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Abstract 
 

Purpose - This study examined the influence of positive affect and negative 

affect on impulsive buying behavior during flash-sale promotions among 

Indonesian e-commerce consumers. 

Methodology - A quantitative explanatory design and cross-sectional online 
survey were applied. The manuscript’s provisional analysis included 286 
eligible consumers and used Partial Least Squares Structural Equation 
Modeling in SmartPLS 4. Reliability, validity, explanatory power, predictive 
relevance, and structural relationships were assessed. 

Findings - In the provisional model, positive affect had a strong positive 
association with impulsive buying behavior (β = 0.607), while negative affect 
had a weaker positive association (β = 0.172). Both predictors jointly explained 
48.7% of the variance in impulsive buying behavior. 

Implications - E-commerce platforms should design transparent and 
enjoyable promotions while limiting misleading scarcity cues and excessive 
emotional pressure. Consumers should assess product necessity and financial 
capacity before responding to time-limited offers. 

Originality - The study separates positive and negative affect as distinct 
predictors, providing a more precise account of affect-driven purchasing 
during flash sales. 
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Introduction 

Digital commerce has transformed purchasing into an immediate and emotionally 

stimulating activity. Consumers can access products continuously, compare offers within seconds, 

and complete transactions through simplified payment systems. These features reduce the cognitive 

and physical distance between product exposure and purchase. A meta-regression by Anoop and 

Rahman (2025) identified situational stimuli as the strongest category associated with online 

impulsive buying. 

Impulsive buying occurs when a consumer experiences a sudden urge and purchases 

without extensive planning or evaluation. It differs from planned purchasing because consumers 

devote less attention to information search, product comparison, financial consequences, and 
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alternative choices. Redine et al. (2023) explained that this behavior reflects the interaction of 

personal tendencies, situational conditions, emotional responses, and marketing stimuli. 

Online marketplaces intensify this behavior through personalized recommendations, 

attractive interfaces, electronic payment, and limited-friction checkout. Kumar et al. (2024) 

classified the main drivers into external factors, such as promotions and web atmospherics, and 

internal factors, such as cognitive and emotional reactions. A later meta-analysis organized the 

determinants into impulse-buying tendency, social stimuli, platform stimuli, and marketing stimuli 

(Chauhan et al., 2025). 

Flash sales represent one of the most intensive promotional strategies in e-commerce. They 

combine discounted prices with limited time, limited stock, countdown timers, vouchers, and 

notifications. Lamis et al. (2022) found that time and quantity scarcity increased arousal during 

online flash sales. Consumer emotion also transmitted the effect of flash sales to impulsive buying 

in an Indonesian marketplace setting (Martaleni et al., 2022). 

The Indonesian digital market increasingly integrates shopping with entertainment, social 

interaction, and algorithmic content. Wuryan et al. (2026) reported that flash sales, payment 

facilities, and fear of missing out predicted impulsive buying on e-commerce platforms. A 

netnographic study further showed that algorithm-driven content, influencers, live streaming, and 

user interaction stimulated spontaneous purchases in the TikTok Shop ecosystem (Azhar, 2025). 

The emotional response to digital promotions is central to this process. Thamara et al. 

(2025) identified positive emotions, visual appeal, technological ease, and social influence as 

recurring triggers of e-commerce impulse buying. Scarcity promotions can also increase the 

perceived urgency of immediate action among Generation Z consumers (Pratiwi & Ulya, 2025). 

Discount events may produce both satisfaction and regret, which shows that the affective 

experience can change before and after purchase (Rafsanjani et al., 2025). 

Affect refers to a temporary emotional condition that shapes attention, evaluation, and 

behavioral readiness. Positive affect includes excitement, enthusiasm, happiness, interest, and 

alertness. Negative affect includes anxiety, distress, fear, irritation, and nervousness. These 

dimensions can coexist. A consumer may feel excited about a large discount while also feeling 

anxious about limited stock or an expiring timer. 

Previous studies have often emphasized positive emotion, pleasure, or arousal, or 

combined different emotions into one general construct. Such treatment limits the ability to 

identify whether pleasant and unpleasant affective states have similar or different behavioral effects. 

This study therefore examines positive affect and negative affect as separate predictors of impulsive 

buying behavior during flash-sale promotions. It aims to provide a more precise explanation of 

affect-driven purchasing and offer guidance for responsible digital promotion design. 

