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Study on Brand Extension Evaluation of Consumer Preference and
Brand Concept : Focused on Similarity
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Abstract This study is to verify the effect of similarity of expanded-product, brand concepts of parent-brands and
implicit theory of customers on the brand-extension evaluation, in order to reduce the risk of brand extension. First,
this research documents how the similarity between the parent-brands and expanded-products affect brand-extension
evaluations as a main effect variable. Second, this study examines the moderating effect of the brand concepts of
parent-brands on the brand-extension evaluation. Third, this research documents how implicit theories regarding
personality affect consumer evaluations about the brand-extension. The study assumes and tests that consumers in the
group of incremental theorists are more accepting of brand-extensions than consumers in the group of entity theorists.
The result figures out the implicit theory customers has some moderating effect on the evaluations, yet the direction
of the effects is contrary to expectations.

Key Words : Brand Concept, Brand Extensions, Evaluating Brand Extensions, Implicit Theory, Perceived Similarity
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E Bi=o] B0 #gk 7|E Aol o, Bd=
o 3t A4 oju] A BAE o] FEFS WA E )
& BAES 54 QAR AnrbEC] Al dis) 2t
A 9= AT 2, RS FAR AFL AREA, Al
A QS o) ek Bile A ojnx|e] AL
ARE AN g, A 3ok, A A, A4 5ol
23, % AT Fol dow, ol AL AE g
Zenlate] =7ol| whel 24 Bal=d B3k Brpr) get
Z1eH7]

BAHE oA 7 wol EEE dYshE B
Bl A E 7he] A7k B4 AP 9] ot
[2. e 8ol A FAM (similarity) & ‘291 2p7F 8
FAFo] Bd=e} AAFE T2 AFEY SR A
Zehs AR 6] Ras Foa W 7F A
g A7tz B HlEe] X9} AAS YA FLR
HolA71= aHAbe] Aol ‘Ao 2AT fAM
(feature-based similarity)’©] & 8.3+ 9&& svpe= A&

YA TH3I.

e AYPATEN BAE 3gS Frlshe 7)E
H7Hevaluations), 43 He(judgement of fit), 2
Zol AZHtotal thoughts), #7424 W FAA A7
(positive or negative thoughts), ZgH4d = Bzt
o3k A ZH(thoughts of inconsistency of fit) 3} 2ol
2] 7FA] Sl A AA A8, & 7)ol whE EHgA]
Fo] ol digk A7t thdsiA K= gk

o
=2

[Table 1] Measurement Items for Brand Extensions of
Consumers' Accepting Attitude

Measurement Items| Concept Previous
Research
(D Conformity ~ between  the
. . Produc i
Perceived Fit oduct Categories [9l

(@ Fit Images between the Parent
Brand and Extended Brand

(D The Overall Assessment of the

Brand [2]

Negative or Positive Thoughts

. Potential Purchase a Extended
Purchase Intention [10]
Product

Brand Preference

0®
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[Fig. 2] Research Model
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[Table 2] Characteristics of the Variable

<3st7] sl 2014 9

74L& [Table 2]

Respondent Similar Non-Similar

Characteristics Extension Extension Total %
Gender
Male 70 8 148 495
Female 71 80 151 50.5
Job
Student 31 A 113 378
Employee 93 64 157 525
Self Employed 7 3 10 33
Housewife 5 1 6 20
Unemployed 2 1 3 1.0
Other 3 7 10 3.3
Age
10's 1 1 2 0.7
20's 69 115 134 615
30's 61 3H 9% 321
40's 9 6 15 50
Over H0's 1 1 2 0.7
Parent Product-related Knowledge
High 38 4 82 214
Middle 84 90 174 582
Low 19 24 43 144
Extended Product Knowledge
High 6 8 84 281
Middle 62 74 136 455
Low 73 6 79 264

Total 141 158 299 100
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ATz ShA, SRS A B AFe] HH o] <ok
o2 FAE AAF 3k 2njAte] BLE 457
SEds At B4, & Bz 344 98 3§
T BAE ] FaeluA & AFet e g BisY
AAE EA B s 7ALE EAIES] o] n A9}
A AFstAt AR, SEAFEC] AlFE 71419} olH]
g gAst & A gk $9S 2 Aa
A= 37 &, O MY 954 Aeks SAs] 9
AL @& Bdc @ 7 Bds] FQAF et &
i, @ FAFE g FAM AE H7kel F8E =l
] :

AP Rs oy £24(General Linear Model
Univariate Analysis : GLM Analysis)& $33t51
(Table 3 #%).

[Table 3] Variable for GLM Analysis

Variable |Values| Factors Descnpnon of Measure
Variables
Extension | .. . Non .
P2 Type Similar Similar Binary
py | Brand e olic | Functional | Bin
Independent ’ Concept | v ary
Variable M Implicit Entity |Incremental Bin
Theory | Theorists | Theorists ay
. Perceived . .
S Similarity High Low Binary
Dependent T Accepting B B 71:;;: I:t
Variable Attitude N
Scale

TE %’4{5& EW = 74§o}‘235}(Table 4 F=x).
& Aol 7] EEATEdA olv] HEol
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[Table 4] Characteristics of the Variable

