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Abstract. This study sought to identify two paths (novelty, fit) of the impact of brand collaboration type 
on product attitude and the moderating effect of age between novelty and attitude. To test this research, 
four types of questionnaires were used with scenarios and real brands. This research suggests two paths 
from brand collaboration type (similar vs. non-similar) to product attitude. One is perceived novelty and 
the other is perceived fit. Second, we tested the effect of perceived novelty ∙ fit on product attitude. 
Finally, we examined the moderating effect of age. We used 250 of 268 copies for final analysis. This study 
found that the degree of perceived novelty and fit depending on the type of brand collaboration 
influenced positively on the product attitude. We also confirmed age moderated the relationship between 
novelty and attitude. The results of the study are as follows: 1) Perceived novelty by brand collaboration 
type was higher in collaboration between non-similar categories than similar ones. 2) Perceived fit was 
higher in collaboration between similar categories than non-similar ones. 3) Perceived novelty has 
positive effects on product attitude. 4) Perceived fit has positive effects on product attitude. 5) The 
relationship between perceived novelty and product attitude was moderated by age. In other words, the 
effect of perceived novelty in collaboration between non-similar categories on product attitude was found 
to be greater when age is low. Based on the results of this study, the marketers should consider 
collaborative marketing that gives them a unique and novelty feeling tailored to the characteristics of the 
new main consumers like the Millennials and Generation Z. This study was based on data collected 
through responses from residents of Republic of Korea. In the future, conducting research on a country-
by-country basis will help overseas marketing strategies. 

Keywords: Brand Collaboration, Perceived Fit, Perceived Novelty, Millennials, Generation Z 
Received: 03.12.2020 Accepted: 14.01.2021 Published: 03.02.2021 

INTRODUCTION 

In a highly competitive market, marketers often have to link brands to people, places, things, or other 
brands as a means of improving brand equity [1]. Collaboration can create new market opportunities in 
spaces that did not previously exist by combining resources and consumers from different sectors and 
sometimes different industries [2]. Even in alliance between brands, elements of brand fit perceived and 
product fit perceived also affect the preference of consumer attitudes toward brand alliance[3], and this 
joint marketing partnership between non-similar categories increases competitiveness and increases 
brand equity by sending strong signals to consumers for the combined benefits of the two brands[4]. 
Because of these advantages, companies are actively conducting brand collaboration marketing.  

Since a few years ago, not only brand collaboration between similar categories but also between non-
similar categories with broken boundaries have become a trend in market of the Republic of Korea,, 
which have become an effective marketing tool for brands as well as an essential strategy. Previously, the 
same industry, celebrities, artists, and characters were the main targets of collaboration, but the object 
and form of collaboration have gradually evolved amid rapidly changing trends and intensifying market 
competition. Collaboration, which was mainly conducted in the fashion industry, is now being conducted 
in various fields, including food, games, finance, automobiles, airline and hotels, and among them brand 
collaboration between very familiar brands to consumers or cooperation between completely different 
fields of products, which is brand collaboration between non-similar categories is gaining popularity. One 
of the reasons for the increased popularity is that it is an effective marketing tool that can stimulate the 
purchase needs of Millennials and Generation Z, the center of fashion and trends. They want a brand that 
gives them a unique feeling. In addition, they have a big influence on the consumer industry because they 
consume fun elements of products, share their experiences on social networks, and share not only their 
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purchase power but also their consumption experiences quickly in a short period of time through SNS 
channels [5, 6] 

Among collaboration products that are gaining popularity in all areas, why are unique and 
individualistic brand collaboration products between non-similar categories popular like this? And how 
does perceived novelty ∙ perceived fit depending on the type of collaboration of product categories affect 
product attitude? This study sought to identify two paths (novelty and fit) of the impact of brand 
collaboration type on product attitude and the moderating effect of age that affects the path. 
 
2. Literature review and hypotheses 
 
2.1. Collaboration 
 

In an uncertain, confused and rapidly changing environment, companies are motivated to cooperate 
with each other [7], and more and more brands are offering a single product or carrying out cooperative 
activity through interconnection [3]. This is because a strategic alliance reduces high development costs, 
reduces the risk depending on product introductions, and provides access to internal capabilities that you 
do not have [7].  A new type of organization is emerging with rapid changes in technology, scarce 
resources, and increased interdependence of organizations.  Collaboration between organizations is a 
process of interacting through negotiations and as a process involving the interaction of shared norms 
and mutual interests in a relationship, it is a higher level of collective action than cooperation or 
coordination [8]. The dictionary definition of “Collaboration” refers to a situation in which two or more 
people work together to create or achieve the same thing, and in a business sense the act of creating or 
achieving something in cooperation with another person or organization [9]. Looking into the 
researchers' academic definitions, a well-defined relationship in which two or more organizations benefit 
each other to achieve common goals, and this relationship includes mutual authority and responsibility 
for success, sharing resources and rewards and promises for joint responsibility [10].  
 
