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An Eye-tracking Study: Consumer Perceptual Processing of SPA Brand Extensions
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Abstract

As SPA brands are growing in Korean apparel markets, they are extending their well-established brands
into new markets (i.e., SPA brand extensions). To investigate psychological mechanism underlying SPA brand
extensions, this study conceptually proposed such consumer information processing of SPA brand extensions
as (1) perception of similarity between SPA brand extensions and their original brands and (2) evaluations
on the SPA brand extensions (i.e., attitude and purchase intent). For hypothetical SPA brand extensions (high,
moderate and low similarity conditions), perceived similarity was measured by using a eye-tracker and
evaluations were assessed by using a self-reported questionnaire. The results reveal that the amount of
external information searching for SPA brand extensions was larger in the following order: moderate, low and
high similarity conditions. The depth of SPA brand information processing was also deeper in the same order.
Evaluations on SPA brand extensions were higher in high and moderate similarity conditions than in low
similarity condition. The findings suggest that the evaluations are affected by perceived similarity and the

amount of cognitive efforts in processing SPA brand extensions.
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Table 1. Comparisons of potential confounds among three hypothetical brand extensions

Variables U brand U brand U brand F (2, 42)  Partial 7°
lap blanket (SD) bedroom set (SD) USB (SD)
U brand attitude 4.65 (.90) 4.73 (.83) 4.58 (1.09) .09 .00
Product involvement 4.85 (97) 5.26 (.75) 5.10 (1.30) .63 .03
Need for cognition 4.59 (.73) 4.40 (.65) 4.73 (.63) 72 .03

*p < .05 * p < .01
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Table 2. Comparisons of dependent variables among three hypothetical brand extensions

Rlanibles lap ﬁam':d(sp) bedmI(J)n:) l*;‘::td(sm U%Bbrz;‘lg) F (@, 42) Partial 2’
Fixation count 11.06 (3.25)a 30.50 (4.03)b 21.50 (6.09)c 71.35%%* 77
Fixation duration 2,292.98 (770.77)d  7,223.37 (749.51)e 4,847.60 (1,289.22)f 102.59** .83
Brand extension attitude 4.71 (9)g 4.39 (.72)h 3.51 (9 7.97** 28
Brand extension purchase intent 3.84 (1.46)] 4.10 (1.39)k 2.38 (1.64)1 5.46** 21

*p < .05 ** p < .01

Bonferroni post-hoc tests: b > a and c, two p's < .0l; ¢ > a, p < .01; ¢ > d and f, two p's < .01; £ > d, p < .01;
ge>,p<O0Lh>i,p<.05;j>Lp<.05k>Lp<.01
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Figure 1. A summary of research results
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