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Abstract—The use of brands in products today is 

dominated by manufacturing brands compared to private 

label products, however the use of private labels is becoming 

a trend among retailers in Indonesia, especially private label 

on grocery products for daily needs. This use for retailers 

has a double meaning that is one side as a way to win 

competition for retailers, one side is the use of private label 

as an attraction for consumers. The purpose of this study 

was to determine the increased interest in purchasing 

grocery's private label products through perceived quality, 

perceived risk, packaging, store image and familiarity. The 

total sample consisted of 200 respondents who bought 

private label brands. Hypotheses are tested using multiple 

linear regression analysis modelling. The results of the 

regression show that perceived quality, perceived risk, store 

image and familiarity can increase purchase intentions on 

grocery's private label products. This paper first explicitly 

examines the impact of the use of private label for the 

purchase of Indonesian consumers, especially grocery 

products. 

Keywords—Private Label, Perceived Quality, Perceived 

Risk, Product Packaging, Store Image, Familiarity, Purchase 

Intention 

I. INTRODUCTION 

Retail growth in Indonesia today is said to have 

decreased and slowed by 1% in 2018 compared to last 

year which grew by around 1% - 2.5%. But despite the 

decline in retail growth, not a few people visit 

supermarkets because of the wide variety of products 

offered. With this decline modern retail requires effort and 

innovation such as intensifying promotions and increasing 

the quality of products offered both in terms of 

composition and packaging (packaging) but also with 

prices that can compete with competitors (ww.detik.com 

2018). 

Indonesia has a number of large retailers such as 

Carrefour, Alfamart, Indomaret, Giant, Matahari 

Departement Store and others that offer good facilities for 

supplying family needs and even food & beverages. Giant 

Hypermarket is a subsidiary of PT Hero Supermarket Tbk, 

which is one of the supermarkets largest in Indonesia. 

Founded in 1971 which is predicted to be the first retailer 

in Indonesia. Giant's first store in Indonesia was opened in 

2002. In 2017 the PT Hero Supermarket Tbk Group stores 

around 450 outlets, each consisting of 1 IKEA outlet, 250 

Guardian outlets, 108 outlets Giant Ekspress, 32 Hero 

Supermarkets, 57 Giant Extra outlets and 2 Giant Mart 

outlets (Katadata.co.id 2018). Giant is intended to serve 

the people in Indonesia with cheap products and prices. 

Giant Ekspress focuses on providing products such as 

meat, seafood and fresh household products and general 

goods (www.giant.co.id 2018). 

The growth of modern retail in Indonesia is also 

followed by the growth of private label in Indonesia. [1] 

stated that private label brands are brands that are 

managed and owned by certain retailers. [2], [3] private 

label known as its own brand, store brand, retail brand, 

and generally refers to brands owned, controlled and sold 

exclusively by retailers. This is done by retail companies 

that may prefer to use store names for private label 

products or alternatively they create individual brands. In 

addition, retailers can get the opportunity to capture more 

consumers by providing relatively cheaper private label 

products and consumers easily reach products at retail 

stores. 
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Previous studies have shown that private label brand 

products have positive consequences including there are 

links with consumer purchasing decisions such as [2], [4]–

[6]. 

Products are Private label a trend among retailers in 

Indonesia, but their use is still low in Indonesian 

consumers compared to manufacturer's labels. This is 

because that consumers in Indonesia are still included in 

the category loyal brand. Consumers in Indonesia are 

more accustomed to buying manufacturer's label products 

than products private label. The Nielsen Global Research 

survey states that 50% of consumers in Indonesia are still 

loyal to non- private label products and in terms of quality 

43% say they do not like the quality of products private 

label or consider quality low. So consumers in Indonesia 

have a poor perception of products private label and not a 

few who prefer to buy manufacturer's label  products 

advertised on television in general. 

But the phenomenon that is seen in the purchase of 

private labels on Giant Exspress Gresik occurs in products 

Grocery (groceries) especially rice and sugar products are 

more in demand by consumers than products 's label 

manufacturing competitor. This shows that customers or 

consumers in Giant Express Gresik refute the 

phenomenon, because the interest in private label is quite 

good. The selection of objects based on Giant Exspress is 

a retail that is often visited by consumers, especially in 

terms of shopping for groceries on a larger scale when 

compared to other retailers and products private label 

Giant are the ones that appeared earlier since 2003 using 

the Giant and First Choice brands rather than Other retail 

competitors, such as Indomaret, issued their private label 

around 2005. 

