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Abstract-Private Label is a merchandise that uses the brand 

name of the distributor or retailer or the brand name created 

for the distributor or retailer. The purpose of retailers to 

make private label products to meet consumer needs and the 

existence of private label products has become a trend among 

retailers. Private label products have their own designs by 

retailers and are developed using the name of the retailer 

concerned, private label products are only sold by the 

company.The purpose of this study was to analyze the 

influence of Brand Image, Quality Perception, Price 

Perception, and Value Perceptions on the Purchase Intention 

have an impact on CBO of Indomaret private label products 

in Semarang City. The population of this study is all 

Indomaret consumers in Semarang City whose numbers 

cannotbe known. Samples were  

taken as many as 100 respondents. The data used are 

primary data. Data obtained directly from Indomaret 

consumers in the city of Semarang through the questionnaire 

method.The results of this study indicate that, brand image, 

quality perception, price perception, and value perception 

have a significant positive effect on the purchase intention. 

However, purchase intention has no effect on CBO 
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I. INTRODUCTION

Business competition is currently very competitive 

where product brands not only compete with other 

manufacturers' brands, but also compete with unbranded 

(generic) products and private label products.Private label 

products, have recently developed very fast, so that they 

can shift the power of producers to retailers.Private label 

is a product that is sold in a shop(retailer) with a brand that 

is specially made by the store(retailer). Private label is also 

known as a store brand. This private label strategy is 

commonly carried out by modern retailer networks. 

Products that use a lot of private label are usually Fast 

Moving Consumer Goods (FMCG) products and generic 

products, where the price is inexpensive, used 

immediately, and requires little consideration in 

purchasing decisions.Consumers of this private label are 

consumers who have little brand loyalty because they are 

very price sensitive. Therefore, for national brand FMCG 

producers, the presence of private label is a threat that can 

erode their market[1]. 

The growth of the modern retail business in Indonesia 

creates competition in the world of modern retailbecoming 

increasingly stringent. This condition causes retailers to 

find the right strategyin order to compete with other 

modern retailers and retain customers, one strategy 

adopted by every modern retailer is to compete on product 

prices. 

The cheaper the product being sold, the more it will 

attract customers to shop.Of course, the private label 

products owned by modern retailers will not be 

separatedconsumer assessment based on the perceptions 

of each consumer. Perceptionconsumers are very vital in 

the modern retail business, because of their 

behaviorconsumers for a product and consumer 

satisfaction is also influenced by 

perceptionconsumers.The better the consumer's 

perception of a product, will bethe higher the level of 

consumer loyalty to the product and not closeis likely to 

also have a positive effect on revenue and retail 

developmentmodernity. Vice versa, the worse the 

consumer's perception of somethingproducts, consumer 

loyalty to modern products and retail will be low. 

According to [2]the Indonesian people still think 

thatNational brands have a greater good value for money 
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than productsprivate label.The price of private label 

products is always more 

cheap compared to national brand products. Therefore a 

cheaper price,the majority of consumers also think that 

the quality is worse. 

 

II. LITERATURE REVIEW AND HYPOTHESIS 

a. Private Label-Private label is a private branding 

strategy that refers to the descriptionon the types of 

products provided by suppliers to the retail 

industry(retail) that bear the respective retail outlet brand 

names. Privatelabel can also be referred to as a private 

brand, store brand, or own label.Private label is often seen 

as a product with second-class quality by consumers[3]. 

Some of the causes include: 

1. The packaging is simple and tends to be unattractive. 

2. Prices are slightly cheaper compared to national brand 

products already famous first. 3. Little product diversity. 

4. Lack of promotion from retailers themselves to their 

products. 5. Consumers are accustomed to using products 

with national brands, so they have knowing the quality 

and then reluctant to try products with private brands. 6. 

Private Label does not have a good image in a certain 

product category. The personal brand is considered not to 

have an added value for consumers whobeen fanatical 

about products with national brands. 

b. Brand Image-Brand image is a consumer's 

assessment of a set of brand associations that are already 

stored in the minds of consumers. This creation can be 

created based on personal experience or hearing about its 

reputation from other people or the media[4];[5]are: 

Recognition, Reputation, Affinity Loyality. 

c. Perception of Quality-Perceived quality as a 

consumer's perception of the quality or superiority of a 

product or service in relation to the goals it wants, 

compared to other alternatives. In other words, perceived 

quality is a consumer's subjective opinion of the 

superiority of an overall brand. Meanwhile, according 

to[6], perceived quality is the consumer's perception of 

the quality or superiority of a product or service in terms 

of its function relative to other products. 

d. Perception of Price-Price perception is a consumer 

judgment and an associated emotional form regarding 

whether the price offered by the seller and the price 

compared to other parties makes sense, is acceptable or 

can be justified. According to[7]price perception is how 

price information is fully understood by consumers and 

provides deep meaning for them. 

