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1. Introduction

Fast-changmg market conditions have made marketing face endless challenges, farcing brands
o coitindoosly explore innovative strategies to engage consumers and enhance brand visihifite.
One of the inovative inarketing strategies popularized n recent dEadeg is co-branding | Decker &
Bazde, 20016} Co-bramding ot cooperative brand alllance is when tao or mare brands collaborate
to create a unlgque product or marﬁ:ng campalgn that leverages the strengths and appeal of cach
brand invedved [Kuniteky, 2000], with their suecess being reliant on producing pestive consumer
cvaluations [DEckinson & Heath, 2008). This strategy allvws brands to combine their resournces,
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reach broader andences, and create synergies that are difficalt to achieve independently [Keller,
S015) In recent years, many brands have collaborated with celebrities ar digital influencers far
their co-branding strategy, The MoDxNew leans campalgn 5 2 prime example of this phenamenon,
where a ghrhal fast-food giant partners with o popular K-pop group to create a powerful marketing
synergy, This campaign can be considered a successor to the previous millsbarative marketing
strategy, where Mcllnald's collabormted with BTS to market the BTS Meal as an exclosive mena
{Mertiar, 2022; Onvusheva & Salim, 2022).

The exllabsration between MeDonald s and Newleans exemplifies the strategic patential of co-
branding in leveraging cultural phensmena to engage targeted audiences. As a global brand,
Melonald's taps into the immense influence of K-pop, a cultural movement characterized by high-
enerpy performances. catchy music, and strong fan engagement, particularly among Gen 2
cansumers [Aguinia et al, 2023; Sunvogita, 2024), This coc-branding campaign goes heyond
traditional advertising. It is 3 sophisticated marketing strategy designed to influsnee purchise
behavior by creating a sense of exclusbaty and urgency among fans, eften referred to as "RAsdem,”
They are known for their unveavering support of their fiverste groups or idols (Derbaix & Korchia,
20119; Ukami & Winduwati, 2020, They engage in varous activities, from streaming music videog
and songs to boost char rankings, arganizing fan evens and creting fan art or fddon {Sandi &
Triasmun, 2020), Fandams are highly dedicaced growps of consumers who show strang loyalty and
emateonal attachment to their idols. This can transiate into purchazing behavior when the klols
endorse or are asseclated with certain products or brands, Newleans' fandom is called "Bunnies”
ar "Tekki” in Kerean, which masans "rabbit” [(Cha, 20221 1t reflects the groep’s youthfel and playful
image [Kim & Han, 2021). Despite being a relatively new group, debating in 2022, New |eans has
quickly garnered o signilfcant snd dedicsted fallowing within the K-pop culture (Wang, 2024} Like
ather fandoms from K-pop, Bunnies are kissn for thelrenthostastic support of the group, actively
promaoting Newleans on seaal media, streaming thelr music and videes, and participating in fan

EVEnEE

The McDuMew]eans collaboratkon in Indonesia iz part of a more signiflcant global parnership
between the fast-food glant and the popular K-pop group. Launched n 2023, thiz collaberation
includes special mene tems called K-Meals, with branded padkaging and exclusboe merchandise
featuring Newleans [(Agmasarl, 2023), The cofaboration s designed to capitalie on the group's
masiive popularity, especially among  yednger asdiences, with Newleans Chicken Dance
Competiion, a viral cover dance on secial media {Savektd, 2023). This co-branding strategy creates
a unlgue cultural moment that Mends K-pop with a glebal fast-food brand. In Indonesia, where K-
pop has a significant following the McDyMNewleans collaboration was met with enthustastic
recoption, Fams, especially memibers of the "Bunnies” fandom, focked to Mdlopald's metlets b
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purchase the lmited-time offerings and exclusive merchandise, The collabaration also sparked a
lot of bz on social media, with fans sharing thelr experiences, unboxing videss, and photos of the
branded fems [Henukh 2023) This collaboration ix a prime example of haw brands leverags K-
pop's influence to engage younger consumers and create highly successful marketing campalgns.
The McDxMewleans collaboration boosted sales and reinforced the brand's connection with the K-
pop commuanity in Incdonesia, enhancing its appeal among the youth {Ezra & Firdausy, 2024] ,

