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ABSTRAK  

Perkembangan bisnis ritel bukan hanya karena banyaknya peritel 

di tanah air yang bermunculan tetapi juga kebutuhan atau keinginan 
konsumen saat ini mengalami perubahan yang drastis, yang menandakan 

masyarakat memiliki inovasi untuk mengkonsumsi produk bukan dari 

merek ternama melainkan produk dari merek toko atau yang lebih dikenal 

dengan private brand. Hal inilah yang menyebabkan banyak peritel 

berusaha menciptakan produk dengan merek nama tokonya sendiri, untuk 

melengkapi dan memenuhi kebutuhan konsumennya. Penelitian ini 

bertujuan untuk mengetahui pengaruh Price Consciousness, Perceived 

Quality, Familiarity, dan Perceived Risk Terhadap Purchase Intention 

Private Brand di Indomaret G-Walk Citraland Surabaya. Sampel yang 

digunakan sebanyak 100 responden, teknik pengambilan sampling yang 

digunakan yaitu purposive sampling. Karakteristik sampel yang dipakai 
adalah pelanggan dari Indomaret yang berlokasi di G-Walk Citraland 

Surabaya, minimal berusia 17 tahun ke atas, dan pernah berbelanja di 

Indomaret. Penelitian ini menggunakan metode analisis regresi linier 

berganda melalui SPSS for Windows. Temuan yang didapat dari penelitiuan 

ini menunjukkan bahwa Price Consciousness, Perceived Quality, 

Familiarity berpengaruh positif terhadap Purchase Intention Private Brand 

di Indomaret Surabaya, sedangkan Perceived Risk berpengaruh negatif 

terhadap Purchase Intention Private Brand di Indomaret Surabaya. 

 

Kata Kunci : Price Consciousness, Perceived Quality, Familiarity, 

Perceived Risk, Purchase Intention, Private Brand, Indomaret, Regresi 
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ABSTRACT  

Development of retail business is not just the number of retailers 

that have sprung up in the country but also the needs or wants of consumers 
are currently experiencing a drastic change, which indicates the community 

tends to consume products not just from leading brands but also from the 

store brand which is better known as the private brand. This is why many 

retailers strive to create products with the brand name of his own shop, to 

complement and meet the consumer needs. This study aimed to determine 

the effect of Price Consciousness, Perceived Quality, Familiarity, Perceived 

Risk and Purchase Intention on Indomaret’s Private Brand in G-Walk 

Citraland Surabaya. Sample of 100 respondents were used, the sampling 

technique used is purposive sampling. Characteristics of the samples with 

are customers of Indomaret located in Surabaya Citraland G-Walk, a 

minimum age of 17 years, and usual shopping at Indomaret. This study uses 
multiple regression analysis with SPSS for Windows. The findings show 

that Price Consciousness, Perceived Quality, and Familiarity positively 

influence the consumer’s Purchase Intention of Indomaret Private Brand in 

Surabaya. Besides, it shows perceived risk has negative impact to the 

consumer’s purchase intention of Indomaret Private Brand in Surabaya. 

 

Keywords: Price Consciousness, Perceived Quality, Familiarity, Perceived 

Risk, Purchase Intention, Private Brand, Indomaret, Regression 
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