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ABSTRAK 

Setiap perusahaan bersaing untuk menarik pelanggan dan mempertahankan eksistensinya di 

pasar karena persaingan dunia usaha di Indonesia semakin ketat. Termasuk di industri retail, 

seiring dengan pertumbuhan ekonomi Indonesia, industri retail juga berkembang pesat. Dengan 

bertambahnya jumlah peritel modern di Indonesia (seperti supermarket kecil, supermarket, 

department store, dan berbagai bentuk toko eceran lainnya), orang memiliki banyak pilihan 

berbelanja. Ini memberi konsumen keuntungan untuk memilih toko yang sesuai dengan kebutuhan 

dan harapan mereka. Retailing adalah kegiatan yang melibatkan penjualan barang dan jasa secara 

langsung kepada konsumen akhir untuk pengguna pribadi bukan untuk bisnis. Untuk menarik 

minat beli konsumen, pengecer harus membuat merek sendiri yang bagus di mata konsumen. 

Merek pribadi, atau merek toko, adalah merek yang dibuat dan dimiliki oleh pengecer barang dan 

jasa. Produk private label harus memiliki citra yang baik di mata konsumen. Untuk membentuk 

citra yang positif tersebut, pengecer harus mempertimbangkan citra toko yang baik untuk 

menunjukkan bahwa produk private label yang dijual merupakan produk yang berkualitas tinggi 

untuk menarik konsumen untuk membeli. Menggunakan alat ukur structural equation modelling 

(SEM), penelitian ini bertujuan untuk menjelaskan tentang perilaku konsumen terhadap private 

product dari Ace Hardware dan secara khusus menyelidiki hubungan antara perceived value, 

satisfaction, dan loyalty dari konsumen terhadap private product Ace Hardware. Temuan pada 

penelitian ini menungkapkan dari 3 hipotesis, 1 hipotesis yang memiliki pengaruh tidak signifikan. 

Hipotesis tersebut adalah variabel satisfaction yang memiliki hubungan tidak siginifikan terhadap 

loyalty. Kemudian, dua hipotesis lainnya memiliki hubungan positif dan signifikan. Hipotesis 

tersebut adalah variabel perceived vaue yang berhubungan positif dan signifikan terhadap 

loyalitas, variabel perceived value yang memiliki hubungan yang positif dan signifikan terhadap 

satisfaction. 

Kata Kunci: Retail Store, Private Label, SEM,  Perceived Value, Satisfaction, Loyalty 
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The Influence of Perceived Value on Loyalty Through Satisfaction in Private Brand ACE 

Hardwear Products in Surabaya 

ABSTRACT 

Every company competes to attract customers and maintain its existence in the market 

because the competition in the business world in Indonesia is getting tougher. Including in the 

retail industry, along with Indonesia's economic growth, the retail industry is also growing rapidly. 

With the increasing number of modern retailers in Indonesia (such as small supermarkets, 

supermarkets, department stores, and various other forms of retail stores), people have many 

shopping options. This gives consumers the advantage of choosing a store that suits their needs 

and expectations. Retailing is an activity that involves selling goods and services directly to end 

consumers for private users rather than for business. To attract consumer buying interest, retailers 

must create their own brand that is good in the eyes of consumers. A personal brand, or store brand, 

is a brand created and owned by a retailer of goods and services. Private label products must have 

a good image in the eyes of consumers. To form a positive image, retailers must consider a good 

store image to show that the private label products sold are high quality products to attract 

consumers to buy. Using a structural equation modeling (SEM) measuring tool, this study aims to 

explain consumer behavior towards private products from Ace Hardware and specifically 

investigates the relationship between perceived value, satisfaction, and loyalty of consumers to 

private products from Ace Hardware. The findings in this study revealed that from 3 hypotheses, 

1 hypothesis had no significant effect. The hypothesis is that the satisfaction variable has a non-

significant relationship to loyalty. Then, the other two hypotheses have a positive and significant 

relationship. The hypothesis is the perceived value variable which is positively and significantly 

related to loyalty, the perceived value variable which has a positive and significant relationship to 

satisfaction. 

Keywords: Retail Store, Private Label, SEM, Perceived Value, Satisfaction, Loyalty. 

 