Callaboration strategy in the food and beverage industry has experienced significant grawth in
recent years & brands increasingly recognize the value of partnering with others (s reach snd
resonate with @ brosder consumer base. Through such collaboratk naﬂ’anﬂs can penetrate even
sheptical markets by introducing Innovative prodiects. For example, In the US, Burger King has
teamed upwith Cinnabon, while in Awstralia, Belles Hot Chicken has collaborated with the U5-hbased
snack Cheetos [(Onyasheva & Sabimy Z0Z2Z). A natable co-branding effort in Indonesia indudes
Chitata jpining forces with Indomie for a special vardant ol potato chips [ Marlien etal, 2024). There
is also a mllahnﬁunhﬂwm Kopl S0e and Teh Pucuk which prodwces three varlants of beverage
products called See Pucuk, Soerya Tea and Soe Pucuk Krim (Adsyah, 2020) Beyond the food and
beverage sedor, collaboration has alsn become a popular strategy among brands in Indonesia,
particularly through parmerships with celebrities or digital influencers to enhano: market reach
For Instance, HMMNS worked with Christian Sugiyone on perfume lines called “The Perfections® and
“The Prestige” (Hanifa & Zulaikha, 204). Ponds partmered with Maudy Ayunda to promaete facial
cleansers [Tashandra & Wadriants, 2018). and Adidas collsborated with the comic srip
"Tahilalats” to create T-shirts inspired by Indonesia’s naticnal motto, "Bhinneka Tunggal lka”

| Brzstiant & Andarningtyas, 2023 ).
19
Callaborative marketing has emerged a3 o powerful strategy in toilay’s highly competitive

market. By leveraging the combined strengths of multiple brands, companies can enhance their
market prosence, broaden thelr customer baso, and (norease brand equity [Aqeel etal, 2017, This
callaboration beads b more Enovative and impactful ting cam paigns using sharing resources
anid expertise. A collaborative marketing alliance created by the joint naming and technical
caoperation of two brands of equal and independent status 1& distince from the conventional brand
extension or alllance practice (Abn of al. 25 Moreover, these collaborations often produce &
synergistic effect where the combined brand equity exceeds the sum of &5 parts, particalardy
through co-branding, a form of collaberative marketing that has gained momenbim as an effective
appiaach far brands o differetiate themsehes {Shilfman, 2008].

a
Furihermore, co-branding lnvolves the parinership of two or more brands to create a product
or servioe that combi nﬁnulr strengihs to enhance peroeived valee, attract a wider nudience, and
improve market share [Helmbg et al,, Z008], The essencoe of co=hranding Is the debivery of messages
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that Focus on the values of a product and the promoeten of the brand mmp-:-neE o strengthon the
image and value of cach partner's parent hrand [Bladkett & Russell, 2000, Co-hranding has sty
migasuralde dimenskans that must be present, so the collalseration is said to be stroag and
suocessful, These dimensions include adequate brand awareness, sufficiently strong brand,
favorable, unigue asseciation, positive consumer judgment. and pesitive consumer feclings (Keller,

201 5; Pratiwi & Marlien, 2022

One ey determinant of a successful co-branding effort is the brand image of the participating

brands. Bramd image which reflects consumer perceplions and associztions with a brand,
sigalficantly influences how consumers evaluate a co-branded product. Previeus research found
that the beand image of the participating product influences copsumers” perspective on the co-
brinding cam nﬁn (Prativwi & Markien, 2022} Bramis invelved in copperation must be chosen
because ofthiir good nage in the eyves of congumers. The mage will also infleence the co-branding
autpat when partner brands cooperate or activate [Hakim, 2020). Besearch suggests that when
branils m%ﬂmnﬂ. pasitive images collaberate, they can generate symergistic effects, enhancing
cansumer perceptinns of the co-branded product’s quality, innevation, and vialue (Besharat, 20010),
The essence of co-branding i o promote and strengthen the image of each parent brand. Howewver,
the m-beanding campaign and the brand image of each parent brand cin influence each other (Li &
Wang, 2019)

However, the impact of brand image |0 co-branding can be more comples, The image of cach
brangd can influence the other i complex ways. A brand with a weaker or negative image may
diminish the percelved value of the stronger brand when they collabomate, leading te consumer
skepticism or resistance (Keller, 2015). The perceived mismatch bet the brands can lead ko
consumer confusion or doubits aboit the authen tcity and effectivensss of the co-bramded pro
[Leuthesser et al, 2003). Therefore, the strategic selection ef a partner brand is crucial for the
effectiveness of the co-branding initiative, Suppose the co-branding cffort 5 percelved as
inauthentic or peorty aligned with consumer expeatations. In that case, consumers may perceive
the collaboratdon as a mere masketing gimmick rather than a meaninglul parmership, resulting in
backlash and harm to both brands’ reputations {James. 2005), Furthermoene, as 2 matter that can
inflaence consumer perception of cedbranding, brand image can be measared using three
dimensions. if a product has all three, the company has sucoeded in boilding its image in the
community. These dimengions include corparate image, user image, and product image [Aaker,

2009; Musdalifa & Fajri, 2021].