2.2. Novelty 
 

The dictionary meaning of novelty is new and unusual characteristic, something interesting that has 
never been experienced before, new and unusual experiences and events. In other words, novelty is 
something new and interesting. [11, 12]. Looking at the researchers' definition, it can be explained by 
differences in perception of past experience and reality[13], and the study of consumer behavior suggests 
that the pursuit of novelty is a desire for new stimulation and experience and is related to the inclination 
to buy new products[14]. The novelty is studied in various fields, in the field of tourism, novelty is 
described as a concept contrasting with familiarity or boredom caused by repeated stimuli and it consists 
of thrill, change from daily life, relaxation of boredom, and dimension of surprise [15]. In addition, novelty 
is said to be the basic motivation to move for tourists to find new experiences [16]. In the study of 
psychology, novelty is the key to understanding a complex level of motivation in humans, and it is 
explained as an impulse to escape from monotony and boredom and move on to a new form of 
stimulation. And, active efforts to pursue new experiences and understand them are the basis of various 
activities [17]. Novelty in marketing research creates interest when new products are encountered, which 
means a positive emotional experience and interest is the consumer's motive for preferring novelty, 
improving consumer assessment and purchase intention [18]. Because recognition memory is better 
remembered for new or unusual items than non-novel items, it plays an important role in memory [19].  

 
2.3. Fit 
 

Regarding the expansion of the brand, 'perceived fit' is a subject that has been studied a lot and has 
still been studied continuously in various fields. In brand expansion, as for the original brand and the 
extended brand, the relationship between positive quality image for the original brand and brand 
expansion evaluation was strong only when there was a fit between the two product classes. Fit and 
Similarity between product categories have a positive effect on product attitudes [20]. The brand fit 
awareness and the product fit awareness have a significant impact on product attitudes even in brand 
alliances [7], and fit of product, fit of brand and new product brand fit have a positive impact on new co-
branded products [21]. consumer risk perception is low and reliability and expected utility are increased 
when brand associations are continually consistent [22].  
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2.3.1 Similarity between product categories 
 

In order to understand many new products, existing products and services in the market, consumers 
classify and interpret this information and use it categorically. These consumer categories can be defined 
as a set of consumer-related events, such as products, services, brands, or marketing [23]. Determining a 
brand association is often based on brand-wide similarities using attributes that represent product 
categories. Therefore, a link can be made by linking the brand, using a common attribute (i.e., a shared 
attribute) between brands [24]. In the existing brand expansion study, the concept of similarity between 
products is an important basis for determining the cognitive fit of the brand and its scalability, and the 
perceived fit of consumers for extended products is measured as a function of product similarity 
determination[25].  

Putting the above together, the following hypotheses are established regarding perceived novelty ∙ 
perceived fit and product attitude according to brand collaboration types.  
 
Hypothesis 1: Novelty will be perceived more in Brand Collaboration between non-similar brand 
categories than similar ones.  
Hypothesis 2: Fit will be perceived more in Brand Collaboration between similar categories than non-
similar ones. 
Hypothesis 3: Perceived Novelty will have a positive effect on Product Attitudes. 
Hypothesis 4: Perceived Fit will have a positive effect on Product Attitudes.   
 
2.4. Millennials and generation Z  
 

For Millennials, which has been gaining attention worldwide, showing great influence in consumer 
behavior and Generation Z, the leading consumer group of the future, the U.S. research firm 'Pew 
Research Center' classified Millennials into generations born between 1981 and 1996 and Generation Z 
into generations born between 1997 and 2012 [26]. The Millennials in characteristics, also known as 
Generation Y, do not like stereotypes and want to be treated as a unique individual. Also, while the 
previous generation was responsive to marketing, the Millennials want to interact with the brand, co-
participate in the product and participate in the brand experience. They are a curious, open generation 
looking for a brand that give off a unique feeling [5, 27]. The Millennials tends to appreciate the efforts in 
multicultural marketing, so many brands continue to make attempts to appeal to them through a message 
of cultural diversity [28]. American educator Marc Prensky named a generation familiar with digital 
devices ‘Digital Natives.’ They are generations who think and act differently from the past. They prefer 
images over text [29]. Generation Z in the next generation characteristics, shows loyalty to companies 
that aspire to Novelty and experience, have significant consumption power both online and offline, and 
offer personalized experience, limited edition products and unique products to realize the value of 
Generation Z, according to Criteo's 'Gen Z Report'. They cited 'UNIQUE' the most frequently used word to 
describe themselves and expressed their willingness to spend more for unique products that help define 
themselves [6, 30]. The thing that Millennials and Generation Z have in common is that they are all 
attracted to something like new and unique products or brands [5, 6]  

