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 ABSTRAK 

 Kolaborasi  antara  merek  global  dan  selebriti  telah  menjadi  strategi  pemasaran 

 yang  populer  di  era  digital,  meningkatkan  visibilitas  dan  keterlibatan  konsumen 

 secara  signifikan.  Contoh  terbaru  adalah  kolaborasi  antara  Starbucks  Korea  dan 

 grup  K-pop  terkenal,  NCT.  Diumumkan  pada  Mei  2024,  kolaborasi  ini  mencakup 

 peluncuran  produk  bersama  dan  merchandise  eksklusif  yang  menargetkan 

 penggemar  NCT,  yang  dikenal  sebagai  NCTzen.  Studi  ini  mengeksplorasi 

 persepsi  penggemar  terhadap  strategi  co-branding  ini,  khususnya  reaksi 

 sosial-politik  dan  dampaknya  terhadap  loyalitas  merek.  Menggunakan  pendekatan 

 kualitatif,  penelitian  ini  bertujuan  untuk  memahami  bagaimana  penggemar  K-pop, 

 khususnya  NCTzen,  memandang  kolaborasi  antara  NCT  dan  Starbucks.  Temuan 

 ini  menyoroti  pentingnya  sensitivitas  sosial  dalam  strategi  pemasaran  global  dan 

 memberikan  wawasan  tentang  bagaimana  identitas  budaya  dan  penggemar 

 mempengaruhi  persepsi  dan  loyalitas  konsumen.  Studi  ini  berkontribusi  pada 

 literatur  pemasaran  dengan  menjelaskan  peran  isu  sosial  dan  politik  dalam 

 persepsi konsumen terhadap strategi co-branding. 

 Kata Kunci: co-branding, K-pop, NCT, Starbucks, sensitivitas, persepsi, loyalitas. 



 ABSTRACT 

 The  collaboration  between  global  brands  and  celebrities  has  become  a  popular 

 marketing  strategy  in  the  digital  era,  significantly  enhancing  visibility  and 

 consumer  engagement.  A  recent  example  is  the  collaboration  between  Starbucks 

 Korea  and  the  renowned  K-pop  group,  NCT.  Announced  in  May  2024,  this 

 collaboration  includes  the  launch  of  joint  products  and  exclusive  merchandise 

 targeting  NCT  fans,  known  as  NCTzens.  This  study  explores  fan  perceptions  of 

 this  co-branding  strategy,  particularly  focusing  on  the  socio-political  reactions  and 

 their  impact  on  brand  loyalty.  Using  a  qualitative  approach,  the  research  aims  to 

 understand  how  K-pop  fans,  especially  NCTzens,  view  the  collaboration  between 

 NCT  and  Starbucks.  The  findings  highlight  the  importance  of  social  sensitivity  in 

 global  marketing  strategies  and  provide  insights  into  how  cultural  and  fan  identity 

 influence  consumer  perceptions  and  loyalty.  This  study  contributes  to  the 

 marketing  literature  by  elucidating  the  role  of  social  and  political  issues  in 

 consumer perception of co-branding strategies. 

 Keywords: co-branding, K-pop, NCT, Starbucks, sensitivity, perception, loyalty. 
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