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THE INFLUENCE OF CO-BRANDING

STRATEGIES ON REPURCHASE

INTENTION: EMPIRICAL EVIDENCE

ON COSMETICS AND HERBAL
MEDICINE COLLABORATION
PRODUCT IN INDONESIA

Abstract

During collaboration strategies, companies combine two or more products with differ-
ent characteristics. This strategy is interesting to research because it is an out-of-the-
box strategy. In general, brand partnerships usually occur between companies with
similar values, missions, and consumer target markets. This study aims to examine
the effect of co-branding and promotions on customer-based brand equity and re-
purchase intentions with customer-based brand equity as a mediator. This paper used
a quantitative approach. Data collection was carried out through online surveys dis-
tributed among 115 buyers of a collaborative product of Upmost Beauté cosmetic item
and Tolak Angin herbal medicinal item in the city of Semarang, Central Java Province,
Indonesia. Data analysis used regression tests and Sobel tests with SPSS 24.0 software.
The research results found empirical evidence that co-branding and promotions in-
crease customer-based brand equity, and customer-based brand equity increases re-
purchase intentions. These results also reveal the mediating role of customer-based
brand equity in contributing to increased repurchase intentions. Co-branding and
promotional strategies increase repurchase intentions through customer-based brand
equity. Companies should focus on co-branding strategies, promotions, and customer-
based brand equity to attract more consumers to repurchase Upmost Beauté and Tolak
Angin collaboration product.

Keywords strategic alliance, customer, service, purchase, product,
out-of-the-box, competitive advantage, Indonesia
JEL Classification M30, M31, M37

INTRODUCTION

Co-branding is a marketing tactic that forms a strategic partnership by
combining brands of different goods or services. One of the growing
techniques marketers and strategists use is reinforcing positive image of
one brand on another brand (Warraich et al., 2014). With a distinctive
logo and color scheme to accentuate brand identification and achieve a
win-win for all parties, each brand in the strategic alliance contributes
its identity to build a united brand. The co-branding strategy creates new
products or services that provide special value, which in turn can create
and strengthen customer loyalty. It has the power to expand a company’s
market share, attract new customers, revitalize brand image, and advance
technological advancements within the organization. In addition to min-
imizing costs, it reduces the risks associated with brand extensions.

Considering intense competition in the beauty industry, Indonesian
producers have introduced a unique strategy of the collaboration be-
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tween well-known herbal and cosmetic products. The two companies have different market segments.
The collaboration of cosmetic company PT. Nose Herbalindo, with the Upmost Beauté brand, and a
well-known herbal medicine company in Indonesia, PT. Jamu Sido Muncul, with the Tolak Angin
brand, is developing in Indonesia. These companies combine their superior product brands; both prod-
ucts are sold in one package.

The co-branding carried out by the two companies did not produce a new product, but the packaging
brought together the same color, yellow, which is the hallmark of Tolak Angin. The co-branding of Upmost
Beauté and Tolak Angin was successful in raising awareness and perceived quality. The public welcomed
this innovative strategy; this condition shows that consumers have a positive perception of both brands.
Brands that have a positive perception are said to have customer-based brand equity. This means that cus-
tomers react more positively to a product, price, or communication when the brand is identified. A brand
has a high customer-based brand equity if customers are more likely to respond favorably to a product,
pricing, or message when the brand is mentioned than when a non-branded product is mentioned.

The advantages and disadvantages of co-branding point to possible advantages of launching a new prod-
uct in a well-established market. This might be an effective marketing tool for both businesses if they
can provide succinct messaging to specific customers. However, when consumers are unsure about
product attributes, companies can use brands to emphasize their credibility. Brands can make it easier
for consumers to determine the choice of products to buy. Thus, co-branding and intensive consumer

promotions will drive consumers to increase their intention to repurchase specific products.

