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Abstract: In the global economy led by the Fourth Industrial Revolution (4IR), innovation is taking place in all fields around 
the keywords of Internet and digital. It is changing from an information society to a precisely connected network society. The 
knowledge and skills that have been accumulated over the years are becoming the basis for creating new values and 
competitiveness on companies. These movements have a great influence on a company's marketing strategy and core 

competencies. With a new paradigm, brand expansion strategies are rapidly emerging from value-oriented and consumer-

oriented management. Global companies should have a deep understanding of the new corporate management direction of 
comprehensive brand strategy management. In the era of the 4th industrial revolution, companies are constantly required to 
change a paradigm suitable for environmental changes. In a business environment that values network based on the Fourth 
Industrial Revolution, the satisfaction of various consumers should be achieved by considering individuality and cultural value 
rather than the nature of the product. A company with core competencies and marketing expansion strategies that share with 
consumers in real time will succeed. Therefore, it is possible to define the factors of the external environment of the company 

and suggest a strategic paradigm for brand expansion strategies and core competencies in the era of the 4IR. Based on empirical 
research, the implications for companies in this era of the 4th industrial revolution and the measures to secure core competencies 
were analyzed together. For the empirical analysis of the collected data, basic statistics were conducted using SPSS 22.0, and 
hypothesis testing was performed using the Smart PLS 2.0 statistical package. The results can be summarized as follows. First, 
industrial competitiveness had a significant influence on brand expansion strategies. Second, environmental uncertainty had a 
significant influence effect on brand expansion strategies. Third, the technology structure had a significant influence on brand 

expansion strategies. Fourth, brand expansion strategies had a significant influence effect on core competencies. In conclusion, 
we draw implications on the effects of the external environmental factors on brand expansion strategies and core competencies 
in the Fourth Industrial Revolution. 

Keywords: Industrial competitiveness, Environmental uncertainty, Technology structure, Brand expansion strategy, Core 
competence 

 

1. Introduction  

The Fourth Industrial Revolution has gone beyond the industrialization of the manufacturing industry, starting 

with Industry 4.0 in Germany. It is the technology that hyper-connectivity and AI will bring, and the industries 

triggered by those technologies. The Fourth Industrial Revolution refers to major industrial, economic, and social 

changes and its meaning has been expanded [1]. These changes have already begun in a wide variety of areas, 

including robotics, finance, manufacturing, personal assistants, and content. 

In the era of the 4IR, the competitive environment is progressing with the rapid development of convergence 

technology and a global competitive landscape based on technology platforms. Marketing strategies and core 

competencies among global companies to preoccupy business competitiveness from the development stage of 

next-generation technologies are becoming essential requirements for company survival. With the development of 

the network, global competition and sustainable growth of companies are emerging as the biggest issues. 

The industrial revolution is showing a very fast pace in the development and commercialization of advanced 

technologies. Therefore, effective brand strategy and key direction are the main tasks for industrial development 

in enterprises. 

Furthermore, global companies are progressing industrial development centered on 5G Internet and artificial 

intelligence based on innovation-led development strategies. With the aim of creating new growth engines based 

on 5G infrastructure and creating an industrial ecosystem, 4IR is revitalizing the e-commerce, internet, and 

financial industries by combining cloud computers, big data, and IoT with manufacturing. It is focusing on R&D 

and commercialization of artificial intelligence linked to robots, wearable devices, unmanned systems, and future 

cars. 

Korean companies are also very willing to continuously promote global exports by fostering new industries 

related to the 4th industrial revolution such as artificial intelligence, 5G, and future cars [2]. It can be further 

activated only when the core competencies of companies and the related systems and investment environment for 

fostering the ICT industry, which is the core of the 4IR, develop together. 

The Internet of Things, artificial intelligence, and mixed reality are realized through platform technology. It 

will provide opportunities for the upgrading of existing industries, the convergence between industries, and the 

creation of new industries. Artificial intelligence based on the IoT will provide user accessibility and expandability 

of service space. The Fourth Industrial Revolution is combined with more human-friendly and immersive interface 
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technologies and content technologies. Things that are difficult for a person to realize will be made possible in 

technology. The Internet of Things, where everything is connected, is not driven by operators that produce or sell 

things. Operators who manage user access to objects or to intelligence and services will take the initiative. Portals, 

telecoms, or cloud platform companies with global markets are likely to be the main characters. Representatively, 

GE transforms its business structure from a manufacturing company to a data and analytical company, with varying 

performance. This re-structuring of global companies shows insights into the future industrial society. Data 

produced from various objects will be shared, providing an open government of business and social actors. Armed 

with a variety of user-friendly analytical tools, many citizen analysts will produce and sell creative content and 

quality data based on increased user accessibility. 

