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PENGARUH FLASH SALE DAN CONTENT MARKETING  

TERHADAP IMPULSIVE BUYING DENGAN PAYLATER PAYMENT 

SEBAGAI VARIABEL MODERASI 

(Survei Pada Generasi Z Pengguna Shopee di Kabupaten Kuningan) 

 

ABSTRAK 

Novita Citra Dewi (NIM 20220510077) Dosen Pembimbing 1 : Wachjuni, 

S.E.,M.M. Dosen Pembimbing 2 : Januar Habibi Mahsyar,S.E.,M.M. 

Permasalahan dalam penelitian ini berkaitan dengan tingginya kecenderungan 

Generasi Z dalam melakukan impulsive buying pada platform e-commerce Shopee. 

Flash sale, content marketing, dan kemudahan penggunaan paylater payment 

diduga menjadi faktor yang mendorong perilaku impulsive buying tersebut. 

Penelitian ini bertujuan untuk mengetahui pengaruh flash sale dan content 

marketing terhadap impulsive buying dengan paylater payment sebagai variabel 

moderasi pada pengguna Shopee Generasi Z di Kabupaten Kuningan. Penelitian ini 

melibatkan 170 responden Generasi Z pengguna Shopee di Kabupaten Kuningan. 

Data dikumpulkan melalui kuesioner yang telah diuji validitas dan reliabilitasnya, 

kemudian dianalisis menggunakan analisis regresi linear berganda dan moderated 

regression analysis (MRA). Hasil penelitian menunjukkan bahwa: (1) flash sale 

berpengaruh positif dan signifikan terhadap impulsive buying. (2) content 

marketing berpengaruh positif dan signifikan terhadap impulsive buying. (3) 

paylater payment mampu memoderasi dan memperkuat pengaruh flash sale 

terhadap impulsive buying. (4) paylater payment mampu memoderasi dan 

memperkuat pengaruh content marketing terhadap impulsive buying. 

Kata kunci : Flash Sale, Content Marketing, Impulsive Buying, Paylater Payment, 

Generasi Z, Shopee. 
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THE EFFECT OF FLASH SALE AND CONTENT MARKETING 

 ON IMPULSIVE BUYING WITH PAYLATER PAYMENT  

AS A MODERATING VARIABLE 

(Survey on Generation Z Shopee Users in Kuningan Regency) 

 

ABSTRACT 

Novita Citra Dewi (NIM 20220510077) Supervisor 1 : Wachjuni, S.E.,M.M. 

Supervisor 2 : Januar Habibi Mahsyar,S.E.,M.M. 

 

The problem addressed in this study is related to the high tendency of Generation Z 

to engage in impulsive buying behavior on the Shopee e-commerce platform. Flash 

sale, content marketing, and the convenience of using paylater payment are 

considered factors that may encourage impulsive buying behavior. This study aims 

to determine the effect of flash sale and content marketing on impulsive buying, 

with paylater payment as a moderating variable among Generation Z Shopee users 

in Kuningan Regency. This study involved 170 Generation Z respondents who are 

Shopee users in Kuningan Regency. Data were collected through questionnaires 

that had been tested for validity and reliability, and were analyzed using multiple 

linear regression analysis and Moderated Regression Analysis (MRA).The results 

of this study indicate that: (1) flash sale has a positive and significant effect on 

impulsive buying. (2) content marketing has a positive and significant effect on 

impulsive buying. (3) paylater payment is able to moderate and strengthen the effect 

of flash sale on impulsive buying. (4) paylater payment is able to moderate and 

strengthen the effect of content marketing on impulsive buying. 

 

Keywords: Flash Sale, Content Marketing, Impulsive Buying, Paylater Payment, 

Generation Z, Shopee 
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