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ABSTRACT

Noveltechnologiescanextendabrandandusherinanewageofdigitalconfluence.Thestudyextends
TAMby examining information content as an antecedent toPEOUandPUand themoderating
influencesofpriorknowledgeandparentbrandmemoryinearlyadoptiondecisions.Potentialuser
attitudestowardsnoveltechnological-brand-extensionsarecaptivetotheinformationcontentthat
noveltechnologicalbrand-extensionsoffer.Whileinformationcontenttriggersuserawareness,the
pathfromawarenesstoadoptionintentionhasnotreceivedmuchscrutiny.Insurfacingtheadoption
intentionprocesstriggeredbyinformationcontent,wealsoinvestigatetherolesofpriorknowledge
ofsimilarproductsandparentbrandmemoryasmoderatinginfluencesthatguidehowinformation
content(aspersuasiveappeal)issubsequentlytranslatedintouseradoptionbehavior.
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INTROdUCTION1

Significanteffortshavebeenmadeoverthepasttwodecadesinexplaininguserbehaviorsurrounding
brandextensions(Reast&Brand,2003;Park,Milberg&Lawson,1991;Keller&Aaker,1992).Brand
extensionisdefinedasthe“useofestablishedbrandnamestoenternewproductcategoriesorclasses”
(Keller&Aaker,1992;Czellar,2003).Brandextensionsembodyinnovationsandenhancementsof
theparentbrandaimedatcateringtoadifferentusersegmentormarket.Technologybrandextensions
rangefromincrementalextensionssuchasacode-sourceviewerforGoogleChromeoriPadProfor
AppletoradicalbrandextensionssuchasOculusVRheadsetforFacebookandAppleWatchfor
Apple.Giventhatradicalbrandextensionsincreaselearningcosts,technologydesignersandbusiness
managersneedtoensurethatpotentialusershaveasmoothercognitivetransitioninadoptingthe
radicaltechnologybrandextension.
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Thisissueisparticularlyacuteforradicaltechnologybrandextensionsmainlybecauseradical
brandextensionsintechnologyintroduceproducts,services,andfeaturesthataredecidedlynovelin
orientationandaction.Inthatregard,theuser’sassessmentandattitudeoftheradicallyinnovative
brand extension are captive to the information content within the advertisement of the radical
technology-brand-extension. This information content becomes the human immersion elements
ofdetachment, realism,andpersonification identifiedasbeingcrucialduringe-sellingactivities
(Parvinen,Oinas-Kukkonen&Kaptein,2015).

Withmorefeaturesandfunctionalitiesbundledtogether, technologicalcomplexity israpidly
growing.Whatmustcompaniesdo toensure that theyconvey the featuresandfunctionalities to
positivelyshapeuserbeliefsabout theirnewtechnologyproductsandservices?Inacompetitive
environment,theopportunitycostsoffailingtodelivertodelivertherightmixofcontentabouta
productcanpotentiallyleadtohighopportunitycosts.NicolajsenandScheeper(2008)studiedweb-
basedmediaandcommunicationacrossgeographicallydispersedprojectsmembers.Theirfindings
highlighthowmedianeedstobeconfiguredtodeliverandcommunicatecontent.

Inthepast50years,userresearchhasfocusedonunderstandingtheextenttowhichvarious
aspectsofusinginformationcontentanddeliveryforpersuasivelyappealtoandinfluencetheformation
offavorableattitudes.Thequestionis,towhatextentdoestheinformationcontent(aspersuasive
appeals)conveyaspectsofconvenienceandfunctionalitytodriveuserattitudestowardtechnology
brand extensions? In addition, because of the greater complexity of technology products versus
non-technologyproducts,userpriorknowledgeisacriticalparameterinshapingafavorableattitude
towardtechnologyproducts.Furthermore,apartfrompriorknowledge,Morrin(1999)mentionsthat
parentbrandmemoryretrievalprocessesinfluencebrandextensions.Anegativeparentbrandmemory
couldharmandweakentheassociationbetweentheparentbrandandthebrandextension.Thus,
investigatinghowparentbrandmemoryinfluencesattitudesremainscrucialtowardsunderstanding
theadoptioncalculus.Thisresearchextendsourbodyofknowledgeonhowpotentialusers,when
facedwitharadicaltechnologyextension,appeartorelyontheirpriorproductknowledgeandhow
theirbeliefsareshapedbytheparentbrand.Thisjuxtapositionofconceptualperspectivesaddstoa
moretheoreticallyandempiricallydiverseunderstandingoftechnologyadoptionbehavior.

BACKGROUNd ANd RESEARCH HyPOTHESES

Attitude Theory, TRA, and TAM
Technology Acceptance Model (TAM) (Davis, 1989) is a well-established model of potential
users’attitudestowardtechnologyproductsareshapedbyaspectsofconvenience(easeofuse)and
functionality(usefulness).Thequestionis,whatantecedentfactorsinfluencethedegreeofperceived
EOUandU?TAMreferstothesefactorsas“externalvariables.”Davis,BagozziandWarshaw(1989)
mentionsomeoftheexternalvariablesthatcandirectlychangethepotentialuser’sperceptionof
EOUandUoftheproduct.InTAM,thesevariablesrangefromobjectivedesigncharacteristicsof
asystemtotraininganddocumentation(Davis,1986;Davisetal.,1989;Szajna,1996;Venkatesh,
Morris,Davis&Davis,2003;Wu&Wang,2005).While the researchonexternalvariables for
TAMis rich, thevariablesconsideredarecaptive to systemoruser-specificattributes.Yet, ina
competitiveenvironmentbesetwithrivalandalternativebrands,initialbeliefandattitudeformation
oftenhingesonhowpotentialusersreacttoabrandextensionbeforeencounteringitinperson.The
mostcommonwaypotentialusersareexposedtoabrandextensionex-anteisthroughinformation
content.Unfortunately,thereislittleevidenceofresearchconsideringtheroleofinformationcontent
asanexternalvariableinshapingbeliefsandattitudesrelatedtotechnologyproducts.Inthatvein,
technologybrandextensionsmustuseinformationcontenteffectivelytopromotepersuasiveappeal
andconveythesemultifacetedaspectsasamechanismtobuildpositiveuserattitudestowardthe
targetbrandextension.
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