This paper studies the influence of external environmental factors of the Fourth Industrial Revolution on brand 

expansion strategies and core competencies. To this end, the background literature on external environmental 

factors, brand expansion strategies, and core competencies were reviewed along with empirical studies focused on 

companies leading the Fourth Industrial Revolution. Industrial competitiveness, environmental uncertainty, and 

technology structure were set as external environmental factors. We conducted a questionnaire survey that targeted 

managers and practitioners related to companies implementing the Fourth Industrial Revolution. For the empirical 

analysis of collected data, basic statistics were performed using SPSS 22.0, and hypothesis testing was performed 

using the Smart PLS 2.0 statistical package. 

The purpose of this study is summarized as follows. First, the impact of external environmental factors on brand 

expansion strategies was examined. Second, we examined the impact of brand expansion strategies on core 

competencies. Third, based on the results of the empirical analysis, implications for external environmental factors, 

brand expansion strategies, and core competencies in Fourth Industrial Revolution companies were derived.  

2. Theoretical Background 

2.1 External Environment 

In various studies, external environmental factors were considered as important variables such as technology 

volatility, industrial competition intensity, and market growth. Technological volatility and industrial 

competitiveness were found to have a significant impact on the business performance of a company. International 

experience, company size, marketing strategy, and differentiation advantages also partially influence business 

performance. An important component of uncertainty in the external environment is a change in the environment. 

The primary reasons for the uncertainty in the environment are the diversity of the environment and the fierce 

competition. 

Industrial competitiveness: A representative study on industrial structure and competitiveness examines the 

regional economic structure and industrial relations using regional industry association analysis [3]. Research to 

derive regional leading and strategic industries is dominated. The regional industry-related analysis has a limitation 

in that it has not been able to directly grasp the exact contribution to the relevant industry and regional economic 

growth. In addition, principal component analysis is used to diagnose the possibility of forming a cluster linkage 

system at the level of the regional economy. There is a method to analyse the interrelationship of the related 

structure of the leading and strategic industries. There is also a method of examining industrial competitiveness 

based on three evaluation criteria: productivity, robustness, and innovation. 

In many cases, the industrial structure is analysed catering on the manufacturing industry, which has a high 

proportion of the economy. It is trying to find out which industries are relatively competitive among the 

manufacturing industries through comparison of the industrial structure. It is an analysis method of location 

quotient used to define the regional base/main manufacturing industry including the regional growth rate analysis, 

which is an analysis methodology to determine the contribution of industries to regional growth and their relative 

competitiveness. Based on these analysis results, it is possible to confirm the contribution to regional growth by 

each industry and to identify industries with relatively competitive competitiveness. 

Industrial competitiveness can be defined at the level of countries, industries, companies, products, etc., 

depending on the target of interest. In terms of determinants, it can be defined in terms of price, non-price, 

technology, quality, and export [4]. The concept of competitiveness is a concept corresponding to competitive 

advantage. Originally, it was used as a concept to evaluate a company's management capability and performance 

at a micro level. Later, the scope of discussion and analysis expanded to the national level. The meaning and 

usefulness of each concept approach, and the interrelationships between them, are not clearly summarized. 

Accordingly, it is pointed out that the method of defining the competitiveness of the comprehensive concept as an 

indicator is too fictitious. Industrial competitiveness is also very diverse in concepts and approaches. An industry 

experiences a process of survival or extinction in the domestic and international markets depending on the level of 

competitiveness of many companies constituting the industry. Therefore, industrial competitiveness is the overall 

capability of the industry. Industrial competitiveness can be defined as the ability to maintain a market position 

superior to competitors if a specific industry in the global market acquires a certain level of profit and promotes 

continuous growth [5]. The ultimate purpose of industrial competitiveness analysis is to identify the outcome and 

cause of competitiveness in the marketplace. 