Muoreaver, co-branding does not merely Inspact consumer perceptions; it also plays a eritical role

in shaplng consumer attitudes and purchase behavior, Positive consumer attitudes towards a co-
branded product can increase purchase Intention and brand logalty, particularly if the co-branding
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is seen as adding value or creating & unigue offering that nefther brand coukd achieve alone [lzza &
Supriyady, 2023, Munyanti, Z009). Consumer attitudes ane & respanse to a prodic orssevice brand
that can consistently infleence purchase behavlor, It puts people Into a frame of mind to lke or
dislike something, m move towards or away from something (Anall, 20109} Furthermore, the
attitude model In consumer behavior comprises thred components: cognitive, affoctive, and
conative (Mursakdah & Rimeastuti, 2021 Schiffman & Banuk, 2008]),

Consumers often ke additional actions after making a purchase, influenced by thebr satisfiction
or dissatisfaction which keads them w post-purchase behavior [Chaidir & Purnamasari, 2022},
Consumer purchasing behavior refers tohow consumers fulfill thelr wan s and needs by purchasing
amd consuming the prodoct [Adcock et al, 2001, This behavior ks not only limited to purchasing
amd wsing the product but alse whether they recommend the product to others. Therefore,
cansumer purchasing behavior b measured and analyosd throegh actua purchases, usage, and
disposal or recommendations [Hayer et al, 2006; Lamb et al, 2011). In co-branding, comsumers
tend to purchase collaborative products when bwo or mere brands offer complementasy grengths
ghﬂ than when they are simply similar to each other (Muslimin et al, 2023}, In this case,
cOnsumenrs are often Wmilﬂ Lo paiy a premisim for co-branded Iﬁ.l'ﬂlhitﬂ hecause r]u:_',' T.Ha:l:i'l.'b them
as combining the best attributes of each brand (Vess & Gammeh, 2004}, Nonetheless, co-branding
is a win-win strategy tor both co-branding parmers regardless of whether consumers perceive the
original brands as kaving high or low brand equity. Although low-equlty brands may benefit most
from m—-ﬁmding. high-equity brands are pot denigrated even when paired siith g low-egulty
partner [Washburn et al., 2000].

Dt pite the growing popularity of co-bramfing as a strategic marketing approach, particularly in
the context of collaberations with celebaities and nfluencers, several gaps remsakn in understanding
its nuanced impacts: Existing studies have predominantly focused on the general benefits of co-
branding. such as enhancing brand equity, expanding market reach, and fostering inpovation
(Helmig et al, 2008; Kebler, 2015}, However, Emited research has examined how co-branding
campaigns specifically affec consumer attitudes and purchase behavior within the highly engaged
and ematienatly driven context of fandom communites, such as K-pap fandoms. While previous
stusdies have explored the role of brand image in nfletncing co-branding success (Besharat, 2004
Pratiwi & Marlien, 2022), there is a ladk of comprehensive analysis on how the imdfividual bramd
images of partnering entities shape the overall perception of the collabaration, particalardy wien
ane ol the brands represents caltural phenonens ke B-pop. Furthermmore, the interplay bebwesn
fandom characteritics and purchase behavior in co-branding campalgns still needs vo be explored,

The McDyNew|eans collahoration provides o unigue case study to fill these gaps. as it combines
i global brand with an emerglng K-pop group to o'eate aco-branded prodiec designed to appeal to
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a highly specific audience, Whike studies have noted the success of similar collaborations, such as
MeDanald's partnership with BTS [Hertdar, 2022; Onyusheva & Salime 20227, the wnderlving
meechanlsms driving corsumer engagement, particularly fandom-driven sttitudes uﬂWrchuse
behawiors, require deeper investigation. This research offers novelty by examining the mle of
cansumer attitudes @ 2 mediating varlable within the co-branding framework, providing fresh
insights into how fandom dymamics influence purchase decisions Additionally, while much has
been said abowt the cultural and economic impact of K-pop [Sunyogita, 2024 ), there 5 a scarcity of
researcl swamining how this influence translates inte measurable markeling outoomes [or -
Korean brands. This raises important questions about the effectiveness of co-branding campaigns

in Fostering fandom loyalty and shaping consumer attitudes toward collaborative produces,

