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ABSTRACT

This study examines gender effects on consumer attitude towards co-branded products
resulting from the integration of high-tech and luxury features. These products are named co-
branded products with high-tech and luxury features (CHLs). Based on the ABC (Affect, Behavior,
and Cognition) model of attitudes, this study explores how gender drives the success of CHLs.
The empirical results show that both male and female consumers show their high concerns about
product fit of co-branded products. Female consumers pay more attention to brand fit of co-
branded products than male consumers. In terms of strong attitude toward high-tech products,
male consumers’ attitude toward behavior (recommendation to buy CHLSs) is higher than that of
female consumers. Relatively, with regards to attitude toward luxury brands, female consumers
who have a strong attitude toward luxury brands express strong motivation to recommend CHLs.
The results may direct marketing managers of co-branded products in establishing integrated

long-term market strategies to promote co-branded products.
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