The Industrial Competitiveness Analysis Methodology two mainstreams are as follows. First, M. Porter's 

diamond model is a model that combines traditional economics and business theories. The determinants of 
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competitiveness inside and outside the company were systematized according to four interrelated factors 

(elemental conditions, related and supported industries, demand conditions, and internal factors). It emphasizes 

the balance of components and considers the differences in national development stages or historical and cultural 

characteristics. This industrial competitiveness analysis model is based on the diamond model and the concept of 

the value chain. It is characterized by conducting quantitative or qualitative analysis of competitiveness in the 

context of changes in the global economic environment and industrial structure. Second, there is a competitive 

analysis model targeting local industries. The degree of industrial competitiveness is judged based on the degree 

to which a specific industry contributes to regional growth in a region [6]. It is differentiated from M. Porter's 

competitiveness analysis model in that it conducts empirical analysis based on regional economic analysis 

techniques. If a particular industry in a region made a high contribution to economic growth in that region, that 

industry is evaluated as having a comparative advantage in that region over other regions. Regional economic 

analysis methods that evaluated the competitiveness of industries based on this concept include shift-share analysis 

and lag analysis of regional growth rates. 

In this study, the degree of industrial competition is defined as accelerating the introduction of technology for a 

competitive advantage in an industry. In previous studies, the degree of industrial competition was found to be an 

important factor in the introduction of information technology. The introduction of new technologies to survive 

competition from other companies will ease the barriers to entry into the industry. Industry competition pressures 

accelerate the corporate adoption of information systems. The degree of industrial competition, social pressure, 

and the introduction of technology by other firms all have a positive effect on the introduction of new technologies 

[7]. 

Environmental uncertainty is the change in the uncertainty of technology, industrial environment, and market 

and customer needs. Environmental uncertainty is being studied as an important external environmental factor. It 

cannot accurately predict changes in the company's external environment. Environmental factors such as short 

product life cycles, changing customer preferences and technological changes are unclear. The greater the 

environmental uncertainty, the more complex and changing the environment becomes.  

Market change is an important environmental factor that affects the business strategy of a company. In a market 

environment where competition is accelerating and policy uncertainty increases, the survival of a company 

depends on the company's rapid response. The environmental uncertainty factor, which means such a situation, is 

a term that includes a multidimensional concept. It is used in various ways according to the research purpose or 

approach. 

Environmental uncertainty is classified into static and dynamic, simplicity and complexity standards in terms 

of information uncertainty [8]. In terms of resource dependence, it can be divided into a favourable environment 

and a hostile environment. It can be said that companies in a hostile market environment face greater uncertainty. 

These companies should reduce their dependence on resources and strengthen their controls to improve 

management performance. For businesses that are very sensitive to changes in the market environment, changes 

in customer demands and corporate competition strategies have a great influence. Environmental uncertainty is 

divided into internal and external environmental uncertainties. Internal environmental uncertainty is divided into 

seller uncertainty and technical uncertainty. External environmental uncertainty is subdivided into customer 

uncertainty and competitor uncertainty. 

From the perspective of a company's response to environmental changes, sources of uncertainty can be found 

in the external environment. And environmental uncertainty can be explained using dynamics, complexity, and 

abundance. Dynamics are mainly decision-making factors such as changes in customer preferences, changes in 

competitor strategies, changes in products and services, and changes in demand. It also includes the concept of 

instability of marketing factors. Complexity is a concept similar to diversity and includes the diversity of customer 

needs, the complexity of the product and service development process, and the complexity of the distribution chain 

and sales channels. Abundance is a concept of the resources needed to grow a business. 

In the face of high uncertainty, companies need to be able to accurately predict environmental changes and 

respond flexibly to such changes to improve their performance. The external environment in which a company 

does business affects its innovation capacity. Companies are more interested in the innovative part of technology 

innovation when the business environment is unstable and confusing. Environmental uncertainty has a positive 

effect on the relationship between organizational structure and organizational innovation and the adoption of new 

technologies. Uncertainty in demand increases the motivation for an organization to introduce new technologies 

[9]. High uncertainty speeds up demand for technology change and adoption. Companies in uncertain 

environments will be highly motivated to adopt supply chain technologies to manage such environments and 

improve information sharing with other companies. 

