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ABSTRAK 

Revolusi industri 4.0 telah membawa perubahan signifikan dalam berbagai aspek 

kehidupan, termasuk dalam bidang e-commerce. Dalam beberapa tahun terakhir, telah 

terjadi peningkatan kesadaran masyarakat tentang pentingnya merawat penampilan dan 

kulit, yang telah mendorong pertumbuhan industri kosmetik. Dear Me Beauty merupakan 

salah satu brand kecantikan lokal yang memproduksi produk kosmetik dan juga produk 

skincare dan dikenal sebagai brand kecantikan lokal yang sering melakukan kolaborasi 

cross-category, meski kolaborasi ini unik dan menarik namun nyatanya minat beli 

konsumen cenderung rendah. Berdasarkan data yang peneliti temukan, kolaborasi yang 

paling diminati adalah kolaborasi brand kecantikan dengan influencer. Maka dari itu, 

peneliti melakukan analisis pada co-branding dengan strategi cross-category melalui brand 

fit, prior attitude toward the host brand, prior attitude toward the invited brand, attitude 

toward co-branded, post attitude toward the host brand, dan juga pengaruh variabel 

tersebut terhadap purchase intention co-branded product serta implikasinya. Peneliti mulai 

melakukan penelitian pada bulan Februari 2024 di mana penelitian ini menggunakan model 

deskriptif dengan teknik sampling non-probability (metode jugdmental sampling) dimana 

kriteria dari responden ditentukan oleh peneliti, sehingga tidak semua responden dapat 

diambil untuk penelitian. Data diperoleh melalui kuisioner online (Google Form) yang 

kemudian di olah dengan SPSS, dan juga terdapat sebanyak 8 hipotesis yang diiuji 

menggunakan metode Structural Model Equation (SEM) dengan ukuran sample minimal 

144 responden. Sehingga, hasil dari penelitian ini membuktikan bahwa seluruh variabel, 

yaitu brand fit, prior attitude toward the host brand, prior attitude toward the invited 

brand, attitude toward co-branded, post attitude toward the host brand berpengaruh pada 

purchase intention co-branded products (Dear Me Beauty X KFC). Hasil temuan dari 

peneliti, berbeda dengan temuan sebelumnya oleh Helmig et al (2007), yang mengatakan 

bahwa tidak terjadi pengaruh signifikan antara prior attitude toward the host brand dan 

attitude toward co-branded products. Maka dari itu, untuk meningakatkan niat pembelian 

produk kolaborasi, maka kedua brand harus gencar dalam melakukan campaign baik secara 

online maupun offline dan juga menggunakan influencer/artist untuk ikut serta 

mempromosikan produk. 

 

 

 

Kata kunci: brand fit, prior attitude toward the host brand, prior attitude toward the 

invited brand, attitude toward co-branded, post attitude toward the host brand, purchase 

intention. 
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ABSTRACT (English) 

The advent of Industry 4.0 has significantly transformed various aspects of life, 

including the e-commerce sector. In recent years, there has been increased awareness 

among consumers about the importance of skincare and appearance, driving growth in the 

cosmetics industry. Dear Me Beauty, a local beauty brand, produces both cosmetic and 

skincare products. Despite its unique and intriguing cross-category collaborations, 

consumer interest remains relatively low. Research data indicates that collaborations 

between beauty brands and influencers are particularly popular.To address this, our study 

analyzes co-branding strategies through cross-category collaborations. We focus on 

variables such as brand fit, prior attitudes toward the host brand, prior attitudes toward 

the invited brand, attitude toward co-branded products, and post-attitudes toward the host 

brand. Additionally, we examine the impact of these variables on purchase intention for 

co-branded products (specifically, the collaboration between Dear Me Beauty and KFC). 

Our research commenced in February 2024, utilizing a descriptive model with non-

probability sampling (judgmental sampling). Respondent criteria were determined by the 

researchers, resulting in a sample size of at least 144 participants. Data were collected 

through an online questionnaire (Google Form) and analyzed using SPSS. We tested eight 

hypotheses using Structural Model Equation (SEM) methodology.The findings demonstrate 

that all variables—brand fit, prior attitudes toward the host brand, prior attitudes toward 

the invited brand, attitude toward co-branded products, and post-attitudes toward the host 

brand—significantly influence purchase intention for co-branded products (Dear Me 

Beauty X KFC). Interestingly, our results differ from previous research by Helmig et al. 

(2007), which did not find a significant relationship between prior attitudes toward the host 

brand and attitude toward co-branded products.To enhance consumer intent to purchase 

collaborative products, both brands should actively engage in online and offline 

campaigns. Leveraging influencers and artists can further promote these co-branded 

offerings. 

 

 

 

Keywords: brand fit, prior attitude toward the host brand, prior attitude toward the invited 

brand, attitude toward co-branded, post attitude toward the host brand, purchase intention. 
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