1. LITERATURE REVIEW

Repurchase intention is a factor that encourages
individuals to buy certain products. This inten-
tion arises if consumers feel that the product they
buy provides benefits that match their wishes.
According to Kotler and Armstrong (2010), re-
purchase intention is a person’s tendency to buy
the most preferred brand. Fang et al. (2014) stated
that repurchase intention is a customer’s tenden-
cy to buy products from the same manufacturer
in the long term. Repurchase intention is reten-
tion, according to Wu et al. (2014). Retention is
frequently considered the most crucial factors in
relational marketing. Similarly, repurchase in-
tention, according to Lin and Lekhawipat (2014),
might encompass not just the desire to repur-
chase the items but also the intention to recom-
mend them to friends and family. Businesses
should consider repurchase intention when at-
tempting to increase sales of goods and services
(Ali, 2019).

Before a consumer buys a product, he/she will seek
information from personal experience and input
from other people about the product needed. After
getting the information, consumers decide which
product to buy. The indicators are the existence of
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references, interest in the product, and the belief
that the brand is able to meet needs. Meanwhile,
Keller and Swaminathan (2019) concluded that
repurchase intention is measured through trans-
actional, referential, preferential, and explorative
intentions.

When two or more well-known brands are inte-
grated into a single offer, this is co-branding. Kim
et al. (2007) defined co-branding as a corporate
partnership in which businesses remain indepen-
dent while working together on marketing, pro-
duction, and space sharing. Co-branding, accord-
ing to Leuthesser et al. (2003), is the introduction
of two brands into a marketing environment, such
as distribution channels, product placement, and
advertising. Meanwhile, Kotler and Keller (2016)
stated that co-branding is a combination of two
or more well-known brands in one offer. Co-
branding is a collaboration between two or more
companies to produce a new product that is ex-
pected to increase sales (Korua et al., 2021). Co-
branding is successful when partner brands en-
hance the alliance and raise the degree of partner
brand equity (Grebosz, 2012). If the two compa-
nies doing co-branding can offer short messages
to the targeted audience, this could be a successful
marketing campaign (Gaille, 2016).

http://dx.doi.org/10.21511/im.20(2).2024.08



Co-branding is a development in marketing that
has received widespread attention from academics
and practitioners. It is expected to meet the needs
according to what the market wants (Korua et al.,
2021) by integrating both companies’ activities
and operations to achieve a common goal. This co-
branding occurs when individual or constituent
brands form one identity and are sold as compos-
ite brands (Warraich et al., 2014). With co-brand-
ing, there is synergy (co-synergy) where one brand
can strengthen other brands to further strengthen
consumer appeal. Thus, co-branding can increase
sales through existing target markets and open
opportunities for new consumers and networks.

By linking themselves with other companies,
each of these firms hopes to attract new con-
sumers through co-branding, especially if it
takes the form of joint packaging. This kind of
reaction can be a feeling of warmth, fun, com-
fort, joy, security, closeness to the social environ-
ment, and self-esteem. This will increase the suc-
cess of the brand, impacting consumer attitudes
toward the brand and forcing consumers make
repeated purchases. Kim et al. (2007), Warraich
et al. (2014), and Aqeel et al. (2017) found that
co-branding strengthens brand equity. However,
Korua et al. (2021) showed no effect of co-brand-
ing on brand equity. Meanwhile, Abdillah and
Khaulani (2020), Kania et al. (2021), Roscha et al.
(2022), and Wardana et al. (2022) discovered that
co-branding has a positive effect on increasing
repurchase intention.

Activities that convey a product’s excellence and
convince target consumers to purchase it are re-
ferred to as promotions. Kotler et al. (2022) stated
that promotion is an action that conveys the supe-
riority of a product and convinces target consum-
ers to buy. Meanwhile, sales promotion is a mar-
keting investment activity that produces brand
equity resulting from past marketing investments
(Aaker, 1996). According to Kotler et al. (2022),
sales promotions are marketing tools designed to
stimulate faster and larger purchases within a lim-
ited period. Ailawadi et al. (2003) found that price
promotions have a long-term positive impact on
strengthening purchases and brand performance.
Similarly, Chung and Lee (2003) found that the
higher the sales promotion, the greater the influ-
ence on consumers’ repurchase intentions.

