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PENGARUH STORE IMAGE TERHADAP STORE BRAND 

MELALUI PRODUCT CLASS DI HYPERMART SURABAYA 
 

 
 

ABSTRAK 

 

Store brand berhubungan dengan nama merek yang diciptakan 

secara eksklusif oleh pedagang besar atau peritel tertentu, sedangkan 

Product class persepsi konsumen terhadap risiko merupakan suatu perasaan 

oleh konsumen dimana keputusan yang dilakukan akan menghasilkan suatu 

konsekuensi yang tak dapat diantisipasi dengan suatu perkiaraan yang pasti 

dan Store image secara teori menghubungan produk-produk khusus yang 

mempengaruhi perilaku konsumen dalam memilih dan membeli suatu 

produk dengan merek toko. Penelitian ini bertujuan untuk mengetahui 
pengaruh store image terhadap store brand melalui product class  pada toko 

Hypermart. Teknik pengambilan sampel penelitian ini menggunakan non 

probability sampling dengan metode purposive sampling. Sampel yang 

digunakan sebesar 150 responden pengunjung Hypermart. Data 

dikumpulkan dengan kuesioner dan selanjutnya diolah dengan teknik  

analisis Structural Equation Model. Hasil penelitian ini menunjukkan 

bahwa store image terbukti berpengaruh negatif dan signifikan terhadap 

psychosocial risk, functional risk dan financial risk. Penelitian ini 

menunjukan bahwa psychosocial risk, functional risk dan financial risk 

terbukti berpengaruh negatif dan signifikan terhadap store brand. Dimana 

store image juga berpengaruh positif dan signifikan terhadap store brand. 

 
 

Kata Kunci: Store Image, Store Brand, Psychosocial Risk, Functional 

Risk dan Financial Risk, Hypermart 
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THE EFFECT OF STORE IMAGE TO STORE BRAND BY 

PRODUCT CLASS at HYPERMART SURABAYA 

 

ABSTRACT 

 

 Store brand associated with a brand name created exclusively by 

the wholesaler or retailer specific, while the Product class consumers' 

perception of risk is a feeling by the consumer where decisions are made 

will result in a consequence that can not be anticipated with a perkiaraan 

definite and store the image in connects the theory of special products that 

affect consumer behavior in selecting and purchasing a product with store 

brands. This study aims to determine the effect of store image on the store 

brand through product class at Hypermart stores. This study sampling 

technique using non probability sampling with purposive sampling method. 

The sample used by 150 respondents visitors Hypermart. Data were 

collected by questionnaires and subsequently processed by Structural 

Equation Model analysis techniques. The results of this study indicate that 
store image proved to be a significant negative effect on psychosocial risk, 

functional risk and financial risk. This study shows that psychosocial risk, 

functional risk and financial risk proved to be a significant negative effect 

on the store brand. Where to store image is also positive and significant 

impact on store brand. 

 

 

Keywords: Store Image, Store Brand, Psychosocial Risk, Functional 

Risk and Financial Risk, Hypermart 




