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ABSTRACT 

Novita Sari, 21042010038, The Effect of Attitude and Trust on Repurchase 

Intention Moderated by Flash Sale Promotion (Study on Shopee Food 

Customers among Generation Z Surabaya) 

Advances in digital technology have driven the growth of food delivery 

services, including Shopee Food. The study conducted aims to explain the impact 

of attitude and trust on repurchase intention moderated by flash sale promotions on 

Shopee Food customers. The study conducted used a quantitative approach. The 

population in the study conducted was Generation Z in Surabaya who had used the 

Shopee Food service at least twice and had participated in the flash sale program. 

The sample of this study was composed of 205 respondents who were determined 

using purposive sampling technique. The data was collected by questionnaire and 

processed using SPSS version 27, the data obtained was analyzed using the 

moderated regression analysis method. The research findings indicate that attitude 

has a positive and significant impact on repurchase intention, trust has a positive 

and significant impact on repurchase intention, and flash sale promotion as a 

moderating variable significantly moderates the effect of attitude and trust on 

repurchase intention.  

Keywords: Attitude, Trust, Flash Sale, Repurchase Intention 
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ABSTRAK 

Novita Sari, 21042010038, Pengaruh Sikap dan Kepercayaan terhadap Minat 

Beli Ulang yang Dimoderasi oleh Promosi Flash Sale (Studi pada Pelanggan 

Shopee Food di Kalangan Generasi Z Surabaya) 

Kemajuan teknologi digital telah mendorong pertumbuhan layanan pesan-

antar makanan, termasuk Shopee Food. Studi yang dilaksanakan mempunyai tujuan 

dalam menjelaskan dampak sikap dan kepercayaan pada minat beli ulang yang 

dimoderasi oleh promosi flash sale pada pelanggan Shopee Food. Studi yang 

dilaksanakan mempergunakan pendekatan kuantitatif. Populasi pada studi yang 

dilaksanakan yaitu Generasi Z di Surabaya yang telah menggunakan layanan 

Shopee Food minimal dua kali dan pernah mengikuti program flash sale. Sampel 

penelitian ini tersusun atas 205 responden yang ditentukan mempergunakan teknik 

purposive sampling. Data dikumpulkan dengan kuesioner dan diolah 

mempergunakan SPSS versi 27, data yang diperoleh dianalisis menggunakan 

metode analisis regresi moderasi. Temuan riset mengindikasikan jika sikap 

berdampak positif serta signifikan pada minat beli ulang, kepercayaan berdampak 

positif serta signifikan terhadap minat beli ulang, dan promosi flash sale sebagai 

variabel moderasi signifikan memoderasi pengaruh sikap dan kepercayaan pada 

minat beli ulang. 

Kata Kunci: Sikap, Kepercayaan, Flash Sale, Minat Beli Ulang 

 

 

 

 

 

 

 

 

 


