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ABSTRACT 
The purpose of this study is to analyze and explain how much the direct and indirect 
influence of Store Image variables on Purchasing Interests with Confidence in Private Label 
and Confidence in Non-Private Label as mediating variables. This research is categorized as 
explanatory research. The sampling method is purposive sampling. The population is 
customers in 7 gift stores in the tourism area of Malang Raya, East Java, Indonesia. 
The respondents were 325 adults aged 18 years and older. The method of analysis is GSCA 
SEM. The research findings stated that Store Image has a significant positive effect on 
Buying Interest, Confidence in Private Label and Confidence in Non-Private Label. 
Confidence in Private Labels has a significant positive effect on Buying Interests while 
Confidence in Non-Private Label has no significant positive effect on Buying Interests. Store 
Image has a significant effect on Buying Interest through Confidence in Private Labels. Store 
Image has no significant effect on Buying Interest through Confidence in Non-Private Label. 
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This research conducted based on the phenomenon of growth and development in 
stores which sell specialty food as gift from Malang and Batu, especially in Malang Raya, 
East Java, Indonesia. Malang Raya is the largest tourism area in East Java 
(http://wisatajatim.info, 2017) and included in priority tourism destinations in the work 
program of the Indonesian tourism ministry in 2016 until 2019 (Dadang and Kemenpar, 2016; 
PPN/Bappenas, 2016). This has triggered the development of the tourism buffer industry, 
one of which is the business of specialty food products from Malang and Batu. 

Souvenirs are important part of a travelling experience. Most tourists will bring 
souvenirs when going home as evidence that the person has made a tour and as a reminder 
of the special moments of the trip (Wilkins, 2011). 

Timothy (2005) said that what was meant by souvenirs from regional area are specialty 
food and beverages produced by locals such as Greek olive oil, tortillas from Mexico, cheese 
from Switzerland, wine from France. Malang’s local products are very diverse, including 
tempe chips, fruit chips, potato chips, dodol, jenang, fruit juice etc. 

For gift store owners, this research can help to see trends in customers’ buying interest 
in products using Private Labels and Non-Private Labels on the stores they manage. The 
study was conducted at 7 large gift stores in the Malang Raya region on 2018 year-end 
holidays, including: Malang: Bu Noer Aneka Rasa, Ciliwung; Malang Strudel, Semeru; Pia 
Cap Mangkok, Suhat. Kota Batu: Brawijaya Istana Oleh-oleh, Diponegoro. Malang Regency: 
Wisata Petik Madu, Lawang; Malang Strudel Singosari; Keripik Lumba-lumba, Turen. 

Empirical studies show that Store Image has a significant positive effect on Buying 
Interest. The latest research conducted by Garrett et al. (2017), supporting previous studies 
conducted by Grewal et al. (1998), Park and Lennon (2009), Bao et al. (2011), Wu et al. 
(2011), Diallo et al. (2013), Agheshlouei et al. (2014), Chien et al. (2014), Das (2014), 
Karampour and Ahmadinejad (2014), Erdil (2015). Dunne et al. (2011) said that the key 
factor influencing customers' initial perceptions of sellers, is that sellers must be able to 
present an effective Store Image and provide a conducive shopping environment to increase 
sales. The principles are effective store planning, product presentation, and design, therefore 
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more customers are exposed to the product, which leads to increased tendency of Buying 
Interest. 

The relationship between Store Image and Confidence in Private Label and Confidence 
in Non-Private Label is a novelty in this study. The foundation of this relationship theory was 
first stated by Bruce, et al. (2004), that customers form a series of Confidence in the store 
and decide whether the shopping environment reflects the type of store in which they want to 
buy from. Therefore, if the seller can identify the attributes of the Store Image which could 
attract the consumer segment, it is possible to manipulate both physical components and 
psychological images without losing the existing customer base. 

