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Abstract

The recent globalization of the consumer market has highlighted the importance of a brand; subsequently, brand
extension is strategically used to launch of various products and services. Especially, various and new services
based on information and communication technology for the convenience of consumers have been provided
continuously. This study examined consumer's evaluation for brand extension centered on the brand extension
as a mobile payment service through consumer propensity and familiarity as well as attitude toward a brand.
The research is as follows. First, it shows that self-efficacy and implicit theories among consumer characteristics
positively influence familiarity and attitude toward a brand. Second, it shows that the planned consumption
tendency among consumption characteristics of a consumer positively affect familiarity toward a brand. Third, it is
confirmed that the brand extension on parents brand affects the attitude towards brand extension, and the attitude
towards brand extension is connected to a willingness to recommend through the purchase intention. This study
empirically confirms the importance of consumer propensity, the consumer's perception, and evaluation towards
the brand extension of the company as well as the continuous efforts and required company activities to build and
form a positive attitude and familiarity of consumers for the brand. This study can be used as basic data for the
strategy development of brand extensions in service companies.
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Figure 1. Research model.
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Table 1. Measuring Instrument

Variable

Reference

Consumer propensity

Implicit theories
Innovativeness
Self-efficacy

[68, 79, 83, 87, 105]

Consumers consumption Theory of planned behavior [50. 53]
Conscious theory of behavior
Behavioral theory of impulsiveness
Brand familiarity of parent brand [15]
Attitude towards brand extension [80]
Purchase intention towards brand extension [29]
Willingness to recommend a brand extension [9, 96]
Scale, 5-point Likert.
Table 2. Demographic Characteristics of Subjects (V/=300)
Variable Group %
Gender Male 150 50.0
Female 150 50.0
Age (yr) 20-29 75 250
30-39 75 25.0
40-49 75 25.0
50-59 75 25.0
M(SD) 39.32(10.98)
Residence Seoul 103 343
Metropolitan city 78 26.0
Province 19 39.7
Education (yr) <15 97 32.3
>16 203 67.7
M(SD) 15.22 (1.75)
Marital status Married 134 44.7
Single 166 55.3
Monthly income (10,000 KRW) <200 43 14.3
201-400 102 340
401-600 95 31.7
2601 60 20.0
M(SD) 462.80 (216.91)
Monthly consumption (10,000 KRW) <100 92 30.7
101-200 67 223
201-300 74 24.7
2301 67 22.3
M(SD) 234.26 (175.65)
408 | Vol.55, No.4, August 2017: 399-417 www.fer.or.kr
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Table 3. Reliability and Validity Tests

Standardized

Variable Item Coefficient . t-value  AVE CR  Cronbach's o
coefficient
Consumer propensity Implicit theories a3 1.00 0.72 - 065 085 0.84
a2 120 0.83 12227
al 118 0.81 1214”7
Innovativeness h3 1.00 0.79 - 0.74 0.90 0.85
h2 1.05 0.81 14.18"
h1 097 0.85 1487
Self-efficacy 26 1.00 0.80 - 063 091 0.83
75 0.80 067 167
74 0.75 0.61 1054~
71 0.81 063 10.82"
22 099 0.79 141"
23 0.65 0.57 974"
Consumers consumption Theory of planned behavior s3 1.00 0.74 - 0.71 0.83 0.74
52 101 079 772"
Conscious theory of behavior s7 1.00 0.80 - 0.63 0.83 0.82
56 1.14 085 1438"
s5 0.88 0.68 161"
Behavioral theory of impulsiveness  s11 1.00 0.71 - 069 087 0.86
510 117 0.86 13.73"
59 123 0.89 1396
Brand familiarity of parent brand sx3 1.00 0.72 - 069 090 0.84
5X2 106 0.80 1248~
sx1 103 0.79 12.40"
sx5 0.89 0.69 1094~
Attitude towards brand extension td4 1.00 0.87 - 0.78 094 092
td5 098 083 18.18"
td3 097 0.85 1873
td1 1.00 0.83 1797
Purchase intention towards brand extension yy4 1.00 0.83 - 082 093 0.91
vy2 114 0.89 19.24"
yy1 1.16 090 19.75"
Willingness to recommend a brand extension tj4 1.00 0.84 - 079 094 092
3 1.02 0.87 1896
tj2 1.03 0.87 19.19"
1 0.99 0.87 1920