This study tries o provide 8 deeper understanding of how co-hramling works, particutarly in

the MeDaMewleans campaign by addressing these gaps. This phenomenon raises  important
guestions in marketing management, particularty regarding the elffectiveness of co-branding in
influencing copsumer behavior in the MelxMNewleans collaborative campatgn by integrating
insights on landom engagement, brimd image dymamics, amd consumer behavior, For instance, how
does co-branding with & poapular music group like Newjeans affed fmdom :uwe: teweareds K-
Meals? And how does this strategy impact parchase behavior? Undersanding the impact of co-
branding on fandom attitude anid purchase behavior & crucial I'nﬁm'kmrs wha seek 0 harness
the ppwer of celebrity endorsements and culrural tremds, Owerall, this research aimes to explain the
dynamics between brand image and co-branding [tesplores how these factors Influence consumaer
attitudes anid behaviors and provides strategic insights for marketers te optimize their co-branding
inikaakives

6]
2. Method

This research uses a gquantitative method ta mmrrhr‘i.:.h]ﬁr.ﬂhypnﬂlm and explain
relationships between variables based on the research model [Scharrer & Rumasubramanian,
2027 ). The varishles tested bn this research are McDonald's brand image (X1), Newjeans lrand
ﬁage (X2 co-branding (Y1), attude towards K-Meals (Y2)], and puarchase hehavior (Y1), The
amalysis technigque used in this research is partial least squores strectural eguation modeling using
the BmartPls program while also considering the umdl:moﬁude of warkables Y1 and Y2 |n the
micklel, Parthal Least Squares {PLS) i5 used when the objective i to predict o set ofvariables (Y] from
a sot of prediciors (X1, Unlike standard regression, which prodics a sinplo variable, PLS tanﬁndlo
anmentite data table Additionally, PLS effectively deals with mukticollinsar predimrs@h:h are niot
linzarly indepemtent. These capabilitics make PLS a highly versatile tood suitabie tor large data sets
where standard regression methods may fail (Abdi & Williams 2013), Dats validity and reliabilicy
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are also much casker in SmartPLS by Inoking at the Ioading factor walue, average varignoe extracted
{AVE] value, a nda'nﬂha:h‘s alphia walug for cach variahle [Ghozali, 204047,

The primary data was collected thrmigh a purposive sampling technbigee survey of 120
respandents, with the criverila of (1] being N-EWIEJEFM&-. (2] teing domiciled in Indonesia, and | 3]
bizing familiar with the MeDxMew [eans campaign. The determination of the sample slze was carred
aut with the aﬁum“m that the exact number of Indonesian Bunnies i not known, and ina PLS-
SEM szudy fike this the sample stee i already considered sufficient when “Wﬂm 10 times
the number of moeat informathee indicstors in ai ekiging variable construct in the madel [Hair st
al., 2007). Mesmwhibe, the secondary data was gatlered from a literature study on colaberation
marketing, brand image, co-branding and consumer purchase behavior. Secondary data from
mdia coverage, statistical reports, and various marketing Hterature are also wsed to strengthen %
argency of the research protdem A literatore study & a data collection method carried out by
understanding and studying theories from various relevant literature to the research (Adling et al,
2022).

Table 1. VARIABLE [RIHCATONS & SUMBEL OF I'F.lm
Kumbaer of
Varizbles Imelicators Adapted from
i Questions
Corporate image &
Brand Imige: McDanalds (X118 | Progduct ima F ek (EROS):
ke Mfisdakila & Fajri
Mewleans (X2) 2021
ek imapge + { ]
Aclpguate brand awareness 2
Suffickently strong brand 2
Favorable 2 Keetler [2015]);
Co-hranding (¥ 1) rT— 3 :’zr;:.;.;l & Marlien
Positive consumer judgment 2
Positive consumer feslings z
ECogritive 2 ¥ ;huﬁm _:n -.;I-:;EI:-
3 Adlective 2 {2 )
Articndes Towands K-Meals [Y2] W' sabdinh &
Conative Z Rinisestuai (Z021)
Actual purchase z
THioyer e al.
Purchase Behavior (¥3) Frnduct e _ * {2006} Lamb et al
Produsct recommendations 2 (Z01E]
Source: Resenrcler, 2024
Furthermore, the measurement scale used in this l5 @ semantic differential scale with

seven ranges of choices, from disagree to agree. The total number of questions ashed I:nﬁ.i]m-nd.-mh
was 36, The number ol guestions for each variable can e seen i Table 1. Moreover, based on the
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introduction, conceptual framework, and methodology above, the two main hypotheses developed
In this research are: {1] there 5 an impact of brand image on co-branding, { 2] there ks an impact of
co-brandiing towards Gndem sttiude on K-Meals, and (3] there (s an impact of fandom artitude on
K-Meals towards purchase behaviar,