Empirical studies show that Confidence (Private Label and Non-Private Label) have a 
significant positive effect on Buying Interest. The latest study conducted by Calvo-Porral and 
Lévy-Mangin (2017), supporting previous research by Howard et al. (1988), Laroche et al. 
(1996), Geringer et al. (2014). Peter and Olson (2010), revealed that when customers are 
exposed to promotion as information in their environment, the cognitive processing model of 
decision making will run as an effect of promotion on customers. After customers exposed to 
promotional information, they will then process promotional communications and understand 
their meaning. Eventually, knowledge, meaning, and confidence resulted from promotional 
effects are integrated with other knowledge to create brand attitudes (buying interest) and 
lead to purchasing decisions. 

Based on the background, theory and previous research, the research objectives can 
be formulated as follows: 

• To find out the significant effect of Store Image on Buying Interests; 
• To find out the significant effect of Store Image on Confidence in Private Labels; 
• To find out the significant influence of Store Image on Confidence in Non-Private 

Label; 
• To find out the significant influence of Confidence in the Private Label on Buying 

Interests; 
• To find out the significant effect of Confidence in Non-Private Label on Buying 

Interests. 
 

LITERATURE REVIEW 
 

The Grand Theory in this study is Marketing Management. This is the art and science 
of choosing target markets and acquiring, maintaining and growing customers through the 
creation, delivery and communication of superior customer values (Kotler and Keller, 2016). 

Middle Range Theory in this study is Consumer Behavior. It emphasizes the way our 
minds work in formulating confidence, attitudes, and intentions in guiding our market choices 
(Foxall, 2016). 

This research’s Applied Theory is Buying Interest. Currently, Buying Interest is one of 
the most frequently examined problems at various universities and other institutions since 
many scientific problems are still being debated and still left unanswered (Mandhachitara and 
Poolthong, 2011; Hafezi et al., 2016). According to Shao et al. (2004) buying interest refers 
to efforts to buy products or visit stores to get services and offers. 

Private Label Brands are built and developed by powerful retailers who market their 
own store brands, to differentiate from other brands (Kotler and Keller, 2016). Private Labels 
are also called Store Brands (Hawkins and Mothersbaugh, 2010). In this study, Private Label 
defined as a brand used by stores to sell food specialty as souvenirs from Malang and Batu 
in Malang region. In other words, the product brand is the same as the store brand. Whereas 
Non-Private Label is the brand listed on the product not the same as the seller's store brand. 
Products using Non-Private Label come from other manufacturers or other retailers who put 
their products to sell in gift stores in Malang. 

The initial concept of Store Image was first put forward by Martineau (1958) who stated 
that Store Image was defined in the mind of each consumer, partly by functional attributes 
and the other by psychological attributes. In this study, Store Image is defined as the 
perception in mind of each consumer regarding the attributes of the store whether it is visible 
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or not, in relation to stores selling Malang and Batu specialty food products in Malang Raya 
region. 

In the field of social psychology, Confidence is considered as a moderator of the 
relationship between attitude and intention (Ajzen, 1988; Bergkvist, 2004). In the field of 
marketing, Confidence is considered as a predictor of Buying Interest, not as a moderator of 
the relationship between attitude and intention (Howard and Sheth, 1969; Howard, 1989; 
Bergkvist, 2004). Confidence Constructions were first proposed by Howard and Sheth (1969) 
as one of the determinants of buying interest. They concluded that Confidence is positively 
related to interest (Laroche et al, 1996) 

Confidence is different from trust. Confidence is a predictor and determinant of Buying 
Interest (Howard and Sheth, 1969), while trust is a predictor and driver of Buying Interest 
(Wiedenfels, 2009). Confidence is based on rationality and hope, while trust is based on 
cognitive, affective and moral (Smith, 2005). Confidence is supported by external references, 
while trust is more likely to be supported by internal references (Smith, 2005). 

The definition of Confidence has been conveyed by experts, one of them according to 
Laroche et al. (1996), is the subjective certainty of customers in assessing the quality of a 
certain brand. In this study, Confidence is defined as the level of consumer valuation towards 
the ability to assess a product whether using a Private Label or Non-Private Label attached 
to a souvenir product of Malang and typical Batu food in the Malang Raya region. 

Definition of Buying Interest according to experts, one of them Shao et al. (2004), 
Buying Interest refers to an effort to buy a product or to visit a store that offers services. In 
this study, Buying Interest defined as the consumer's intention to buy products with Private 
Label or Non-Private Label after making an assessment related to a store which sells Malang 
and Batu specialty food souvenir products in the Malang Raya region. 