Goodness-of-fit: x2515:788.67,p<0.00; CMIN/DF=1.53; RMR=.0.03, GFI=0.87, AGFI=0.84, RMSEA=0.04, NFI=0.89, IFI=0.96, TLI=0.95, CFI=0.96

“p<.001

ATk 1 4] ogo] 060149 0% S0 A

E3 TS Y0P §lste] A=E B4 A o
sfol g1 30&%‘4% oA 1s}°ﬂu}<Tab1e 3. st aq

DF ko] 1 5301043“1 @W@ﬁLEX]—)F(absolute fit index)?l

RMR=0.03, GFI=0.87, AGFI=0.84, RMSEA=0,04, S-8-4|g™=

410 | Vol.55, No.4, August 2017: 399-417

Ale=(incremental fit index)?] NFI=0.89, IFI=0,96, TLI=0,95,
CFI=0.96°% A3ket 2 0= eyt ueps] 2 AL go]

JLeato) B Akt qlo] e
Solel), e s A5sh] flste] ASeid=e)

. AFAE=ES] e (convergent

validity)2 A8 ] 8l 7d 412 = (construct reliability: CR)
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Table 4. Correlation of Observed Variables
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Variable a b c d e f g h i j
a 1
b 0.40 1
c on 0.08 1
d 0.07 0.22 0.06 1
e 0.25 0.08 0.16 0.01 1
f 0.1 0.02 0.08 0.02 0.43 1
g 0.08 0.13 0.01 0.08 0.04 0.01 1
h 0.07 0.08 0.13 0.02 0.03 0.03 0.36 1
i 0.09 0. 0.04 0.02 0.00 0.00 0.25 0.55 1
j 0.11 0.1 0.1 0.03 0.03 0.04 0.29 0.62 0.77 1
M (SD) 3.58(0.72)  3.76 (0.54) 3.11(0.81) 3.72(0.67) 3.11(0.82) 287(087)  3.78(0.63) 3.48 (0.71) 3.59(0.76)  3.36(0.78)

a: Implicit theories, b: Innovativeness, c: Self-efficacy, d: Theory of planned behavior, e: Conscious theory of behavior, f: Behavioral theory of impulsiveness, g: Brand
familiarity of parent brand, h: Attitude towards brand extension, i: Purchase intention towards brand extension, j: Willingness to recommend a brand extension

Table 5. Hypothesis Testing Results

Hypothesis Standardized coefficient ~ Adoption of hypothesis
H1-1  Implicit theories — brand familiarity of parent brand -0.05 Reject
H1-2  Innovativeness — brand familiarity of parent brand 0.08 Reject
H1-3  Self-efficacy — brand familiarity of parent brand 021 Adoption
H2-1  Theory of planned behavior — brand familiarity of parent brand 019 Adoption
H2-2  Conscious theory of behavior — brand familiarity of parent brand 0.06 Reject
H2-3  Behavioral theory of impulsiveness — brand familiarity of parent brand 0.05 Reject
H3-1  Implicit theories — attitude towards brand extension 034" Adoption
H3-2  Innovativeness — attitude towards brand extension 0.04 Reject
H3-3  Self-efficacy — attitude towards brand extension 0.05 Reject
H4-1  Theory of planned behavior — attitude towards brand extension -0.10 Reject
H4-2  Conscious theory of behavior — attitude towards brand extension -0.15 Reject
H4-3  Behavioral theory of impulsiveness — attitude towards brand extension 0.08 Reject
H5  Brand familiarity of parent brand — attitude towards brand extension 059" Adoption
H6 Brand familiarity of parent brand — purchase intention towards brand extension 0.09 Reject
H7 Attitude towards brand extension — purchase intention towards brand extension 069" Adoption
H8 Purchase intention towards brand extension — willingness to recommend a brand extension 107" Adoption

Goodness-of-fit: X2528=833.25,,0<0.00; CMIN/DF=1.58; RMR=0.04, GFI=0.86, AGFI=0.84, RMSEA=0.04, NFI=0.88, IFI=0.95, TLI=0.95, CFI=0.95

<05, " p<.001

G e
o][q [e2)=1573]

ol=Hl, o=

1
o= (0.59]
SR E 0

[P =1
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