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ABSTRACT 

 

The main purpose of this study is to explore the moderating effect of variety 

seeking on the relationship between attitude toward the parent brand and attitude toward 

the co-brand. The study used the experiment design including a pretest and final 

experiment, and fictitious sports MP3 as the co-branded product. The purpose of pretest 

is to select 9 core brands (3 MP3 brands and 3 sports brands). The usable samples for 

the pretest consisted of 30 participants. The final experiment design used descriptive 

paragraphs stating the fictitious situation, and a scanned picture of MP3 to manipulate 

independent variables. The experiment was 3 (MP3 player brands: Samsung, Sony, 

Apple) ×3 (sports brands: Adidas, Nike, Puma) between-subjects factor design. Each 

experimental treatment of between-subjects factor design was assigned to 30 college 

students. The data were provided by 243 students. The results indicated that attitude 

toward the parent brands positively affected attitude toward the co-brand. In addition, 

comparing to consumers with lower variety seeking, attitude toward the parent brands 

more positively affects attitude toward the co-brand for the consumers with the higher 

variety seeking. . This study discusses the implication for the theory and practices, and 

suggestions for the future study.  

 

Key Words: attitude toward the parent brand, attitude toward the co-brand, variety            

seeking. 
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