http://dx.doi.org/10.21511/im.20(2).2024.08
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A brand is more than just a product; it has a di-
mension that differentiates it from other similar
products. This distinction needs to be logical and
evident in how a brand’s product performs, or it
may be more symbolic, sentimental, and intan-
gible in how a brand is represented. A brand may
be represented by a name, trademark, logo, or by
a mix of these. Customer-based brand equity is a
framework for brand equity that looks at it from
the customer’s standpoint (Yoo et al., 2000). Keller
(2001) and Keller and Swaminathan (2019) ex-
plain that customer-based brand equity is the dif-
ference in the influence of brand knowledge on
consumer responses to brand marketing. In con-
trast, Marques et al. (2020) defined brand loyalty
as a resolute and unwavering commitment to stick
with and support a brand in the face of rival op-
position. Marques et al. (2020) stated that brand
equity is a crucial subject in branding, marketing,
and management research, as higher brand equity
levels are frequently linked to improved cash flow
and increased competitiveness.

The fundamental idea behind customer-based
brand equity is that a brand’s strength may be
determined by the experiences of customers who
have been studying, sensing, seeing, and hearing
about the brand for a while. This notion stresses
the conceptualization and evaluation of indi-
vidual customers; firm-based brand equity con-
centrates brand value on companies (Simon &
Sullivan, 1993; Leone et al., 2002). Most people
agree that brand equity is the additional value
a brand adds to a product, regardless of the ma-
ny research streams and methodologies used
(Farquhar, 1989). Wang et al. (2021) believed that
brand equity is maintained in the minds of con-
sumers and is reclaimed after product purchases.
According to Romaniuk and Nenycz-Thiel (2013),
customer-based brand equity can influence buy-
ing behavior. Bakhshizadeh and Aliasghari (2023),
who support this claim, assert that a consumer’s
willingness to use a product or service increases
with brand equity and considerably affects inten-
tion to repurchase.

This study relates co-branding, promotion, brand
equity, and repurchase intention to investigate the
effect of co-branding and promotion on customer-
based brand equity and repurchase intention, as
well as the effect of customer-based brand equity
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Figure 1. Conceptual model

on repurchase intention. Customer-based brand
equity serves as a mediating structure that influ-
ences repurchase intention.

This study aims to examine the effect of co-brand-
ing and promotions on customer-based brand
equity and repurchase intentions with customer-
based brand equity as a mediator. Figure 1 shows
the conceptual framework.

The hypotheses are:

HI: Co-branding positively affects customer-
based brand equity.

H2: Promotion positively affects customer-based
brand equity.

H3: Co-branding positively affects repurchase
intention.

H4: Promotion positively affects repurchase
intention.

H5:  Customer-based brand equity positively af-
fects repurchase intention.

2. METHODOLOGY

This deductive research uses a quantitative ap-
proach. The population comprises consumers
who have shopped at several retail stores in the
Pedurungan and Tembalang Districts. These two
sub-districts were chosen because their popula-
tion is denser than other sub-districts in Semarang
City. The gender composition is 49.50% for men
and 50.5% for women. Productive age is quite
high, which shows that the level of consumption
of goods and services is also quite high.
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The Upmost and Tolak Angin co-branding
products are unique collaboration products, so
consumers of the upper middle class are expect-
ed to be interested in them. The exact number
of population is unknown, so the study uses
Cochran formula to determine the number of
samples.

©)

where n — Sample, z - Prices are in the normal
curve for a 5% deviation, with a value of 1.96,
p - 50% correct chance, g - 50% chance of being
wrong, e — 10% margin of error. The result is n =
96.04.

The number of samples calculated above as a
benchmark that the minimum sample that is eli-
gible to be used is 96.04. This study uses a sample
of 115 respondents to make the selected sample
more representative.