Based on the problem formulation, the purpose of this 

study is The purpose of this study was to determine the 

increased interest in purchasing grocery's private label 

products through perceived quality, perceived risk, 

packaging, store image and familiarity. 

II. LITERATURE REVIEW 

A. Purchase Intention 

Purchase intention as the probability of consumer's 

readiness to purchase a product in near future. It is 

generally linked with the consumers' attitude, perception 

and buying behavior[7]. Purchase Intention illustrates a 

possibility that consumers will plan or be willing to buy 

certain products or services in the future. Increased buying 

interest shows an increase in the likelihood of a purchase. 

When a consumer has a positive buying interest, it will 

form a commitment to a brand that will encourage 

consumers to make an actual purchase[7]. 

B. Perceived quality  

The perceived quality refers to consumer's perception 

of the overall quality or superiority of the product or 

service regarding the intended purpose. Quality perception 

cannot be determined objectively, because quality 

perception is a perception and also involves what is 

desired and important for the customer. [8] states that 

perceived quality as a consumer's assessment of a 

superiority or overall product superiority. This can happen 

when consumers see a brand has better quality then the 

attitude towards the brand is also getting better. 

[9] states that an indicator of  perceived quality is a 

reliable product, a product that provides consistent value 

and good quality. While [2] gives a measure of quality 

products that are of high quality, superior products and 

these products are of very good quality. Quality products 

for consumers are products that provide value, and from 

the value obtained, consumers will conduct good buying, 

loyalty and recommendation behaviors to others [10] 

C. Perceived Risk  

The perceived risk perception is the uncertainty faced 

by customers when they cannot see or know the 

consequences of their purchasing decisions. This 

definition highlights two relevant dimensions of perceived 

risk: uncertainty and consequences. The level of risk that 

is accepted by consumers themselves to take risks are the 

factors that influence their purchasing strategies. It must 

be emphasized that consumers are influenced by risks they 

understand, whether those risks really exist or not. Risk is 

not felt-no matter how real it will not affect consumer 

behavior. Although sometimes the risk for consumers is 

also sought, for example, such as tourist products [11]. 

[12], [13] states that perceived risk is defined as the 

desired performance uncertainty experienced by all 

customers when making a purchasing decision. [9] 

provides information on several indicators of perceived 

risk among them worried about using the wrong money, 

worried that the brand purchased will not be as good as 

other brands, worry that products aren't as safe as other 

brands, worry about what their families might think, 

worry about what their friends might think, and worry that 

products purchased might not be consistent with their self-

image. 

D. The Product Packaging  

Packaging is one of the main factors of a product in 

purchasing decision making at the point of purchase[14]. 

Packaging is defined as the science, art and technology of 

a protected product[15]. Therefore, product packaging can 

cover the science, art and technology of design and 

production of packaging for a product. Product packaging 

has three main functions: protection of its content, 

provision of information and product differentiation from 

other products through consumer interest. [16] declare 

there are various factors that influence consumer 

purchasing behavior such as: packaging color, wrapper 

design, print information, background image, packaging 

material, and innovation. The function of packaging at this 

time has changed in line with changes in style and 

lifestyle of consumers who tend to be self-service. 

Packaging (packaging) serves as a means of sales 

promotion that can stimulate consumer spending habits in 

order to reduce the high cost of promotion[17]  

E. Store Image  

Store image is the consumer's perception of all the 

attributes associated with the store. [18] states the store's 

image as an overall impression represented by the 

perceived memory associated with outlets or retail which 

are both related to consumer memory. Retail stores or 

retailers have their own store image which helps influence 
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the quality of a product and also influences consumers to 

choose where they will shop. Factors that influence the 

store image such as merchandise, store atmosphere, store 

personnel[19], while [20] state the store image includes 

the dimensions of the store image has been centered on 

factors such as quality and variety of products sold, 

product prices, physical store facilities, and services 

provided by personal sales. Thus if the image of a store or 

company gets better it will be able to improve consumer 

purchasing decisions [21] 

F. Familiarity 

Familiarity by [22]is how big the brand associated 

directly or indirectly with the experience possessed by the 

consumer. The experience of the brand itself can be 

obtained from advertising media exposure about the 

brand, brand exposure in a store, and the purchase or use 

of brands that can increase familiarity.  