The indicators in this study use research according  

in[8], namely: Product price affordability, price 

compatibility with product quality, product price 

competitiveness, compatibility with product benefits. 

e. Perception of Values-Value is the overall customer 

assessment of the usefulness of a product based on 

perceptions of what is received and what is given. The 

perception of measuring value is based on monetary and 

non-monetary costs combined with perceptions of 

quality. 

The indicators in this study used the research of [9], 

namely: Emotional Value, Social Value, Quality 

Performance Value, Price / Value of Money. 

f. Puschase Intention-Purchase intention according to 

[10]is a decision taken by consumers to buy a 

product/brand. In other words, purchase intention is an 

intention and desire that consumers have to buy certain 

products or brands.[11]state that consumer purchase 

intention is the desire and tendency of consumers to buy 

advertised products because there is a possibility that 

consumers will buy these products in the future. 

The indicators in this study use research according 

to[12]Transactional, Referential, Preferential, 

Explorative. 

g. Customer Bahavior Outcomes-Customer 

satisfaction is a critical factor to generate customer 

loyalty[13];[14]. The key to the buying behavior of the 

future. Repurchase intention indicates an individual's 

willingness to make another purchase from the same 

company, based on his/her previous experiences [15]; 

[16]Customers who are satisfied with the service provided 

by a service providers will behave positively would 

increase the usage level and future usage intentions[14]. 

Customer satisfaction and repurchase intentions can be 

increased by offering superior service quality[17][18]. 

When customers are satisfied with the product or service 

they buy, they tend to purchase again from the same 

supplier. Several studies have found evidence for a 

positive relationship between customer satisfaction and 

repurchase intentions[19];[20]. 

The Relationship Between Variables And Hypothesis 

A well-communicated brand image can helpbuild brand 

position, protect the brand from competition, improve 

performancebrands in the market, and therefore play an 

integral role in building long-term brand equity[4]; 

[21];[22] 

prove that brand image has a significant effect on 

consumer purchase intentions. This shows that if the 

brand image variable increases, there is a tendency for 

consumer purchase intentions to also increase. 

H1 =Brand imagehas a positive effect on purchase 

intention 

[4]; [23]states that the perception of good quality in 

the eyes of consumers will increase the intensity of 

purchases because it provides a strong reason in the minds 

of consumers to choose the product or brand. Consumers 

view of quality must be maintained properly because it 

can affect consumers' intention to buy a product [10]. 

H2 =perceived quality has a positive effect on purchase 

intention 

Perceived price shows consumer sensitivity to price 

variations. A person with a greater perceived price is 

described as less willing to buy the product. 

Consumers are attracted to a fair price. The prices 

arefair means the perceived value is appropriate at the 

time the transaction is carried out.Consumers assume that 

a product with a high price means a lothas good quality, 

whereas if the price is cheap it hasthe quality is not good. 
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Research conducted by[24] stated that consumers will 

buy a branded product ifthe price is considered by them. 

H3 =Perception  pricehas effect on purchase intention 

An important factor in the consumer purchasing 

decision process and consumers will buy products with 

high value. In other words, the higher the consumer's 

perceived value, the higher the consumer's purchase 

intention, which means that the perceived value has a 

positive influence on purchase intention. 

[25]perceived value variable has a positive and 

significant effect on purchase intention. This shows that 

if the value perception variable increases, there is a 

tendency for consumer purchase intentions to also 

increase. 

H4 = perceived values has a positive effect on purchase 

intention 

Intention is a combination of trust from consumer 

attitudes towards products and services. Purchase 

intention is a determinant of purchase to carry out an 

action such as buying a product or service. Satisfied 

customers will behave positively by making repeat 

purchases[14]. The better the attitude and subjective 

norms towards a buying behavior, and the greater the 

behavioral control he feels, the stronger the consumer's 

intention to make purchases. The stronger the consumer's 

intention to make a purchase or achieve the purchase goal, 

the greater the success of predicting the behavior or 

behavioral goals will occur. 

H5 = Purchase intentionhas a positive effect on CBO 

 

 
 

Fig 1: Research Model 

III. RESEARCH METHODS 

The number of samples in this study was set at 100 

respondents. The sampling technique used was purposive 

sampling with the criteria being respondents who were at 

least 17 years old, purchased private label products, and 

were willing to provide information. 

