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ABSTRACT: 
According to brand alliance literature, the compatibility of brand 
characteristics in co-branded products will raise consumer positive 
attitudes and purchase intention. Previous research has explored 
the co-branding strategy between the same sector or complement 
product character from different sector. However, little research 
has been conducted on the exploration of the co-branding 
strategy in a different sector with less complement character. This 
study seeks to construct the value of co-branding strategy of 
influencing female consumer attitude as well as its purchase 
intention. It relates to the less-known Indonesian cosmetics brand 
who invite well-known food brands to create blended 
characteristics of cosmetic products. Three co-branded products 
namely Mizzu Cosmetics x Khong Guan Biscuits, Dear Me Beauty x 
Yupi, Dear Me Beauty x Sasa, and Dear Me Beauty x Nissin as the 
objects of this research. A total of 358 questionnaires were 
distributed to female cosmetic consumers aged between 19-41. 
The proposed research model has been tested using PLS-SEM. The 
findings highlight prior attitudes toward host brands that have 
weak influence attitude toward co-branded products. However, 
the brand fit could mediate prior attitude toward host brand in 
influencing attitude toward co-branded product. By mediating the 
roles of brand fit, the attitude toward co-brand and post-attitude 
toward host brand show important value in the element of 
consumer attitude and purchase intention. A well-known and 
suitable co-branding partner is needed to give exposure to the co-
branded product and provide a spill-over effect for the host 
brands. This study contributes to add spill-over effect 
phenomenon in brand alliance literature.   
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1. INTRODUCTION 
The growth of the cosmetics industry in 2019 has increased by 9% compared to the 

previous year which only reached 7.3%. This increase is supported by the trend of Indonesian 
people who are gradually aware on the importance of physical appearance as a primary need 
that triggered to a high demand for beauty products (Kemenperin, 2019). Cosmetic and food-
beverage products are categorized as competition-driven industries that drive Fast-Moving 
Consumer Goods (FMCG) (Oraman, Azabagaoglu, & Inan, 2011). According to a survey 
conducted by McKinsey Company in 2018, millennial consumers tend to look for things of 
value in products, so brand building activities and mass-market product innovation are a form 
of competitive advantage in FMCG (Kelly, Kopka, Küpper, & Moulton, 2018). In addition, the 
market landscape of FMCG is highly competitive. Therefore, companies need an effective 
strategy to expand their market share and consumers. One strategy that is proven to be able 
to expand market share is co-branding (Helmig, Huber, & Leeflang, 2008).  

Over the past three years, the trend of co-branding has emerged cosmetics industry. The 
point of uniqueness lies in cosmetic brands (as a less-known brand or new brand) versus the 
invited brands from different sectors who are notably well-known as a brand who has huge 
market share. The result of the collaboration is a cosmetic product where invited brand 
elements are incorporated with cosmetic elements product. The application of an 
incorporated element of invited brands into cosmetic products as host brand have been 
applied in Korean cosmetics brand, for example Tony Moly which was founded in 2006. It is a 
brand who invite Samyang, a kind of instant noodles founded in 1961, to collaborate in 
producing a co-branded product where the packaging of cosmetics comes from Samyang 
instant noodles characters (Trend, 2018). In Indonesian context, co-branding strategy applies 
when less known or newly cosmetic brand invites food brands which are well-known for its 
huge market share. There are Mizzu Cosmetic, founded in 2012, which collaborates with 
Khong Guan Biscuits which was found in 1947. These brands produce cosmetic products 
where the packaging resembles Khong Guan Biscuits and Dear Me Beauty, a newly brand 
launched in 2017. These brands invited three food brands: Yupi, founded in 1996; Sasa, 
founded in 1973; and Nissin Wafer, founded in 1967 where the elements of packaging, smell, 
and colour are incorporated in co-branded lipstick products. According to Charry & Demoulin 
(2014), the identity of invited brands also enriched co-branded products. Moreover, the 
compatibility of both brands as brands alliance can improve the product evaluation into 
consumer positive attitude (Thompson & Strutton, 2012) and also as part of the key to get co-
branded success (Thompson & Strutton, 2012; Xiao & Lee, 2014). Consumer attitude regarding 
co-branded product lies in its functionality, added value, and host brand name who invited 
the other brand (Charry & Demoulin, 2014). Hence, understanding consumer attitude and 
purchase intention seem important due to tight competition in the cosmetics industry. 

Collaboration between less-known and well-known brand will affect the results of co-
branded products and can lead consumers to make less-known brands as a preference 
(Vaidyanathan & Aggarwal, 2000). For companies, the benefit of using co-branding is to 
increase company revenue, to expand new market share, as well as to improve the company's 
image and credibility (Chang, 2009). Prior research conducted by Charry and Demoulin (2014) 
focused on consumer purchase intention toward co-branding between food products 
(vegetable soup and cream cheese to check whether this collaboration could generate an 
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intention to purchase and give a spill-over effect for the less-known brand. Three potentially 
results are adopted by this study as an avenue to uncover how co-branding from different 
sectors works to influence attitude as well as purchase intention. First, co-branding strategies 
can give a positive impact on host brands before collaboration as well as subsequent attitudes 
for host brands. Second, positive consumer attitude for a less-known brand that invites well-
known brand if there are mediating functions of brand fit to mediate prior attitude toward 
both brands before the collaboration into the attitude toward a co-branded product. Third, 
the spill-over effect of a less-known brand that invites a well-known brand also means that 
less-known brand gets more positive evaluation brands after collaborating with well-known 
brands. 

