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[Abstract]

This study suggested a brand alliance strategy of follow brand to overcome the leading brands. At the same time, we also examined the
effect of Moderating the brand awareness of ingredient brands(high / low) and origin(favorable / unfriendly).

First, purchase intention of alliance product showed significant interaction effect according to market entry order of parent brand and
brand awareness of ingredient brand. Second, purchase intention of alliance product showed significant interaction effect according to
market entry order of parent brand and country of origin. Based on the results, we discussed about theoretical and practical implications of

this study, limitations of this study, and future research.
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(Person) g 11 8 3 2
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Ingredient pan ht
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Ingredient s W00 [29]
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Dyson i Room

Korea China Korea China
Bosch 1 (n=29) 2 (n=29) 3 (n=28) 4 (n=28)
EAP 5 (n=29) 6 (n=29) 7 (n=30) 8 (n=30)
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Table 6. ANOVA(Parent BrandxIngredient BrandxCountry Of
Origin)
s Sum of g Mean Simts
Division Squares of Square F cance
q Freedom qu Level
Crystal
Model 116.720 7 16.674 32.456 .000
Intercept 4952.021 1 4952.021 9639.069 .000
A. Parent | g 0 1 6.050 | 11.775 | .001
Brand
B. Ingredient
A7 1 17 126. .
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C.Country | o, 557 1 22827 | 44.432 | .000
Of Origin
A*B 13.217 1 13.217 25.726 .000
A*C 4.908 1 4.908 9.553 .002
B*C 3.877 1 3.877 7.547 .007
A*B*C 2.066 1 2.066 4.021 .046
Error 114.565 223 514
Sum 5162.889 231
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Dyson i Room
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Fig. 1. Verification of Interaction Effect between Parent Brand
and Ingredient Brand
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