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ABSTRACT

The purpose of the research is to identify the effects of brand evidence, brand personality
and negative factors on extended brand trust and customer purchase intention in IoT
(Internet of Things) service. Negative factors include scarcity marketing and privacy
concern. To achieve this objective, we analyzed the 269 respondents who had used Xiaomi
products at least more than once. The results of this study are as follows: First, it was
found that core service, self-image congruence of brand evidence and brand personality
has a positive influence on extended brand trust. But, perceived price of brand evidence
is not related to extended brand trust. Secondly, Scarcity marketing influenced extended
brand trust. But, Privacy concern is not related to extended brand trust. Consumers did
not realize privacy because of technological innovation of IoT. Thus, the research has a
different significance from antecedent research.
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(Table 1) Concept of Brand Extension
Literatures Definition
Tauber[39] Applying method to new product family, with existing successful brand name.
Aaker and Keller[4] Strategy to introduce an established brand name to new product area.
Baldinger[8] Method to gee high sales growth and investment earnings rate when you introduce.
Keller[21] The means used when introducing the established brand name in the new product area.
Kotler[25] Marketing strategy to enter new markets with a successful brand name.
Lul31] Expansion of products or services in the market.
Established quality or image based on existing brand, expanding products with
Zhou[45] o . .
existing successful brand names or establishing new product categories.
Zhengl44] Marketing strategy to launch existing brand brand names as new products through

diversification of products or expansion of brand assets.
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EXtended prand

Extended Brand attitude behavioral intention
Brand evidence
core service [~ me
self-image congruence |— mu) ———3 Extended brand trust  f—— mHo+ Use intention
perceived price
HI0(+)
Brand personality
Trust image H3()
n n H4(+)
Society image ~ HII(H)
H5(+)
Charm image Hoh
Extendeq _brand —— HI2(+) Word of Mouth intention
. cognition
Negative factors
H7()
privacy concern H{ﬂ
scarcity

(Figure 1) Research Model
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(Table 2) Demographic Sample

Separation erons) | 60

Gender Male 121 4_16.7
Female 138 53.3

Under 18 10 3.8

18~25 170 65.5

Age 26~30 64 24.7
31~35 9 3.7

36~40 2 0.8

over the age of 40 4 15

marital Single 183 70.7
status married 76 29.3
High school 21 81

academic college 83 34.0
background| Under graduated 132 51.0
Post graduate 18 6.9

Student 162 62.5

Public office 6 2.3

career faculty 12 4.6
Businessman 63 26.3

Etc. 11 43

W, b A4S 98 wee 248 gol
4

<Table 3>3} o] 4433l

(Table 3) Operational Definitions

Variables Operational Definitions References
perceived price | The price based on the perception of consumers about the product or service. [39]
core service |Quality product that consumers perceive as they use the product. [10]
self-image The tenqency to F:hoose better information that is consistent with self-image among [22]. [30]
congruence | various information. ’
trust Faith, Honesty, Accuracy, Faithfulness
charm Stylish, attractive, modern [18]
Society Communication, interaction, self-expression
privacy concern | Concerns about personal information being exposed to others, regardless of their will | [21], [23]
scarcity lgil)?)rol;etsnnjgtyr.neans to achieve sales promotion goals with a limited quantity, time and [14]
brand trust | The belief in the brand you get when you use it. [29]
brand cognition | Perception of Attributes for the Brand. [10]
Use intention | Intention to use the product.
Worigtgrfltml\/ﬁ)uth Intention to convey your feelings about the product to others. ol