Since the food brand is more familiar, it will affect the popularity of co-branded products 
which gives a spill-over effect on the host brands as the less-known brand. This study 
particularly improves understanding on consumer purchase intention toward co-branded 
products from the cosmetic brand as a less-known brand, which invites a well-known food 
brand to create co-branded products by following these research questions:  

1. is the prior attitude of both brands influence subsequent attitudes toward co-branded 
products as well as host brands (less-known brands)? 

2. is brand fit works to mediate the prior attitude of both brands and attitude toward 
co-branded products? 

3. is attitude toward co-branded products works to mediate brand fit into the attitude 
toward host brands (less-known brands)? 

4. is attitude toward co-branded products and host brands influence purchase intention? 

 
2. LITERATURE REVIEW 
2.1 Co-branding: an overview and proposed  

Co-branding, sometimes referred to as brand alliance, is a comprehensive term to revive 
existing brands, to reach unreached market segments, and to do brand extension strategies 
(Rao, Qu, & Ruekert, 1999). Yip (2004) emphasis companies that do brand alliance would 
increase more profits, improve brand image, and strengthen the competitiveness. Co-
branding is one of the brand alliance strategies that has been a significant concern for 
researchers in recent years (Helmig et al., 2008; Thompson & Strutton, 2012). Helmig et al 
(2008) discuss that co-branding strategy is being equated with the brand extension due to the 
same purposes and gaining a broader market. Co-branding strategy has a positive impact 
(spill-over effect) for host brands, as a less-known brand, as it will get more positive consumer 
perceptions after collaborating with the stronger brands as invited brands (Simonin & Ruth, 
1998). 

In general, co-branding is a strategy carried out by two brands to create a new product 
that combines the characteristics of both brands (Chang, 2009). In another word, co-branding 
is a form of cooperation between two or more marketable items that connect representation 
of the brands, including product brand names, corporate brand names, and product design 
(Bengtsson & Servais, 2005; Washburn, Till, & Priluck, 2000). The purpose of using a co-
branding strategy is to survive in market desires that change very fast (Voss & Mohan, 2016).  
The strategy has been used in various industrial sectors. For instance, in the food product, 
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there was a collaboration between Betty Cocker cake and Hershey chocolate sauce. While in 
the field of technology, Apple Watch collaborates with Nike which notably expands the 
customer segment of the Apple Watch into sport-enthusiast consumers. In the same way, 
HnM, as a fast-fashion company, has collaborated with luxury brand designers which expand 
the product into luxury yet limited edition (Böger, Kottemann, & Decker, 2018). The 
application of different brand sectors has been applied between Reebok (sports outfits) and 
Pepsi (soft drinks) to do joint sales promotion which no combined product exists (Helmig et 
al., 2008).  

Previous researches have been invoked to explain and to predict consumer purchase 
intention toward the co-branded product.  The co-branded model is depicted in Figure 1, 
therefore, is improvised from two previous studies. First, Charry and Demoulin (2014) study 
on mediating roles of attitude toward co-branded product on brand fit and purchase intention 
consumer attitude toward purchase intention and brand fit mediating roles toward the 
attitude toward the co-branded product. Second,  Thompson and Strutton (2012) study on 
brand fit as mediator variables between attitude toward host brands and co-branded 
evaluation. This study will enrich the perspective on post attitude toward host brands as the 
mediator between attitude toward co-branded and purchase intention. The enrichment is 
inspired by spill-over effect perception developed by Rodrigue and Biswas (2004) who 
emphasize positive evaluation on host brands after the brand collaborates. This study will 
enrich the co-branding perspective on how the spill-over effect influences purchase intention. 
Hence, the novelty of this study lies in three mediating elements, namely brand fit, attitude 
toward co-branded, and post-attitude toward host brands. Each hypothesis is depicted in 
Figure 1. This path model summarizes all proposed relationships which are examined by this 
study in the next section. 

 

Figure 1 Co-Branding Model 

2.2 The influence of prior attitude toward host brands and invited brands  
When well-known brands collaborate with less-known brands, consumers will associate 

the well-known brands with the partner companies (Besharat, 2010). Consumers will give a 
beneficial effect on less familiar brands when they work together and will form high equity in 
the minds of consumers. Moreover, consumer perception of fit is obtained from the suitability 
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in collaboration. Suitability is defined as how far the image of both brands is suitable for the 
co-branded product (DelVecchio & Smith, 2005; Simonin & Ruth, 1998). DelVecchio & Smith 
(2005) revealed that suitability of host and invited brands before collaboration is the main 
element to avoid negative consumer perceptions of co-branded products. Accordingly, some 
of the following hypotheses are developed :  
H1: Prior attitude toward the host brand should positively influence brand fit 
H2: Prior attitude toward the invited brands should positively influence brand fit 

Each brand has a specific purpose in co-branding strategy, including transferring brand 
image and creating new products related to host brands (Cooke & Ryan, 2000). Washburn et 
al. (2000) state that less-known brands get the most benefit through co-branding, one of 
which is popularity. In this study, brand cosmetics seek benefits in the form of unique new 
product innovations that comes from inviting well-known food brands. Hence, consumer 
attitude regarding host-brand effort to invite well-known brands might influence co-branded 
product evaluation.  

