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PENGARUH CONSUMER’S PERCEPTIONS DAN ATTITUDE 

TERHADAP PURCHASE INTENTION PRIVATE LABEL 

FOOD PRODUCTS PADA GIANT HYPERMARKET 

DI SURABAYA 

 

 

ABSTRAK 

 

 

Penelitian ini sesuai untuk menganalisis Pengaruh Consumer’s Perceptions 

dan Attitude Terhadap Purchase Intention Private Label Food Products Pada 

Giant Hypermarket di Surabaya. Penelitian ini difokuskan pada faktor-faktor 

yang dapat mempengaruhi niat beli konsumen terhadap produk makanan private 

label di Giant Hypermarket Surabaya. Faktor yang diteliti adalah faktor intrinsik, 

faktor ekstrinsik, dan sikap konsumen terhadap private label produk makanan di 

Giant Hypermarket Surabaya. Obyek penelitian ini adalah konsumen Giant 

Hypermarket Surabaya, dengan 100 sampel yang dikumpulkan dengan 

menggunakan metode purposive sampling. Sedangkan, teknik analisis yang 

digunakan adalah menggunakan metode analisis Regresi Berganda dengan 

program SPSS 13.0. Hasil penelitian ini menunjukkan bahwa Factor Intrinsic, 

Factor Extrinsic, dan Consumer’s  Attitude berpengaruh signifikan terhadap 

Purchase Intention Food Product dari Private label milik Hypermarket Giant. 
Penelitian ini menambah pengetahuan baru mengenai perilaku beli masyarakat 

terhadap produk private label. Pengecer diantisipasi untuk lebih memahami 

faktor-faktor yang mempengaruhi pembelian dan niat beli produk makanan 

private label yang bisa lebih meningkatkan standar produk label makanan swasta 

di pasar lokal. 

 

Kata Kunci: Intrinsic, Extrinsic, Consumer’s Attitude, Purchase Intention, 

Private label 
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PENGARUH CONSUMER’S PERCEPTIONS DAN ATTITUDE 

TERHADAP PURCHASE INTENTION PRIVATE LABEL 

FOOD PRODUCTS PADA GIANT HYPERMARKET 

DI SURABAYA 

 

 

ABSTRACT 

 

 

This research according to analyze the influence of Consumer's 

perceptions and should have to Purchase Intention Private Label Food Products 

On The Giant Hypermart in Surabaya. This research is focused on the factors 

that may affect the intentions to buy consumer toward food products private label 

in Giant Hypermart in Surabaya. The factors that are examined is intrinsic factor, 

extrinsic factor, and consumer attitude toward private label food product in 

Giant Hypermart in Surabaya. The object of this research is to consumers and 

Giant in Hypermart Surabaya, with 100 samples collected using the method 

purposive sampling. While the analysis techniques used is the method of multiple 

regression analysis with SPSS program - 13.0. The results of this research 

showed that the intrinsic factor, extrinsic factor, and consumer's attitude highly 

significant influence on purchase intention food product from private label owned 

by Giant Hypermart in Surabaya. This Research adds new knowledge about the 

behavior of purchasing to the products of the private label. Retailers is 

anticipated to better understand the factors that affect the purchase and 

intentions to buy food products private label that can be more to raise the 

standard of private food label products in the local market. 

 

Keywords: Intrinsic, Extrinsic, Consumer’s Attitude, Purchase Intention, Private 

label. 

 