Brand familiarity for consumers as the best known 

brand or for consumers already familiar with a brand, this 

will make consumers usually tend not to evaluate the 

quality of the product and have the intention to buy more. 

Likewise, if consumers are faced with several choices, 

consumers will choose products that are already known 

before. 

[23] defines familiarity as knowledge of what, why, 

where, and when other people do what they did before. 

That familiarity with a brand not only reflects the overall 

consumer experience with the brand, but also relates to the 

brand image and use of the brand itself. 

III. MATERIAL FRAMEWORK AND METHODS 

This study uses a quantitative approach, which can be 

interpreted as a research method based on the philosophy 

of positivism used to examine a particular population or 

sample. Sampling techniques are generally carried out 

randomly, data collection using research instruments, 

quantitative / statistical data analysis with the aim to test 

the hypotheses. 

This research was conducted at the Giant Exspress, Gresik 

Kota Baru branch. East Java The object of this research is 

visitors and buyers of Giant grocery private label 

products. 

This study uses a method non probability sampling, 

which is a sampling technique that does not provide the 

same opportunities / opportunities for each element or 

population member to be selected as a sample. While the 

sample used in this study was a portion of the visitors of 

the Giant Express Gresik branch of the new city who 

bought private label products, in this study the samples 

used were 200 respondents. The procedure used in 

sampling in this study is a accidental sampling. Sampling 

which technique based on coincidence, ie anyone who 

accidentally meets the researcher can be used as a sample, 

when viewed by people who are met it is suitable as a 

source of data. 

Data collection techniques in this study were the 

distribution of questionnaires. The questionnaire will be 

distributed to consumers in private label Giant the Gresik 

Kota Baru branch, especially those who buy Grocery 

"Giant" products. The questionnaire is a data collection 

buckle given to respondents with written questions to 

answer. 

Data analysis is grouping data based on variables, 

presenting data for each variable examined, doing 

calculations to answer the problem formulation and 

calculating to test the hypotheses that have been proposed. 

Multiple linear regression analysis is observational data 

usually not only based on one variable but by several or 

even many variables. 

IV. RESULTS AND DISCUSSION 

A. Characteristics of Respondents by Age 

Researcher presents the characteristics of respondents 

by age apart by sex for 200 respondents, it can be 

concluded that the age range of respondents at the age of 

17-21 years as many as 20 people while the age range 22-

26 was 30 people, range 27-31 years was 40 people, while 

the age range of respondents was 32-36 as many as 35 

people, ages 37-41 as many as 35 people, 42 - 46 as many 

as 15, while aged 47-51 years as many as 20 people and 

52-56 as many as 5 people. 

B. Characteristics of Respondents by Gender 

Description of characteristics in this study has the 

function of knowing the characteristics of each respondent 

in general. The researcher presents the characteristics of 

the respondents identified by gender and age range. The 

results known that the number of respondents is 200 of 

which 45 are men and 155 are women. 

C. Instrument Test 

Validity Test is used to measure the validity of a 

questionnaire. The questionnaire is said to be valid if the 

items from a questionnaire are able to reveal something 

that will be measured by the questionnaire. The accuracy 

of the measurement scale is a requirement that must be 

met so that further testing can be done. The accuracy of 

the scale shows that each indicator formulated has the 

same basic factors. That the question items are able to 

measure the construct measured, with the value of the 

item having the above correlation 0.50 [24]. so all 

question items contained in the questionnaire from the 

independent and dependent variables the results prove to 

be valid. 

Researchers measure the reliability of a variable by 

looking at Cronbach Alpha with a significance value used 

greater than 0.60. A construct or variable is said to be 

reliable if it gives a value Cronbach Alpha > 0.60 (Gliem 

and Gliem, 2003; Maholtra, 1996). The results shows that 

the independent and dependent variables have value 

Alpha Cronbach (a)> 0.60 or greater than 0.60. So the 

questions contained in the questionnaire were declared 

reliable. 

