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ANALISIS ISI STRATEGI PESAN DALAM CO-BRANDING 
ERHA X AQUA MELALUI MEDIA SOSIAL INSTAGRAM 

 
Dinda Amalia Bahri 

 
ABSTRAK 

 
ERHA merupakan sebuah brand kecantikan asal Indonesia yang berdiri sejak tahun 
1999, ERHA melakukan Co-branding dengan brand air mineral AQUA, yang 
dikenal sebagai top of mind di kategorinya dan mengeluarkan rangkaian produk 
hydrating skincare yang mewakili karakteristik kedua brand. ERHA menggunakan 
media sosial Instagram untuk melakukan komunikasi pemasaran. Dalam hal ini, 
diperlukan strategi pesan yang tepat sehingga tujuan komunikasi pemasaran dari 
co-branding ERHA dan AQUA dapat tersampaikan dengan baik ke target 
audience. Penelitian ini bertujuan untuk mengetahui dan mendeskripsikan strategi 
pesan dan dimensi co-branding yang  digunakan oleh ERHA dalam media sosial 
Instagram. Konsep yang digunakan adalah co-branding dan strategi pesan. 
Penelitian ini bersifat kuantitatif dengan metode analisis isi yang bersifat deskriptif. 
Populasi dalam penelitian ini adalah seluruh post feeds terkait co-branding dalam 
Instagram ERHA pada periode Februari 2021 hingga Februari 2022 yakni sejumlah 
33 posts. Berdasarkan hasil analisis, ERHA menggunakan tiga strategi pesan yang 
mewakili dan mempengaruhi komponen sikap target konsumen, yakni cognitive 
strategy, affective strategy, dan conative strategy. Cognitive strategy merupakan 
strategi pesan dengan persentase tertinggi. Dalam penggunaan dimensi co-
branding, terdapat kelima dimensi pada seluruh konten mengenai co-branding di 
Instagram ERHA (@erha.dermatology). Kolaborasi antara ERHA dan AQUA  
mencapai tingkatan complementary competence.  

 
Kata kunci: Co-branding, Strategi Pesan, Media Sosial, Instagram  
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CONTENT ANALYSIS OF MESSAGE STRATEGY IN ERHA X AQUA CO-
BRANDING THROUGH SOCIAL MEDIA INSTAGRAM  

 
Dinda Amalia Bahri 

 
ABSTRACT 

 
ERHA is an Indonesian-based beauty brand founded in 1999, ERHA co-branded 
with AQUA, which is known as the top of mind in its category, and launched a series 
of hydrating skincare products that represent the characteristics of the two brands. 
ERHA use social media Instagram to carry out marketing communications. The 
right message strategy is needed so that the marketing communication objectives 
of the ERHA and AQUA co-branding can be conveyed properly to the target 
audience. This study aims to identify and describe the marketing communication 
message strategy used by ERHA and AQUA on Instagram. This study uses the 
concepts of co-branding and message strategy concepts which consists of cognitive 
message strategy, affective message strategy, and conative message strategy. This 
research is a descriptive quantitative with content analysis method. The population 
in this study is all post feeds related to co-branding on Instagram in the period 
February 2021 to February 2022, which is a total of 33 posts. According to the 
research results, ERHA uses three message strategies that represent and influence 
the attitude components of target consumers, namely cognitive strategies, affective 
strategies, and conative strategies. Cognitive strategy is a strategy message with 
the highest percentage. In the use of co-branding dimensions, there are five 
dimensions in all content regarding co-branding on Instagram ERHA 
(@erha.dermatology). The collaboration between ERHA and AQUA has reached a 
complementary level of competence. 
 
Keywords: Co-branding, Message Strategy, Social Media, Instagram 
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