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Abstract The collaboration that seeks to complement each other by judging and sharing the
comparative advantages between companies is currently being actively progressed as a new and
unusual collaboration that is not routine among not only the same industry but also different industries.
This trend is increasing consumer interest based on enjoyment and fun. However, these collaborations
cannot consistently lead to positive effects, and rather, if all companies collaborate, it could have an
adverse effect. The current study explored the consumer's response to the attitude toward product and
purchase intention of collaboration through consumption value and brand trust based on the
consumer's understanding, assuming that the consumer's response cannot always be positive. As a
result, brand trust played a mediating role in the intention to purchase and attitude toward product.
This study examines the relationship between consumption value and collaboration products between
brands, and from the perspective of a company, it can provide practical implications for establishing
brand management and strategy through a unique collaboration strategy based on the understanding

of consumers.
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Table 1. Hierarchical Multiple Regression Analysis

Independent Model 1 Model 2 Model 3
Variable SE beta t (p—value) SE beta t (p—value) SE beta t (p—value)
Constant 0.21 4.84(0.00) 0.2 3.20(0.00) 0.2 2.81(0.00)
Esthetic 1 0.05 0.42 6.93(0.00) 0.05 0.28 4.32(0.00) 0.06 0.19 2.81(0.01)
Esthetic 2 0.05 0.51 8.31(0.00) 0.06 0.29 4.23(0.00) 0.06 0.24 3.54(0.00)
Symbolic 1 0.06 0.19 2.79(0.01) 0.05 0.06 0.88(0.38)
Symbolic 2 0.05 0.27 4.01(0.00) 0.06 0.13 1.85(0.07)
Hedonic 1 0.07 0.22 3.48(0.00)
Hedonic 2 0.07 0.15 1.72(0.09)
R square 0.67 0.74 0.77
Adizz;er‘i R 0.66 0.73 0.76
F(p—value) 127.16(0.00) 87.46(0.00) 69.81(0.00)
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Table 2. The results of multiple regression analysis

(Dependent variable = Attitude toward
product)
Stepl Step2 Step3
Independent to IIndependent Independent
D?greigglest mediating to dependent to dependent
variable variable variable
Esthetic 2 —0.02(ns) 0.31(p=0.00) 0.31(p=0.00)
Hedonic 1 0.35(p=0.00) 0.38(p=0.00) 0.34(p=0.00)
Esthetic 1 0.14(p=0.07) 0.16(p=0.01) 0.14(p=0.01)
Brand Trust 0.13(p=0.04)
R square 0.76
Adjusted R 0.75
square
F(p—value) 95.6(0.00)

Table 3. The results of multiple regression analysis
(Dependent variable = Purchase intention)

Stepl Step2 Step3
Dependent Indepegdgnt to| IIndependent Independent
. mediating to dependent to dependent
variable . . .
variable variable variable
Hedonic 2 0.26(p=0.01) | 0.35(p=0.00) 0.25(p=0.00)
Esthetic 1 0.04(p=0.65) | 0.28(p=0.00) 0.25(p=0.00)
Symbolic 2 0.03(p=0.76) | 0.21(p=0.00) 0.23(p=0.00)
Brand Trust 0.15(p=0.01)
R square 0.79
Adjusted R 0.79
square
F(p—value) 119.68(0.00)
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