This study uses two regression equation models for
data analysis purposes, as in model 1 and model 2
below:

Model 1
CBBE =a,, +b,COB+b,,PRO+e¢,. (2
Model 2
REP = a,, +b,,COB +b,,PRO 3)
+b,;,CBEE +e,,.

where CBEE - Customer-Based Brand Equity,
COB - Co-Branding, PRO - Promotion, REP -
RepurchaseIntention, a,,, @,, -Constant, b, b,,
- Coefficient of Regression, ¢, €,, — Error.

http://dx.doi.org/10.21511/im.20(2).2024.08



3. RESULTS

The questionnaires were distributed at outlets or
counters that provide or sell Upmost Beauté and
Tolak Angin products. The distribution lasted for
approximately two weeks with 150 questionnaires.
Of these, 115 questionnaires can be processed, as
20 were incomplete and 15 were damaged.

Table 1. Profile of respondents

Innovative Marketing, Volume 20, Issue 2, 2024

products are well known to the public because
of their good quality; this can be seen from the
mean value = 4. However, there were respondents
who disagreed with this idea. This shows that the
respondents did not understand and felt strange
about the collaboration between herbal and cos-
metic products.

Table 3. Promotion indicators

Frequency of Respondents Mean

. Information . Frequency Variable Indicator. gp "D KA A  SA.
Gender Male 22 ‘ % % % % %
""""""""" ‘ Female 93 — : H : :
17— 21 years 63 01
22 - 26 years 46
Age 27 — 31 years 3 Prog’;oglon
32 —36years 2 ( )
""""""""" _i>36years 1
Student 68
Ent 15 ) ] .
L ETRLENE Note: Strongly Disagree (SD), Disagree (D), Neither Agree nor
Job vaernment employee 2 Disagree (KA), Agree (A), and Strongly Agree (SA).
Private employee 19
Othirs 1 According to Table 3, respondents favorably re-
: Tota 115

Table 1 describes the profile of research respon-
dents; most are aged between 17-26 years. This
shows that the users are teenagers and adults. In
this regard, they are those who like new things
and cosmetic products, as they are curious. Male
respondents constitute 19.1%; they primarily
purchased the Tolak Angin product, while the
Upmost Beauté cosmetic products were given to
people close to them.

Table 2. Co-branding indicators

Frequency of Respondents

Variable %Indicator% SD D KA A i SA %Mean
% % % % %
COB, {20 50 00 280 570 @ 416
COBZ 00 30 @ 60 85.0 463
Co- c053 10 00 | 120 340 680 446
Branding i
(coB) | COB, |00 10 | 130 :350 660 444
COBS 00 10 110 290 74.0 453
COB 10 10 | 180 350 60.0 432

6

Note: Strongly Disagree (SD), Disagree (D), Neither Agree nor
Disagree (KA), Agree (A), and Strongly Agree (SA).

Table 2 shows the description of the co-brand-
ing variable. Six indicators indicate that the two

http://dx.doi.org/10.21511/im.20(2).2024.08

sponded to the promotion indicators; this shows
that the promotion was acceptable to the commu-
nity. However, many respondents only somewhat
agreed because they did not understand cosmetics
co-branding with herbal products.

Table 4. Customer-based brand equity indicators

Frequency of Respondentsg

Variable ilndicatorﬁ SD D KA A  SA Mean
5 % % % % %

CBBE, {09 {09 i70 {183 i73.0 (4.62
Customer- i
based brand | .(.:,‘B‘BEZ 100 {17 52 339 591450
equity 1 cBBE, :0.9 0.9 (7.8 270 :63.5:451
CBBE, 0.9 i52 :29.6 :270 :374 :4.00

Note: Strongly Disagree (SD), Disagree (D), Neither Agree nor
Disagree (KA), Agree (A), and Strongly Agree (SA).