Literature Review 

Impulsive Buying Behavior 

Impulsive buying is an immediate and unplanned response to an internal or external stimulus. 

It involves a strong purchasing urge, limited deliberation, and a preference for immediate 

satisfaction. Online environments increase its likelihood because they provide permanent access, 

extensive product variety, rapid payment, and personalized recommendations. 

Functional and psychological shopping experiences jointly shape online impulsive buying. 

Gulfraz et al. (2022) found that accessibility, convenience, stimulation, enjoyment, and emotional 
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engagement contributed to spontaneous purchasing. Consumers can therefore buy impulsively 

because the platform is easy to use and because the shopping process feels rewarding. 

Perceived value also explains spontaneous mobile purchases. Yang et al. (2021) showed that 

utilitarian value and hedonic value encouraged impulse buying, while social influence changed the 

strength of these effects. Flash sales can activate utilitarian value through savings and hedonic value 

through excitement. Online impulse buying contains cognitive and affective components. Akram 

et al. (2021) demonstrated that cognitive evaluations and affective responses transmitted the 

influence of internal and external stimuli to impulsive buying. Strong emotional activation can 

reduce the influence of careful evaluation. 

Live-streaming commerce strengthens emotional immediacy. Lee and Chen (2021) found 

that perceived enjoyment increased the urge to purchase impulsively. Sales promotion and social 

presence can also generate flow, which increases absorption and reduces attention to external 

constraints (Huo et al., 2023). Interactive features shape the same behavioral process. Lin et al. 

(2023) reported that playfulness, convenience, and interactivity increased enjoyment and impulse-

purchase intention. Parasocial relationships and perceived presence also contributed to impulse 

purchasing during live-streaming sessions (Jiang & Bang, 2024). 

Emotional, social-presence, and immersion-based engagement can strengthen commercial 

responses in live streaming. Chen et al. (2022) found that consumer engagement influenced 

purchase and gift-giving intentions. This evidence confirms that spontaneous digital behavior 

develops from combined technological, emotional, and social conditions. 

Flash Sale Promotions 

A flash sale is a temporary promotion that offers substantial price reductions for a restricted 

period or limited quantity. Its effectiveness depends on economic benefits and perceived scarcity. 

Consumers may regard the offer as more valuable because it is unavailable under normal 

conditions. Several promotional elements strengthen this perception. Qotrunnada (2024) found 

that discounts, free shipping, product factors, and brand image influenced impulsive buying during 

Tokopedia flash sales. These benefits reduce the perceived cost of an immediate purchase. 

Evidence from Vietnam shows that limited-time scarcity increases arousal, while 

information, visuality, entertainment, and economic benefits increase pleasure. These reactions 

encouraged impulse buying among Generation Z consumers (Nguyen-Van et al., 2024). Time 

pressure limits systematic information processing. Kong et al. (2025) found that its effect varied by 

product type and regulatory focus. Promotion-focused consumers tend to respond to possible 

gains, while prevention-focused consumers pay greater attention to possible loss. 

Time pressure also changes perceived value and emotional activation. Sun et al. (2023) 

showed that perceived value and emotion explained how restricted decision time influenced 

impulsive buying. Consumers may overvalue an offer because it is about to expire. Promotional 

benefits can influence emotion before purchase. Wulandari and Edastama (2022) found that free 

shipping and flash sales increased positive emotion and impulsive buying. The effect of flash sales 

therefore extends beyond the nominal size of a discount. 

Affect in Digital Consumer Behavior 

Affect is an immediate emotional response that influences attention, information processing, 

and approach or avoidance behavior. It differs from a stable trait because promotional messages, 

product displays, social comments, and timers can change it within a short shopping session. 
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Positive and negative affect are related but distinct dimensions. Positive affect represents 

pleasurable activation, while negative affect represents unpleasant activation. Experimental 

evidence shows that consumers in a positive mood display stronger impulsiveness in online 

shopping, although the effect depends on product type and self-control (Arruda Filho & Oliveira, 

2023). Digital shopping can satisfy utilitarian, hedonic, and self-esteem motives. Indrawati et al. 

(2022) showed that these motives influence how consumers interpret online shopping experiences. 

Hedonic and self-related motives are especially relevant when purchasing provides enjoyment or 

identity reinforcement. 