3. Result and Discussion

This research examines how co-branding infleences consumer behavior in the MeDxMew]eans
Elllahﬂri!i'm campaign, using the collabprative marketing campaign as a hasic conceptual
framework to explain the causal relatlopship between the vartabbes tested in the hypothesis
Collaborative marketing became a fundamental hypothesis development of how co-branding could
impact fandom purchase behmaor. Furthermore, a suneey was conducted amang 120 Newleans

fin% in Indonssia who are familiar with the MelxNew|eans campaign

Hu::. RESPONDENT DATA
Attributo Category Fercentage
Male 55, Bk
i
| Female H.1TH
f=13 BGTH:
1319 11675
Age 026 0,005
27.33 pERE
>33 E3I%,
Srudents 25,10%
' Private sectar smphoyor 333%
| Government seitor employes T0.00%
Fiecnpation [ SeiFempiayed 12.50%
i reslancer 20,0
Dther 9.1 7%,
| Dehut Era TR
Being Burnies since COMG;Ditio Era R )
Gt Up Era 15.00%

Saurce: Resenroler, 2023

Based on Tahle 2, Bunnkes, the Mew|eans fandom exhibits a sirong and diverse demographic
spread, particularly In age and pemder, which undersceres the group’s hroad appeal and the
effectiveness of s marketing strabeghes. With 5583% of respondents identifying as male and
&4.17% ax lemale, the Bnadom Is relatively balanced in gender, suggesting that Mewleans' musicamd
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branding resonate across genders, which s uncommon in the traditionally female-dominated K-
pop fanbase, Reparding age distribation, a significant portion of the fandom falls within the younger
ape brackets, with 31.67% aged 13-19 and 30.00% aged 20-26. This indicates that New|eans
successfully captures the attention of Gen & a demographic lmown for its digital savwiness. and
influence on seclal media trends, The presence of 23,33% in the 27-33 age range also highlights the
group’s appeal to older, more financially independent fans Bkely to have a higher disprsable

income, making them potential high-value conmumers

The eccupation data shows that 25% of respondents are students, fidlowed by 23.33% who
wark in the private sector and 20% freelancers. This diverse accupational background tbicates
that Newleans' fandom s not limited t©o a single economic class but spans warious levels of
professional enpagement. from students to full-time employees. This variety sugpests that the
fandam is passionate and dedicated, with a mix of Rins with varying degrees of financial autonamy,
Moreover, 4033 of the respondents have been Bunnies since the debut era, demonstrating a
strong, long-term commitment o the group since the group came eut. The addition of 36.67% who
joine during the "0MGTHER" era and 15% wha poeed during the "Get Up" era shows that the
fandam continues to grow with each release, releding the group's increasing popularity and the
success of their promotional activities. These findings suggest that New|eans bascultivated a loyal,
diverse, and growing fsnbase that spans different age groups, ocoupations, and genders, This makes
them a formidable presence In the K-pop industry with significant petential for keng-term swocess.

Outer Model: Walidity and Reliability Test

P LS

o A B

PR Ee

Fig. 1. Duter Madel
Sauree: PLY Algorithie Owipnt, 2023

First Awbior stof [Titde of poper shortiy) 9




COMMICAST: Val I, Ma. I, March, September or December 2024, pp. (-0

In data analysis using SmartPLS, the validity test canbe done through examination of the average

nce extracted (AVE) and loading factor values in the outer mode, which are carried owt with
the PLS Algeritlim features. The research data 12 assumed v be vakid if the AVE wvalue exceeds 0.50
amd the loading factor value exeeeds 0,00 (Ghozali, Z008]. In this study, the AVE values for each
sariable excecded 0050 [Table 3], and cach indicators hatllnﬁan:tnr values also exceeded 0,70
(Figure 1)1 which meets the validity requirements. Moreover, Cronbach’s Alpha was wsed for the
reliability test, with awceptable reliabifity indicated by valies above 160 [Abdi &‘lﬂljnnu. 2013),
wihere in this ressarcly sach variable las excecded 06D of Cronbachs Alphs value [Table 3).