Customer-based brand equity is a method of build-
ing brand equity that is based on what consumers
have learned, experienced, seen, and heard about
a business over time. In Table 4, respondents are
already familiar with Upmost’s co-branding prod-
ucts; cosmetic products are well known to teenage
consumers, while Tolak Angin is an herbal medici-
nal widely known by Indonesian people. Although
some respondents somewhat disagreed with the
co-branding product, this was due to their lack of
familiarity with cosmetic products.
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Table 5. Repurchase intention indicators

; ‘Frequency of Respondents
Variable iIndicator SD . D KA : A  SA |
% : % : % : % : % :
| REP, 35

| . 11.3 1278 :20.0 1374
Repurchase . REP, 43 187 261 1261 348
intention { REP, 3.5 {104 i19.1 {296 {374
(REP) ' REP, 117 135 1270 278 400 401
REP, 109 i35 {113 (261 :58.3:4.37

Note: Strongly Disagree (SD), Disagree (D), Neither Agree nor
Disagree (KA), Agree (A), and Strongly Agree (SA).

Table 5 shows that the respondents are very inter-
ested in making repeated purchases, considering
that these products are already known to respon-
dents and are widely used both for health and ap-
pearance. In addition to respondents who agreed
to repurchase, some respondents disagreed. This
could be due to disagreement with co-branding
between herbal items and cosmetics. In the opin-
ion of the respondents, there is cooperation in
products that are not of the same type.

Validity testing is conducted to determine how
accurate an instrument is in measuring what it
wants to measure by using a factor analysis test.
A sample adequacy test was carried out using
the Kaiser-Meyer-Olkin (KMO) value, where the
KMO value was > 0.5. The sample is considered

Table 6. Validity test

sufficient if KMO > 0.5. The validity test is carried
out by determining the loading factor (LF) value;
the instrument is considered valid if the LF value
is > 0.5. Table 6 shows the results of the validity
testing.

A reliability test determines whether measuring
items are consistent and whether repeated mea-
surements yield the same findings dependable if
evidence from many periods has commonalities.
This method of dependability testing makes use of
an analytical approach of Cronbach’s alpha. If a is
more than 0.7 in this reliability test, it is deemed
dependable.

Table 7. Reliability test

Cronbach’s
. Alpha (> 0.70)
...0799
L0792

Variables i Conclusion

_Co-Branding (COB)
_Promotion (PRO)

Reliable

Reliable
Customer-based brand equity
(CBBE)

0.811 Reliable

Repurchase intention (REP) 0.806 ' Reliable

According to the reliability test findings displayed
in Table 7, every variable is reliable (Cronbach’s al-
pha > 0.7). This indicates that the questionnaire
instrument is trustworthy and dependable, mak-
ing it suitable. Next, Table 8 shows coefficients of
determination with the adjusted R-square values.

Variables Indicator

Kaiser-Meyer-Olkin (KMO) > 0.50

- Conclusion :Loading Factor >0.40 = Conclusion

Co-Branding 0.814
Promotion 0.838
Customer-

based brand 0772

equity

Rgpurchase REP 0764
intention

Valid

Fulfill

Fulfill

Fulfill
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Table 8. Determination test of models 1 and 2

Innovative Marketing, Volume 20, Issue 2, 2024

Independent Variable

Dependent Variable

Adjusted R-Square

Model 1
Co-Branding .
S Customer-based brand equity 0.69
Promotion
Model 2
Customer-based brand equity Repurchase intention 0.45

The corrected R-square values for models 1 and 2
are 69% and 45%, respectively. Because it is less
than 70%, this outcome is comparatively low. The
F significance test is utilized to determine if the
developed regression model satisfies the goodness
of fit criteria required for forecasting.

Table 9. F-test for models 1 and 2

Independent Dependent F-test
Variable Variable F | Sig
Model 1
Co-Brandin : -
Promotion brand equity
Model 2
Customer-based Repurchase intention 92.58 0.000

brand equity

Based on Table 9, the F significance (F-test) value for
both models was significant at 0.000 < 0.05, which
means that the regression models for both models
met the goodness of fit requirements so that they
were feasible to use. Further, linear regression anal-
ysis is used to measure the strength of the influence
of co-branding and promotions on customer-based
brand equity and repurchase intention.