Based on the background, literature review and previous research, hypotheses can be 
formulated as follows: 

H1: Store Image has a significant effect on Buying Interest; 
H2: Store Image has a significant effect on Confidence in Private Labels; 
H3: Store Image has a significant effect on Confidence in Non-Private Label; 
H4: Confidence in Private Label has a significant effect on Buying Interest; 
H5: Confidence in Non-Private Label has a significant effect on Buying Interest. 
Based on hypotheses above, research conceptual framework could be depicted as 

follows: 
 
 
 
 
 
 
 
 
 
 

 
Figure 1 – Conceptual Framework (Source: Researcher, 2019) 

 
METHODS OF RESEARCH 

 
The type of this research is explanatory research, which aims to gain an understanding 

and explanation on the relationship of the influence of independent variables and the 
dependent variable used in this study (Mouton and Marais, 1996). The study used 
quantitative survey approach, specifically by asking the same questions to the tested 
samples and later will be analyzed using mathematical calculations related to statistics and 
probability theory applied to the population and samples until conclusions in general could be 
drawn (Goerz and Mahoney, 2012). 
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The population characteristics in this study are infinite, because the number of 
customers of Malang and Batu specialty food stores in Malang Raya could not be identified. 
Sample criteria include: 1) Respondents are adult customers. According to Hurlock et al., 
(1990) adult age range from 18 years and older; 2) Respondents are customers who have 
purchased products at 7 different gift stores in the Malang Raya region. 

The sampling technique is purposive sampling. Offline data collected from 7 gift stores 
on 2018 year-end holidays. Out of the 350 distributed questionnaires, 325 fulfilled the criteria. 
Thus, the sample size was considered ideal and met the criteria required by Hair et al. (2014) 
and GSCA (Generalized Structured Component Analysis) can be utilized. 
 

RESULTS OF STUDY 
 

Table 1 – Goodness of Fit Analysis 

 
 
 
 
 
 

Table 2 – Hypotheses Test by GSCA 

 
 
 
 
 
 
 
 
 
 
 

Descriptive analysis result towards 325 respondents showed that most respondents 
were male (68%), as many as 42.2% were aged 18-30 years, 83.4% earned under 5 million 
rupiah per month, 60.6% visited in group, 77.8% stated its their first time visiting the store, 
and 44.3% received information about the store from a friend. 

Based on the results of the Goodness of Fit analysis in Table 1., the FIT value is 0.503. 
This shows that the Buying Interest diversity can be explained by the overall model by 50.3% 
or in other words the Store Image and Confidence variable contribution (Private Label and 
Non-Private Label), to the Buying Interest of 50.3%. While the remaining 49.7% is the 
contribution of other variables not discussed in this study. The Global Optimization Index 
(GFI) is 0.992> 0.9 (cut-off value), thus based on criteria, the construct formed is approved or 
feasible. SRMR value is 0.093 <0.08 (cut off value), thus based on criteria, the construct 
formed is declared appropriate or feasible. 

According to the GSCA analysis (Table 2.), H1: Store Image has a significant effect on 
Buying Interest, showing a Critical Ratio (CR) value of 3.54* (CR> t_table (t = 2.00, α = 5%)) and 
positive Estimate value (0.328). Therefore, it can be concluded that there is a positive and 
significant influence between Store Image and Buying Interest. This finding supports the 
theory and previous studies conducted by Dunne et al. (2011), Grewal et al. (1998), Park and 
Lennon (2009), Bao et al. (2011), Wu et al. (2011), Diallo et al. (2013), Agheshlouei et al. 
(2014), Chien et al. (2014), Das (2014), Karampour dan Ahmadinejad (2014), Erdil (2015), 
Garrett et al. (2017). 