Therefore, although the impact of perceived novelty on product attitude will not have a significant 
impact on those in their 30s or older, it is expected to be moderated by people in 10s and 20s (Millennials, 
Generation Z), and the following hypotheses are set up. 
Hypothesis 5: The effect of Perceived Novelty on Product Attitude will be moderated by Age. 
 
3. Research model 
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Based on the theoretical background and prior research we discussed earlier, we wanted to find out 
the differences in the degree to which novelty ∙ fit is perceived respectively depending on brand 
collaboration types(similar category vs. non-similar category), and to check the impact of perceived 
novelty ∙ fit on product attitudes respectively. Also, in anticipating that relation between perceived 
novelty and product attitude are moderated by age (10s ~ 20s vs. 30s or older), the research model was 
set up as shown in [Figure 1] below. 
 

Figure 
1 

Research model 
 
4. Method 
 
4.1.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Pre-survey and develop stimulants 
 

Prior to this experiment, the brands to be used in the comparative study of brand collaboration 
between similar categories and non-similar categories for the development of stimulants were selected 
through a preliminary survey. 
In this research, we wanted to increase reliability with perception through brand experience by using real 
brands rather than virtual ones. About 25 surveys were collected online and offline, and based on these, 
‘FILA’ and ‘UNIQLO’ were selected as collaborative brands between similar categories, ‘FILA’ and ‘Oreo 
O’z’ of POST, a cereal brand were finally selected as collaborative brands between non-similar categories. 
Before the selected brand was used as a stimulant, the familiarity and preference between the two brands 
for each type of collaboration were compared to measure whether the brand selection was appropriate, 
and the result was confirmed that there was no difference between the two. In addition, the collaboration 
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product line to be used for stimulants consists of stimulants, such as FILA→ sneakers, UNIQLO→ clothes 
and Oreo O’z→ serials, which can represent each selected brand. 
 
4.2. Experimental design 
 

Each of the two brands to be presented in the brand collaboration type (similar category vs. non-
similar category) of stimulants was designed as follows, so that they can be tested at an equal location. 
The experimental groups consisted of 4 groups [brand collaboration type between similar category: 
brand A(FILA) × brand B(UNIQLO), adversely brand B(UNIQLO) × brand A(FILA) / brand collaboration 
type between non-similar category: brand A(FILA) × brand C(Oreo O’z), adversely brand C(Oreo O’z) × 
brand A(FILA)] in brand collaboration type which is an independent variable, so a total of four types of 
questionnaires were produced. T-test tests were conducted to compare familiarity and preference 
between the two collaborative brands, and it is confirmed that both of all are found to have no difference 
between the two and be suitable for selecting stimulants. All measurement items applied to the 
questionnaire were partially modified and finally applied to the purpose of measurement of this study, 
based on those used in previous prior studies. 
 
4.3. Experimental procedure 
 

This study is about 'brand collaboration marketing' in the Korean market and surveyed Korean 
consumers. There is a total of four types of questionnaires. Questionnaires were produced and distributed 
and collected for about four weeks from October 22, 2018 to November 19, 2018. The questionnaires 
were written by the self-written method in which respondents took a look and filled out the 
questionnaire themselves, with a total of 268 questionnaires collected online and offline, and a total of 
250 questionnaires were used in the final analysis, except for unfaithful or inappropriate responses(18). 
For the empirical analysis the data is analyzed by using the statistical program SPSS 22 and the sample 
characteristics of the survey respondents were examined through frequency analysis. In addition, 
through a factorial analysis to determine whether variables measuring the same concept are grouped into 
the same factors, how accurately the concept to be measured was measured was figured out. Internal 
consistency was verified by measuring Cronbach's Alpha coefficient through reliability analysis, and t-test 
and univariate analysis (ANOVA) and regression analysis were used for the analysis. 
 