The influence of the invited brands' familiar or salient name has a significant effect on 
consumer evaluation of co-branded products. Besides, another influence of a more salient 
brand will make the consumer feels easier to buy the product. This will affect consumers' 
attitudes toward co-branded products (Charry & Demoulin, 2014). Consumer evaluation of 
co-branded products is influenced by consumer attitude toward core brands or more well-
known brands (Dickinson & Heath, 2006). On the contrary, Guillet and Tasci (2010) argue that 
high familiarity does not ensure co-branding success. The most beneficial effect of 
collaborating with a well-known brand here referred to the invited brands which can make 
promotional easier owing to the invited brands which already has equity in the minds of 
consumers. Thus, consumers can easily recognize this co-branded product (Helmig et al., 
2008). Accordingly, some of the following hypotheses are developed : 
H3: Prior attitude toward the invited brands should positively influence attitude toward the 

co-branded product 
H4: Prior attitude toward the invited brands should positively influence attitude toward the 

co-branded product 
 

2.3 The mediator of Consumer Perceived of Fit (Brand Fit)  
The most important thing before collaboration is choosing the right partner (Charry & 

Demoulin, 2014). It is due to consumers' decision-making in co-branding which is influenced 
by consumer perception of fit (Lin, 2013). There are two types of fit, namely brand fit and 
product fit. Brand fit is defined as an association between two partnering brands in 
consumers' minds (Lafferty, Goldsmith, & Hult, 2004). On the other hand, product fit refers to 
the compatibility of functional product level in consumer's perception (Simonin & Ruth, 1998). 
Thompson and Strutton (2012) revealed that positive results on co-branded products are 
influenced by a high level of compatibility between host brand and invited brand. Accordingly, 
some of the following hypotheses are developed : 
H1a: Brand fit mediates prior attitude toward the host brand and attitude toward co-branded 
H2a: Brand fit mediates prior attitude toward the invited brand and attitude toward co-

branded 
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On the other hand, mistakes in choosing partners can lead to disintegrate brand identity. 
If consumers evaluate co-branded products from their compatibility, their positive attitude 
toward host brands will automatically influence consumers' positive evaluations of co-
branded products (Dickinson & Heath, 2006; Simonin & Ruth, 1998; Washburn et al., 2000). 
However, a good match does not necessarily affect a consumer's intention to purchase (Till & 
Busler, 2000). This hypothesis was created from the above discussion: 
H5: Brand fit should positively influence attitude toward the co-branded product 

 
2.4 The mediator of Attitude toward co-branded product 

Simonin and Ruth (1998) state that consumers' positive assessment of a brand after the 
alliance is the same as the consumer's attitude toward the two brands before the alliance. 
This positive evaluation is ultimately the same as subsequent evaluation. This attitude stability 
is a human basic psychological (Ajzen and Fishbein, 2000). Previous studies related to 
consumer attitude toward co-branding found factors that can influence post attitude toward 
the host brands, such as the familiarity of each brand (Kumar, 2005; Simonin & Ruth, 1998), 
brand reputation, brand equity (Vaidyanathan & Aggarwal, 2000; Washburn et al., 2000), the 
consumer experience of brand quality (Rao et al., 1999; Voss & Gammoh, 2004), and loyalty 
toward each parent brands (Swaminathan, Reddy, & Dommer, 2012). Accordingly, some of the 
following hypotheses are developed : 
H3a: Attitude toward co-branded mediates prior attitude toward the host brand and post-

attitude toward host brand 
H4a: Attitude toward co-branded mediates prior attitude toward the invited brand and post-

attitude toward host brand  
Brand fit is often used to verify the strong influence of a brand d in co-branding strategy. 

Perceptions and symbols from high equity brands can be utilized on co-branding 
(Vaidyanathan & Aggarwal, 2000). The aim is to see how much influence the invited brand has 
on this strategy. The more popular brand will have a more prominent role in consumer attitude 
toward the co-branded product (Simonin & Ruth, 1998). Thus, the attitude toward co-branded 
products depends on the influence of more salient brands. Good match on co-branding also 
has a positive evaluation of co-branded products as well as lead to consumer purchase 
intention (Bouten, Snelders, & Hultink, 2011; Helmig et al., 2008; Simonin & Ruth, 1998; 
Washburn et al., 2000). Accordingly, some of the following hypotheses are developed : 
H5a: Attitude toward co-branded mediates brand fit and post-attitude toward host brand 
H6a: Attitude toward co-branded product mediates prior attitude toward the  invited brand 

and post attitude toward the host brand 
H6: Attitude toward the co-branded product should positively influence post attitude toward 

the host brands 
Attitude toward brand becomes an essential element in consumer decision making. 

Positive consumer evaluation of a brand will be leading to consumers' purchase intention 
(Yasid, Farhan, & Andriansyah, 2016). This will have a significant positive effect on the co-
branded product. In the context of those statements, can be hypothesized as follow: 
H7: Attitude toward the co-branded product should positively influence consumer purchase 

intention 
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2.5 The mediator of post attitude toward host brand 
Subsequent consumer attitude toward the host brands is determined since consumers 

evaluate the co-branded product to be suitable (Thompson & Strutton, 2012). The co-
branding strategy is considered an effective and profitable strategy because it provides 
additional value for both brands and increases positive consumer perceptions for the parent 
brands (Charry & Demoulin, 2014). The co-branding strategy has a positive impact (spill-over 
effect) for both brands, considered as a less-familiar brand will get more positive perceptions 
than the more familiar brand after collaboration (Rodrigue & Biswas, 2004; Simonin & Ruth, 
1998).  

Intention to purchase is defined as a consumer's alternative consideration of a product 
that is influenced by consumer decision-making (Ashton & Scott, 2011). Further, several 
studies conducted by Carrillat, Lafferty, & Harris (2005) and Keller (1993) stated that two 
factors that significantly influence purchase intention are brand familiarity and brand 
knowledge. Consumer knowledge of a brand will produce a positive consumer attitude that 
will later lead to purchase intention (Salim Khraim, 2011). When consumers know the brand 
well, this will lead to higher buying investment (Samadi & Nejadi, 2009). Accordingly, some of 
the following hypotheses are developed : 
H7a: Post Attitude toward host brand mediates attitude toward co-branded and purchase 

intention 
H8: Post attitude toward host brands should positively influence purchase intention. 
 
