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PENGARUH CELEBRITY CREDIBILITY BLACKPINK TERHADAP 

BRAND ATTITUDE, ADVERTISEMENT ATTITUDE, DAN PURCHASE 

INTENTION PADA OREO BLACKPINK 

Stevani 

 

ABSTRAK 

Cara berpromosi dengan memanfaatkan celebrity endorser sudah lazim dijumpai 

dalam industri makanan ringan, yang sangat digandrungi masyarakat, khususnya 

biskuit. Salah satu contohnya, ialah Oreo. Oreo menggandeng KPOP Girl group 

Blackpink, dan secara resmi meluncurkan produk kolaborasi Oreo X Blackpink. 

Meskipun berhasil memuncakki market share dalam kategori brand kue kering 

melalui kolaborasi ini, tidak membuat penjualan Oreo naik secara signifikan 

dibanding tahun lalu. Metode yang digunakan dalam penelitian adalah deskriptif 

kuantitatif, teknik sampling non-probability sampling, judgmental sampling. Data 

dari 181 responden diolah menggunakan metode analisis PLS-SEM menggunakan 

SmartPLS. Hasil penelitian menunjukkan celebrity credibility memiliki pengaruh 

positif terhadap brand attitude, advertisement attitude, dan purchase intention. 

Lalu, advertisement attitude berpengaruh positif terhadap purchase intention. 

Namun, brand attitude tidak memiliki pengaruh positif terhadap purchase 

intention. 

 

Kata Kunci: Celebrity Credibility, Brand Attitude, Advertisement Attitude, 

Purchase Intention, Oreo Blackpink     
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THE EFFECT OF BLACKPINK'S CELEBRITY CREDIBILITY ON BRAND 

ATTITUDE, ADVERTISEMENT ATTITUDE, AND PURCHASE 

INTENTION ON OREO BLACKPINK 

Stevani 

 

ABSTRACT 

Doing promotion by endorsing celebrity is very common in the snack industry, 

which is very much loved by the public, especially biscuits. One of the example is 

Oreo. Oreo collaborates with KPOP Girl group Blackpink, and officially 

launches the collaboration product Oreo X Blackpink. Even though it succeeded 

in topping the market share in the cookie brand category through this 

collaboration, it did not make Oreo sales increase significantly compared to last 

year. The method used in this research is descriptive quantitative, non-probability 

sampling technique, judgmental sampling. Data from 181 respondents were 

processed using the PLS-SEM analysis method using SmartPLS. The results of the 

study show that celebrity credibility has a positive effect on brand attitude, 

advertisement attitude, and purchase intention. Then, advertisement attitude has a 

positive effect on purchase intention. However, brand attitude does not have a 

positive influence on purchase intention. 

 

Keywords: Celebrity Credibility, Brand Attitude, Advertisement Attitude, 

Purchase Intention, Oreo Blackpink 
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