigate further how to improve the quality of the website (from system to
service) to make it more user friendly and easier to transact (for example via a smartphone that
connected to GoPay, OVO, and ShopeePay). Also, based on H4 model and result, you can
investigate further how the website can increasing attractiveness (not just transactions).
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