Division Measured Variables %U:::i;n:f (JArl(th;ac(I;;
Accepting Attitude 4 0.85
Similar Implicit Theory 3 0.66
Extension Brand Concept 2 0.87
Perceived Similarity 2 0.7
Accepting Attitude 4 0.7
Non-Similar Implicit Theory 3 0.67
Extension Brand Concept 2 0.83
Perceived Similarity 2 0.34
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I BAE Ao mE Bale Y 97te Aol EA
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A, 7H 222 AP E AT Table 8 =)

avlate] B Yol e Bl
3 71 39) 79, AiRle] QHEA AR §3 2n)ae)
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[Table 5] Result of Factor Analysis

S UehiA 5 skl Itk(B=-0.31, t=-0.52, p=0.61).
2hA, 7Hd 3-12 7124E Atk Table 10 %)

L, 2l 5 g O B
sk, ] FAEREe] 79, A ERHM=329)7h A E
ZHM=3.15)°ll

ua Bale S48 urh FHA0E 37
stgou), BAHOR fel5t Aol7k sk & 4 gk
(F:2 21, p=0.11). wWebAl, 7Hd 3-2& 717}= Itk Table

zlz)
anlAe] 5A g Bas A4 45ae B
Aol ws) 7 AEe A3, fAe] A, nAE 7
W3t HlAe] FRA 4G BE feld 454 L)
2 UehiA £ a9 e, v A 49, &
WAl A A WL GRORE % S
ERIA % el B Axlahe] AE gl A §
oJ%k #AE Yehla QIthF=379, p=0.03). T3 1] &
AEPge] 79, R g nAE A4 5723
AE Avum, sbaedst 494 Hasel 49, §
AXoz  fojst #FAE YERATHE=146, t=2.26,
p=0.03). 54 ATHE sy, 753 BA=9
Al AS JPHEARM=2.8)7F T AHEA}
(M=253)0ll Hlate] FAH SR Fogh AolE HolH

(F=379, p=0.03), B&l= 23S wo] Hrlsldrt. whet
A, 7 3+ Aoz Y= ATHTable 12 F=).

= Bun
T

Concept Items . . Factor Loading . Commonality
Perceived Fit 1 | Brand Preference | Purchase Intention
Perceived Fitl 0.87 - - 0.96
Evaluating Brand Perceived Fit2 0.73 - - 0.9
Extension Brand Preference - 0.85 - 091
Purchase Intention - - 0.90 1.00
Eigen_value 1.56 1.16 114 -
The Cumulative Variance Rate(%) 38.87 67.91 96.33 -
. Factor Loading . .
Concept fTtems Implicit Theory Perceived Similarity Commonality
Ml 0.84 0.71
Consumer’s M2 0.84 0.71
Pr‘;;fmg M3 063 040
S's Characteristic - 094 0.88
S’s Image - 094 0.89
Eigen_value 1.82 177 -
The Cumulative Variance Rate(%) 36.43 71.86 -

[Table 6] Evaluating Brand Extension of the Similarity between the Parent Brand and Extended Products

. . Number of Standard Significant
Variable Extension Type Samples Average Deviation F Probability
Similarity between the Parent Brand Similar Extension 141 449 119 i3 0000
and Extended Products Non-Similar Extension 158 322 147 ) '

1059
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[Table 7] Evaluating Brand Extension of the Brand Concept

. i . Number of Standard Significant
Extension Type Brand Concept Samples Average Deviation F Probability
Similar Extension Symbolic 74 468 1.22
Pimiar Batensio Functional 67 1% L4 L 0001
Non-Similar Extension Symbolic & 381 141 ‘ ‘
DI BN Functional 76 254 1.22
[Table 8] For Brand Extension, Evaluating Brand Extension of the Brand Concept
. ) y . Number of Standard Significant
Extension Type Variable Brand Concept Samples Average Deviation B t Probability
Symbolic 74 468 1.22
Similar Extension prand Concept of thq - -0.61 -0.73 047
Parent Brand Functional 67 4.28 1.14
Non-Similar  [Brand Concept of thq____Symbolic 8 s 141 :
. 1.78 381 0.000
Extension Parent Brand Functional 6 254 122
[Table 9] Evaluating Brand Extension of the Consumer’s Implicit Theory
IO T Number of . Standard Significant
Extension Type Implicit Theory Samples Average Deviation F Probability
Entity Theorists 67 456 123
Similar Extension
Incremental Theorists 33 4.38 1.32
445 0.04
Entity Theorists 64 315 1.49
Non-Similar Extension
Incremental Theorists 44 3.29 1.52

[Table 10] For a Similar Extension, Evaluating Brand Extension of the Implicit Preference of the Consumer

. s Number of Standard Significant
Variable Customer’s Preference Samples Average Deviation F P B t Probability
. Entity Theorists 67 456 1.23 _
Implicit Theory 335 0.04 -0.31 -052 0.61
Incremental Theorists 33 4.38 1.32
[Table 11] For a Non-Similar Extension, Evaluating Brand Extension of the Implicit Theory
. . .. Number of Standard Significant
Extension Type Implicit Theory Samples Average Deviation F Probability
Entity Theorists 64 315 1.49
Non-Similar Extension 221 0.11
Incremental Theorists 44 3.29 152
[Table 12] For a Non-Similar Extension, Interaction between Implicit Theory and Brand Concept
. .. ) ’ Standard Significant
Variable Brand Concept Implicit Theory Average Deviation F p B t Probability
. Entity Theorists 383 153
Symbolic I | Theori 363 14
~Simila ncrementa eorists { .
Non-Similar ' , 379 | 003 | 146 | 2% 003
Extension Entity Theorists 253 116
Functional
Incremental Theorists 2.88 145
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