AgAte] BABAE 3t mudse g 57
(Table 4) The Result of Exploratory Factor Analysis and ltems
" Factor | Reli—
Research variable Items =i iy iy
PP3. Compared to the selling price, Xiaomi smartphone provides good 0747
. service. i
perceived
price PP2. The Xiaomi smartphone is a good price for the performance. 0.726 | 0.877
(PP) PP1. The Xiaomi smartphone is priced appropriately. 0.618
Brand PP4. The Xiaomi smartphone is economical. 0.549
evidence | core service |CS1. Xiaomi smartphones provide superior performance. 0.59% 0,824
(CS) CS2. T can trust the service provided by Xiaomi smartphone. 0.580 '
self-image con- CSIl1. The Xiaomi image has similar image to me. 0.708
gruence CSI3. People using Xiaomi smartphones have similar images. 0.692 | 0.860
(CSD CSI2. Using Xiaomi smartphone can show my personality. 0.647
Trust image | TI2. T think Xiaomi can make a better smartphone. 0.78% 07%
(TD TI3. The Xiaomi smartphone is of high quality. 0.602 o
charm image |CI4. The Xiaomi smart phone is cool. 0.713 g
personality . e Xiaomu smart phone 1s stylish. .
. . SI2.  Using Xiaomi smartphones is a participatory one. 0.841
boc1e‘?él;mage SI3.  Using Xiaomi smartphones is communicative. 0.811 | 0918
SI1.  Using Xiaomi smartphone is self-expressive. 0.782
PW3. I worry that my personal information will be stolen when using the 085
remote—control service. :
privacy PW2. I am aﬁaid that others will use this information when posting personal 0851
concern information. 0937
(PW) PWI. I am burdened with my personal information being used in an 0821
) unexpected way. .
l\ieg?tlve PW4. T am worried that my personal information I publish will be misused.| 0.797
actors
¢ SCI1. I think the supply of Xiaomi smartphone is low. 0.74
SC3. I think many people online is trying to buy Xiaomi smartphone. | 0.718
scar C}W SC2. I.think the smartphone that sells at Xiaomi website is sold in a short 0666 | 0845
(S0 time.
SC4. T think Xiaomi deliberately limits the number of products she sells -
0.650
on the market.
extended brand | BT3. I think Xiaomi Smart Home is honest. 0.836 0747
trust(BT) | BT4. I think Xiaomi Smart Home is safe. 0719 |
Extended BR3. I know the key differentiating points of Xiaomi Smart Home compared 0761
brand extended to other companies. )
attitude br a'rg_d BR2. 1 know how Xiaomi Smart Home was develop. 0.755 | 0.927
ognition
“ (gBR) BR4. T am well aware of the core values and vision of Xiaomi Smart Home.| 0.710
BR1. I know what Xiaomi Smart Home means. 0.669
Use intention | [U2. I am likely to use Xiaomi Smart Home. 0.782
for extended |IUl. I intend to use Xiaomi smart home. 0.666 | 0.852
brand(IU) {103, T will use Xiaomi smart home in the future. 0.663
Extended IM2. T will recommend Xiaomi Smart Home to others. 0.749
brand IM4. 1 have an intention to recommend Xiaomi Smart Home in the online
behavioral | Word of Mouth community 0.738
i 1 intention f -
intention meir;elr(l)gedor ML I \v‘vill introduce to people around me the Xiaomi smart home I am 0723 0.835
brand(IM) using.
IM3. I will recommend Xiaomi Smart Home to people who are interested 0679