Table 10. Regression analysis for model 1

Dependent  Standardized :
Variable ~ __ Coefficients = sig-t | Hypotheses

CBBE Beta : :
Co-Branding .A‘ccepteq —

Accepted

R2-adjusted test

Regression analysis for model 1 (Table 10: CBBE
= 0.434 COB + 0.43 PRO) shows that co-branding
and promotions have a positive effect on customer-
based brand equity. The stronger the co-branding
and the more intensive the promotion, the better
understanding of brand equity. Both co-branding
and promotion have a significant effect on increas-
ing brand equity at a significance of less than 1%,
so H and H, are accepted.

http://dx.doi.org/10.21511/im.20(2).2024.08

Table 11. Regression analysis for model 2

Dependent Standardized ;
Variable Coefficients .
: Sig-t : Hypotheses
Repurchase Bet :
intention eta ;
Co-Branding :© 0301 1 0000 : Accepted
Promotion 0.....0172 . 0 0036 . Accepted
Customer-based 0.392

brand equity 0'099

Accepted

LA .
0.251 : - : -

R2?-adjusted test

Note: Model 2: REP = 0.301COB + 0.172PRO + 0.392CBBE.

Based on Table 11, co-branding and brand equity
have a significant effect on increasing consumer
repurchase intention at a significance of less than
1%. Moreover, promotions have a significant effect
on increasing consumer repurchase intention at a
significance of less than 5%. Thus, H, H,, and H,
are accepted.

According with Baron and Kenny (1986), a vari-
able is a mediator if it affects the correlation be-
tween predictor (independent) and criterion (de-
pendent) variables. According to the mediation
model, the independent factors affect the media-
tor variables, which in turn affects the dependent
variable. In this study, the independent variables
were co-branding and promotion while the depen-
dent variable was repurchase intention. Customer-
based brand equity is a mediating or intervening
variable. Indirect effects in this study were tested
using the Sobel test to determine the value of the
indirect effect on each path.

Path A is: Sobel test of COB (co-branding) against
REP (repurchase intention) mediated by CBBE
(customer-based brand equity). Table 12 shows
the path mediation coefficient = 0.3245 and the
significant level p < 0.05, namely p-value = 0.0018
< 0.05. This shows that customer-based brand eq-
uity mediates the effect of co-branding on con-
sumer repurchase intentions. Consumers can dis-
tinguish between two partnered brands; therefore,
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brand managers should exploit this co-branding
strategy smartly (Warraich et al., 2014).

Table 12. Indirect effect and significance using
normal distribution of path A

i LL95 { UL95 Sig
: Value : SE : al : ca : Z : (two)
Effect :0.3245 10.1040 :0.1207 :0.5283 :3.1203 :0.0018

Path B is: Sobel test of PRO (promotion) against
REP (repurchase intention) mediated by CBBE
(customer-based brand equity). Table 13 shows
the path mediation coefficient = 0.2586 significant
at p < 0.05, namely p-value = 0.0042 < 0.05. These
results indicate that customer-based brand equity
mediates the effect of promotion on consumer re-
purchase intentions.

Table 13. Indirect effect and significance using
normal distribution of path B

: : S LL95 : UL9S5 Sig
i Value i S.E : a a z (two)
Effect 0.2586 :0.0902 :0.0817 :0.4355 :2.8659 :0.0042

4. DISCUSSION

The results empirically support the positive inter-
action of co-branding between Upmost Beauté
and Tolak Angin toward brand equity (H,). The
combination of the two brands in one product
works together; each brand shares competition,
and the overall market share increases. Upmost
Beauté has succeeded in attracting customers of
Tolak Angin, and Tolak Angin has succeeded in
attracting customers of Upmost Beauté, condi-
tions that certainly have an impact on increas-
ing income. This study supports Kim et al. (2007),
Warraich et al. (2014), and Aqeel et al. (2017).
However, Korua et al. (2021) found no effect of
co-branding on brand equity.

