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ABSTRAK
Jeremy Nathanael Rastandi
Skripsi

Pengaruh Co-Branding Aerostreet Terhadap Keputusan Pembelian Konsumen di
Marketplace dengan Brand Image Sebagai Mediasi

Dunia telah memasuki era globalisasi. Dalam era globalisasi yang berkembang pesat ini,
tantangan dan peluang baru mulai bermunculan. Penelitian ini bertujuan untuk mengeksplorasi
pengaruh implementasi strategi co-branding yang diterapkan oleh merek dagang Aerostreet
terhadap keputusan pembelian konsumen, khususnya pada platform marketplace Tokopedia, serta
mengkaji peran brand image sebagai variabel mediasi. Penelitian ini menggunakan metode
kuantitatif kausalitas dengan populasi pengguna aplikasi Tokopedia yang telah membeli produk
hasil co-branding Acrostreet, yaitu produk alas kaki (sepatu) hasil kolaborasi sejak tahun 2021.
Jumlah sampel dalam penelitian ini adalah 50 responden. Terdapat tiga variabel dalam penelitian
ini, yaitu co-branding sebagai variabel bebas (X1), keputusan pembelian sebagai variabel terikat
(Y1), dan brand image sebagai variabel mediasi (M1). Data dianalisis menggunakan aplikasi
SMART-PLS versi 4.0. Hasil penelitian menunjukkan bahwa strategi co-branding Aerostreet tidak
secara langsung berpengaruh signifikan terhadap keputusan pembelian konsumen. Namun, brand
image terbukti efektif dalam memediasi hubungan antara co-branding dan keputusan pembelian,
yang mengindikasikan bahwa persepsi positif konsumen terhadap merek memiliki peranan penting
dalam keberhasilan implementasi co-branding. Penelitian ini diharapkan dapat memberikan
kontribusi secara teoritis maupun praktis, khususnya bagi pelaku Usaha Mikro, Kecil, dan
Menengah (UMKM) dalam memanfaatkan strategi co-branding serta mengelola brand image untuk
meningkatkan keputusan pembelian konsumen.

Kata Kunci: Co-branding, Brand Image, Keputusan Pembelian, Aerostreet, Marketplace,
Tokopedia, Strategi Pemasaran.
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ABSTRACT
Jeremy Nathanael Rastandi

Thesis
The Influence of Aerostreet’s Co-Branding on Consumer Purchase Decisions in the
Marketplace with Brand Image as a Mediator

The world has entered the era of globalization. In this rapidly growing era, new challenges
and opportunities continue to emerge. This study aims to explore the influence of the co-branding
strategy implemented by the Aerostreet brand on consumer purchase decisions, particularly on the
Tokopedia marketplace platform, as well as to examine the role of brand image as a mediating
variable. This research employs a causal quantitative method, targeting Tokopedia users who have
purchased Aerostreet co-branded footwear products released since 2021. The sample consists of 50
respondents. The study involves three variables: co-branding as the independent variable (X1),
purchase decision as the dependent variable (Y1), and brand image as the mediating variable (M1).
Data were analyzed using SMART-PLS version 4.0. The results indicate that Aerostreet's co-
branding strategy does not have a direct significant effect on consumer purchase decisions.
However, brand image is proven to effectively mediate the relationship between co-branding and
purchase decisions, suggesting that consumers’ positive perceptions of a brand play a crucial role
in the successful implementation of co-branding strategies. This study is expected to provide both
theoretical and practical contributions, especially for Micro, Small, and Medium Enterprises
(MSMEs), in leveraging co-branding strategies and managing brand image to enhance consumer
purchase decisions.

Keywords: Co-branding, Brand Image, Purchase Decision, Aerostreet, Marketplace, Tokopedia,
Marketing Strategy
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