3. METHODS 
3.1 Data Collection and Samples 

This study used the questionnaire survey to verify the hypotheses and research 
framework. The subjects were Indonesian female consumers who recognize co-branded 
cosmetics products, namely Mizzu Cosmetics x Khong Guan Biscuits, Dear Me Beauty x Yupi, 
Dear Me Beauty x Sasa, and Dear Me Beauty x Nissin. From February 2020 to May 2020, 
questionnaires were distributed online through social media and beauty community 
platforms. A total of 358 questionnaires about purchase intention toward co-branded 
products were obtained. According to Hair et al (2012), who studies assessment techniques 
in PLS-SEM for marketing research, the rule of thumb for counting minimum sample size is 
"ten times rule" through ten times the maximum number of formative indicators per construct 
and number of path relationship directed. The research framework of this study consists of 18 
indicators and 8 path relationship; hence, minimum samples size is 10 x 26 = 260 samples. To 
be concluded, 358 respondents were appropriate for further analysis.  
3.2 Definition and measurement of variables 

The questionnaire items in this study were measured on a five-point Likert Scale where 1 
indicates strongly disagree and 5 indicates strongly agree. The definitions of variables were 
defined as follows. First, this study adapts Charry and Demoulin (2014) for prior attitude 
variables (both toward host and invited brands), attitude toward the co-branded product, and 
post-attitude toward the host brands. Charry and Demoulin (2014) study children’s attitudes 
toward the co-branded product. Prior attitudes measure consumer evaluation about the 
brand before the collaboration. The element of good branding, favourite brand, and attractive 
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brand are indicators of prior attitude. The element of uniqueness, loveable product and 
attractiveness of branding concepts are the indicators of attitude toward the co-branded 
product. Post attitude toward host brand measures subsequent consumer attitude in 
evaluating brand initiatives that confirm attractiveness, inspiration, and loveable aspects. 
Second, this study adopts the brand fit perspective from Thompson and Strutton (2012) who 
observe perceptions of perceptual fit between fashion and food industry. Brand fit evaluates 
on how good collaboration strategy in terms of correlation, invited brands influence, and 
acceptable perspectives. Third, this study adapts Salim Khraim (2011) for purchasing intention 
which confirms desirability to purchase, namely buying action, using action, and collecting 
action.  
 
3.3 Data Analysis: partial least square path modeling and mediation analysis 

After the data has been collected and considered as the primary data, data analysis is 
carried out to process the raw data into data that is ready to be used for hypothesis testing. 
At this stage, researchers used the IBM SPSS Statistics 22 software for descriptive analysis of 
the respondent's profile. Further, the validity test and reliability of the construct used 
variance-based partial least square (PLS). Evaluation of structural models and hypotheses 
testing that have been formulated using the same software named SmartPLS (Hair et al., 
2013). Besides, SmartPLS is used for measuring small samples and providing more complex 
research models (Chin, 2010).  

SEM-PLS is commonly used in applied science research, such as consumer knowledge and 
marketing (Vicente-Molina et al., 2018).  The requirements used to avoid biased data in 
quantitative research are to carry out construct validity tests and instrument reliability tests 
which are commonly called measurement models or outer model testing. The measurement 
model is the process of examining the relationship between indicators and variables or how 
well research indicators can explain and reflect latent variables. In this study, researchers 
conducted a validity and reliability test through convergent validity and discriminant validity, 
while reliability using the indicator test of reliability and internal consistency reliability. To test 
convergent validity, factor loading and average variance extracted (AVE) were used. The 
construct is said to be valid if the loading factor value must exceed 0.4 while the value of AVE 
should be higher than 0,5  (Joe F. Hair, Ringle, & Sarstedt, 2011). To ensure the internal 
consistency reliability, Joe F Hair et al (2012) recommended that the composite reliability 
value of each first-order reflectively measured construct has to be 0.70 and above. The next 
step is measuring the discriminant validity of Fornell-Larcker criterion with the requirement 
that all latent variables have more variance with the variable itself than other constructions 
in the same model (Fornell & Larcker, 1981). 

After the data is sure to meet the criteria in measuring validity and reliability, the next 
step is analysing the structural model by using SmartPLS 3.0. This step aims to test the 
predictive ability of the model and the predetermined hypotheses relationships (Joseph F. Hair 
et al., 2013). Data were analysed by testing through Goodness-of-Fit, Coefficient 
Determination (R2), Predictive Relevance (Q2), Path Coefficient, and t-testing with 
bootstrapping analysis. The purpose of the Goodness of Fit testing in this study is used to 
determine the suitability and feasibility of the research model. If the research model does not 
match the data, the estimated results are meaningless, and the conclusions to be drawn are 
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questionable. To test how well the research model predicts the data, a coefficient of 
determination is used. Coefficient determinants analysis is used to determine the 
simultaneous effect of exogenous on endogenous variables. This analysis aims to assess the 
predictive level of the research model. The Q2 value is obtained through the Blindfolding 
analysis (Chin, Peterson, & Brown, 2008). The required Q2 value according to the criteria 
should be more than 0 since it is the cut-off value (Joe F Hair et al., 2012). This method is used 
to test the significance of the path coefficient and test the hypothesis by using 5000 bootstrap 
samples (Henseler, Ringle, & Sarstedt, 2015).  