in a smart home.
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4.3 HO|H &4 9 EtEM HE S AAskE 2214 821 #4(CFA; Confirma-
tory Factors Analysis)& AA|aHit & A
AT TS S8 2 e T 2909 S+ o] W59 FHEEAY S AVEE T EASE
285 &&3lo] 7 A4S Ak o 2|47 Average Variance Extracted)7} 05 )%
T 2 oA AA " 12709 =4 H49] o uf 7@ A2 %=(Construct Reliability)7} 0.7
S Graty] 9 A 2T A (EFA; ol wf EAlgT} i A 72t Wt
Exploratory Factors Analysis)= A 85t THEY = AL oulsh, W4 ko] JEgS 77
Lol BAS A A3 BE A7 7 g9l v AS etk AVEY] AF gho] 7t}
o 05 ol’de] AAFS 7H1 A& skt W] AR 1ot & o, A7 23] i g
a9l BAS B8l M AFEE AT 2 FAgel EA st
Y= A Fo] A 9] <Table 4>9} 7t} M= 2 AT 232 AVE Fhol 0.669~0.8362.%
A AFr 483 A8kt &3k (Cron- R 05ET & gho = AA AT 7 215 €]
bach’s Alpha) %2 0.7 o] UER A2 0] T2 0.747~0927W el 323k 91o] 06 o] o]
2 FEds gl BE 8 AEE eI <Table 6> 3Eo]
A 99l #AS AAE o] F F & AVE A<-9] gho] slg W AR} A7)
A4S 98l 42te] w8 e (Discriminant ugtong & A 2yl 3 gl g
Validity) 2 48 B34 (Convergent Validity) — ®5< glartt
(Table 6) Convergent & Discriminant Validity
M CI U SI TI CSI PP PW CS BT BR SC
M | 0857
CI 0.323 | 0.903
U 0.693 | 0423 | 0.878
SI 0421 | 0588 | 0414 | 0935
TI 0401 | 0622 | 0463 | 0438 | 0.907
CSI | 0455 | 0678 | 0470 | 0600 | 0552 | 0.884
PP | 0369 | 0516 | 0417 | 0.346 | 0612 | 0478 | 0.850
PW | 0076 | 0247 | 0127 | 0167 | 0274 | 0.160 | 0.357 | 0.916
CS | 0309 | 0624 | 0421 | 0441 | 0668 | 0494 | 0683 | 0.326 | 0918
BT | 0458 | 0451 | 0512 | 0473 | 0457 | 0534 | 0.363 | 0.175 | 0.394 | 0.893
BR | 0570 | 0493 | 0630 | 0513 | 0460 | 0592 | 0.273 | 0.035 | 0.298 | 0582 | 0.895
CS | 0373 | 0453 | 0429 | 0215 | 0456 | 0.341 | 0478 | 0.376 | 0488 | 0.38 | 0.344 | 0.828
AVE | 0734 | 0815 | 0.771 | 0875 | 0.822 | 0.781 | 0.722 | 0.840 | 0.843 | 0.798 | 0.801 | 0.685
CR | 0917 | 0.898 | 0910 | 0954 | 0902 | 0915 | 0912 | 0954 | 0915 | 0.888 | 0942 | 0.897
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¥ ol = PLS(Partial Least Square) 7% 717} 0429, 0.3499] Arg =S Zh=th weba] &

WA EAE o] &ste] 7HE HAS A6 ATFRFE Aps] ko] 01K 7] Wi

o}, Smart PLS 20 97|45 &-&3te] #4319 o & AWES 7h4 7K ARl FAI7E jick

AL, AR A= <Figure 2> 2t} = AL ©Ea9ty 7P AR A= <Table
AT nFS Adste 249 24AS5 A >3 2t}

Use intention

| Word of Mouth intention

(Figure 2) Result of Hypothesis Tests

(Table 7) Result of Hypothesis Test Details

hypothesis Path coefficients T-value | T-value | result
H1 Core service = extended brand trust 0.171 2507 | Accept
H2 self-image congruence = extended brand trust 0.450 6.954" | Accept
H3 perceived price = extended brand cognition -0.098 1.423 Reject
H4 Trust image = extended brand cognition 0222 | 2.809" | Accept
H5 Society image = extended brand cognition 0344 | 55157 | Accept
H6 Charm image = extended brand cognition 0.149 1.829° | Accept
H7 Privacy concern = extended brand cognition -0.126 1.437 Reject
HS scarcity = extended brand cognition 0.187 | 2819™ | Accept
H9 extended brand trust = extended brand Use intention 0220 | 2.888" | Accept
H10 extended brand trust = extended brand WoM intention 0192 | 2614 | Accept
Hi11 extended brand cognition = extended brand Use intention | 0.502 7.243" | Accept
H12 extended brand cognition = extended brand WoM intention| 0459 | 6.8117 | Accept
R extended brand trust ®* = 0.308, extended brand cognition &* = 0.332, extended brand Use intention

’ R = 0429, extended brand WoM intention R* = 0.349

“Significant at P < 0.01, "Significant at P < 0.05.
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