Co-branding also interacts positively with repur-
chase intention; co-branding has succeeded in in-
creasing consumer confidence in repurchase in-
tention (H,). When consumers are unsure about
product attributes, companies can rely on the
combination of two brands (co-branding) as a
tool for emphasizing product credibility to reduce
information costs and consumer risk perceptions
and increase the value that buyers obtain from the
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product, thereby increasing consumer purchase
intentions (Kim & Hyun, 2011). This study em-
pirically supports Pitaloka and Gumanti (2019),
Abdillah and Khaulani (2020), Kania et al. (2021),
Roscha et al. (2022), and Wardana et al. (2022).

Promotion increases customer-based brand eq-
uity (H,). This condition indicates that promo-
tional activities are crucial in creating brand eq-
uity. Promotional activities strengthen customer
confidence in customer-based brand equity. This
study aligns with Yang et al. (2015), Alhaddad
(2015), Salelaw and Singh (2016), Shen (2019),
Umer and Salman (2019), and Bhakar et al.
(2020). However, these findings contradict Kim
et al. (2007) and Valette-Florence et al. (2011),
who claimed a negative effect of sales promotion
intensity on brand equity.

Promotion also has a positive effect on increas-
ing repurchase intention; this shows that promo-
tion activities affect consumer intentions to repur-
chase products. Promotional activities are critical
for companies, because they will always remind
consumers of these products. Promotional activi-
ties for Upmost Beauté and Tolak Angin products
have stimulated consumer interest in making re-
peated purchases. These empirical findings sup-
port Wang (2021) and Munte et al. (2022) but re-
ject Muthi and Utama (2023), who found no effect
of promotion on repurchase intention.

Customer-based brand equity as a representa-
tion of brand equity has been empirically proven
to have a positive interaction with repurchase
intention. This condition indicates that when
a company has more value than its competi-
tors, it will encourage consumers to repurchase
the product. Thus, customer-based brand equi-
ty increases consumer intentions to repurchase
company products. This study supports Pather
(2017), Ali (2019), Pitaloka and Gumanti (2019),
Karunaratna (2021), and Park and Namkung
(2022). However, Bakhshizadeh and Aliasghari
(2023) and Muthi and Utama (2023) found no
empirical evidence of the effect of customer-
based brand equity on repurchase intention.

Sobel test provides empirical evidence that custom-

er-based brand equity mediates co-branding and
promotion relationship on consumer repurchase

http://dx.doi.org/10.21511/im.20(2).2024.08
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intention. Thus, customer-based brand equity is a
critical component in a business, because it shows
that a company has more value than its competitors.
Therefore, building brand equity is vital for busi-
ness activists because surely every company strives

to achieve positive brand equity. Consumers will
choose products from that brand over other prod-
ucts outside the brand, and will be willing to pay for
the product at a high price even though consumers
can get the same thing from other brands.

CONCLUSION

This study aims to determine the effect of co-branding and promotion on customer-based brand equity
and repurchase intention in the collaboration of Upmost Beauté cosmetic product and Tolak Angin herbal
medicinal product in Semarang, Indonesia. First, it was found that co-branding had a significant positive
effect on customer-based brand equity and repurchase intention. This means that customer-based brand
equity and repurchase intention will increase with Upmost Beauté and Tolak Angin co-branding. Second,
promotion positively affects customer-based brand equity and repurchase intention. This indicates that
intensive promotions increase customer-based brand equity and repurchase intention. Third, customer-
based brand equity mediates the influence of co-branding and promotion on repurchase intention.

The findings indicate that customer-based brand equity takes a strategic role as a mediator for co-brand-
ing and promotions in influencing consumers' repurchase intentions. This means that companies must
use customer-based brand equity to strengthen the influence of co-branding and promotions so that
consumers' repurchase intentions are increased. Similarly, with intensive promotional programs and
many discounts on certain purchases, the collaboration of two well-known products will attract cus-
tomers and increase their repurchase intention.
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