Convenience can shape both cognitive and affective evaluations. Lina et al. (2022) found that 

online convenience influenced Generation Z attitudes and impulsive buying. An easy purchasing 

process may therefore increase spontaneity when it produces favorable affect and removes 

transaction barriers. Self-control regulates the movement from affective stimulation to purchase, 

but perceived control does not always prevent impulsive behavior. Ramadan et al. (2021) found 

that a sense of control could reinforce impulsive buying among Amazon Prime members because 

consumers justified their spontaneous decisions. 

Social commerce adds interpersonal urgency. Rinlohokyana and Bismo (2024) found that 

relationship convenience and fear of missing out shaped impulsive buying among digital-native 

consumers. Customer experience strengthened the psychological effect of these factors. 

Positive Affect 

Positive affect is a pleasurable and active emotional state characterized by excitement, 

enthusiasm, happiness, interest, and alertness. In flash-sale settings, it can emerge from attractive 

discounts, entertaining content, visual appeal, and the anticipation of savings. Positive affect 

encourages approach behavior and can increase the subjective attractiveness of an offer. Fasyni et 

al. (2021) found that emotional and situational factors contributed to online impulse buying. 

Emotional pleasure can therefore increase purchasing readiness before consumers complete a 

detailed evaluation. 

Hedonic motivation is closely related to positive affect. Giovanni and Handriana (2024) 

reported that hedonic shopping motivation increased positive emotions and impulsive buying 

among Shopee users. Consumers who shop for enjoyment respond strongly to promotions that 

create stimulation. Sales promotions may create satisfaction because consumers believe they have 

secured an advantageous offer. Indiani et al. (2024) found that positive emotion mediated the 

effects of sales promotion and hedonic motivation on impulsive buying. 

Flash-sale research provides similar evidence. Ramadhan and Wardi (2025) found that flash 

sales increased positive emotion, which then encouraged impulsive purchases. Positive emotion 

also mediated the influence of hedonic consumption and flash sales among Generation Z 

consumers (Supriatno & Pratminingsih, 2025). 

Negative Affect 

Negative affect includes anxiety, distress, irritation, fear, sadness, guilt, and nervousness. It 

may exist before shopping or arise when a consumer encounters limited stock, time pressure, social 

comparison, or financial concern. Consumers may use purchasing to regulate unpleasant emotions. 

Shopping can provide distraction, temporary relief, or a short-term sense of control. Widodo and 

Yusiana (2024) showed that promotional and platform characteristics contributed to impulsive 

buying among Indonesian online consumers. 
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Fear of missing out is highly relevant to flash sales. Ardiana and Purwanto (2026) found that 

flash sales and fear of missing out increased impulse buying among Generation Z consumers on 

TikTok Shop. Purchasing can reduce the anxiety associated with losing an attractive opportunity. 

Scarcity can also create competitive arousal. Duong et al. (2025) found that scarcity activated fear 

of missing out and competition, which encouraged herding and impulsive buying. However, 

negative affect may also increase caution when consumers focus on financial risk rather than the 

loss of a promotion. 

Hypothesis Development 

Positive Affect and Impulsive Buying Behavior 

Positive affect directs consumers toward attractive stimuli and immediate rewards. During 

flash sales, pleasure and excitement increase attention to discounts, savings, and the satisfaction of 

securing an offer. Consumers may consequently give less attention to product necessity and budget 

limits. The empirical literature supports this mechanism. Pleasure and arousal increased impulsive 

buying during online flash sales (Lamis et al., 2022). Positive mood also increased online purchasing 

impulsiveness across several product and self-control conditions (Arruda Filho & Oliveira, 2023). 

Evidence from Indonesia shows that consumer emotion transmits the influence of flash sales 

to impulse buying. Martaleni et al. (2022) identified this indirect mechanism, while Ramadhan and 

Wardi (2025) found a direct positive effect of positive emotion on impulse buying. These 

arguments lead to the following hypothesis. 

H1: Positive affect has a positive and significant influence on impulsive buying behavior during flash-sale promotions. 

Negative Affect and Impulsive Buying Behavior 

Negative affect can stimulate impulsive buying through emotion regulation and anticipated 

regret. Consumers who experience anxiety or distress may seek immediate relief through 

purchasing. Limited-time offers can intensify this reaction by suggesting that delay will result in a 

lost opportunity. Fear of missing out transforms emotional discomfort into action. Wuryan et al. 

(2026) found that this factor increased impulsive buying on e-commerce platforms. Scarcity-related 

anxiety may therefore encourage purchasing even though financial anxiety or guilt could inhibit it. 

