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Penelitian ini bertujuan untuk mengetahui : 1) pengaruh secara langsung influencer 
marketing terhadap impulse buying, 2) pengaruh secara langsung flash sale terhadap 
impulse buying, 3) pengaruh secara langsung tagline “gratis ongkir” terhadap impulse 
buying, 4) pengaruh influencer marketing terhadap impulse buying dengan dimediasi 

oleh positive emotion, 5) pengaruh flash sale terhadap impulse buying dengan dimediasi 
oleh positive emotion, 6) pengaruh tagline “gratis ongkir” terhadap impulse buying 
dengan dimediasi oleh positive emotion. Populasi dari penelitian ini adalah pengguna 
Shopee di Yogyakarta yang pernah melakukan impulse buying minimal satu kali. Data 

diperoleh dengan membagikan kuesioner tentang influencer marketing, flash sale, 
tagline “gratis ongkir”, impulse buying, dan positive emotion kepada 96 responden 
pengguna Shopee di Yogyakarta. Teknik analisis data menggunakan Partial Least 
Square yaitu SmartPLS 4. Hasil penelitian menunjukkan bahwa : 1) influencer 

marketing secara langsung berpengaruh terhadap impulse buying, 2) flash sale secara 
langsung tidak berpengaruh terhadap impulse buying, 3) tagline “gratis ongkir” secara 
langsung tidak berpengaruh terhadap impulse buying, 4) influencer marketing 
berpengaruh terhadap impulse buying dengan dimediasi sebagian (complementary- 

partial mediation) oleh positive emotion, 5) flash sale tidak berpengaruh terhadap 
impulse buying dengan dimediasi oleh positive emotion, 6) tagline “gratis ongkir” 
berpengaruh terhadap impulse buying dengan dimediasi penuh (indirect only-full 
mediation) oleh positive emotion. 
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This study aims to determine: 1) the direct influence of influencer marketingon impulse 
buying, 2) the direct influence of flash sales on impulse buying, 3) the direct influence of the 

tagline "free shipping" on impulse buying, 4) the influence of influencer marketing on 
impulse buying mediated by positive emotion, 5) the influence of flash  sales on impulse 
buying mediated by positive emotion, 6) the influence of the tagline "free shipping" on 
impulse buying mediated by positive emotion. The populationof this study are Shopee users 

in Yogyakarta who have made impulse buying at least once.  Data was obtained by 
distributing questionnaires about influencer marketing, flash sale, "free shipping" tagline, 
impulse buying, and positive emotion to 96 Shopee user respondents in Yogyakarta. The 
data analysis technique uses Partial Least Square, namely SmartPLS 4. The results showed 

that: 1) influencer marketing directly influenced impulse buying, 2) flash sale directly had 
no influence on impulse buying, 
3) tagline "free shipping" directly had no influence on impulse buying, 4) influencer  

marketing influenced on impulse buying partially mediated (complementary-partial 
mediation) by positive emotion, 5) flash sale had no influence on impulse buying mediated 
by positive emotion, 6) the tagline "free shipping" has an influence on impulse buying with 
full mediation (indirect only-full mediation) by positive emotion. 
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