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Abstract

The purpose of this research was to study the relationship of H&M brand value,
the value of the celebrities who participated in the creation and the H&M brand value
that has been co-created with the intention of consumers to buy H&M brand products.
The sample consisted of 426 H&M consumers. Data were collected by online question-
naires. The statics used in data analysis were percentage, mean, standard deviation and
Pearson's product moment correlation coefficient. The results of the research revealed
that (1) the H&M brand value has a negative relationship with the intention to buy the
H&M brand of the consumers. (2) The brand value of the celebrities who join in creating
is related to the intention to buy the H&M brand of the consumer as follows: (2.1) The
brand value of the designers who came to create has a negative relationship with the
intention to buy H&M brand of consumers (2.2) The brand value of artists that have
created a positive relationship with the intention to buy H & M brand of consumers. (3)
The value of the co-created H&M brand has a negative relationship with the intention to

buy the H&M brand with the co-creation of the consumers

Keywords: Brand Equity, Co-Creation, Buying Intention
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