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FENOMENA “FLASH SALE ” SHOPEE TERHADAP GAYA HIDUP MASYARAKAT
DI JAKARTA

Wiyanie Putri Pangesty

ABSTRAK

Penelitian ini bertujuan menganalisis praktik konsumsi, motivasi konsumen, serta perubahan gaya
hidup masyarakat Jakarta dalam mengikuti program flash sale Shopee melalui perspektif
dromologi Paul Virilio. Penelitian menggunakan pendekatan kualitatif dengan metode
fenomenologi. Informan penelitian terdiri atas enam pengguna aktif Shopee yang dipilih secara
purposive berdasarkan pengalaman mengikuti flash sale dan kategori Member Loyalty Platinum,
Gold, dan Silver. Data dikumpulkan melalui wawancara mendalam, observasi, dan dokumentasi,
kemudian dianalisis secara tematik serta diuji keabsahannya melalui triangulasi sumber. Hasil
penelitian menunjukkan adanya dua kecenderungan praktik konsumsi, yaitu konsumsi impulsif-
ritualistik dan konsumsi selektif-instrumental. Keikutsertaan konsumen dalam flash sale didorong
oleh motivasi ekonomi berupa harga murah dan diskon, motivasi psikologis berupa rasa penasaran,
kesenangan, dan kepuasan, serta motivasi sosial-teknologis berupa notifikasi aplikasi, media
sosial, keterbatasan stok, dan tekanan waktu. FOMO muncul dalam bentuk ketakutan kehilangan
produk, harga murah, tren, dan kesempatan memenangkan kompetisi waktu. Flash sale juga
mengubah gaya hidup konsumen dalam aspek pengelolaan waktu, keuangan, kebiasaan digital,
dan interaksi sosial. Dalam perspektif dromologi, kecepatan berfungsi sebagai kekuasaan yang
mengatur ritme konsumsi. Kondisi ini melahirkan kecelakaan integral berupa berkurangnya ruang
refleksi, pembelian di luar kebutuhan, gangguan anggaran, perubahan rutinitas, serta tekanan
emosional. Dengan demikian, flash sale tidak hanya menjadi strategi promosi, tetapi juga
membentuk sistem konsumsi digital berbasis percepatan.

Kata kunci: Dromologi, Flash Sale, FOMO, Gaya Hidup, Perilaku Konsumtif, Shopee



THE SHOPEE “FLASH SALE” PHENOMENON AND ITS IMPACT ON THE
LIFESTYLE OF JAKARTA RESIDENTS

Wiyanie Putri Pangesty

ABSTRACT

This study aims to analyze consumption practices, consumer motivations, and lifestyle changes
among people in Jakarta participating in Shopee’s flash sale programs through Paul Virilio’s
dromological perspective. This research employed a qualitative phenomenological approach. The
informants consisted of six active Shopee users purposively selected based on their experience
participating in flash sales and their Platinum, Gold, and Silver Member Loyalty categories. Data
were collected through in-depth interviews, observation, and documentation, then analyzed
thematically and validated through source triangulation. The findings reveal two main patterns of
consumption  practices:  impulsive-ritualistic consumption and selective-instrumental
consumption. Consumer participation in flash sales was driven by economic motivations,
including low prices and discounts; psychological motivations, including curiosity, enjoyment,
and satisfaction; and socio-technological motivations, including application notifications, social
media exposure, limited stock, and time pressure. FOMO appeared as a fear of losing products,
discounted prices, social trends, and opportunities to win time-based competition. Flash sales also
transformed consumers’ lifestyles in terms of time management, personal finances, digital habits,
and social interaction. From a dromological perspective, speed functions as a form of power that
regulates the rhythm of consumption. This condition produces an integral accident characterized
by reduced opportunities for reflection, purchases beyond actual needs, financial disruption,
changing routines, and emotional pressure. Therefore, flash sales should not merely be understood
as promotional strategies but as acceleration-based digital consumption systems that shape
consumer behavior and everyday lifestyles.

Keywords: Consumer Behavior, Dromology, Flash Sale, FOMO, Lifestyle, Shopee
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