The definition of technology is to understand innovation around the economic performance of technology [10]. 

Technology is the creation of new products and services or creating new markets by changing markets, 

organizations, products, and production processes. Various factors related to product production are newly 

combined to create a completely new product or change in production technology. These technologies include new 

products or services that aid in the development of technical knowledge in an environment surrounding technical 

knowledge. Ideas, action plans, and actions can be broadly understood. Factors that affect technical performance 
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can be divided into internal and external competency factors. The internal competency factors include managerial 

characteristics, organizational structure and general characteristics, and strategies of the organization. The 

competency factor outside the organization is the close interaction around the company. 

As the external environment of a company, an important factor that broadly affects not only the company's 

management activities but also technology innovation is the characteristics and changes of the technology 

environment [11]. Technology is a practical and concrete technique that is connected with the means of production 

of a company. It is a combination of the knowledge and equipment required to produce a product. These 

technologies become a source of competitive advantage through corporate R&D and innovation activities. 

Therefore, companies must actively embrace technological changes in the external environment to develop 

technologies for effective new product development and production. It is necessary to transform the technological 

change actively accepted into the skills and knowledge required by the company. By using it to implement 

technological innovation, it can continuously secure a competitive advantage. 

Technology structure means that a company has the technical resources and foundation necessary to operate 

technology. Whether the new technology to be introduced fits well with the technology already implemented in 

the organization is an important element of the technical characteristics. Innovative technologies are cumulative. 

The technology existing in the organization becomes an important technology base by introducing new technology. 

The technology or application to be introduced may have a wealth of experience in the technology involved, or a 

solid infrastructure will show a higher capacity for technological innovation [12]. The successful organizational 

adoption of new technologies requires the ability to create sufficient infrastructure. New technologies carry risks, 

so companies need to have a solid technical infrastructure to decrease these risks. 

2.2 Brand Expansion Strategy 

The concept of brand extension is to use an existing brand or parent brand recognized by consumers in the 

marketing field. This is to reduce marketing costs and increase consumer awareness and purchase rates. As such 

brand expansion attracted attention as a strategic means of many companies, retail companies also began to 

implement various brand expansions. The most representative of the theories that support the traditional concept 

of brand expansion is the categorization theory. According to this theory, when a consumer evaluates an extended 

branded product, a consumer evaluates a specific object based on similarity and correspondence with the parent 

brand. When evaluating a brand-extended product, the product characteristics of the parent brand, brand 

association, brand affinity, and knowledge are considered and evaluated comprehensively. The more favourable 

the evaluation of the brand extension product is, the more positive attitude toward the brand extension product is 

formed. However, as the modern retail environment becomes more complex and more dynamic, the categorization 

theory has limitations in providing the basis for expanding the brand of retailers. 

Brand expansion strategy can reduce advertising and public relations costs. In addition, there is an advantage 

that can increase the awareness of new products [13]. Brand expansion strategy is less risky than launching a new 

brand from a corporate standpoint. Since it can induce positive consumer reactions, many companies try to improve 

their business areas and sales through brand expansion. The most frequently used form of expansion by companies 

when expanding a brand can be divided into line expansion, which expands to new products within the same 

product category, and category expansion, which expands to other product lines. When a company's personal brand 

is expanded, the brand expansion using the parent brand, or the attributes or functions of existing products are 

changed. The approach of brand expansion strategy shown in most previous studies is focused on brand expansion 

from the perspective of manufacturers. However, in the case of private brands, the distribution company has the 

authority to own and design the distribution channels. Therefore, before classifying the type of brand extension 

based on product, it is necessary to make decisions about the distribution channel. 

In the recent research, when establishing a brand expansion strategy in the retail industry, a different perspective 

from the existing approach is needed [14]. It is important to prioritize retail brand expansion based on customer or 

market rather than product basis. Accordingly, the type of expansion for distribution channels is classified before 

the type of product expansion. In the retail industry, distribution channels mean sales stores, so channel expansion 

is regarded as horizontal market expansion. The expansion of the retail distribution channel is based on similarity 

with the parent brand, and the product expansion is usually based on product attributes. 