According to our research model, three mediating variables contribute to mediate, 
namely prior attitude, brand fit, the attitude of co-branded,  post-attitude.  In testing the 
mediation effect, the Sobel test is used as the causal-step method developed by Stone & Sobel 
(1990). According to the Sobel test, estimation of indirect effects and bootstrapping analysis 
appears robust in the population which are greater than 200 samples (Stone & Sobel, 1990). 
Our research model involves multiple mediators. Bootstrapping and indirect effect analysis 
are claimed as mediating variable effects measurement (Bollen & Stine, 1990; Zhao, Lynch, & 
Chen, 2010). Moreover, bootstrapping appears more accurate in the Sobel test (Taylor, 
MacKinnon, & Tein, 2008). Herein, we perform bootstrapping at a 95% confidence interval 
with 5000 samples  

 
4. RESULTS  
4.1 Respondent Profiles 

The brief demographics were shown in table 2. In age aspects, 78,8% of respondents were 
generation Z female (born in 1997-2002) and almost half of respondents were generation Y 
(millennials). In terms of occupation, 57,7% of respondents are students and 26% are 
employees. Other occupations include entrepreneur, freelancer, and housewife. The level of 
education is high-school degree (49,4%) and undergraduate (40%). In consumption pattern, 
around half of respondents switch cosmetics product less than three times per year (51,1%) 
and 33,5% switch cosmetics product for three up to five times (33,5%).   

 
Respondent Profiles 

Year of Birth Frequency % Frequency of switching 
cosmetics product per 
year 

Frequency % 

1997-2002 (age 19 – 24) 282 78,8 < 3 times 183 51,1 
1991-1996 (age 25 – 30) 49 13,7 3-5 times 120 33,5 
1981-1990 (age 31 – 41) 27 7,5 > 5 times 55 15,4 
Occupation Frequency % Level of Education Frequency % 
Students 206 57,5 High-school 177 49,4 
Employee 96 26,8 Undergraduate 146 40 
Other 56 15,7 Master or doctoral 35 10,6 

 
 

Table 2. Respondent Profiles 
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4.2 Empirical Results of Measurement Model: Reliability and Validity 
This study referred to the previous studies to design the questionnaire items and 

employed pre-tests for the questionnaire revisions. Therefore, the measurement of this study 
was acceptable in content validity. In the attempt to reach the statistical power of the research 
model, this study has to confirm how well the indicators in explaining the latent variables with 
the reflective model. Joe F Hair, et al., (2012) suggest indicator reliability, internal consistency 
reliability, convergent validity, and discriminant validity measure outer model (measurement 
model evaluation). The factor analysis of the six latent variables was shown in Table 2. First, 
factor loading value indicates indicator reliability where the value must be greater than 0.50 
(Hulland, 1999) for an acceptable minimum value or 0.70 to reach statistical power (Fornell & 
Larcker, 1981; Joe F Hair et al., 2012). Almost all factor loading value of each latent variables 
was greater than 0.7 and only one indicator in brand fit variable was greater than 0.6. Second, 
the minimum requirement of composite reliability should be greater than 0.7 to confirm that 
indicators are equally reliable (Joe F. Hair et al., 2011). In relation to reliability, the composite 
reliability of each construct was above 0.7. Therefore, it is indicated as good internal 
consistency reliability.  

 
Construction (Mean; Standard Deviation) Loading CR AVE 

Prior attitude Toward the Host brands (3,724; 0,761)  0,898 0,747 
this brand is interesting 0,849   
I like this brand 0,886   
This brand has a good brand image 0,857   
Prior attitude Toward the Invited brands (3,877; 
0,777)  0,898 0,745 
This brand is interesting 0,860   
I like this brand 0,902   
This brand has a good brand image 0,826   
Fit (3,703; 0,744)  0,800 0,576 
I can accept this collaboration 0,848   
I think the invited brands has influenced the host 
brands 0,623   
Both are having a collaboration 0,788   
Attitude Toward The Co-Branded Product (4,089; 
0,910)  0,942 0,844 
Co-branded product is unique 0,935   
Co-branded products are preferred 0,909   
The co-branded product looks more attractive 0,913   
Post attitude Toward the Host brands (3,769; 0,895)  0,898 0,747 
Host brands look more attractive after collaboration 0,900   
I like host brands 0,902   
Other brands should apply this 0,786   
Purchase Intention (3,85; 0,944)  0,954 0,873 
I am interested to buy 0,936   

Table 3. Factor Analysis Result: Loading, Cronbach Alpha, CR, AVE 
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I am interested to use 0,940   
I am desire to collect  0,927   

 

Regarding  to validity, there are two aspects to confirm the validity of latent variables 
construct. First, if the average variance extracted (AVE) of latent variables was greater than 
0.5, it means that the convergent validity for the construct has been reached. As shown in 
Table 3, the AVE of all constructs was greater than 0.5. Therefore, these results supported the 
convergent validity of the measurement (Fornell, C., & Larcker, 1981). Second, this study 
applied Fornell and Larcker's measure of AVE to access the discriminative validity of the 
measurement (see table 4). Through the method proposed by Fornell & Larcker (1981), the 
assumption to what extent to which each construction is differentiated is indicated by the 
value of the square root of Average Variance Explained (AVE) of each latent variable is greater 
than the shared variance between other latent variables. In other words, the diagonal bold 
values (as remarked in Table 4) is greater than other variables value in the same row as well 
as column. 

