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ABSTRAK 

Zalora merupakan general retail fashion online yang tidak hanya 
menawarkan satu produk atau satu merek saja melainkan menjual 
berbagai produk dan merek. Salah satu produk yang ditawarkan oleh 
Zalora adalah sepatu merek Adidas. Dalam memenuhi keinginan 
konsumen berbelanja online, Zalora perlu strategi pemasaran ritel 
yang tepat, salah satunya adalah menetapkan produk yang dijual 
(merchandise) dengan cara mempengaruhi konsumen yang terbiasa 
membeli produk spesialis di toko offline untuk membeli produk 
secara online. Strategi pemasaran ritel ini penting, mengingat 
konsumen yang telah terbiasa membeli produk spesialis di toko 
offline sulit untuk berpindah membeli produk secara online. 
Penelitian ini bertujuan untuk mengetahui pengaruh  social influence 
dan keterikatan pada merek terhadap sikap terhadap merek dan sikap 
terhadap merek terhadap niat beli. Penelitian ini merupakan 
penelitian kuantitatif. Sampel penelitian ini menggunakan purposive 
sampling. Sampel yang digunakan sebanyak 90 responden pembeli 
produk sepatu Adidas di Zalora.co.id. Data dikumpulkan dengan 
kuesioner selanjutnya diolah menggunakan teknik analisis PLS. 
Hasil penelitian ini menunjukkan bahwa social influence 
berpengaruh signifikan terhadap sikap terhadap merek. Keterikatan 
pada merek berpengaruh signifikan terhadap sikap terhadap merek. 
Sikap terhadap merek berpengaruh signifikan terhadap niat beli. 

Kata kunci: social influence, keterikatan pada merek, sikap terhadap 
merek, niat beli. 
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THE EFFECT OF SOCIAL INFLUENCE AND ENGAGEMENT 
IN BRAND TOWARDS THE INTENTION TO BUY ADIDAS 
SHOES BY ONLINE THROUGH AN ATTITUDE OF THE 

BRAND AT ZALORA.CO.ID 

 
ABSTRACT 

 
Zalora is a fashion online general retailer that not only offers one 
product or one brand but sells various products and brands. One of 
the products offered by Zalora is Adidas brand shoes. In fulfilling the 
desires of consumers to shop online, Zalora needs the right retail 
marketing strategy, one of which is to determine the products sold 
(merchandise) by influencing consumers who are accustomed to 
buying specialist products in offline stores to buy products online. 
This retail marketing strategy is important, considering that 
consumers who are accustomed to buying specialist products in 
offline stores find it difficult to switch to buying products online. This 
study aims to determine the influence of social influence and 
attachment to the brand towards attitudes toward the brand and 
attitudes toward the brand towards purchase intention. This research 
is quantitative research. The research sample used purposive 
sampling. The sample used was 90 respondents who were buyers of 
Adidas shoe products at Zalora.co.id. Data collected by 
questionnaire then processed using PLS analysis techniques. The 
results of this study indicate that social influence has a significant 
effect on attitudes toward brands. Attachments to brands have a 
significant effect on attitudes toward brands. The attitude towards 
the brand has a significant effect on purchase intention. 
 
Keywords: social influence, attachment to the brand, attitude 
towards the brand, purchase intention. 
 

 

 