4.4. Characteristic of a sample 
 

A total of 250 respondents were surveyed, and in terms of sample characteristics, the gender 
distribution was 48.4% and 51.6% for men and women, respectively and in age distribution, those in 
their 20s were the most  at 43.2% and 23.6% for 40s and older, 18.4% for teenagers, and 14.8% for 30s in 
order. This was used in the analysis of this study, divided into Millennials ∙ Generation Z 10s and 20s(154 
people_61.6%) vs. 30s and older(96 people_38.4%) and especially the research focused on the current 
main consumer base, so the proportion of survey respondents is higher in 10s and 20s than in 30s and 
older. The distribution by academic background was 18% for under high school graduate, teenagers, 32.8% 
for college, 26.8% for college graduate, 14% for high school graduates, teenagers, 32.8% for university 
student, 26.8% for college graduates, 14% for graduates and graduate graduates, and the distribution by 
occupation was the largest with 51.2% of students. 

 
5. Hypothesis tests 
 
5.1. Test of hypothesis 1, 2 
 

T-test tests were conducted to compare the average of the two groups and determine the degree of 
perception of Perceived Novelty and Perceived Fit according to brand collaboration types.  

Step 1: The analysis result by setting the brand collaboration type (similar category vs. non-similar 
categories) as an independent variable and the Perceived Novelty as a dependent variable is as shown in 
[Table1]. With Msimilar category=4.42, Mnon-similar category=5.25, t=-5.62, p<0.05, the Novelty is perceived higher 
for them between non-similar categories than for collaboration products between similar ones. thus, 
hypothesis 1 was supported. 
 
Table1 Brand collaboration on type perceived novelty 



1217 |YU-KYUNG YIM                                                                    The Effect Of Fit And Novelty According To Brand Collaboration On Prodeuct 

Attitude: The Moderating Effect Of Age  

Independent Variable 
(Brand Collaboration Type) 

Dependent 
Variable 

M N SD t p 

Similar Category 
Perceived 
Novelty 

4.42 143 1.27 

-5.62 .00 

Non-Similar Category 5.25 107 .98 

 
Step 2: In the test of hypothesis 2, t-test analysis was performed on brand collaboration types as 

independent variables and Perceived Fit as dependent variables, and the results are as shown in [Table2]. 
With Msimilar category =3.95, Mnon-similar category =2.97, t=5.76, p<.0.05, t=5.76 and p<0.05, Fit was perceived 
higher for them between similar categories than for collaboration products between non-similar ones.  
Therefore, hypothesis 2 was supported. 
 
Table2 Brand collaboration type on perceived fit 

Independent Variable 
(Brand Collaboration Type) 

Dependent 
Variable 

M N SD t p 

Similar Category 

Perceived Fit 

3.95 143 1.31 

5.76 .00 

Non-Similar Category 2.97 107 1.35 

 
5.2. Test of hypothesis 3, 4 
 

Step 1: For the test of hypothesis 3 that perceived novelty would have positive effects on product 
attitudes, the perceived novelty was set as an independent variable and the product attitude as a 
dependent variable and the regression analysis was performed. In the case of product attitude, as shown 
in [Table 3] below, perceived novelty is shown to have a positive effect on product attitudes. So, 
hypothesis 3 was supported (t=14.30, p<0.05). 
 
Table3 Perceived novelty on product attitude 

Independent Variable 
Dependent 
Variable 

SE β t p 

Perceived Novelty Product Attitude .05 .67 14.30 .00 

 
Step 2: In order to test hypothesis 4 that perceived fit would have a positive effect on the product 

attitude, the Perceived Fit was set as an independent variable and the product attitude as a dependent 
variable and the regression analysis was performed. As shown in [Table 4] below, for product attitudes, 
the Perceived Fit was shown to have a positive effect on product attitude. So, hypothesis 4 was supported 
(t=9.62, p<0.05). 
 
 
Table 4 Perceived fit on product attitude 

Independent Variable 
Dependent 
Variable 

SE β t p 

Perceived Fit Product Attitude .05 .52 9.62 .00 
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5.3. Test of hypothesis 5 
 

Step 1: univariate analysis was conducted to test the moderating effect of age (10s ~ 20s vs. 30s or 
older) in hypothesis 5. Test of hypothesis 5 the results of the analysis by selecting the Perceived Novelty 
as an independent variable, the age as a moderator variable, and the product attitude as a dependent 
variable are as follows [Table 5] and [Table 6]. The average age of product attitudes was higher for those 
in 10s and 20s than in 30s and older, and significance probabilities corresponding to perceived novelty ∙ 
age ∙ perceived novelty and age interactions(Perceived Novelty* Age) are p<0.05, and the Age acts as the 
moderator variable in the relationship between Perceived Novelty and Product Attitudes. Therefore, 
hypothesis 5 was supported. 
 
