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Abstract: This study aims to assess the effect of the image of the retail and consumer trust in buying interest private label products. The study was 
conducted on 346 retail consumers who buy private label products in Bandung, Indonesia. Sampling technique used is proportional random sampling. 
Survey methods used to obtain primary data by distributing questionnaires. In deep interviews were conducted to strengthen the finding. Data was 
analyzed by structural equation modeling. The model showed a significant effect of retail image on customer trust of private label products. A significant 
difference between the retail image and purchase intention of private label products and significant relationship between consumer trust and purchase 
intention of private label products. 
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1 INTRODUCTION 
Indonesian is a developing country which has a population 
255 billion in 2015. Data from the Market Analysis Report 
(Canada) (2012) in the ASEAN states that the Indonesian 
consumer spending in 2010 on food and non-alcoholic 
beverages was highest in the amount of US $ 130.2 billion, 
followed by Thailand at US $ 63.6 billion. In modern retail 
formats, the highest sales in the State Thailand and Indonesia. 
Private label products more acceptable to consumers at the 
time of economic crisis, because of the quality of goods is 
lower than branded products. In Indonesia, private label 
products is accepted as a product with a lower quality. 
Nevertheless, the estimated sales of private label products in 
Indonesia is growing faster than other common products. 
Emerging private label made by retail to gain, in addition to 
building his own image. It is seen from the phenomenon that 
every modern retail selling private label products. It is also 
supported by government regulations require that every 
modern retail to sell superior products and SMEs which are 
produced in Indonesia. Indonesian consumers are less 
interested in the private label products, where the average 
sale of this product compared with product manufacturing is 
2:10. Therefore it required an effort to build consumer buying 
interest towards private label products of this. This research is 
important because the increase in consumer buying interest 
towards private label products has increased the productivity 
of resources in Indonesia, particularly employment. 
 

2. Literature Review 
 

2.1. Private Label  
Private label is also known as store brands, own brands, 
retailer brands, brands and wholesale distributor's own brands 
(Dursun et al, 2011). Private label is a name that was designed 
by a wholesaler or retailer and supervised better, not sold by 
the retailer and direct rival customer loyalty.  
 
 
 
 
 
 
 
 
 
 

According to Kotler & Keller (2012), is a private label brand 
developed by retailers or wholesalers. The reason many 
retailers offer private label is the first private label is more 
profitable because it produces a low cost. Both retailers to 
develop private label to differentiate themselves with the 
competitors. Private label products can be in the form of all 
kinds of goods, including goods of daily needs (convenience 
goods). The convenience of private label products can be 
divided into two categories, namely food and nonfood. 
Categories of food for example rice, cooking oil, sugar, a 
variety of snacks, and mineral water. Nonfood category e.g. 
beauty wipes, toilet paper, cotton beauty, and cuttonbud. 
 

2.2. Purchase Intention 
Interests of consumers buy private label products is the 
beginning of the consumer purchase decision. Buying interest 
was an attempt to buy a product or visit a store that offers 
services (Shao et al., 2004). While Wu et al., (2011) stated that 
buying interest represents the probability that consumers plan 
or will buy a product or service in the future. Correspondingly 
Rahman et al. (2012) found interest in buying a subjective 
assessment by consumers who happen after the general 
evaluation to buy a product or service. Where the buying 
interest include: 

• The willingness of consumers to consider buying 
• Intention to buy in the future 
• The decision to buy back  

 
Interest in buying the product is not yet realized the purchase 
activity. This study used a buying interest in accordance with 
the dimensions proposed by Rahman et al. (2012), which is 
considering buying a product, the intention to buy the product 
and the decision to buy back. Consumer interest will be seen 
from the consideration of the convenience of consumers to 
buy private label products, consumers intend to buy 
convenience products private label and decided to purchase 
private label products convenience. 
 

2.3. Retail Image 
Retail Image is formed in a long time in the minds of 
consumers. After the consumer to interact with the retailer and 
experience a lot of experience in the transaction. Image is 
something vague, abstract (cannot see), cannot be felt or 
touched, and the phenomenon can hardly be measured (Wu et 
al., 2011). Consumer behavior towards the retailer in question, 
such as telling friends about his experience in a retail shop, 
recommend to shop at retail and others. Retail image 
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understood also as a different interpretation because it deals 
with the situation and the experience of the areas that are not 
the same. Retail image is the mental framework of how to 
direct consumers to keep their opinions or thoughts on a retail 
and feel confident with its opinion (Orth & Green, 2009). Retail 
image can establish trust and increase customer loyalty 
towards the retailer, making the image of the store as a result 
to increase consumer and maintain it. Retail image that 
positively influence consumers to buy products and services 
offered by the retailer, (Grewal et al., 1998; Wu et al., 2011; 
Bao et al., 2011; Diallo, 2012). Collins, Dodd & Lindley (2003), 
uses the term image of the store (store image) is formed of 
dimensions: product variety (type of product), product quality 
(product quality), price (the price), value for money 
(value/benefit of money) and store atmosphere (the retail 
environment). Product variety evaluation refers to the 
consumers about the diversity of the types of products offered 
by retail, product quality refers to the evaluation of consumers 
regarding the quality of the product, the consumer price refers 
to the consideration of mercy price of the product, value for 
money refers to consumers' consideration of the relationship 
between the value of and the price of the product and the 
store atmosphere refers to how consumers feel about the 
atmosphere of the interior decoration of retail. This study uses 
retail image dimensions refer to product variety, product 
quality, price, value for money and the store atmosphere. 
According to Collin, Dodds, and Lindley (2003) that affect retail 
image of the brand image (retail brand image), in this case is a 
private label. While champion et al, (2010) found that retail 
image will affect the desire or willingness of consumers to buy 
a product. It is said that if consumers think a retail have a low 
image then he will bring a low quality products as well. Thus 
affecting the willingness of consumers to not buy products 
from retail concerned. 
 