This means, according to the computer, the better the Store Image, the higher the 
Buying Interest for them. With the findings of this study, it is expected that gift store can 
further enhance the elements of Store Image, such as the variety of products, improved 
service, proper promotion, physical facilities, i.e. storefronts, parking area, bathrooms, rest 

Model Fit  

FIT  0.503  

GFI  0.992  

SRMR  0.093  

 

Path Coefficients  

  Estimate  SE  CR  

store_image->buying_interest  0.328  0.092  3.54
*
  

store_image->confidence_pvt_lbl  0.164  0.080  2.04
*
  

store_image->confidence_non_pvt_lbl  0.217  0.086  2.53
*
  

confidence_pvt_lbl->buying_interest  0.200  0.086  2.33
*
  

confidence_non_pvt_lbl-
>buying_interest  

0.032  0.071  0.45  

CR* = significant at .05 level 
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area, prayer room and convenience store atmosphere so that customers are more interested 
in buying at that time and will return in the future and are willing to recommend to people they 
know. 

H2: Store Image has a significant effect on Confidence in the Private Label, resulting in 
a Critical Ratio (CR) of 2.04* (CR > t_table (t = 2.00, α = 5%)) and a positive Estimate value (0.164). 
Therefore, it can be said that there is a positive and significant influence between Store 
Image and Confidence in Private Label. The findings of this novelty study support the theory 
from Mazursky and Jacoby (1986), which stated that there is an attachment of the 
relationship between Store Image and Confidence in which the seller will try to adjust the 
Store Image to suit consumer perceptions so that customers have confidence in the product 
promoted at the store and will eventually lead to purchasing decisions and customer 
satisfaction. This indicates that the better the Store Image, the higher the Confidence in the 
Private Label. According to the findings, gift stores are expected to further enhance the 
elements associated with Store Image to raise customers’ confidence about the products 
using their store brands (Private Label). 

H3: Store Image has a significant effect on Confidence in Non-Private Label, with the 
value of Critical Ratio (CR) of 2.53* (CR > t_table (t = 2.00, α = 5%)), and positive Estimate value 
(0.217). This shows that there is a significant positive influence between Store Image and 
Confidence in Non-Private Label. This novelty supports the theory presented by Bruce et al. 
(2004), stated that there is an attachment of the relationship between Store Image and 
Confidence where the seller will create and shape the Store Image to meet consumer 
expectations so that customers have confidence in their store resulting in customers’ interest 
and loyalty. The finding indicated that the better the Store Image, the higher the Confidence 
in Non-Private Label. If store owners want to increase consumer confidence in the product 
with another brand (Non-Private Label) in their store, then they must improve the elements 
associated with the Store Image. 

H4: Confidence in Private Label has a significant effect on Buying Interest, resulting in 
a Critical Ratio (CR) value of 2.33* (CR > t_table (t = 2.00, α = 5%)), with a positive Estimate value 
(0.200). This can be said that there is a positive and significant influence of Confidence in the 
Private Label towards Buying Interests. This finding supports the theory and previous 
research conducted by Peter and Olson (2010) and Laroche et al. (1996). This indicates that 
the higher the Confidence in the Private Label, the higher the Buying Interest is. For this 
reason, store owners are expected to be able to increase consumer confidence in products 
using Private Label to raise the customer interest in buying. 

H5: Confidence in Non-Private Label has a significant effect on Buying Interest. The 
research findings do not support the hypothesis because the results of the analysis produce 
a Critical Ratio (CR) value of 0.450 (CR < t_table (t = 2.00, α = 5%)) and a positive Estimate value 
(0.032), which means there are positive effect that are not significant between Confidence in 
Non-Private Label towards Buying Interests. The findings of this study do not support the 
theory and previous studies conducted by Howard (1989), Howard et al. (1988), Geringer et 
al. (2014), Calvo-Porral and Lévy-Mangin (2017). This is because the results of the 
descriptive analysis show that most respondents (60.6%) visited the store together in group, 
besides many respondents also visited for the first time (77.8%). Based on this analysis, the 
hypothesis is not significant because those who came for the first time in crowded groups still 
cannot establish their confidence, especially on products which do not use the same brand 
as the store name (Non-Private Label). Based on interviews with several visitors, they also 
showed that they were not sure about the Non-Private Label products, either from the display 
or the packaging, because they needed quality assurance from the store. 