The concept of brand extension is to use existing or parent brands recognized by consumers in the field of 

marketing. It aims to reduce marketing costs and increase high consumer awareness and purchase rate. As brand 

expansion has attracted attention as a strategic means for many companies, retail companies have begun to 

implement various brand expansions. The most representative of the theories supporting the traditional concept of 

brand extension is categorization theory.  

Consumers evaluate extended branded products based on their similarity and correspondence with the parent 

brand. Brand extension product evaluation is judged comprehensively based on the characteristics of the parent 

brand, brand association, brand appeal, and knowledge. The more favorable the evaluation of brand extension 

products, the more positive the attitude toward brand extension products. The concept of brand extension can be 

defined in various ways and from a variety of perspectives, and there are various types of brand extensions [15]. 

The formation of positive attitudes towards extended products by consumers is of paramount importance to the 

perceived similarity between the parent brand and the extended products. A brand expansion strategy has the 
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advantage of reducing advertising and promotion costs and improving the awareness of new products. A brand 

expansion strategy is less risky than launching a new brand from a corporate viewpoint. Many companies try to 

improve their business area and sales through brand expansion because they can induce a positive consumer 

response [16]. When developing a brand expansion strategy in retail, a different perspective from traditional 

approaches is needed. Rather than categorizing retail brand extensions on a product basis, it is first necessary to 

categorize them by customer or market. 

2.3 Core Competence 

Companies need comprehensive capabilities, including cutting-edge technology, internal technology and know-

how, to maintain and develop corporate competitiveness. The internal capacity of the company is important to 

maximize the ability of the members of the organization. Core competencies are important for corporate 

management, strategic industrial infrastructures, strategic alliances and networks, and companies cannot preempt 

a competitive advantage without them [17]. A company's core competencies are achieved by interacting with 

human, technical and knowledge resources that can be applied in new areas. Core competence refers to the ability 

of a company to effectively combine the resources it possesses and to use them productively. Core competencies 

that can lead to new opportunities should be strategized through pre-development. Core competencies are the 

knowledge or know-how to effectively deploy and utilize management resources. Companies establish and execute 

strategies with the efficient combination of unique tangible and intangible capabilities and resources. The 

intellectual, technical, and human resources that the core competency can apply to new areas are achieved through 

interaction. The core competencies that create new opportunities should be continuously developed. Product 

innovation and business model innovation are both based on core competencies as future means of competition. 

Companies should strive to strategically select and foster core competencies. The traits that core competencies 

must possess should have the potential to reach a wide variety of markets, and the benefits from them should be 

recognizable to consumers and difficult for competitors to follow [18]. Core competence should be presented as 

an approach that applies to all employees and needs to be looked at from a variety of resource perspectives. 

A company's core competencies are the resources and competencies that a company possesses, becoming a 

fundamental source of superiority in competitive strategies. It is a theoretical framework for analyzing the growth 

of a company in a dynamic environment. Among various theories explaining the competitiveness of a company, it 

has been emphasized from a resource-based perspective. The core competency of a company is the ability to 

effectively perform the process of delivering and delivering value to customers. It is the ability or process to make 

a company perform better than its competitors. In addition, core competencies play a root role that can be the basis 

for competitiveness of various businesses operated by the company from the past to the present. It is the company's 

ability to allocate or change resources to improve productivity or to achieve strategic goals. Core competencies 

can increase value to customers or appear in a more efficient way in the process of delivering that value. This 

ability can be defined as the ability of a company to enter a new industry [19]. 

Product innovation and business model innovation are both based on core competencies as future means of 

competition. Companies should strive to strategically select and foster core competencies. Core competence, thus, 

refers to the ability of a company to effectively combine the resources it possesses and to use them productively. 

The traits that core competencies must possess should have the potential to reach a wide variety of markets. 

Benefits from core competencies should be recognizable to consumers and difficult for competitors to follow [20]. 

It should be presented as an approach that applies to all employees and needs to be looked at from a variety of 

resource perspectives. 

3. Research Design 

3.1 Research Model 

This study empirically measured and analyzed how external environmental factors influence core competencies 

through brand expansion strategies in the Fourth Industrial Revolution. External environmental factors were 

divided into industrial competitiveness, environmental uncertainty, and technology structure based on previous 

research. Thus, the model shown in [Figure 1] was obtained. 

