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ABSTRAK

Persaingan yang ketat membuat toko-toko ritel modern melakukan inovasi
agar dapat membangun loyalitas konsumen. Karena konsumen semakin cerdas
dalam memilih produk yang akan dibeli dengan mempertimbangkan berbagai
aspek. Maka toko ritel modern mengembangkan strategi agar bisa menekan harga
sehingga konsumen dapat terjangkau dan tetap mempertahankan kualitas. Salah
satunya dengan membuat produk private label. Tujuannya adalah untuk
menawarkan produk sejenis dengan kualitas yang sama namun dengan harga yang
lebih murah dari brand di luar private label. Hal ini dilakukan supaya dapat
mempertahankan loyalitas konsumen kepada toko ritel modern. Namun
penggunaan private label juga dipengaruhi oleh kuat tidaknya shopping value
konsumen yang memiliki dua karakteristik yaitu utilitarian shopping value dan
hedonic shopping value.

Penelitian ini bertujuan untuk menelaah pengaruh penggunaan private
label terhadap loyalitas konsumen terhadap toko dengan variabel moderator
utilitarian shopping value dan hedonic shopping value. Penelitian dilakukan pada
104 konsumen Hypermart Surabaya. Teknik analisis yang digunakan adalah
analisis regresi moderasi.

Hasil penelitian menunjukkan bahwa private label usage berpengaruh
signifikan negatif terhadap store loyalty. Temuan lain juga menunjukkan bahwa
utilitarian shopping value dapat memperkuat hubungan antara private label usage
dengan store loyalty, sedangkan hedonic shopping value tidak dapat memperkuat
hubungan antara private label usage dengan store loyalty.

Kata Kunci:  Private Label, Shopping Value, Store Loyalty
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THE EFFECT OF USAGE PRIVATE LABEL ON CONSUMER LOYALTY
IN HYPERMART SURABAYA WITH MODERATION
SHOPPING VALUE

Tight competition makes modern retail shops innovating in order to build
consumer loyalty. Because consumers are increasingly smart in choosing products
to be purchased by considering various aspects. So modern retail stores develop
strategies to reduce prices so that consumers can afford and still maintain its
quality. One of them is by making a private label products. The aim is to offering
similar products with the same quality but at lower prices than brands outside the
private label. This is done in order to maintain consumer loyalty to modern retail
stores. However, the use of private labels is also influenced by the strength of the
consumer shopping value that has two characteristics, namely the utilitarian
shopping value and the hedonic shopping value.

This study aims to examine the effect of using private labels on consumer
loyalty to stores with utilitarian shopping value moderator variables and hedonic
shopping value. The study was conducted at 104 Hypermart Surabaya consumers.
The analysis technique used is the moderating regression analysis.

The results showed that private label usage had a significant negative
effect on store loyalty. Other findings also show that utilitarian shopping value
can strengthen the relationship between private label usage and store loyalty,
while hedonic shopping value cannot strengthen the relationship between private
label usage and store loyalty.

Keywords: Private Label, Shopping Value, Store Loyalty
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