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The Corporation's Adding Attribute Strategy
considering Brand Typicality

June-Hee Na

Department of Business Administration, Korea University

The positive effect of adding attrubute strategy is that the perceived value of both product and
brand can be increased by adding new attributes. This study is focused on showing how to
both the added attribute's innovativeness and brand typicality have influences on consumers'
perceived value. It also studied about presenting the product price to consumers is how to have
influences on consumers' purchasing intention in a strategic scope. Following are the major
findings: The first finding is that the high-typicality brand's perceived value of the added
attribute is higher than the perceive value of the brand with low-typicality. Another finding is
that regardless of typicality the low-price presentation strategy is more effective pricing strategy
in case of adding continuously innovated attributes. However, in case of adding discontinuously
innovated attrbutes, the consumers' purchasing intention takes different pricing according to the
brand typicality. Consequently, the brand with high-typicality is effective in presenting the
low-price presentation strategy and the low-typicality brand is effective in presenting the

high-price presentation strategy.

keywords : adding attributes, innovativeness, brand typicaliry, perceived value, purchase intention, pricing
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