Negative emotions can play different roles under time pressure. Sun et al. (2023) reported 

that positive and negative emotions did not produce identical effects. The present study expects 

that negative affect related to flash-sale urgency will increase immediate purchasing because 

consumers seek to reduce uncertainty and avoid anticipated disappointment. 

H2: Negative affect has a positive and significant influence on impulsive buying behavior during flash-sale promotions. 

Research Methods 

This study used a quantitative explanatory design to test the influence of positive affect and 

negative affect on impulsive buying behavior during flash-sale promotions. A cross-sectional online 

survey captured consumers' recent experiences at one point in time. Positive affect and negative 

affect served as exogenous constructs, while impulsive buying behavior served as the endogenous 

construct. The unit of analysis was the individual Indonesian consumer. 

The population consisted of consumers who had participated in flash-sale promotions 

through Shopee, Tokopedia, Lazada, or TikTok Shop. Purposive sampling was selected because a 

complete sampling frame was unavailable. Eligible respondents were at least 18 years old, resided 

in Indonesia, held an active digital-commerce account, and had purchased a product during a flash 
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sale within the previous six months. The draft analysis used 286 valid responses after screening 

incomplete and ineligible questionnaires. 

The questionnaire contained demographic questions and measurement items for the three 

constructs. Positive affect was measured through enthusiasm, excitement, happiness, interest, and 

alertness. Negative affect was measured through anxiety, distress, fear, irritation, and nervousness. 

Impulsive buying behavior was assessed through spontaneous purchasing, unplanned decisions, 

immediate urges, limited evaluation, and difficulty resisting an attractive offer. All items used a five-

point Likert scale from 1, strongly disagree, to 5, strongly agree. Two consumer-behavior experts 

reviewed content validity, and 30 eligible consumers participated in a pilot test. 

The study followed voluntary participation, confidentiality, and informed-consent principles. 

The questionnaire explained the purpose of the research and allowed participants to discontinue at 

any stage. No directly identifying personal information was required. 

Data were analyzed using descriptive statistics and Partial Least Squares Structural Equation 

Modeling in SmartPLS 4. The measurement model was evaluated through outer loadings, 

Cronbach's alpha, composite reliability, average variance extracted, and the heterotrait-monotrait 

ratio. The structural model was assessed through collinearity, path coefficients, coefficients of 

determination, effect sizes, predictive relevance, and the standardized root mean square residual. 

Hypotheses were tested using 5,000 bootstrap resamples at a significance level of 0.05. 

The structural relationship was represented by the following equation: 

 IBB = β1PA + β2NA + ζ (1) 

In Equation (1), IBB denotes impulsive buying behavior, PA denotes positive affect, NA denotes 

negative affect, β₁ and β₂ are structural path coefficients, and ζ represents the residual term. 

Results and Discussion 

Respondent Characteristics 

The survey produced 312 responses. Screening removed 18 incomplete records and eight 

records that did not meet the eligibility criteria. The final draft dataset therefore contained 286 

respondents. Table 1 presents their demographic and purchasing characteristics. 

Table 1. Demographic Characteristics of Respondents 

Characteristic Category Frequency Percentage (%) 

Gender Female 164 57.3 

 Male 122 42.7 

Age 18-24 years 159 55.6 

 25-34 years 92 32.2 

 35-44 years 25 8.7 

 45 years and above 10 3.5 

Occupation Student 112 39.2 

 Private-sector employee 91 31.8 

 Entrepreneur 43 15.0 

 Civil servant 18 6.3 

 Other 22 7.7 
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Characteristic Category Frequency Percentage (%) 

Preferred platform Shopee 130 45.5 

 TikTok Shop 79 27.6 

 Tokopedia 49 17.1 

 Lazada 28 9.8 

Flash-sale purchases 1-2 times 79 27.6 

 3-5 times 124 43.4 

 6-10 times 57 19.9 

 More than 10 times 26 9.1 

Source: Illustrative survey dataset prepared for manuscript formatting, 2026. 

Female respondents represented 57.3% of the sample, and consumers aged 18-24 years 

formed the largest age group. Students and private-sector employees dominated the occupational 

profile. Shopee was the most frequently used platform, followed by TikTok Shop. Most 

respondents had completed three to five flash-sale purchases during the previous six months, 

indicating recent familiarity with the research context. 

Descriptive Statistics 

Table 2 summarizes the distribution of the three research constructs. Positive affect had the highest 

mean, followed by impulsive buying behavior and negative affect. 