 
  1 2 3 4 5 6 
(1) Attitude toward the co-branded 
product 0,919      
(2) Fit 0,599 0,759     
(3) Post attitude toward the host 
brands 0,801 0,562 0,864    
(4) Prior attitude toward the host 
brands 0,247 0,275 0,226 0,864   
(5) Prior attitude toward the invited 
brands 0,236 0,332 0,305 0,326 0,863  
(6) Purchase intention 0,794 0,542 0,786 0,285 0,241 0,935 
Note: Diagonal bold values show the square root of AVE for each construct 

Table 4. Discriminant Validity Result: Fornell-Lacker Criterion 
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4.2 Empirical Results of Structural Model  

Measurement of the coefficients of determination (R2) is performed to assess model 
fitness, as suggested by (Joe F. Hair et al., 2011; Joseph F. Hair et al., 2013). Goodness-of-Fit 
(GoF) was calculated to determine the overall quality of the research model (Tenenhaus, Vinzi, 
Chatelin, & Lauro, 2005).  Predictive relevance (Q2) with a value above 0 is indicative of 
predictive relevance as of model compatibility (Joseph F. Hair et al., 2013). R2, GoF, and Q2 
values are reported in Table 5. Joe F. Hair et al (2011) classify GoF degree into three categories: 
low (GoF>0.10), moderate (GoF>0.25), and high (GoF>0.36). Since the value of GoF is 0.590, 
the overall quality of the research model is categorized as high. Regarding predictive relevance 
(Q2), each latent variable considered as an endogenous variable has a value above 0. Hence, 
each variable has a satisfactory predictive relevance.  

 
Latent Variables AVE R² Q² 

Prior attitudes toward the host brands 
(PrATHB) 0,747 - - 
Prior attitudes toward the invited 
brands (PrATIB) 0,745 - - 
Brand Fit (BF) 0,576 0,141 0,077 
Attitude toward the co-branded 
product (ATTCoB 0,844 0,367 0,301 
Post attitudes toward the host brands 
(PoAHB) 0,747 0,672 0,462 
Purchase intention (PI) 0,873 0,693 0,6 
AVE × R²  0,348  

GoF = √(AVE × R²)   0,590  
 

According to Joe F. Hair et al (2011), coefficient of determination (R²) is considered as a 
primary criterion for inner model assessment which represents the amount of variance 
endogenous latent variables are explained by linked variables. The value can be represented 
as low level (R2< 0.3), moderate level (0.3< R2 < 0.6), and high level (R2  >0.60). Based on Table 
4, the value of R2 values indicates : 
1. Prior toward the host brands (PrATHB) and Prior attitude toward the invited brands (PrATIB) 

have weak ability to explain the variability of Brand Fit 
2. Brand Fit, Prior toward the host brands (PrATHB) and Prior attitude toward the invited 

brands (PrATIB) have moderate ability to explain the variability of Attitude toward the co-
branded product (ATTCoB) 

3. Attitude toward the co-branded product (ATTCoB) have a high ability to explain the 
variability of Post attitude toward the host brands (PoAHB) 

4. Post attitude toward the host brands (PoATHB) and Attitude toward the co-branded 
product (ATTCoB) have a high ability to explain the variability of purchase intention (PI) 

Table 5. The goodness of Fit Index  



Kania, et al. The Effect of Co-Branding Strategy Elements on Consumer Attitude and Purchase 
Intention: A Study in Indonesia | 42 

 

DOI: http://doi.org/10.35313/jmi.v1i01.17 | 
 e- ISSN 2807-8365 | 

 

4.2 Empirical Results of Hypothesis Testing and Mediating Effect 
Path analysis testing was conducted to determine the relationship between hypotheses 

that had been developed in the literature review. At this stage, the structural model is 
evaluated by analysing the significance and relevance of the proposed relationship, as well as 
to answer the second research question. Bootstrapping method is used to test the level of 
significance of path coefficients in the model. As suggested by Joe F. Hair et al (2011), the 
evaluation of the path coefficients is done through a 95% bootstrap confidence interval using 
5000 samples. Using bootstrapping analysis, we examine the direct effect for hypothesis 
testing (Table 6) and mediating effect for particular variables (table 7).  

 
 
 

 

 
 

This study found out that seven path hypotheses are significant while one hypothesis is 
not significant. The relationship between prior attitude toward host brands and attitude 
toward the co-branded product is not significant, hence H2 was rejected. This study also found 
out that both prior attitudes toward host brands as well as invited brands have a significant 
effect on brand fit. Hence, H1 and H3 were accepted. Only prior attitude toward invited brands 
has a significant effect on attitude toward co-branded products (H4). Aside from that, the 
result also shows that the brand fit variable has a significant effect on attitude toward co-
branded products, thus H5 is supported. The same is true for the relationship between 
attitude toward co-branded products on post-attitude toward host brands (H6). Regarding 
purchase intention, both attitudes attitude branded products and post-attitude toward host 
brands proved a significant effect on purchase intention through H7 and H8, respectively. As 
has been noted, the accepted hypotheses are H1, H3, H4, H5, H6, H7, and H8. 