D. Multiple Regression Analysis 

The multiple regression analysis in this study 

regarding the effect of perceived quality, perceived risk, 

store image, product packaging and familiarity on the 

purchase intention of grocery's private label "Giant" can 

be seen in table I. below: 
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TABLE I. MULTIPLE REGRESSION ANALYSIS 

Variabel Unstandardized 

Coefficients 
t Sig table Remarks 

B Std.error 

Constant 
-0.743 1.242 

- -   

Perceived Quality 
0.109 0.044 2.463 0.015 

1.972 Accepted 

Perceived Risk 
0.597 0.064 9.251 0.000 

1.972 Accepted 

Product Packaging 
0.012 0.042 0.286 0.775 

1.972 Rejected 

Store Image, 
0.115 0.057 2.025 0.044 

1.972 Accepted 

Familiarity 
0.177 0.067 2.649 0.009 

1.972 Accepted 

R 0.664  

R square 0.441  

Adjusted R square 0.426  

The results of the test can be seen in the table above, 

explained as follows; 

Based on the results of the regression test that has been 

done, the significance results for the variable are 

perceived quality is 0.015 while the hypothesis decision-

making requirements are significance <0.05 or t count <t 

table. The result of perceived quality is 0.015 <0.05, 

which means there is a significant influence between 

perceived quality on purchase intention. These results 

support previous research, such as [2], [27]. 

Based on the calculation of the regression test results 

obtained significance for the variable perceived risk of 

0.000 <0.05 or seen from t arithmetic of 9.251> t table 

(1.972). So it can be said that there is a significant 

influence between the variable perceived risk with 

purchase intention. These results support previous 

research, such as[28], [29]. 

Based on the calculation of the regression test results 

obtained significance results of 0.775> 0.05 or t arithmetic 

(0.286) <t table (1.972) which means there is no 

significant influence between the variable product 

packaging with purchase intention. These results are not 

in accordance with previous studies such as [16], [30], 

[31]. 

Based on the calculation of the regression results 

obtained significance for the variable store image of 0.044 

or sig <0.05. While the results of t count> t table 2.025> 

1.972 so it can be concluded that there is a significant 

influence between the variable store image with purchase 

intention. results support previous research, such as 

(Konuk, 2018; Ramadhan and Muthohar, 2019; Pinem et 

al., 2019). 

Based on the calculation of the regression results 

obtained significance for the variable familiarity of 0.009 

<0.05 and seen from t arithmetic> t table 2.649> 1.972 

which means that there is a significant influence between 

familiarity and purchase intention. results support 

previous research, such as [32], [33] 

V. CONCLUSIONS AND RECOMMENDATIONS 

Based on the results of research and data analysis, the 

conclusions drawn from the title of the research 

"Antecedents of purchase intention towards grocery's 

private label product" giant (studies on giant express 

gresik district) "are as follows: Perceived quality has a 

positive and significant effect on purchase intention 

grocery's private label product, perceived risk has a 

positive and significant effect on purchase intention 

grocery's private label product, Product packaging has a 

positive and not significant effect on purchase intention 

grocery's private label product, Store Image has a positive 

and significant effect on purchase intention grocery's 

private label product, and finally Familiarity has a positive 

and significant effect on grocery's private label purchase 

intention.  

Based on the results of research, discussion, and 

conclusions, the researcher can recommend in several 

aspects. Managerial aspects, first; From aspects of 

perceived quality, perceived risk, store image and 

familiarity that affect private label purchase intentions, 

retail managers must improve quality in terms of 

composition and others so that consumers who have 

already purchased even repurchase products private label. 

Secondly, in the variable aspect of product packaging, 

retail managers should provide more attractive designs so 

that visitors or consumers are interested in packaging so 

that they appear interested in buying, especially Grocery's 

private label products. Implications of future research, the 

results of this study can be used as a reference for future 

researchers by adding mediation variables and by using 

different analysis techniques such as the PLS (partial least 

square) analysis model and adding other variables such as 

price perceptions and promotions due to Adjusted values 

R Square. 
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