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ABSTRAK 

Peritel yang memiliki lingkup operasional besar yaitu untuk tingkatan 
hypermarket memiliki nama yang sudah banyak dikenal oleh konsumen 
yang ada di pasar. Kondisi tersebut mendatangkan peluang untuk 
mengembangkan penjualan ritel atas produk yang diberikan merek sesuai 
dengan nama yang dikenal atau private label. 

Penjualan produk private label umumnya diminati konsumen karena 
memiliki harga yang lebih rendah dibandingkan produk dari pabrik. 
Kualitas produk private label dipersepsikan sama seperti layanan peritel 
yang bersangkutan. Hal ini disebabkan ekuitas merek dari peritel sangat 
membantu pengenalan maupun penyadaran konsumen terhadap produk 
private label.

Kata kunci: ekuitas merek, private label, hypermarket
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EFFORTS TO BUILD BRAND EQUITY ON PRIVATE LABEL 
BUSINESS CATEGORY RETAIL HYPERMARKET 

ABSTRACT

Retailers who have a large operational scope is to level hypermarket 
has a name already widely known by consumers in the market. These 
conditions bring opportunities to develop retail sales for a given product 
line with brand names that are known or private label. 

Sales of private label products are generally preferred because 
consumers have a lower price than the products of the factory. The quality 
of private label products are perceived as such services are concerned 
retailers. This is due to the brand equity of the retailers are very helpful 
introduction and awareness of consumers towards private label products. 

Keywords: brand equity, private label, hypermarket 