Table 5 Descriptive statistics 

Age 
Dependent 
Variable 

N M SD 

under 30 
(10s ~ 20s) 

Product 
Attitude 

154 4.45 1.40 

30s or older 96 4.11 1.20 

 
 
Table 6 Moderating effect of age 

Independent 
Variable 

Dependent 
Variable 

Sum of Squares DF 
Mean 
Square  

F p 

Perceived 
Novelty (A) 

Product Attitude 

183.75 1 183.75 188.79 .000 

Age (B) 4.41 1 4.41 4.53 .034 

A*B 5.60 1 5.60 5.75 .017 

 
Step 2: t-test was conducted to compare the average Age between Perceived Novelty [high Novelty, 

low Novelty] and Product Attitudes.  The results of the analysis are the same as [Table 7] and [ Figure 2], 
and in the case of high Perceived Novelty the effect on product attitudes is m=4.77 in 30s or older, and 
m=5.24 in 10s and 20s, so it is found that Perceived Novelty has a greater positive effect on Product 
Attitudes when they are 10s and 20s than 30s or older. (t=1.82, p<0.1) 
 
Table 7 Moderating effect of age 

Perceived   
Novelty 

Age 
Dependent 
Variable 

M N SD t p 

High 

10s~20s 

Product Attitude 

5.24 64 1.25 

1.82 0.07 
30s or older 4.77 35 1.17 

Low 

10s~20s 3.20 42 1.16 

-0.36 0.72 

30s or older 3.28 40 0.97 
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Figure 2 Moderating effect of age  
 
 
 
 
 
6. Conclusion, discussion and implications 
 
6.1 Conclusion 
 

By this study I wanted to check the effect of perceived Novelty ∙ perceived Fit on product attitude 
according to brand collaboration type and whether the relationship is moderated by age, and the results 
are as follows. 1) Perceived Novelty of brand collaboration type was perceived higher in collaboration 
between non-similar categories than in collaboration between similar ones, and perceived Fit was 
perceived higher in collaboration between similar categories than collaboration between non-similar 
ones. 2) Perceived Novelty ∙ perceived Fit had a positive effect on product attitude respectively. 3) The 
relationship between perceived Novelty and Product Attitude was moderated by Age (10s~20s vs. 30s or 
older). In other words, the effect of perceived Novelty on Product Attitudes for non-similar categories 
collaboration was found to be greater in the 10s and 20s than in the 30s and older age groups. Brand 
collaboration is a viable strategy that extends the brand's value from functional level to emotional and 
self-expressed level [31], and has a positive effect on product attitudes because it conforms to the 
characteristics of the new generation, Millennials and Generation Z. In other words, the new generation is 
attracted to new things, like products or brands that can be expressed as unique individuals and wants to 
buy these products. Also, results related to perceived fit confirmed once again that perceived fit  
according to brand collaboration between similar categories had a positive effect on product attitudes, 
just like the existing prior study that fit and similarity between product categories have a positive effect 
on product attitudes [20]. 

 
6.2 Discussion and implications 
 

Based on the analysis results, this study suggests that: the greatest implication of the study is that the 
relationship between the variable called "novelty" and various variables, which has not been addressed 
much in the field of collaboration, has been established. The research result that the characteristics and 
consumption trends of Millennials and Generation Z who prefer unique, original and creative products 
are reflected and they feel different and interesting about products by highly perceived Novelty in 
collaboration between non-similar categories and consequently have a positive attitude toward products 
will be practically helpful in the future brand marketing field. In addition, when conducting collaborative 
marketing targeting consumers in 30s or older, it may be more effective to implement collaborative 
marketing that reflects it, rather than blindly following the current trend of brand collaboration between 
non-similar categories, as shown in the study, since they have a more positive attitude toward brand 
collaboration products between similar categories. Since the questionnaire of this study was collected 
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through the responses of consumers in Republic of Korea, it is thought that additional national studies 
would help with overseas marketing strategies. This is because we will be able to carry out successful 
marketing strategies when collaborating with foreign brands or when domestic brands make inroads into 
foreign markets, if we can identify the consumption characteristics of Millennials and Generation Z by 
country. It is hoped that more diverse collaborative marketing and research related to MZ generation 
(Millennials & generation Z) will continue in the future. 
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