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Pengaruh Store Image Perception, Store Brand Price Image, Dan 

Familiarity Terhadap Store Brand Repurchase intention Pada 

Konsumen Ace Hardware Surabaya 

 

ABSTRAK 

 

Persaingan bisnis ritel di Indonesia semakin meningkat pesat, 
adanya peritel-peritel asing yang sudah mulai masuk ke Indonesia telah 

menambah ketat persaingan bisnis ritel modern yang sebelumnya dikuasai 

peritel lokal, oleh karena itu setiap perusahaan dituntut bersaing secara 

kompetitif dalam hal menciptakan dan mempertahankan  konsumen yang 

loyal. Menyediakan produk yang berkualitas dengan karakteristik yang 

diinginkan konsumen merupakan kunci utama dalam memenangkan 

persaingan untuk mendapatkan hati atau niat beli ulang terhadap konsumen. 

Melihat fenomena tersebut beberapa retailer mengemas produk yang di jual 

dengan kemasan dan merek sendiri (store brand). Penelitian ini bertujuan 

untuk mengetahui Pengaruh Store Image Perception, Store Brand Price 

Image, Familiarity terhadap Store Brand Repurchase intention pada Ace 

Hardware Surabaya.  
Penelitian ini merupakan penelitian kausal. Teknik sampling yang 

digunakan adalah non probabilty sampling dengan cara purposive sampling. 

Sampel yang digunakan sebesar 120 responden yang pernah berbelanja di 

Ace Hardware Surabaya. Data dikumpulkan dengan instrumen kuesioner 

dan selanjutnya diolah dengan teknik analisis Struktural Equation Modeling 

(SEM) dan menggunakan program LISREL. 

Hasil dari penelitian ini adalah (1) Store Image Perception 

berpengaruh positif terhadap Store Brand Repurchase intention ; (2) Store 

Brand Price Image berpengaruh positif terhadap Store Brand Repurchase 

intention; (3) Store Image perception berpengaruh positif terhadap Store 

Brand Price Image; (4) Familiarity berpengaruh positif terhadap Store 

Brand Repurchase intention. 

 

Kata Kunci: Store Image Perception, Store Brand Price Image, 

Familiarity , Store Brand Repurchase intention. 
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The Effect Of Store Image Perception, Store Brand Price Image, And 

Familiarity To Store Brand Repurchase intention For Consumen Ace 

Hardware Surabaya 

 

 

ABSTRACT 

 

Competition in retail business in Indonesia is increasing rapidly, 

the presence of foreign retailers who have started to enter Indonesia has 

increased the tight competition of modern retail business previously 

dominated local retailers, therefore every company is required to compete 

competitively in terms of creating and maintaining loyal customers. 

Providing quality products with characteristics that consumers want is the 

key to winning the competition to get the heart or intention to buy back to 

consumers. Seeing the phenomenon of some retailers package products that 

are sold with packaging and own brand (store brand). This study aims to 

determine the effect of Store Image Perception, Store Price Price Brand, 

Familiarity to Store Brand Repurchase intention on Ace Hardware 

Surabaya. 

  This research is a causal research. The sampling technique used is 

non probabilty sampling by purposive sampling. The sample used was 120 

respondents who had been shopping at Ace Hardware Surabaya. Data were 

collected by questionnaire instrument and then processed by Structural 

Equation Modeling (SEM) analysis technique and using LISREL program. 

The results show that: (1) Store Image Perception has a positive 

effect on Store Brand Repurchase intention; (2) Store Brand Price Image 

positively affects the Store Brand Repurchase intention; (3) Store Image 

perception has a positive effect on Store Brand Price Image; (4) Familiarity 

positively affects Store Brand Repurchase intention. 

 
Keywords : Store Image Perception, Store Brand Price Image, 

Familiarity , Store Brand Repurchase intention. 
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