Based on the results of the analysis of indirect effects as shown in table 3., the effect of 
Store Image on Buying Interest through Confidence in Private Label produces t_statistics value 
of 3.144 (t_statistics > t_table (1.96)). This means, there is a significant effect between Store 
Image and Buying Interest through Confidence in Private Label. Furthermore, test on the 
effect of Store Image towards Buying Interest through Confidence in Non-Private Label 
shows t_statistics value of 0.470 (t_statistics > t_table (1.96)). Hence, it can be said that there is an 
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insignificant effect between Store Image on Buying Interest through Confidence in Non-
Private Label. Furthermore, the model of the research results depicted in Figure 2. 
 

Table 3 – Regression Analysis of Indirect Influence Test 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 

 
 

Figure 2 – Research Result Model 

 
CONCLUSION 

 
Based on the results of data analysis, findings, and hypothesis testing, it can be 

concluded that: 
• Store Image has a positive (0.328) and significant effect (3.54*) on Buying Interests; 
• Store Image has a positive (0.164) and significant effect (2.04*) on Confidence in 

Private Labels; 
• Store Image has a positive (0.217) and significant effect (2.53*) on Confidence in 

Non-Private Label; 
• Confidence in Private Label has a positive (0.200) and significant effect (2,330*) on 

Buying Interests; 
• Confidence in Non-Private Label has a positive (0.032) and insignificant effect (0.450) 

on Buying Interests; 
• There is an indirect significant effect between Store Image and Buying Interest 

through Confidence in Private Label of 3.144; 
• There is an indirect and insignificant effect between Store Image on Buying Interest 

through Confidence in Non-Private Label of 0.470. 
This study was limited to only on customers in 7 stores that sell Malang and Batu food 

specialty as gift from the area of Malang Raya, East Java, Indonesia. So, the results of the 
study cannot be generalized to other store models or other geographical areas other than 
this study. 

Suggestions for further research, researchers may add information, brand recognition, 
attitude and purchasing decisions variables as proposed in the theory of the Consumer 
Decision Model by Howard et al. (1988) or other variables. 

Coefficients
a
 

Model Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

B Std. Error Beta 

 (Constant) 3.311 1.058  3.131 .002 

Store Image .243 .039 .325 6.270 .000 

Confidence in Private 
Label 

.543 .173 .203 3.144 .002 

Confidence in Non-Private 
Label 

.086 .182 .031 .470 .639 

a. Dependent Variable: Buying Interest 

 

Store Image (X) 

Confidence in Private 

Label (Y1) 

Buying Interest 

(Y3) 

Confidence in Non-

Private Label (Y2) 

2,04* 

 
3,54* 

 
2,53* 

 

2.33* 

 

0.45 
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As for local governments, the findings from this research could be used as a reference 
in developing policies specifically on tourism management and tourism development. 

For store owners, the findings of this study may be used as a basis in developing 
business strategies, especially in the field of marketing. 
 

APPENDIX 
 

Store Image variable indicator: 

 Products: So many variations of products available in this store; 

 Services: Salespeople at this store provide very good service; 

 Promotion: This store has carried out promotional activities (business cards, brochures, banners, etc.); 

 Physical Facilities: Product layout/arrangement, shelves, storefronts are very good; 

 Convenience: Parking lots, bathrooms, rest areas and mush olla in this store could be found very easily; 

 Shop atmosphere: The atmosphere of the store is very comfortable. 
Private Label Confidence variable indicator: 

 Confidence in branded products with the same name as the store: If there are similar products in this 
store, I am more confident about the products using this store brand (for example: if there are two brands 
of banana chips, I will choose the one using this store brand). 

The Non-Private Label Confidence variable indicator: 

 Confidence in other brand products which name is different from the store name: If there are similar 
products in this store, I am more confident about the products using other brand name (example: if there 
are two brands of banana chips, I choose the one using another brand name). 

Buying Interest variable indicators: 

 Possibility of buying currently: I tend to buy in this store; 

 Possibility of buying in the future: I will return to this store in the future; 

 Possibility to recommend to friends: I will recommend this store to my friends. 

 
REFERENCES 

 
1. Agheshlouei, H., Farajpoor, H. and Zangian, S. (2014) ‘Explaining The Effect of Store 

Image on Purchase Intention of Consumer through Intermediation of Perceived Risk, 
Perceived Quality and Perceived Value’, Asian Journal of Research in Marketing, 3(5), 
pp. 115–129. 