Tabie 3. VALIDITY & HELINBIUTY TEST

' Variable AVE Value Cronhach's Alpha I

| Mcbonalis Brand Image | i 7iod (LR |
Mew]eans Brand Image | 793 0,545 |
Go-Hranding i 07632 0aTl |
ey e TR N L —
Purchase Behavior | 765 0.939 i

Sourew: PLS Algosichm Owipul 2023

Outer Model: Structural Model Test

The structural model's effectivenes in this research is evaluated by examining the R-sgquare
winlue, which incicates the model's vence oF predictive accuracy. The general guideling lor
interpreting Hﬁqume values ks 0.5 far @ weak madel, .50 For & moderate model, and 0.75 for &
strong medel [(Halr et al, 2007, According to ﬂtuumr el tost [Figure 1), the R-square value for
purchase behavior is 0,752, This indicates that the model used in this stdy is classified as strong,
demanstrating that the ox-branding campaign between MeDonald's and Newjeans significantly
influences fandom purchase kehavior, accounting for 75.2% of the varlance, The K-square value
glso indicates that factors beyvond the scope of this rescarch model influence 2{.8& of fandom
purchase befiavior, Furthermaore, If calculated separately, Mewleans brand image has a greator
influence than McDonald’s brand image, with an influence sabue of 0.792 or T9.2% ompared to
G171 ar 17.1%.

Inner Model: Hypathests Test

The beommtrap sampling technigue ks used to assess the inner madel or hypotheses i SmartPLS5,
By applying this method, researchers abm to reduce lssucﬁﬂlnr mould arise from data interforencs,
In the PLS model bootstrap sampling enables the use of data that does not necessarity follow &
normal distribution, thus alleviating the need for normality assumgtions [Ghazali, 2008}
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PRl L

Fig 2. Inner Model
Sowrce: PLY Roobstrop Owtput, 2025

Adiditiomally, the statistical anabysis nsed in this ypothesis (et is the t-statistic significance test,
rexjuiring the t-sktistc value to excead the -table watue of 1658 for a smple stee of LML This
siaificance test is a hypothesis-testing method used po determine whether the data peovides

alecuate support for a given hypothesis.

Tahle 4. PATH COEFFICIENTS

o | M | Std. Error | T-Statistics | P Valoes |
— : _ — ..
MBE —CB 0171 174 o7 £.356 FRENE |
NBE —» CE 0.ru2 0789 [FR 1K 125N HREEH |
LB — AR 049140 912 D416 6613 LRI |

AK — PB e 1.857 0,037 21616 0,000
Indlirect Effect |
ME ~# CE—+ AK 0,156 0159 {00466 2.376 0018 |
NH =3 CH-» AK 7zl w72n ({3 L E.4%4 R |
CB—+ AK— FB 0,790 Lyl N3 18194 apoo |

Bazed on Figure 2 and Tahle 4, the amalysis reveals that twa independent varables and t

Source: PLS Alyorithm Output, 2023

mlerating variables signilicantly influence fambom purchase belavior. This & evident lrom the §-
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statistics axceeding the critical value of 1,658 and a panlue belpw the 5% threshold !J for
bt direct and indire efects, Consequently, the three primary hypotheses proposed in this study
are suppartesl. These findings indicate that the model digns well with the hypothesis testing
ﬂ'lt.eﬂa. confirming its suitabilixy [Ghozali, 2008:; Hair ot al, 201 7). Furthermore, Table 4 highlights
that the independent variables show positive ariginal sample values [, sugeesting that an
enhanced bramd image of McDonald's and Newleans improves fandom perceptions of oo-branding
amd attitwdes towards K-Meals. As these attitudes streagthen, fandom purchase behaviar i also
positively impacted.

Overall, this study's resules afign with previcus studies, which fomsil that the lrand image of the
participating product influenees consumers’ perspectives on the co-lranding campaign [ Prativwl &
Marlien, 200227, Therefore. brands involved in cooperation must be chosen hecawse of their goad
image in consumers’ minds. Previous research also sugpests that when brands with strong, positive
imayes collaborate, they can generate synergistic effects, enhancing consumer perceptions of the
co-branded product’s quality, innovatbon, and valee [Besharat, 2000). This @udy's results also
conflrm that co-branding and attitudes toward K-Meals also mediate the impact of each sub-model
af this fandam purchase behaviar, Previous research abio found that co-hranding impacts consumer
altitudes toward the brand or product, and consumer attitades alsa ﬁ'h]zm‘.t comsumer rirchise
belavior (Amall, 2001%; Kania et al, 202 1), Co-teancing campalgns play & critical role in shaping
consumer attitudes and purchase behavior. Positive consumer attitwdes towards a co-branded
product can increase purchase intent and brand loyalty, particulardy if the co-branding is seen as
adding vabue or creating & unigue offeripg that neither brand could achieve alone | Bea & Supriyaadi,
zn:ﬁ Muryanti, 2009],

