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ABSTRAK 

 Perkembangan industri produk lokal meningkatkan persaingan dalam 

menarik minat beli konsumen, termasuk pada produk sepatu Aerostreet di Kota 

Bandung. Penelitian ini bertujuan untuk mengetahui pengaruh Co-branding, 

Electronic word of mouth (E-WOM), dan Etnosentrisme Konsumen terhadap Minat 

beli produk sepatu Aerostreet di Kota Bandung. Metode kuantitatif digunakan pada 

populasi konsumen Aerostreet di Kota Bandung (unknown population). Sampel 

dipilih secara purposive sampling dengan perhitungan rumus Lemeshow. Data 

dikumpulkan melalui kuesioner dan dianalisis menggunakan regresi linear 

berganda via SPSS. Hasil penelitian menunjukkan bahwa Co-branding tidak 

berpengaruh signifikan terhadap Minat Beli, Etnosentrisme Konsumen juga tidak 

berpengaruh signifikan, sedangkan E-WOM berpengaruh signifikan dan menjadi 

variabel paling dominan. Secara simultan, ketiga variabel berpengaruh signifikan 

terhadap Minat Beli. Hasil ini dapat menjadi bahan pertimbangan bagi Aerostreet 

dan pelaku usaha sejenis untuk mengoptimalkan strategi pemasaran berbasis E-

WOM guna meningkatkan minat beli secara berkelanjutan. 

Kata kunci: Co-branding, Electronic word of mouth, Etnosentrisme Konsumen, 

Minat Beli, Sepatu Aerostreet 
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ABSTRACT 

The development of local product industries has intensified market 

competition in attracting consumer purchase intention, including for Aerostreet 

footwear products in Bandung City. This study aims to analyze the effects of Co-

branding, Electronic word of mouth (E-WOM), and Consumer Ethnocentrism on 

Purchase Intention for Aerostreet products in Bandung City. A quantitative method 

was applied to a population of Aerostreet consumers in Bandung City (unknown 

population). Samples were selected through purposive sampling, with the sample 

size calculated using the Lemeshow formula. Data were collected through 

questionnaires and analyzed using multiple linear regression using SPSS. The 

results indicate that Co-branding and Consumer Ethnocentrism partially have no 

significant effect on Purchase Intention, while E-WOM has a positive and 

significant effect, emerging as the dominant variable. Simultaneously, all three 

variables have a significant effect on Purchase Intention. These findings imply that 

Aerostreet should optimize digital word-of-mouth marketing strategies to effectively 

increase consumer purchase intention. 

Keywords: Co-branding, Electronic word of mouth, Consumer Ethnocentrism, 

Purchase Intention, Aerostreet Shoes  
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