2. Ajzen, I. (1988) Attitudes, Personality and Behavior. Buckingham, England: Open Press 
University. 

3. Bao, Y., Bao, Y. and Sheng, S. (2011) ‘Motivating Purchase of Private Brands: Effects of 
Store Image, Product Signatureness, and Quality Variation’, Journal of Business 
Research. Elsevier Inc., 64, pp. 220–226. doi: 10.1016/j.jbusres.2010.02.007. 

4. Bergkvist, L. (2004) ‘Does Confidence Moderate or Predict Brand Attitude and Purchase 
Intention ?’, Proceedings of the Australian and New Zealand Marketing Academy 
Conference, pp. 1–6. 

5. Bruce, M., Moore, C. M. and Birtwistle, G. (2004) International Retail Marketing - A Case 
Study Approach. Burlington, United Kingdom: Elsevier Butterworth-Heinemann Linacre 
House, Jordan Hill, Oxford OX2 8DP 200 Wheeler Road, Burlington, MA 01803. 

6. Calvo-Porral, C. and Lévy-Mangin, J.-P. (2017) ‘Store Brands’ Purchase Intention: 
Examining the Role of Perceived Quality’, European Research on Management and 
Business Economics. AEDEM, pp. 1–6. doi: 10.1016/j.iedeen.2016.10.001. 

7. Chesworth, N. E. (2006) Shopping Tourism, Retailing, and Leisure, Annals of Tourism 
Research. Edited by C. Cooper. Toronto Canada: Cromwell Press. doi: 
10.1016/j.annals.2005.10.004. 

8. Chia, F. and Chen, Y. (2007) ‘Passenger use Intentions for Electronic Tickets on 
International Flights’, Journal of Air Transport Management, 13(2), pp. 110–115. doi: 
10.1016/j.jairtraman.2006.09.004. 

9. Chien, S. Yu, C. Wang, Y. Kuo, P. L. (2014) ‘Improving The Perceived Quality of Private 
Brands Using Co- Branding : The Role of Brand Equity and Store Image’, International 
Journal of Management and Sustainability, 3(9), pp. 540–551. 



Eurasia: Economics & Business, 3(21), March 2019 
DOI https://doi.org/10.18551/econeurasia.2019-03 

65 

10. Dadang, R. R. and Kemenpar. (2016) PEMBANGUNAN DESTINASI PARIWISATA 
PRIORITAS 2016 - 2019. Jakarta. Available at: 
http://www.kemenpar.go.id/userfiles/Paparan - Deputi BPDIP.pdf. 

11. Das, G. (2014) ‘Impact of Store Image on Store Loyalty and Purchase Intention: Does it 
Vary Across Gender?’, International Journal of Electronic Marketing and Retailing, 6(1), 
pp. 52–71. doi: 10.1504/IJEMR.2014.064877. 

12. Diallo, M. F. Chandon, J. L. Cliquet, G. Philippe, J. (2013) ‘Factors Influencing Consumer 
Behaviour Towards Store Brands: Evidence from The French Market’, International 
Journal of Retail & Distribution Management, 41(6), pp. 422–441. doi: 
10.1108/09590551311330816. 

13. Dunne, P. M., Lusch, R. F. and Carver, J. R. (2011) Retailing. Seventh. Edited by M. 
Acuna. Ohio, USA: South-Western Cengage Learning, 5191 Natorp Boulevard, Mason, 
OH 45040, USA. 

14. Erdil, T. S. (2015) ‘Effects of Customer Brand Perceptions on Store Image and Purchase 
Intention: An Application in Apparel Clothing’, Procedia - Social and Behavioral Sciences. 
Elsevier B.V., 207, pp. 196–205. doi: 10.1016/j.sbspro.2015.10.088. 

15. Fishbein, M. and Ajzen, I. (1975) ‘Belief, Attitude, Intention and Behaviour: An 
Introduction to Theory and Research’, MA:Addison-Wesley. 