 

Hypothesis Path 
Path Estimation (Indirect Effect) Remarks 

β t-value P Values*  
H1a 

 
PrATHB àBF àATTCoB 

0,186 2,854 0.000 Accepted 

H2a PrATIB àBF àATTCoB 0,271 4,843 0.000 Accepted 
H3a PrATHB à ATCoB à PoATHB 0,106 2,777 0.000 Accepted 

Hypothesis Path 
Path Estimation (Direct 

Effect) Remarks 
β t-value P Values* 

H1 PrATHB à Brand fit 0,186 2,854 0.000 Accepted 
H2 PrATHB à ATTCoB 0,084 1,566 0.180 Rejected 
H3 PrATIB àBrand Fit  0,271 4,843 0.010 Accepted 
H4 PrATIB à ATTCoB 0,020 0,390 0.000 Accepted 
H5 Brand Fit à ATTCoB 0,570 11,855 0.000 Accepted 
H6 ATTCoB à PoAHB 0,801 26,677 0.000 Accepted 
H7 ATTCoB à PT 0,457 5,795 0.030 Accepted 
H8 PoAHB àPI 0,420 5,232 0.000 Accepted 

Note : * p < 0.05, t > 1,96    

Table 6. Hypothesis Testing Result 

Table 7. Result of mediation test 
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H4a PrATIB à ATCoB à PoATHB 0.154 4,608 0.020 Accepted 
H5A BF à ATCoB à PoATHB 0,570 11,855 0.000 Accepted  
H7a ATTCoB à PoATHB àPI 0,420 5,232 0.000 Accepted 

Note : * p < 0.05, t > 1,96    
 

Further, Table 7 shows that the indirect effects are significant for the whole mediating 
variables. This study emphasis brand fit mediating effect power to confirm the insignificant 
effect of prior attitude toward host brands effect on attitude toward co-branded. Brand fit 
mediating the relationship between prior attitudes toward brands (both host and invited) and 
attitude toward co-branded products is significant. It reveals that brand fit is the essential 
factor in influencing consumer attitude toward the co-branded product. Particularly for the 
invited brands, this study emphasizes that brand fit expresses a stronger effect to influence 
attitude toward products rather than attitude toward the invited brands. 

5. DISCUSSION 

This study aims to find out how consumers perceive the co-branded product from different 
business sectors. Indonesian local cosmetics brands that have used this strategy are Dear Me 
Beauty, which has collaborated with Yupi, Sasa, and Nissin Waffer, while Mizzu Cosmetics has 
collaborated with Khong Guan and Fore Coffee. The results support the reliability and validity 
of the measurement model (table 3 and 4) for Indonesian female consumers. Moreover, the 
results confirm medium to high predictive power (R2) and predictive validity (Q2) of purchase 
intention toward co-branding strategy. As can be seen in Table 5, post-attitude toward host 
brands and purchase intention display substantial R2 values (R2 > 0.60) according to Chin 
(2010) and Joe F Hair et al (2012) 

With respect to several direct effects represented by H1, H3, and H5 hypotheses. Firstly, it 
is highlighted in Table 6 that prior attitude toward the host as well as invited brands affected 
the perceptual fit of co-branding strategy, where a significant direct effect on brand fit is seen 
(H1 & H3). This study confirms female consumers` favourable perception of both brand images 
contributes in constructing the fit regarding acceptable collaboration and the effect of invited 
brands in a proposed co-branded product. This finding enriched the study of brand extension 
which Thompson & Strutton (2012) did that find out the perception on how well brand 
extension strategy is affected by the perceptual fit of both hosts and invited brands as was as 
their fit with extension product. Also, in the service sector, complementary attributes 
obtained from both brands affect brand fit (Ashton & Scott, 2011; Wang et al, 2012). According 
to the general terms of brand fit, Aaker & Keller (1990) argue that perceptual fit regards to 
what extent host and invited brands perceived complementary, substitutable in use, and 
image transfer of invited brands equity in making product. In the case of the brand chosen by 
this study, the attribute of colour and cartoon from Khong Guan and Sasa are embedded in 
co-branded product design which host brands products (lipstick and blush on) are embedded 
inside the product. Meanwhile, the attribute of colour and fragrance from Nissin and Yupi are 
embedded in lipsticks ingredients. It means that the perceptual fit of those brands to 
collaborate lies on perceived complementary and image transfer. The perspective of 
substitutable in use did not exist in collaboration. Therefore, perceived complementary and 
image transfer are brand fit characteristics in co-branding from cosmetic and food products. 
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Second, with H5, we also predicted the full mediation of brand fit in the relationship 
between the prior attitude of both brands and attitude toward co-branding strategy (H1a & 
H2a). This study confirms the same effect as Charry & Demoulin (2014) who study facilitating 
role of brand fit in children`s response toward the co-branded product. The findings Tasci and 
Guillet (2011) study about the brand equity effect from the compatibility of restaurant and 
hotel brands will affect the success of a co-branded product. In this regard, consumer brand 
awareness and perceptual fit or compatibility are important aspects to influence the positive 
evaluation of co-branded products. In this case, brand cosmetics seek benefits in the form of 
unique new product innovations and brand familiarity which were obtained from food. The 
more popular the food brand is, the more popular it will effect on the popularity of co-branded 
products. By doing brand collaboration, we must determine partners who have good 
branding, attractive products, and preferred by consumers. So, a successful co-branded 
product can be achieved. 

Third, H4 suggested a direct effect of prior attitude toward invited brands on attitude 
products-branded products. However, the direction of prior attitude toward host brands on 
attitude toward co-branded product was not significant, hence, H2 was rejected. To accepted 
H5 and rejected H2, the effect of prior attitude toward invited brands was substantially more 
important to construct the attitude toward co-branded products which eventually indirectly 
influences both attitudes toward host brands and purchase intention. This study contends 
Charry & Demoulin (2014) who study the same business sector collaboration as well as 
Thompson and Strutton (2012) who study different business sector collaboration. Both studies 
confirm that host brands attitude and invited brands attitude strongly influence consumer 
attitude toward the co-branded product. The different results may result due to one 
parameter employed to describe variable prior attitude (both brands) that unite two 
indicators "this brand is awesome and this brand is friendly" from the previous study into "the 
brand is interesting" (see Table  3). It means that the context of cosmetic product who invited 
different sector such as food product, an invited brands that has good branding, interesting, 
and well-recognized by consumers will affect consumer evaluation on the co-branded 
products regarding how attractive the product is.  