Furthermare, cileuldions wsing the Sobel forinuls ace necessary 1o determine the nature of the
exksting mediating vaciables in this resean hich are co-branding and attitude rowards K-Meals.
The Sobel test is a statistical method used M determine whether a mediator variable significantly
cxplains the indirect relationship bebwesn an independent and w-cndunt varkahle {Abu-Bader &
Jones, 2021 Amali, 2024]. A mediating variable is clasified as full mediation if the relationship
between the independent variable snd the dependent variable becomes i'l-liﬂbaihl when the
mediating warighle & introduced. In contrast, partial medistion is consideresd if the hdﬂﬂ&hﬁt
varahle still has a significant effect on the dependent varable even after acounting for the
mediating variable [Ghozali, 2009), To caleulase the Sobel west, rescarchers input the original
Hmpln: wirlues and standard erroes for bath divect and mdirect effects into the path coeffident using
the online Sohel Test Caloulator available at hitp: fquanipseorgdsohel fspbellitm (Preacher &
Lecnardelli, 2001)
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Table 5, SOUEL TEST

Std, Error T-statistics P Valiies
Co-Branding Coptrod
| MB-s CBs AK 0.016 1664 0.096
NE — CB—+ AK 0.067 B.463 {000
Attitudes Control =
T CE»AK—PE | 0.041 17.483 0000

Sowarre: Snbe Teet Sefeufebar Dutped, 2025

By mmpann;gl- t-table walue of LA5E with the t-statiste presented in Tabbe 5 and analyvzing
the skgnificance value from the Sobel test, i€ can be conclsded that co-branding functions as a full
mediator when contralling the relationship between McDonald's brand image and Bndom attitude
tovaids K-Meals Meanwhile, it acts ax a partial mediator when contrelling the rr:lalin’n:hﬁ
between Mewleans's brand image snd fanslom attitude wwards K-Meals The varfations In
mediaton functéons indicate that within a goodness it model. mediaring variables may assume
distinct roles based on the influence value of the independent variabie in question, Especially if wa
see that the influence of Mew|eans's brand image |s partially much higher on the co-branding
campadgn than the influence hroaght by McDonald's brand image (fgore 1), it shows that the co-
brinding carried aut by MelDonald's and Newjeans has 3 positive perceplion in the minds of the
fandom, especially because of the highly pesitive image of Newleans isell, Co-branding has
emerged as a powerful strategy In today's highly competitve market, It E'I'I.h.iﬁ their market
presence, broadens their costomer base, and ine i brand equity [(Ageel et al, 20017). Co-
brancling proves s be awin-win steategy regardless alwhether consumers view the original bramsds
¢ poseessing high or low brand equity. Low-squity brands may benefit most from co-branding, but
high-equity brands are pot denigrated cven whon paired with & low-equity pariner (Washiarn et
al., 2000}, In this case, McDonald's 5 the lew-eguity paringr that benefits more from this oo
branding campaign.

The semnd mediator varable iz attitodes towardd K-Meals, sehich cantrobs the relations |1.i|:|
between e co-branding campaign and lamdom purchase behavior, Based on Table 5, attituces
towards K-Meals serve partlal mediation. This shows that McDonald's and Mewleans' co-branding
campalgns resulted in positive purchasing behavior among New|eans fans, both directhy and
indirectly, making the co-branding campaign an effective marketing ool in teday's highly
campetitive market. Fandam purchase behavior is often driven by the emetional connefions
between consumers and their Bvvarite artists (Zhuang, 2019). Co-branding campaigns strategicably
capitalize on these emotional ties, deepdy infuendng how fans make purchase decisions. Fans will
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likely display positive purchase behavlor when the brands are endorsed or oollsborated sith
Now|eans. The McDxMew]eans collaboration showcases this by combining MeDanald's global
presence whth Newjeans” growing popularicy i muske and pop culture

The sucoessiul execution of this collaborative marketing campaign demonstrates how powerful
ca-branding can be in driving purchase behaviors (Felicia & Muharman, 2021, espedally in highly
engaped and emetiopally nvested findoms IE those in K-pop First, both MiDopald's and
Newleans' brand images were found o impact the success of the co-branding campaign, aligning
with the brand equity principle [Aaker, 2009], which azscerts thal the strength of a brand's sgquity
cdirectly Influences conssimer perceptions and behaviors, MiDomall's global recognitien and
How|eans' appeal tooa younger, devoted fanbase synerglstically enhanced the effectiveness of the
co-branding effort, ifustrating how twao distinet brands can combine their strengths (o oreate a
powerful market presence [(Besharat, 20010; Wason & Charlton, 2015).