16. Foxall, G. R. (2016) Perspectives on Consumer Choice - From Behavior to Action, from 
Action to Agency. London, United Kingdom: Macmillan Publishers Ltd. doi: 10.1057/978-
1-137-50121-9. 

17. Garrett, T. C., Lee, S. and Chu, K. (2017) ‘A Store Brand’s Country-of-Origin or Store 
Image: What Matters to Consumers?’, International Marketing Review, 34(2), p. IMR-03-
2015-0083. doi: 10.1108/IMR-03-2015-0083. 

18. Geringer, S. D., Patterson, D. M. and Forsythe, L. M. (2014) ‘When Generation Y Buy’s 
European Wine: A Consumer Decision Making Model’, Academy of Marketing Studies 
Journal, 18(1), pp. 167–187. 

19. Goerz, G. and Mahoney, J. (2012) A Tale of Two Cultures Qualitative and Quantitative 
Research in the Social Sciences. New Jersey. USA: Princeton University Press, 41 
William Street, Princeton, New Jersey 08540. 

20. Grewal, D. Grewal, Dhruv. Krishnan, R. Baker, Julie. Borin, Norm. (1998) ‘The Effect Of 
Store Name, Brand Name And Price Discounts On Consumers’ Evaluations And 
Purchase Intentions’, Journal of Retailing, 74(3), pp. 331–352. doi: 10.1016/S0022-
4359(99)80099-2. 

21. Hafezi, V., Abdavi, F. and Pashaie, S. (2016) ‘The Analysis of The Mediating Role of 
Customer Attitude on Purchase Intention of Electronic Tickets of Football Matches’, 
Journal of Novel Applied Sciences, 5(5), pp. 188–194. 

22. Hair, J. F. Black, W. C. Babin, B. J. Anderson, R. E. (2014) Multivariate Data Analysis. 
Seventh Ed. Edinburgh, England: Pearson Education Limited. Edinburgh Gate. Harlow. 
Essex CM20 2JE. England and Associated Companies throughout the world. Available 
at: www.pearsoned.co.uk. 

23. Hawkins, D. I. and Mothersbaugh, D. L. (2010) Consumer Behavior: Building Marketing 
Strategy. Eleventh ed. New York: McGraw-Hill/Irwin, a business unit of The McGraw-Hill 
Companies, Inc., 1221 Avenue of the Americas, New York, NY, 10020. 

24. Howard, J. A. (1989) Consumer Behavior in Marketing Strategy. Englewood Cliffs, NJ: 
Prentice Hall. 

25. Howard, J. a. Shay, R. P. and Green, C. a. (1988) ‘Measuring the Effect of Marketing 
Information on Buying Intentions’, Journal of Consumer Marketing, 5(3), pp. 5–14. doi: 
10.1108/eb024739. 

26. Howard, J. A. and Sheth, J. N. (1969) The Theory of Buyer Behavior. New York: Wiley. 
27. Hurlock, E. B. Istiwidayanti, Sijabat, R. M. Soedjarwo. (1990) Psikologi Perkembangan: 

Suatu Pendekatan Sepanjang Rentang Kehidupan. Jakarta: Erlangga. 
28. Karampour, A. and Ahmadinejad, B. (2014) ‘Purchase Intention for a Private Label 

Brand: Direct Impact of Factors Including Price Sensitivity, Understanding Brand, Image 



Eurasia: Economics & Business, 3(21), March 2019 
DOI https://doi.org/10.18551/econeurasia.2019-03 

66 

of Private Brands and Mental Image of Store; (case Study: Etka Chain Stores)’, Kuwait 
Chapter of the Arabian Journal of Business and Management Review, 3(7), pp. 417–426. 

29. Kotler, P. and Keller, K. L. (2016) Marketing Management. 15th edn. Edited by S. Wall. 
Harlow - England: Pearson Education Limited. Edinburgh Gate. Harlow. Essex CM20 
2JE. England and Associated Companies throughout the world. 

30. Laroche, M., Kim, C. and Zhou, L. (1996a) ‘Brand Familiarity and Confidence as 
Determinants of Purchase Intention: An Empirical Test in a Multiple Brand Context’, 
Journal of Business Research, 37, pp. 115–120. Available at: http://esc-
web.lib.cbs.dk/login?url=http://search.ebscohost.com/login.aspx?direct=true&db=bth&AN
=50334128&site=ehost-live&scope=site. 