2.4. Customer Trust 
Trust in the retail consists of three levels, namely; Trust in the 
salesperson (employees) retail, trust in the retail branded 
products, and Trust in retail. Trust in the retail employees is 
measured by the dimensions of competence, integrity, 
likeability and problem solving, (Guenzi et al., 2009). 
Consumer trust according Sirdeshmukh et al. (2002) views of 
trustworthiness dimension (properties that can be trusted) 
includes operational competence, operational benevolence 
and problem solving orientation. The dimensions will be seen 
in the two parties that make up consumer trust in the retail 
seller that frontline employee behavior and management 
policies and practices (Orth & Green, 2009). This study will 
look at the dimensions of trustworthiness on two aspects, 
namely trust in the salesperson and trust in the store including 
reliance on private label products convenience). According to 
Lin and Lu (2010), trust is positively and significantly affect 
consumer buying. This shows that consumers who trust will 
have an interest to buy private label products, so that the 
retailer should be able to build consumer trust. From the study 
of the above theory can be formulated hypothesis of this study 
as follows: 

• Retail image positive effect on consumer trust in private 
label products, 

• Retail image of a positive effect on purchase intention of 
private label products, 

• Trust positive effect on private label products.  
 

3. Research Method 
Research study to determine the effect of the image of the 
retail, consumer confidence and interest in buying private label 
products of this research using path analysis using SEM 
(structural equation modeling). The method used was a survey 
by distributing questionnaires to 346 customers who purchase 
private label products retail self-service convenience in 
Bandung. Sampling was done by proportional random 
sampling on consumers 8 of retail supermarkets in the city of 
Bandung. Retail Supermarkets are Giant, Hypermart, 
Lottemart, Carrefour, Superindo, Yogya/Griya, Indomart and 
Alfamart. Profile of the respondents can be seen in the 
following table. 

 

 
Measurement of retail image using indicator variables 
according to research Collin, Dodd & Linley (2003) consists of 
the type of products, product quality, price, value for money, 
and the store atmosphere. Consumer trust is measured at two 
levels of trust and trust in the retail employees in retail using 
operational indicators of operational competence, operational 
benevolence and problem solving orientation. While interest in 
buying private label products measured using indicators are 
considering buying a product, intention to buy a product and 
willingness to buy the product. 
 

4. Result 
The results of data processing with LISREL is all question 
items used valid and reliable because the value of factor 
loading greater than 0.40 and the value of CR (Construct 
Reliability) is larger than 0.70. This can be seen in the 
following table. 
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This table show that all of indicators are valid and reliable. 
Value for money greates contribution to reflect the retail 
image.  While trust was reflected of trust in the retail. Purchase 
intention was reflected of consider buying products. 
 

 
 
Table above shows that the third research hypothesis is 
accepted where Tstat is larger than Ttable. The first hypothesis, 
these results suggest retail image positive and significant 
effect on consumer trust indicated by the value of r = 0.768 

and the value of tstat = 8.748 is greater than 1.645 Ttable. The 
second hypothesis, retail image positive and significant effect 
on purchase intention of private label products. This is shown 
by the number of the r = 0.293 to 3.143 Tstat value is greater 
than Ttable of 1.645. The third hypothesis also shows a positive 
and significant influence between trust and interest in buying 
private label products with a value of r = 0.437, t = 3.510 is 
greater than 1.645 Ttable. The results of this study showed that 
the greatest influence is shown by the retail image on 
consumer trust. 
 

5. Conclusion 
The results showed a positive and significant effect between 
retail image with confidence and interest in buying private label 
products retail supermarkets. Interest in buying private label 
products have greater self-service retail influenced by 
consumer confidence, which is made up of consumer 
confidence and trust in the salesperson retail confidence in 
itself. It is important for retailers to improve the services 
provided by salesperson, as consumer trust in the salesperson 
is still low. Affect the image of its own retail buying interest 
lower than the influence of consumer confidence in buying 
interest. Retail image is more emphasis on the provision of 
services that can provide more value to the consumer, 
because the one that forms the image of retail is perceived 
consumer benefits (value for money) is an element of the 
greatest contribution to the retail image. It is important for 
retailers to take into account the retail image that had a major 
impact on consumer confidence, which ultimately affects the 
interest in buying private label products. 
 

6. Implication of This Study 
This study is done to look at the factors that affect interest in 
buying private label products retail supermarkets. It is clear 
that build consumer buying interest can be done by improving 
retail performance through the elements that make up the 
image of the retail and at the same time improve the elements 
that make up the consumer trust. This is done because 
consumers are interested in buying private label products if the 
product is sold by retailers that have a positive image and at 
the same retail and consumer trust in the private label 
products. 
 

7. Limitation and Future Research 
This research was conducted at the retail supermarket in the 
city of Bandung in the convenience store, supermarkets and 
hypermarkets. For the foreseeable future is expected this 
study conducted on each retail format, so that the apparent 
differences in consumer interest for each retail formats. This is 
due to each retailing has different characteristics that affect 
consumer purchase intention of private label products. 
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