ABSTRACT

Indonesian retail business has been growing as well as increasing in the number of
retailers that exist. The presence of these retailers emerge private label products in
Indonesia. Private label is one of retailer’s strategy to be competitive in the
market. The presence of national brand still be a contraint for private label quality.
Because Indonesian people still think that national brands have a good value for
money is greater than private label products. This study aims to analyze whether
there is any effect of the presence of national brands to private label. The variables
were used include national brand - conscioness, national brand - and private label
congruence - quality. Samples were taken by using purposive sampling procedure
number of samples is ninety. Regression model were used in this study as a model of
data analysis. The results showed national brand - conscioness and national brand -
congruence no effect on the private label - quality. The variables that have the most
dominant effect is a national brand - congruence.

Keywords: Private label - quality, National brand - conscioness, National brand -
congruence.

viil
Universitas Kristen Maranatha



ABSTRAK

Pertumbuhan bisnis ritel semakin berkembang dengan bertambahnya jumlah peritel
yang ada di Indonesia, kehadiran para peritel ini memunculkan produk private label
di Indonesia. Private label merupakan salah satu strategi yang diterapkan oleh peritel
untuk dapat bersaing. Akan tetapi penggunaaan produk private label di masyarakat
masih terhadang oleh kehadiran national brand. Hal ini dikarenakan karena
masyarakat Indonesia masih beranggapan bahwa national brand mempunyai good
value for money yang lebih besar daripada produk private label. Penelitian ini
bertujuan untuk menganalisis apakah terdapat pengaruh kehadiran national brand
terhadap private label. Adapun variabel yang digunakan meliputi national brand -
conscioness, national brand - congruence dan private label - quality. Sampel di
ambil dengan menggunakan prosedur purposive sampling sebanyak sembilan puluh
sampel. Model regresi digunakan dalam penelitian ini sebagai model analisis data.
Hasil penelitian menunjukkan national brand - conscioness dan national brand -
congruence tidak ada pengaruh terhadap private label - quality. Adapun variabel
yang memiliki pengaruh paling dominan adalah national brand - congruence.

Kata-kata kunci: Private label - quality, National brand - conscioness, National
brand - congruence.
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