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ABSTRAK 

Cintha Octavieny / 76200321 / 2024 / Pengaruh Viral Marketing dan Co-Branding Terhadap 

Niat Pembelian Ulang Sepatu Lokal Merek Aerostreet di E-Commerce / Pembimbing: Rita 

Eka Setianingsih, S.E., M.M. 

Dewasa ini, seringkali bermunculan istilah kekinian yaitu “good looking”, yang merupakan 

cara manusia dalam mempresentasikan dirinya agar terlihat menarik dan enak dipandang 

oleh orang lain. Banyak merek fashion lokal yang terus bermunculan untuk menghasilkan 

produk fashion yang modis untuk bersaing dalam memenuhi permintaan kebutuhan para 

konsumennya, salah satunya ialah merek Aerostreet. Aerostreet menghadapi persaingan 

bisnis dengan menerapkan strategi pemasaran dengan memanfaatkan media internet yaitu 

viral marketing dan strategi penggabungan dua merek atau lebih, atau biasa disebut co-

branding. Aerostreet telah melakukan strategi co-branding yang belum terpikirkan oleh 

merek manapun. Aerostreet menggandeng beberapa merek ternama yang bergerak diluar 

produk fashion untuk menghasilkan suatu produk sepatu yang unik dan terbatas. Oleh karena 

itu, penelitian ini khususnya akan membahas mengenai viral marketing dan co-branding 

untuk mengetahui niat pembelian ulang terhadap sepatu lokal merek Aerostreet di e-

commerce. 

Teori yang digunakan pada penelitian ini adalah viral marketing, co-branding, dan niat 

pembelian ulang. Variabel dalam penelitian ini terbagi menjadi dua jenis variabel, yakni: 

variabel independen dan variabel dependen. Variabel independen dari penelitian ini adalah 

viral marketing dan co-branding. Sedangkan variabel dependen dari penelitian ini adalah 

niat pembelian ulang. 

Pengumpulan data dilakukan dengan cara menyebarkan kuesioner dengan google form 

kepada 100 responden sampel konsumen Aerostreet di e-commerce dengan kriteria: berusia 

minimal 17 tahun, mengetahui pemasaran viral (iklan) Aerostreet di media sosial, dan pernah 

melakukan pembelian terhadap produk Aerostreet melalui e-commerce. Pengambilan 

sampel dilakukan dengan teknik non-probability sampling dengan metode judgement 

sampling. Data penelitian ini diolah menggunakan aplikasi SPSS 25. 

Hasil dari penelitian ini adalah viral marketing dan co-branding terbukti berpengaruh secara 

positif terhadap niat pembelian ulang produk sepatu lokal merek Aerostreet di e-commerce. 

Kesimpulan dalam penelitian ini adalah hasil analisis data menunjukkan terdapat pengaruh 

viral marketing dan co-branding terhadap niat pembelian ulang produk sepatu lokal merek 

Aerostreet di e-commerce. 

Kata Kunci: Viral Marketing, Co-Branding, Niat Pembelian Ulang 
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ABSTRACT 

Cintha Octavieny / 76200321 / 2024 / The Influence of Viral Marketing and Co-Branding 

on Repurchase Intentions of Local Shoes Brand Aerostreet in E-Commerce / Advisors: Rita 

Eka Setianingsih, S.E., M.M. 

Nowadays, the modern slang "good looking" often appears, which means a way for humans 

to present themselves so that they look attractive and pleasing to the eyes of others. Many 

local fashion brands continue to produce fashionable fashion products to fulfill the demands 

of their consumers, one of the brands is Aerostreet. Aerostreet faces business competition by 

implementing a marketing strategy utilizing internet media, namely viral marketing and a 

strategy of combining two or more brands or what is usually called co-branding. Aerostreet 

has carried out a co-branding strategy that no other brand has considered before. Aerostreet 

collaborates with several well-known brands that are outside fashion products to produce 

unique and limited shoe products. Therefore, this research will discuss viral marketing and 

co-branding to determine repurchase intentions for local shoes brand Aerostreet in e-

commerce. 

The theories used in this research are viral marketing, co-branding, and repurchase 

intentions. The variables in this research are divided into two types of variables, namely: 

independent variables and dependent variables. The independent variables of this research 

are viral marketing and co-branding. Meanwhile, the dependent variable of this research is 

repurchase intentions. 

Data collection was carried out by distributing questionnaires via Google Form to 100 

sample respondents of Aerostreet consumers in e-commerce with the following criteria: 

being at least 17 years old, familiar with Aerostreet's viral marketing (advertising) on social 

media, and have ever purchased Aerostreet products via e-commerce. Sampling was carried 

out using a non-probability sampling technique using the judgment sampling method. The 

data of this study was processed using the SPSS 25. 

The results of this research are that viral marketing and co-branding are proven to have a 

positive influence on the repurchase intentions of local shoe brand Aerostreet in e-

commerce. 

The conclusion of this research is that the results of data analysis show that there is an 

influence of viral marketing and co-branding on the repurchase intentions of local shoe 

brand Aerostreet in e-commerce. 

Keywords: Viral Marketing, Co-Branding, Repurchase Intentions 
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