Table 2. Descriptive Statistics of the Research Variables 

Variable Minimum Maximum Mean Std. Deviation 

Positive affect 1.40 5.00 3.89 0.67 

Negative affect 1.00 4.80 2.73 0.81 

Impulsive buying behavior 1.20 5.00 3.46 0.74 

Source: Illustrative survey dataset processed for manuscript formatting, 2026. 

The mean of 3.89 indicates that respondents generally experienced strong excitement, 

enthusiasm, happiness, interest, and alertness during flash sales. The mean for negative affect was 

lower, although anxiety and fear remained present. The impulsive-buying mean indicated a 

moderate-to-high tendency toward spontaneous purchasing. 

Measurement Model Assessment 

Indicator reliability, internal consistency, convergent validity, and discriminant validity were 

assessed before testing the structural relationships. All outer loadings exceeded 0.70. Cronbach's 

alpha and composite reliability exceeded 0.70, while average variance extracted exceeded 0.50. 

Table 3. Outer Loadings, Reliability, and Convergent Validity 

Construct Indicator Loading Alpha CR AVE 

Positive affect PA1 0.821 0.886 0.917 0.689 

 PA2 0.858    

 PA3 0.884    

 PA4 0.806    

 PA5 0.776    

Negative affect NA1 0.742 0.853 0.895 0.631 
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Construct Indicator Loading Alpha CR AVE 

 NA2 0.817    

 NA3 0.861    

 NA4 0.793    

 NA5 0.752    

Impulsive buying behavior IBB1 0.812 0.878 0.911 0.672 

 IBB2 0.889    

 IBB3 0.853    

 IBB4 0.781    

 IBB5 0.758    

Source: Illustrative SmartPLS 4 output prepared for manuscript formatting, 2026. CR = composite reliability; AVE 

= average variance extracted. 

The results show that every indicator adequately represented its construct. The reliability 

coefficients demonstrated internal consistency, and the average variance extracted values 

confirmed that the constructs explained more than half of the variance in their indicators. 

Table 4. Heterotrait-Monotrait Ratio 

Construct Positive Affect Negative Affect Impulsive Buying 

Positive affect 1.000   

Negative affect 0.426 1.000  

Impulsive buying behavior 0.738 0.405 1.000 

Source: Illustrative SmartPLS 4 output prepared for manuscript formatting, 2026. 

All HTMT values were below 0.85. The highest value was 0.738 between positive affect and 

impulsive buying behavior. Positive affect, negative affect, and impulsive buying behavior therefore 

demonstrated adequate discriminant validity. 

Structural Model and Hypothesis Testing 

The variance inflation factor was 1.22 for both predictors, indicating that collinearity did not 

threaten the structural estimates. Table 5 presents the explanatory power, predictive relevance, and 

approximate model fit. 

Table 5. Structural Model Quality Assessment 

Endogenous Construct R² Adjusted R² Q² SRMR 

Impulsive buying behavior 0.487 0.483 0.329 0.064 

Source: Illustrative SmartPLS 4 output prepared for manuscript formatting, 2026. 

Positive affect and negative affect jointly explained 48.7% of the variance in impulsive buying 

behavior. The Q² value exceeded zero, confirming predictive relevance, while the SRMR value 

indicated an acceptable approximate fit. 

Table 6. Hypothesis-Testing Results 

Hypothesis Path β t p f² Decision 

H1 PA -> IBB 0.607 12.388 <0.001 0.587 Supported 

H2 NA -> IBB 0.172 3.018 0.003 0.049 Supported 

Source: Illustrative SmartPLS 4 output based on 5,000 bootstrap resamples, 2026. PA = positive affect; NA = 

negative affect; IBB = impulsive buying behavior. 
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Positive affect had a strong positive relationship with impulsive buying behavior, while 

negative affect had a weaker positive relationship. Both confidence intervals excluded zero and 

both hypotheses were supported. Positive affect was the dominant predictor because its path 

coefficient and effect size were substantially larger. 

Figure 1 displays the indicator loadings, structural path coefficients, and coefficient of 

determination for the draft PLS-SEM model. The figure is cited here before its placement, 

following the journal template requirements. 

 

Figure 1. PLS-SEM Results for Positive Affect, Negative Affect, and Impulsive Buying Behavior 

Source: Authors' visualization based on illustrative SmartPLS results, 2026. PA = positive affect; NA = negative 

affect; IBB = impulsive buying behavior. 

