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ABSTRAK

Kegiatan berbelanja merupakan suatu kegiatan untuk memenuhi
kebutuhan hidup maupun untuk memperoleh kesenangan. Terdapat
beberapa faktor yang dapat mempengaruhi terjadinya loyalitas terhadap
toko atau store loyalty dalam kegiatan berbelanja seseorang. Faktor-faktor
tersebut adalah Private Label Usage , Utilitarian Shopping Value , Hedonic
Shopping Value.

Penelitian ini bertujuan untuk mengetahui pengaruh Private Label
Usage terhadap Store Loyalty dengan Utilitarian Shopping Value dan
Hedonic Shopping Value sebagai moderasi. Penelitian ini menggunakan
teknik analisis Regresi Moderasi. Obyek dari penelitian ini adalah
konsumen dari toko fashion SOGO Department Store Tunjungan Plaza
Surabaya, dengan jumlah sampel sebanyak 100 responden.

Hasil Penelitian ini menunjukkan : (1) Private Label Usage
berpengaruh terhadap Store Loyalty, (2) Utilitarian Shopping Value
memperkuat pengaruh Private Label Usage terhadap Store Loyalty, (3)
Hedonic Shopping Value memperkuat pengaruh Private Label Usage
terhadap Store Loyalty

Kata Kunci : Private Label Usage, Utilitarian Shopping Value, Hedonic
Shopping Value, Store Loyalty.
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ABSTRACT

Shopping are activities to fulfill life necessities as well as for
getting pleasure. There are several factors that affect store loyalty. These
factors are Private Label Usage , Utilitarian Shopping Value , Hedonic
Shopping Value.

The aims of this study is to determine the effect of Private Label
Usage toward Store Loyaty and Utilitarian Shopping Value and Hedonic
Shopping Value as moderation. This study uses analysis techniques
regression moderation. The object of this study are consumers of fashion
stores SOGO Department Store Tunjungan Plaza Surabaya, with total
samples of 100 respondents.

The results of this study showed: (1) Private Label Usage has an
effect on Store Loyalty, (2) Utilitarian Shopping Value strengthens the

influence of Private Label Usage on Store Loyalty (3) Hedonic Shopping
Value strengthens the influence of Private Label Usage on Store Loyalty.

Key Words : Private Label Usage, Utilitarian Shopping Value, Hedonic
Shopping Value, Store Loyalty.
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