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ABSTRAK

Pembelian secara tiba-tiba bisa dipahami sebagai perilaku konsumen ketika
menjadi salah satu topik menarik untuk diteliti dalam ketatnya persaingan pasar saat
ini. Konsumen saat melakukan pembelian produk tentunya disebabkan beberapa
faktor salah satunya yaitu dari promosi, diskon, maupun kondisi sifat konsumen
yang menimbulkan emosi positif dalam melakukan pembelian. penelitian ini
bertujuan menganalisis adanya pengaruh pada variabel flash sale, variabel live
streaming, variabel impulsive buying produk skintific dengan positive emotion
sebagai variabel mediasi di Shopee.

Penelitian ini bertujuan untuk menguji pengaruh antara flash sale dan live
streaming terhadap impulsive buying produk skintific dengan positive emotion
sebagai variabel mediasi di shopee. Penelitian ini menggunakan metode penelitian
kuantitatif dengan jenis metode survei. Penelitian ini menggunakan pendekatan
Partial Least Square (PLS) yang merupakan model persamaan Structural Equation
Model (SEM) yang diolah melalui software SmartPLS 4.

Hasil penelitian ini menunjukkan bahwa variabel flash sale memiliki
pengaruh positif dan signifikan terhadap impulsive buying, sedangkan variabel live
streaming tidak memiliki pengaruh positif dan signifikan terhadap impulsive
buying. Namun, variabel flash sale terhadap impulsive buying memiliki pengaruh
positif dan signifikan terhadap positive emotion sebagai variabel mediasi di Shopee,
sedangkan variabel live streaming memiliki pengaruh secara tidak langsung
terhadap impulsive buying produk Skintific yang dimediasi positive emotion pada
official Store Skintific di Shopee.

Kata kunci: flash sale, live streaming, impulsive buying, positive emotion, Skintific.
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ABSTRACT

Sudden purchases can be understood as consumer behavior when it
becomes one of the interesting topics to study in today's tight market competition.
Consumers when making product purchases are certainly caused by several factors,
one of which is from promotions, discounts, or consumer nature conditions that
cause positive emotions in making purchases. This study aims to analyze the
influence of flash sale variables, live streaming variables, impulsive buying
variables of skintific products with positive emotions as mediating variables on
Shopee.

This study aims to test the influence of flash sales and live streaming on
impulsive buying of skintific products with positive emotions as mediating variables
on Shopee. This study uses a quantitative research method with a survey method
type. This study uses the Partial Least Square (PLS) approach which is a Structural
Equation Model (SEM) equation model processed through SmartPLS 4 software.

The results of this study indicate that the flash sale variable has a positive
and significant effect on impulsive buying, while the live streaming variable does
not have a positive and significant effect on impulsive buying. However, the flash
sale variable on impulsive buying has a positive and significant influence on
positive emotion as a mediating variable on Shopee, while the live streaming
variable has an indirect influence on impulsive buying of Skintific products
mediated by positive emotion on the official Skintific Store on Shopee..

Key Word: flash sale, live streaming, impulsive buying, positive emotion, Skintific
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