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ABSTRAK 
 

 

 

Private label dibuat oleh perusahaan manufaktur yang telah di kontrak 

peritel untuk menghasilkan produk yang mengunakan merek peritel. Dengan 

mengunakan strategi private label peritel dapat membuat perbedaan dengan 

pesaingnya. Produk dengan private label tersebut rata-rata harganya lebih murah 

dari pada produk-produk bermerek lainya, dengan kualitas yang sesuai pula.  

Persepsi kualitas dan kepercayaan konsumen yang tinggi akan 

meningkatkan persepsi nilai dan minat beli konsumen akan merek private label 

pada ritel modern. Persepsi kualitas memiliki peranan yang penting dalam rangka 

menciptakan kepercayaan dan persepsi nilai. Pada titik awal, jika peritel ingin 

meningkatkan minat beli terhadap merek maka, peritel perlu membangun trust 

(kepercayaan) konsumen terhadap merek private label. Produk private label 

haruslah mempunyai nilai yang baik. Penelitian ini bermaksud melihat pengaruh 

langsung persepsi kualitas dan kepercayaan terhadap persepsi nilai dan minat beli 

Sampel yang digunakan berjumlah 130 orang konsumen yang membeli 

private label Giant di Surabaya. Teknik yang digunakan untuk menarik sampel 

adalah teknik purposive sampling. Data dikumpulkan dengan menggunakan 

kuesioner. Teknik analisis yang digunakan adalah structural equation model. 

Hasil analisis ini menunjukkan bahwa persepsi kualitas dan kepercayaan 

berpengaruh secara signifikan terhadap persepsi nilai dan minat beli private label 

konsumen. Selain itu juga persepsi nilai berpengaruh secara signifikan terhadap 

private label konsumen 

 

Kata Kunci: Persepsi Kualitas; Kepercayaan; Persepsi Nilai; Minat Beli. 
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THE EFFECT OF PERCEPTION OF QUALITY AND TRUST ON THE 

INTEREST OF BUYING THE GIANT PRIVATE LABEL IN SURABAYA 
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ABSTRACT 

 

 

 

Private label created by manufacturing companies that have contracts to 

produce a product that retailers use brand retailers. By using the strategy of 

private label retailers can make the difference with its competitors. The private 

label products with average price is cheaper than other branded products, with 

appropriate quality anyway.  

The perception of quality and high consumer confidence will improve the 

perception of the value and the interest of consumers will buy private label brands 

in modern retailing. The perception of quality has an important role in order to 

create trust and perception of value. On the starting point, if retailers want to 

increase interest towards purchasing the brand then, retailers need to build trust 

(the trust) of consumers towards private label brands. Private label products must 

have a good value. This research intends to see direct influence perceptions of 

quality and confidence in the perceived value and purchase intention 

The sample used amounted to 130 people are consumers who buy private 

label Giant in Surabaya. Techniques used to draw a sample of purposive sampling 

technique was. Data were collected using a questionnaire. The technique used is 

the analysis of structural equation models. The results of this analysis indicate that 

the perception of the quality and the trust of influential significantly to perceived 

value and purchase intention private label consumer. In addition, the perceived 

value effect significantly to purchase intention private label consumer 

 

Keywords: Perceived Quality; Trust; Perceived Value; Purchase Intention 

 

 