 

  
Fig. 1 Research model 

3.2 Research Hypothesis 
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There are many studies on external environmental factors and strategies. However, research on the Fourth 

Industrial Revolution is rare. The definition of external environmental factors varies among researchers, and this 

study defines them as industrial competitiveness, environmental uncertainty, and technology structure. The 

following hypotheses were set. 

Hypothesis H1: In the Fourth Industrial Revolution, external environmental factors will affect brand expansion 

strategies. 

    Hypothesis H1-1: Industrial competitiveness will affect brand expansion strategies. 

    Hypothesis H1-2: Environmental uncertainty will affect brand expansion strategies. 

    Hypothesis H1-3: The technology structure will affect brand expansion strategies. 

The more favorable the evaluation of brand extension products, the more positive the attitude towards brand 

extension products [8]. Core competencies are knowledge or know-how to effectively deploy and utilize 

management resources. Companies establish and execute strategies through the efficient combination of unique 

tangible and intangible capabilities and resources. There are many studies on brand expansion strategies and core 

competence. The hypothesis below was set. 

Hypothesis H2; In the fourth industrial revolution, brand expansion strategies will affect the core competence. 

3.3 Empirical Analysis And Results 

3.3.1 Data Collection And Sample Characteristics: A total of 255 relevant managers and practitioners 

participated in the survey. The survey was conducted for 30 days starting June 15, 2018. A total of 270 copies 

were distributed, and 255 faithful responses were used for the empirical analysis of the hypothesis test. The ratio 

of males and females were 69% and 31%, respectively. Most respondents were in their 30s with 38%. Employment 

was the highest in big data analytics with 33%. Monthly average income was 1.5 ~ 1.99 million won at 33%. 

Academic achievement was highest with college graduates at 51%. 

3.3.2 Data Analysis Method: Reliability analysis and validity analysis were conducted for the internal 

consistency of the questionnaire used. Fundamentally, reliability is Cronbach's Alpha 0.7 or higher. Feasibility is 

divided into intensive validity and discriminant validity. Concentration validity checks the factor loading, 

compositional reliability (CR)s, and variance extraction index (AVE) of each factor. In general, the factor loading 

value is 0.6 or more, configuration reliability value is 0.7 or more, and variance extraction index value is 0.5 or 

more. There was no problem with discriminant validity since the square root value of the variance extraction index 

is compared with the correlation coefficient. In Table 1, reliability and concentration validity are not a problem. 

Table 2 shows that there is no problem in discriminant validity. 

Table I. Reliability and Internal Consistency 

Variables 
Factor 

loading 
C. R. Cronbach α AVE 

External 

Environment 

Industrial Competitiveness 

0.783 

0.897 0.827 0.745 0.930 

0.832 

Environmental Uncertainty 

0.858 

0.887 0.829 0.664 
0.846 

0.689 

0.853 

Technology Structure 

0.901 

0.882 0.806 0.882 0.806 

0.824 

Brand Expansion Strategy 

0.841 

0.821 0.779 0.607 0.659 

0.824 

Core competency 

0.783 

0.886 0.809 0.724 0.930 

0.832 

Table II. Correlation and Discriminant Validity 

Variables AVE 1 2 3 4 5 

Industrial Competitiveness 0.745 0.863     

Environmental Uncertainty 0.664 0.233 0.814    

Technology Structure 0.882 0.158 0.182 0.939   

Brand Expansion Strategy 0.607 0.678 0.648 0.478 0.779  

Core Competence 0.724 0.269 0.231 0.179 0.591 0.850 
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3.3.3 Verification of the Research Model: For structural model analysis, Smart PLS 2.0, which is a partial 

differential method, was used. Path coefficients, hypothesis tests, and coefficients of determination (R2) were 

derived. If the R2 value is 0.26 or more, the goodness of fit is high. If the value of R2 is 0.26 to 0.13, it can be 

expressed as middle, and if it is less than 0.13, it is low. The component value can be evaluated as high with brand 

expansion strategy (0.807) and core competence (0.350). 