IV. RESULTS AND DISCUSSION 

The results of the validity test show the value of KMO 

MSA> 0.50. The results of testing the validity of KMO 

Brand image = 0.709, Perception quality = 0.597, 

Perception price = 0.645, Perception value = 0.553, 

Purchasing intention = 0.735 and CBO = 0.763. All 

variable indicators are above a loading factor of 0.4, 

meaning that all indicators are valid.Reliability test states 

that the variables Brand image = 0.705, Perception quality 

= 0.872, Perception price = 0.701, Perception value = 0.83, 

Purchasing intention = 0.735 and CBO = 0.727 are already 

above the Cronbach Alpha value> 0.7 means these 

variables declared reliable and can be analyzed further. 

Adjusted R Square value of 0.936 means that the 

independent variable is able to explain 93.6% of consumer 

purchase intentions, while the remaining 6.4% is 

explained by other variables not included in this 

study.Obtained the calculated F value of 365.606 with a 

significance value of 0.0 smaller 5%, it means that the 

research model used is fit or feasible. 

 

Table 1: Regression Test 

 
 

Model 1: Y1 =0,304 X1+0,244 X2+0,145 X3+0,373X4 
Model  2 :  Y 2= 0 ,145  Y 1  

The model above shows that the four variables have a 

positive effect, meaning that the increased brand 

image(X1), perception quality, perception price, 

perception value will increase consumers' purchasing 

intention and all of teh variables have effect significant. Of 

the four variables, the most dominant variable is 

perception value.Model 2 shows purchase intention has a 

positive effect on CBO but not signifaicant. 

The four hypothesis show that all are accepted with a 

significance level of less than 5%. The fifth hypothesis is 

rejected because the significance level is above 5%. 

 

Discussion 

 Brand Image is how customers think of a brand. It can 

be defined as the perception of the brand in the minds of 

the customers.In this study, consumers' views on private 

label products are still diverse. In general, consumers like 

the existence of these products to meet their daily needs, 

Fast Moving Consumer Goods (FMCG). However, there 

are still consumers who do not like the presence of these 

products around 30%, this is because consumers still 

believe in branded products. As research conducted by 

Yonathan and Sukirno (2015), brand image has a 

significant effect on consumer purchase intentions. 

Perceived quality is your customers’ view of the 

quality of a product or service both in terms of what they 

expect and also in comparison with how they perceive the 

quality of competing offerings. That means perceived 

quality is defined as a measure of belief. Consumers' 

perceptions of the quality of private label products are very 

good with affordable prices and almost the same quality as 

branded products, although there are still those who 

disagree. This is a concern of shops that issue their own 
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products to convince consumers. Research that reveals 

indirect effects between perceived product quality and 

purchase intention through customer mediation variables 

satisfaction[17];[26]. 

 Consumers do not always know or remember the true 

price of a product or service. Instead, they make prices 

meaningful to them and remember prices as simply 

"cheap" or "expensive" [27]. The objective price is the 

amount of money needed to buy the product. 

Psychological price, respectivelyconsumers' internal 

perceptions of prices.In this study, price perceptions in the 

minds of consumers are affordable according to the 

sacrifices incurred. The price of private label products is 

very affordable for price sensitive consumers, considering 

that private label products are daily necessities. 

Perceived value has been argued to be the most 

important indicator to forecast purchase intentions and has 

been viewed as one of the most important measures for 

gaining a competitive advantage [28] ;  [24]; [18]. 

Perceived price fairness has a effect on purchase intention. 

The results of this study are in accordance with research 

conducted [25] which states that perceived value has a 

positive and significant effect on purchase intention. 

The purchase intention of consumers of private 

label products has the potential to become a competitor for 

branded products that are well known to consumers. 

Although in terms of lower prices, the perception of 

product quality is almost the same, on the other hand, 

private label products are still limited to products of daily 

necessities. In this study, consumer purchase intention has 

no effect on CBO. 

V. CONCLUSION 

 Private label products are an alternative choice for 

daily necessities. Its existence is well known by the public 

for products with lower prices and almost the same quality 

as branded products, although they are still limited to 

products for daily necessities. In this study, the model 

proposed by brand image, perceived quality, perceived 

price and perceived value affects consumer purchase 

intention. However, this model cannot prove that high 

purchase intention has not been able to influence customer 

behavior to repurchase or that loyalty is still low. 
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