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The Effect of Foodservice Brand Extentsion on Purchase Intention
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Abstract

This study explores the effect of parent-brand attitude on the purchase intention of an extended brand for
expanding a foodservice brand and the interaction effect between parent-brand attitude and perceived risk by
fit for the purchase intention of an expanded brand using the proof analysis. As a resul, the main effects
among parent-brand attitude(F(1,295)=12.012, p<0.01), fit(F(1,295)=17,758, p<0.001), perceived risk(F(1,295)
=12.570, p<0.01) and the purchase intention of an expanded brand were significant statistically. Also, for the
purchase intention of an expanded brand, not only the effect of interactions between parent-brand attitude and
perceived risk(F(1,295)=5.782, p<0.05) but the effect of interactions among parent-brand attitude, fit and
perceived risk(F(1,295)=6.068, p<0.05) were significant. In addition, there was difference between

parent-brand attitude to purchase intention and the interaction effect of perceived risk by the fit of an extended
brand.
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1. SEAR AFEHSHN S

2 Aol B AMgE AFEE Uig
TEA T 542 <Table 1>3} 2t} A o
8L 1478(48.5%) T 1569(51.5%) 2.8 Aol &
AReHAl Vel o, AR 2 20007} 196
(64.5%) 0.2 714 Wol 2AA|e} 3, 1 ez
30tH7t 76%(25.1%) ©1%it). gl mEol 237

<Table 1> Demographic characteristics of the sample

H(78.2%), 71&0] 66"(21.8%)R 1L, gEE nE
o3} 2978(9.6%), HENE 4778(15.5%), W&t
A 2 £ 1729(56.8%), ekl e ¢ &4
559(18.2%) oItk Aoz gajo] 1787
(58.8%), AFEE 327(10.6), AH]=F 354
(11.6%), 7F8 35 58%(19.1%)& A8 ek

3, I 73S A s 23R 9
& 7]F0 R S Ward 7|9 & o] &3¢ 23
=2 A AR S7RE F
of 7} 27he] PR Z VoA o] E thAl
|54 K-Hd S{EAE AAIE e &4 &
3 7k o] Bl g A3} <Table 2>} %’E‘D} =

B 34T AM=5.28)2F &

Characteristics N %

Gender Male 147 48.5
Female 156 51.5

20~29 196 64.5

Age 30~39 76 25.1
(yrs) 40~49 24 79
50~ 7 23

Marital Single 237 78.2
status Married 66 21.8
~High school 29 9.6

Education College 47 15.5
level University 172 56.8
Graduate school 55 18.2

Students 178 58.8

Tob Salaried person 32 10.6
Public Service 35 11.6

Housewife 58 19.1

Total

303 100.0
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(Table 2> T-test between the groups

Ttems N M:+SD ¢
. High 180 5.28+.54 e
Parent-brand attitude -22.98
Low 123 3.77+.60
. High 201 4.60+.69 - e
Fit -22.59
Low 102 2.55+.84
. . High 167 4.46+.69
Perceived risk 14.94
Low 136 3.40+.66
™ p<.001
3T ASMSBINE 7R 23 ol Aozt EHWS Al Ui @ A9 SE5E S Aol B4
AR 31(+=-22.98, p<0.001), E4E HA=r} & F FAld FAFske WHoE A /9 F B3¢}
BA=g AP40] £ YUM460T HBY T A5 SEREY A 8% 3 FaHegol

o] ¥e FthM=2.55)2] & 7t o= e A
© 2 JERRTHr=-22.59, p<0.001). £3 33 B
oo 2 4E AEE B4 AT n9F A
(4.46)7 A AT ANHE 3402 3
o= zel7t le Aoz JelYTtHe=14.94,
p<0.001).

T3 23S € A2e] Sl oigk 418
= AFS AAS 23 <Table 3>7 2o] =58
¥919] Cronbach's a 3ko] 25 0.70 o]4e = 1}
R 2% o] 2138 Tl £FeM 245
Aok B 5 gk
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1) = =i & NSARS 43

E A9 7Md 190 Uit HE5E & Balse
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A B4 (Three-way  ANOVA)S  AA| 81
3, 71 A7} <Table 4>9} 2o} AQEAHEA 2

in Lo

{Table 3> Reliability Analysis

Z3EE, £ e 3 AEReLe A3t deEs
(first-order interaction)o]2}al 31 Al A4 H A3
Z+g-2 oz} A& A-8(Second-order interaction)©|
2ha FNeIEA 5 2002). ¥, TR E EHA
e 28 & 7 5EHTEe] F A main
effect)y= 2 BEAZ ElZ(A, F(1,295=12.012,
p<0.01), 2ZHA(B, F(1,295)=17,758, p<0.001), |
zZte 13(C, F(1,295)=12.570, p<0.01) & &5
EAR o7 Syt aeln A5 REF o
Ae 2 vase] g=xx1ZE HE(AC, F(1,295)
=5.782, p<0.05)%} B BAZ B =xH FAIxA|Z}
B F(ABC, F(1,295)=6.068, p<0.05)cll thafA]
T fol3t Ao = Vet wabs 94 Bils
3 A B HRs g E A3, A7 A4E8
ujel &7 2l ze] Pejemd nAe FFH
Aol7} Q= Aoz Vel 71 18 AEH Uk

2) JEM +=F0|l [IE = =.3l= B, K12t
= &, FoeITiel MSAEE ) HE
2 a7 M 2 AEH B F o A

Items Cronbach's a
Parent-brand attitude 91
Fit 91
Perceived risk 70
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{Table 4> Three-way ANOVA between parent-brand attitude, fit, and perceived risk

(Dependent variable : Purchase Intention)

ss? df MS? F-value”
Parent-brand attitude(A) 12.012 1 12,012 9.433"
fit(B) 22,613 1 22613 17.758"
Perceived risk(C) 12.570 1 12.570 9.871"
(A)X(B) 1.298 1 1.298 1.018
(A)X(C) 5782 1 5782 4541
B)X(C) 1.011 1 1.011 794
(A)XB)X(C) 6.068 1 6.068 4765
Error 375.652 295
Total 472.038 302
D SS : sum of square, 2 MS : mean square.
¥ "p<0.05, "p<0.01, " p<0.001
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<Fig. 2> Interaction effects between parent-brand attitude, fit, perceived risk
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{Table 5> Group mean about purchase intention of extended brand

(Dependent variable : Purchase Intention)

High Fit Low Fit Totl
(o)
High Risk Low Risk High Risk Low Risk
. 4.64(1.03)" 430(1.14 3.69(1.15 3.73(145
High (1.03) (1.14) (1.15) (1.45) 429(1.20)
parent- brand N=85 N=44 N=25 N=26 N=180
attitude 4.52(1.08), N=129 3.71(1.30), N=51
Low 4.04(1.07) 3.72(1.21) 4.02(1.14) 2.81(1.04) 260121
parent- brand N=42 N=30 N=15 N=36 N—(123 )
attitude 3.90(1.13), N=72 3.16(1.19), N=51
4.52(1.08 3.90(1.13 3.71(1.30 3.16(1.19
(108) (1.13) (130) (119) 4.01(1.25)
Total N=129 N=72 N=51 N=51
N=303

430(1.14), N=201

3.44(1.27), N=102

Y Mean(SD.) ; N = sample number
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