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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh flash sale terhadap pembelian
impulsif, dengan emosi positif sebagai variabel mediasi di antara pengguna TikTok
Shop. Penelitian menggunakan metode kuantitatif dengan pengumpulan data
melalui kuesioner online terhadap 120 responden yang ditentukan menggunakan
teknik purposive sampling, yaitu konsumen TikTok Shop yang pernah melakukan
pembelian melalui program flash sale, dan minimal melakukan pembelian tiga kali
dalam waktu enam bulan terakhir. Analisis data dilakukan menggunakan metode
Partial Least Squares—Structural Equation Modeling (PLS-SEM). Hasil penelitian
menunjukkan bahwa flash sale berpengaruh positif dan signifikan terhadap emosi
positif dan pembelian impulsif. Emosi positif juga berpengaruh positif dan
signifikan terhadap pembelian impulsif serta memediasi pengaruh flash sale
terhadap pembelian impulsif.

Kata Kunci: Emosi Positif, Flash Sale, Pembelian Impulsif
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The Influence of Flash Sale okpulsive Purchases through Positive Emotions in
TikTok Shop Users
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ABSTRACT

This study aims to analyze the effect of flash sales on impulsive purchases, with
positive emotions as a mediating variable among TikTok Shop users. The study used
a quantitative method with data collection through an online questionnaire from
120 respondents determined using a purposive sampling technique, namely TikTok
Shop consumers who had made purchases through the flash sale program, and had
made at least three purchases in the last six months. Data analysis was conducted
using the Partial Least Squares—Structural Equation Modeling (PLS-SEM) method.
The results showed that flash sales had a positive and significant effect on positive
emotions and impulsive purchases. Positive emotions also had a positive and
significant effect on impulsive purchases and mediated the effect of flash sales on
impulsive purchases.

Keywords — Positive Emotion, Flash Sale, Impulsive Buying
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