31. Laroche, M., Kim, C. and Zhou, L. (1996b) ‘Brand Familiarity and Confidence as 
Determinants of Purchase Intention: An Empirical Test in a Multiple Brand Context’, 
Journal of Business Research, 37, pp. 115–120. doi: 10.1016/0148-2963(96)00056-2. 

32. Luo, M. M. Chen, J-S. Ching, R. K. H. Liu, C. C. (2011) ‘An Examination of the Effects of 
Virtual Experiential Marketing on Online Customer Intention and Loyalty’, The Service 
Industries Journal, 31(October), pp. 2163–2191. doi: 10.1080/02642069.2010.503885. 

33. Mandhachitara, R. and Poolthong, Y. (2011) ‘A Model of Customer Loyalty and Corporate 
Social Responsibility’, Journal of Services Marketing, 25(2), pp. 122–133. doi: 
10.1108/08876041111119840. 

34. Martineau, P. (1958) ‘The Personality of the Retail Store’, Harvard Business Review, 
36(January-February), pp. 47–55. 

35. Mazursky, D. and Jacoby, J. (1986) ‘Exploring the Development of Store Images’, 
Journal of Retailing, 62(2), pp. 145–165. 

36. Mouton, J. and Marais, H. (1996) Basic Concepts in the Methodology of the Social 
Sciences. Revised ed. HSRC Publishers. 134 Pretorius Street. 0001 Pretoria South 
Africa. Available at: www.hsrcpress.ac.za. 

37. Park, M. and Lennon, S. J. (2009) ‘Brand Name and Promotion in Online Shopping 
Contexts’, Journal of Fashion Marketing and Management, 13(2), pp. 149–160. doi: 
10.1108/13612020910957680. 

38. Peter, J. P. and Olson, J. C. (2010) Consumer Behavior & Marketing Strategy, McGraw-
Hill/Irwin, a business unit of The McGraw-Hill Companies, Inc., 1221 Avenue of the 
Americas, New York, NY, 10020. 

39. PPN/Bappenas, K. (2016) Pembangunan Pariwisata - Multilateral Meeting I, Updated 
Hasil Kesepakatan, Versi 2 Maret 2016, Kedeputian Bidang Ekonomi. Jakarta. Available 
at: https://www.bappenas.go.id/ 

40.  Effects of Appropriateness of Service Contact Personnel Dress on Customer 
Expectations of Service Quality and Purchase Intention: The Moderating Influences of 
Involvement and Gender’, Journal of Business Research, 57, pp. 1164–1176. doi: 
10.1016/S0148-2963(02)00326-0. 

41. Smith, C. (2005) ‘Understanding Trust and Confidence: Two Paradigms and Their 
Significance for Health and Social Care’, Journal of applied philosophy, 22(3), pp. 299–
316. doi: 10.1111/j.1468-5930.2005.00312.x. 

42. Wiedenfels, G. (2009) Trust of Potential Buyers in New Entrepreneurial Ventures An 
Analysis of Trust Drivers, the Relevance for Purchase Intentions, and the Moderating 
Effect of Product or Service Qualities. 1st Editio. Heidelberg, Germany: Gabler,GWV 
Fachverlage GmbH, Wiesbaden, KünkelLopka Medienentwicklung, Germany. 

43. Wilkins, H. (2011) ‘Souvenirs: What and Why We Buy’, Journal of Travel Research, 
50(3), pp. 239–247. doi: 10.1177/0047287510362782. 

44. Wisata Jatim (2017) Pariwisata Jawa Timur. Available at: http://www.wisatajatim.info/ 
(Accessed: 1 January 2017). 

45. Wu, P. C. S. Yeh, G. Y. Y. and Hsiao, C. R. (2011) ‘The Effect of Store Image and 
Service Quality on Brand Image and Purchase Intention for Private Label Brands’, 
Australasian Marketing Journal. Australian and New Zealand Marketing Academy., 19(1), 
pp. 30–39. doi: 10.1016/j.ausmj.2010.11.001. 