MeDanald's, a brand with a vast ghobal presence, has long been known lor it strategc marketing
initiatives that tap into variows dultural trends and consumer behoviors (Suprapto et al., 2023). On
the other hand, Mewleans, as a rizing K-pop group, has copwiced the attention of a large,
predominantly young audience that is deeply engaged with their music and persona [Chen, 2023,
MeDanald's established brand eguity acls a5 a vehicle for enhancing consumer perceplions when
paired with & culturally relevant and appealing brand lke Mewleans. This highlights hw co-
branding can bridge the gap between a brand's traditional image and the culniral context of a
specific audience. By parmering with Newleans, McDonald's capitalzes on the group's popularity
am aligns Eselfwith thevibrant and fast-growing E-pop culture, which significamtly impacts global
cansumer behavior, especially among Gen & (Aguinia et ak, 2023; Supendi & Winarko, 2023), The
group’s intrinsic fan lovadty and cultural relevance independently contributed to positive attitides
toward the co-braided K-Meals, where the consumer's deep emotional connection with the brand
influcnoes their attitades and behaviors (Keller, 2085],

Furthermare; the research underscares the role of attitudes as mediators in drivimg purchase
behavior. Specifically, Tambem attitudes  toward  K-Meals  weére  identified = o partial
mediator between the co-branding compaign and consumer purchase behavior. This hnding
supports the attitude-teward-tee-brand model, which posits thal consumer attitedes directly
influence their purchasing decisions [Schiffman & Kanule, 2008]. While co-branding campaigns can
generate mterest and engagement, it is the positve attitudes formed wwand the co-beanded
products that translate these sngagements into actual purchages. These findings callectively
illustrate the eifeciveness of co-branding in driving consumer engagement and purclase behavior,
partioularly within fandoms. They alse highlight the valoe of strategic brand collaboration as & tool
for expanding market reach and influencng consumer chiolces [Washburn et al., 2000)
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The study contnbutes to the field by introducing attitude as 8 mediating variahle in the co-
branding framework, offering new insights into how consumer attitudes towards a collaboratie
product can shape the success of co-branded campaigns. Where emothenal consection will emerge
in the positive attitwde of andem towards the product offered in co-branding, The emotional
connection that fans have with Newjeans is a powerful bool that can be harnessed te drive consumier
engagement, and marketing messages should reflect 3 balanced representation of both brands,
Additionally, McDomald's should hocus on nurbedng pesitive indom attitudes, as these are key
mediators of purchase belavior, pesdbly theough exdudve allers or [an-centiic experiences thal

deepen smational conmections with the brand,

4. Conclusion

The results and discussion of the research concluded that: [1] there s an impact of hoth
McDanald's and Mewleans bramf image on their co-branding campaign, (2] there is an impact of co-
branding towards fandom attitude on B-Meals, and [3] there is 2n impact of fandom attitude on K-
Meals towards purchasze behavior, Furtlermore, Co-branding serves as a full mediater when
confrelling the relatdonship ketween McDonald's brand image and fandom attioude towards K-
Meals. Om the contrary, co-branding serves as a partial mediator when controlling the relatbonship
between Mewleans's hrind image and Bndom attitude towards K-Meals. Meanwhile, attitedes
tovards K-Meals serve as partial mediation that con trols the relationship between the co-branding
campaign and fandom purchase behavior. These results demopnsirate the effectivenss of co-
branding In driving purchass belaviors within fandoms, emphasizing low strategic collalorative
mirketing can boost consumer engagement. By addressing the interplay of brand image, co-
branding, and Ensdeim dynamics, this research offers actiomable ingplicatbons for marketers aiming
0 leverage Tandom-driven behaviors through mnovative and collaborstive strategies,

The practical implicatiens of these findings suprost that McDonald's and Mewleans should
strategicably tailer their cosbranding campaigns to capitalize on emotional connections. enhance
bhmind resonance, and further cultivate their loyal fanhases, These &fforts will not oaly increase
cansumer engagement but also drive loog-lerm purdhasing behavier. From o managerial
per&p-:L‘li'l.bHﬂDnrtull]'ﬁ: should focus on sthengthening it brand boage among Gndems to
maximies the Impact of co-branding camspakgns, particularly sinee the mfluesce of McDonald's
brand image on co-branding 1s relatively low, This can be achieved through a variety of inftiatives,
including positive marketing efforts and cor perate social responsibility (C5R) programs, For future
ressearch, exploring additional factors such as brand equity, customer satishcton, or even the
MeDanald's rpcoty ement over the Gaza-lirael conflict is highly recommended, This is
cspecially relevant as the data used In this study were collected before the boycott movement
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gained widespread attention, Investigating these factors could pravide valuable insights into how
emerging soco-palitical ssues influence consumer behavior and birand perceptions, particularly in
the contest of co-branding and fAndem-driven marketing campalgns,
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