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ABSTRACT 
 

THE IMPACT OF CELEBRITY COLLABORATION ON CONSUMER PURCHASE 
INTENTION : EVIDENCE FROM TREASURE X FIESTA READY TO GO LAVA SERIES 

PRODUCT IN INDONESIA 
 

By. Michelle Kwan Nieto  
Dipl-Ing Panji Mukandis, S.Kom., MM, Advisor  

 
 

SWISS GERMAN UNIVERSITY 
 

This study examines the impact of celebrity collaboration on consumer purchase intention 
toward Fiesta Ready to Go Lava Series in Indonesia, with consumer trust positioned as a 
mediating variable. The research focuses on the collaboration between Treasure and Fiesta, 
which combines celebrity appeal, fandom-based promotion, limited-edition packaging, and 
collectible merchandise as part of the brand’s marketing strategy. Using the 
Stimulus–Organism–Response framework, celebrity collaboration is treated as the stimulus, 
consumer trust as the internal psychological process, and purchase intention as the consumer 
response. This study used a quantitative approach by distributing an online questionnaire to 
respondents who were at least 18 years old, identified as Treasure fans, and had been exposed 
to the Treasure × Fiesta collaboration. After the screening process, 124 valid responses were 
analyzed using Partial Least Squares Structural Equation Modeling through SmartPLS 4. The 
results show that celebrity collaboration has a positive and significant effect on purchase 
intention and consumer trust. Consumer trust also has a positive and significant effect on 
purchase intention and acts as a significant mediator in the relationship between celebrity 
collaboration and purchase intention. These findings indicate that celebrity collaboration is 
not only useful for attracting attention, but also for strengthening consumer trust, which 
further encourages purchase intention. Therefore, ready-to-eat food brands should use 
celebrity collaboration strategically by combining fandom appeal with product credibility, 
brand reliability, and clear consumer value. 

Keywords: Celebrity Collaboration, Consumer Trust, Purchase Intention, Ready-to-Eat 
Food, Fiesta Ready to Go, Treasure, PLS-SEM 
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