 

  
Fig. 2 The results of research model 

The model analysis results are as follows. Hypothesis H1-1 is statistically significant (β=0.520, t=11.143, 

p<0.05) at the 95% significance level. Therefore, hypothesis H1-1 was adopted. Industrial competitiveness is 

concerned with brand expansion strategies. The stronger the industrial competition, the more the brand wants to 

expand. Industrial competitiveness means that there are many competitors, competition in major product markets, 

risk factors from outside, and difficulty in cost competition. Hypothesis H1-2 is statistically significant (β=0.471, 

t=7.556, p<0.05) at the 95% significance level. Therefore, hypothesis H1-2 was adopted. Environmental 

uncertainty means that brand expansion strategies are important. The more the environment changes, the more a 

company wants to expand their brand. Environmental uncertainty refers to the degree of environmental 

predictability, the sudden change of the environment, the taste of customers, and the launch of new products. 

Hypothesis H1-3 is statistically significant (β=0.310, t=5.381, p<0.05) at the 95% significance level. Therefore, 

hypothesis H1-3 was adopted. The technology structure is concerned with brand expansion strategies. The higher 

the skill level, the more a company wants to expand their brand. The technology structure refers to the degree of 

technological change and the difficulty of predicting technological change. 

Hypothesis H2 is statistically significant (β=0.512, t=9.903, p<0.05) at the 95% significance level. Therefore, 

hypothesis H2 was adopted. Brand expansion strategies focus on core competencies. The better the brand 

expansion strategies, the more it affects the core competencies of the company. Brand expansion strategies refers 

to the expansion of existing product brands, the expansion of new product brands, and advertisements to inform 

people about the brand. Core competencies refer to the technical resources, human resources, and brand resources 

of a company. 

Table III.  Hypotheses Testing Results  

Hypotheses Path Coefficient(β) t-value Result 

H1-1; Industrial competitiveness -> Brand expansion 

strategy 
0.520 11.143 Accept 

H1-2; Environmental uncertainty -> Brand expansion 

strategy 
0.471 7.556 Accept 

H1-3; Technology structure -> Brand expansion strategy 0.310 5.381 Accept 

H2W; Brand expansion strategy -> Core competencies 0.512 9.903 Accept 

t=1.97** (p<0.05) 

4. Conclusion 

In the Fourth Industrial Revolution, external environmental factors were carried out in the empirical analysis 

on brand expansion strategies and core competencies. The existing literature was compiled to derive industrial 

competitiveness, environmental uncertainty, and technical structure as external environmental factors. Based on 

the existing research, a research model was established, and empirical studies were conducted using Smart PLS 

2.0, a partial differential structural equation, to test the hypothesis.  
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A summary of the empirical analysis of this study is as follows. First, the hypothesis that “industrial competition 

intensity will affect brand expansion strategies” was adopted. Second, the hypothesis that “environmental 

uncertainty will affect brand expansion strategies” was adopted. Third, the hypothesis that “technology structure 

will affect brand expansion strategies” was adopted. Fourth, the hypothesis that “brand expansion strategies will 

affect core competencies” was adopted.  

The implications of this study are as follows. First, commercial competitiveness, environmental uncertainty, 

and technology structure, which are factors of the corporate environment, influence brand expansion strategies. 

This means that a brand expansion strategy is necessary for companies to settle in the Fourth Industrial Revolution. 

In order to cope with the development trends and demands of the times, a brand expansion strategy is needed. 

Since the environment and technology are changing at a rapid pace, constant monitoring is needed to cope with 

the changes. Competitive brand expansion strategies are essential to understand the Fourth Industrial Revolution 

and actively respond to environmental changes. Second, brand expansion strategies affect core competencies. This 

suggests that a brand expansion strategy is an important factor for core competencies today. Therefore, in the 

Fourth Industrial Revolution, companies should enhance their core competencies and increase their 

competitiveness in accordance with the direct management environment. With various strategies in place, it means 

that companies should strive to secure competitive advantage in a changing environment. In the Fourth Industrial 

Revolution, the external environmental factors of a company directly affect its core competencies through a brand 

expansion strategy. Therefore, companies need to study various strategies. Although this study aimed at brand 

expansion strategies, it is necessary to study various strategies. The implication of this study is to use a brand 

expansion strategy with an external management environment as a leading variable to increase core competencies. 
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