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ABSTRACT 

 

Ghina Arifah Ulya (2026). The Effect of Flash Sale on Impulsive Buying through 

Positive Emotion as a Mediating Variable among QPON Application Users. 

Advisor: (1) M. Riza Firdaus; (2) Nuril Huda; (3) Arief Budiman. 

The primary objective of this study is to analyze and examine the influence 

of flash sale on positive emotion, the influence of positive emotion on impulsive 

buying, the direct influence of flash sale on impulsive buying, the mediating role of 

positive emotion in the relationship between flash sale and impulsive buying, and 

whether gender-based differences exist within the aforementioned model among 

QPON application users. 

A quantitative research design was adopted in this study with an explanatory 

survey approach. Data were collected online through a questionnaire developed via 

Google Form and disseminated to QPON users in Indonesia who had made voucher 

purchases through flash sale programs on at least two occasions within the 

preceding six months. The research sample consisted of 400 respondents selected 

through purposive sampling and quota sampling techniques, with an equal 

distribution of 200 male and 200 female participants. Data were analyzed using 

Partial Least Square-based Structural Equation Modeling (PLS-SEM) with 

SmartPLS software, supplemented by Multi-Group Analysis (MGA) to assess 

gender-based differences. 

The findings reveal that flash sale is predicted to have a positive and 

significant effect on positive emotion, positive emotion is predicted to positively and 

significantly affect impulsive buying, and flash sale is likewise predicted to exert a 

positive and significant effect on impulsive buying. The mediating role of positive 

emotion in the relationship between flash sale and impulsive buying was also 

statistically substantiated, reinforcing the applicability of the Stimulus-Organism-

Response (SOR) Model within the context of a digital voucher aggregator platform. 

MGA results indicate no significant overall difference between male and female 

consumers. Nevertheless, a substantively meaningful pattern emerged: for male 

consumers, the effect of flash sale on impulsive buying is channeled through an 

emotional pathway, whereas for female consumers, flash sale directly triggers 

impulsive buying without the mediation of positive emotion. 

 

Keywords: Flash Sale, Impulsive Buying, Positive Emotion, Mediation 
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ABSTRAK 

 

Ghina Arifah Ulya (2026). Pengaruh Flash Sale terhadap Impulsive Buying melalui 

Positive Emotion sebagai Variabel Mediasi pada Pengguna Aplikasi QPON. 

Pembimbing: (1) M. Riza Firdaus; (2) Nuril Huda; (3) Arief Budiman. 

Tujuan utama penelitian ini adalah menganalisis dan menguji pengaruh 

flash sale terhadap positive emotion, pengaruh positive emotion terhadap impulsive 

buying, pengaruh langsung flash sale terhadap impulsive buying, peran positive 

emotion sebagai variabel mediasi dalam relasi antara flash sale dan impulsive 

buying, serta perbedaan kekuatan hubungan antarvariabel berdasarkan kelompok 

gender pada pengguna aplikasi QPON. 

Penelitian ini menggunakan pendekatan kuantitatif dengan metode 

explanatory survey. Data dikumpulkan secara daring melalui kuesioner berbasis 

Google Form yang disebarluaskan kepada pengguna aplikasi QPON di Indonesia 

yang memiliki riwayat pembelian voucher melalui program flash sale setidaknya 

dua kali dalam enam bulan terakhir. Sebanyak 400 responden ditetapkan sebagai 

sampel melalui teknik purposive sampling dan quota sampling, dengan proporsi 

seimbang antara responden laki-laki dan perempuan, masing-masing 200 orang. 

Pengolahan data dilakukan menggunakan Structural Equation Modeling berbasis 

Partial Least Square (SEM-PLS) dengan perangkat lunak SmartPLS, serta Multi-

Group Analysis (MGA) untuk mengkaji perbedaan antargender. 

Hasil penelitian menunjukkan bahwa flash sale berpengaruh positif dan 

signifikan terhadap positive emotion, positive emotion berpengaruh positif dan 

signifikan terhadap impulsive buying, dan flash sale berpengaruh positif dan 

signifikan terhadap impulsive buying. Peran mediasi positive emotion dalam 

hubungan antara flash sale dan impulsive buying juga signifikan, yang sekaligus 

mengukuhkan relevansi Model Stimulus-Organism-Response (SOR) dalam konteks 

platform agregator voucher digital. Hasil pengujian MGA menunjukkan tidak 

terdapat perbedaan signifikan antara konsumen laki-laki dan perempuan secara 

keseluruhan. Meskipun demikian, terdapat pola substantif yang patut dicermati: 

pada konsumen laki-laki, pengaruh flash sale terhadap impulsive buying 

berlangsung melalui jalur emosional, sedangkan pada konsumen perempuan, flash 

sale mampu mendorong impulsive buying secara langsung tanpa perantara emosi 

positif. 

 

Kata Kunci: Flash Sale, Impulsive Buying, Positive Emotion, Media 
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