Fourth, H6 and H7 suggested a direct effect of attitude toward co-branded on post attitude 
toward host brands and purchase intention respectively.  This answers the second research 
question. The study was done by Simonin & Ruth (1998) also notes that there is a stable 
consumer attitude after seeing a brand before and after collaboration. Loyalty and consumer 
attitude toward brand cosmetics will remain the same after seeing these brands collaborate. 
Furthermore, researchers found that the relationship between attitude toward co-branded 
products has a positive effect on the intention to purchase. These findings are in agreement 
with the prior study on co-branding cream soup and cream cheese where it found attitude 
toward co-branded products leads to consumption intention (Charry & Demoulin, 2014).  

Fifth, this study found out the contribution of attitude toward co-branded as mediator 
elements toward influencing post attitude toward host brand and purchase intention. The 
indirect effect of Attitude toward Co-branded (ATCoB) toward two variables is as follow: post 
attitude toward host brands and purchase intention. Since H2 was rejected, the mediating 
path BF à ATCoB à PoATHB and PrATHB à ATCoB à PoATHB express more substantial 
(significant 0.000 in P<0.05) rather than the other path which includes prior attitude (invited). 
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This study emphasis that facilitating the function of brand fit will construct prior attitude from 
both brands (before collaborating) to construct consumer evaluation on co-branded product 
and will facilitate appraisal of host brands as well as intention to purchase. Regarding the 
significant effect on post attitude toward host brands, this study revisits Rodrigue and Biswas 
(2004) argument that the host brands get a spill-over effect from the collaboration. 
Meanwhile, Charry and Demoulin (2014) argue that consumer attitude toward host brands 
should be improved even though the host brands consider to be weaker appraisal rather than 
invited brands. Therefore, the finding emphasis that the spill-over effect within-host brands is 
not only express in the same sector collaboration, but also in different sector collaboration. 

Finally, H8 suggested a direct effect of post attitude toward the host brands on purchase 
intention. This supports the prior research conducted by Lin (2013) in the context of co-
branding hotels. The study was done by Charry and Demoulin (2014) which also shows that 
positive consumer attitude toward the host brands not only affects the intention to purchase 
the co-products, but also affects consumer intention to buy other products from the brand 
itself. Co-branding will help the host brands to increase their popularities. Moreover, a co-
branding strategy brings a customer base which is the potential to raise brand awareness 
(Leuthesser, Kohli, & Suri, 2003).  Consumers tend to consider the brand as a choice when 
they seek cosmetics and also they will keep finding out new products from the brand. This 
finding emphasis consumers who have a strong perception of the host brands will still have 
the same perception after collaboration. Other than that, when deciding to do co-branding, 
the brand must be familiar among the consumers as this will lead to consumer decision-
making behaviour. The consumer's decision-making is motivated by the consumer's 
experience with the product.  
 
6. CONCLUSION 

The study finding can be used to improve competitiveness by providing a strategy for the 
cosmetics industry to achieve co-branding success, especially brands that intend to do co-
branding with different sectors, as was done by the two brands mentioned in this research. 
The prior attitude of invited brands significantly influences subsequent attitudes toward co-
branded as well as post attitudes toward host brands (less-known brands). However, the prior 
attitude of host brands appears weak to influence attitude toward co-branded. This study 
finds out the mediating role of brand fit to mediate prior attitude (both host and invited) to 
influence attitude toward co-branded. Hence, the brand fit works to influence consumer 
perception regarding both brand and co-branded products after they collaborate. Also, post 
attitude toward host brand appears stronger if mediation contribution of attitude toward co-
branded products works to mediate brand. Finally, purchase intention can also be influenced 
by the consumers if attitudes toward co-branded, post-attitude toward host-brand, and 
mediation contribution of post-attitude toward host brand appears. Herein, purchase 
intention of a co-branded product exists if the contribution of three elements such as brand 
fit, attitude toward co-branded, and post-attitude toward host brand appears.  

 In addition, it can be an evaluation for both brands to find out consumer perceptions of 
this strategy. This study also provides on how to choose the right collaboration partner that 
will benefit co-branded products. Host brands must be careful when choosing invited brands 
that are equally important. Invited brands that are suitable to be co-branding partners are 
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brands that are more familiar than the host brands themselves, have characteristics in both 
brand and product, preferred by consumers, and most importantly possess a good branding. 
The main component in co-branding is the fit between host brands. Therefore, a well-known 
and suitable co-branding partner is needed to give exposure to the co-branded product and 
provide a spill-over effect for the host brands. In this case, cosmetics and food have different 
complementary functions. The identity of food brands needed to make consumers familiar 
with the co-branded product just by looking at the product. Therefore, effective promotion is 
needed to gain more popularity. 

 
6.1 Limitation and future research direction 

 
This study has various limitations that might provide directions for future research. First, 

research in this study evaluates the concept of co-branding for different types of products that 
only expresses cosmetic and food brands. The invited brands might have different popularity 
and influence towards the co-branded products. Therefore, future research has to test in 
another industry to confirm the co-branding model. In Indonesian context, the application of 
co-branding strategy also begins to introduce fashion brands that invite food brands in 
producing remarkable fashion products. From the theoretical point of view, validating brand 
equity appears important to express the magnitude influence of the invited brand (as a widely-
known brand) to give a spill over effect on the host brand (as a less-known brand).  
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