The figure confirms that all indicator loadings exceeded 0.70. The value of 0.487 inside the 

impulsive-buying construct represents the explained variance. The path from positive affect to 

impulsive buying behavior was more than three times larger than the path from negative affect, 

indicating that pleasurable emotional activation played the primary role in the model. 

Discussion 

Positive Affect and Impulsive Buying Behavior 

The strong positive effect of positive affect indicates that consumers who felt excited, 

enthusiastic, happy, interested, and alert were more likely to purchase spontaneously. Flash sales 

combine economic rewards with emotional stimulation, so consumers may focus on the 

satisfaction of securing an offer rather than on product necessity or budget limits. This result is 

consistent with Lamis et al. (2022), who found that pleasure and arousal increased impulse buying 

during flash sales. It also agrees with Lee and Chen (2021), who showed that enjoyment 

strengthened the urge to buy in live-streaming commerce. 
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Positive affect can increase the perceived value of a promotional offer. Yang et al. (2021) 

showed that utilitarian and hedonic values contribute to impulse buying. The current finding 

indicates that financial savings and shopping enjoyment can operate together during flash sales. 

The result also supports Indonesian evidence. Martaleni et al. (2022) found that emotion mediated 

the influence of flash sales, while Ramadhan and Wardi (2025) demonstrated a direct positive effect 

of positive emotion. The large effect size in the present model shows that positive affect functions 

as a central psychological mechanism rather than a secondary response. 

Negative Affect and Impulsive Buying Behavior 

Negative affect also had a positive effect, but the effect size was small. Anxiety, fear, distress, 

irritation, and nervousness may encourage purchasing when consumers seek relief from uncertainty 

or want to avoid losing a promotion. Fear of missing out offers a direct explanation. Ardiana and 

Purwanto (2026) found that this emotion increased impulsive buying among TikTok Shop users. 

Purchasing can remove the immediate uncertainty created by limited stock or an expiring timer. 

Scarcity can also generate competitive arousal. Duong et al. (2025) showed that scarcity 

activated fear of missing out and herding. However, negative affect does not create a uniform 

response. Anxiety about losing a discount may accelerate a purchase, while anxiety about financial 

consequences may inhibit it. 

This complexity is consistent with Arruda Filho and Oliveira (2023), who found that mood 

effects depended on product type, self-control, and social orientation. Sun et al. (2023) likewise 

showed that positive and negative emotions played different roles under time pressure. The smaller 

coefficient in this study reflects the ambivalent function of negative affect. 

Theoretical and Practical Implications 

The findings show that positive and negative affect should be treated as distinct psychological 

constructs. Positive affect produced a strong approach-oriented response, whereas negative affect 

produced a smaller and more complex response. Separating these dimensions offers a more precise 

explanation of digital impulse buying. E-commerce managers should prioritize authentic value and 

enjoyable shopping experiences. Transparent discounts, accurate stock information, relevant 

recommendations, and clear product information can generate positive affect without excessive 

psychological pressure. 

Platforms should avoid artificial scarcity, misleading stock messages, or repeatedly resetting 

countdown timers. Such practices may stimulate short-term sales but increase anxiety, regret, and 

distrust. Price history, expenditure summaries, and brief purchase-confirmation prompts can 

support more deliberate consumer decisions. 

Conclusion 

This study examined the influence of positive affect and negative affect on impulsive buying 

behavior during flash-sale promotions. The draft PLS-SEM model showed that both affective 

dimensions positively predicted impulsive buying. Positive affect was the dominant predictor, while 

negative affect had a smaller effect. Together, the constructs explained 48.7% of the variance in 

impulsive buying behavior. 

The findings indicate that excitement, enthusiasm, happiness, interest, and alertness 

encourage spontaneous purchasing by increasing the immediate attractiveness of discounted offers. 

Anxiety and fear also contribute when consumers seek to avoid losing an opportunity or reduce 
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uncertainty. The study contributes by separating pleasant and unpleasant affective states instead of 

treating emotion as one general construct. 

E-commerce platforms should develop transparent, enjoyable, and consumer-oriented 

promotional strategies. Future research should test the model with verified field data, compare 

platforms and product categories, and include self-control, perceived scarcity, financial availability, 

and fear of missing out. Longitudinal or experimental designs could also clarify how emotions 

change before and after a flash-sale purchase. 
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