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BA=sge bgde A" 99 FollME desHor gdtstA A7 HaEo] sid o
Aoz, H AFE HT 1 T8N 857 F538taL = PL(Private Label) #l| 3o
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PB(Private Brand) <+ PL(Private Label)
ozt EElE §EQA BAsE Ax2gA
BH=(NB; National Brand)$} ®1l¥ =
NI g2A, FEAA7E AFS SAHoR
T AxdAet At AEd H, s

AFel FEHA BA=S 24X 2419

A1) =2 vk, 2) A
o 3) FEgAe dg =2 A=
59 ol ujio] wE Hx== st
tH(Kumar and Steenkamp, 2007). =
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PLol #gt Mg AFES HAHEWY, HA,
upAE A BolR A A F(Vaidyanathan
and Aggarwal, 2000), A9z} o] H(Secunda,
1994), 7}4 742K (Sinha and Batra, 1999), PL
o] ok (Halstead and Ward, 1995)% 72
< AR FA AFEe] ddT =4, FE
AA(EFS Ao 2HE & AT7ER =4
at=dl, Az A ke #A(Verhoef, Nijssen
and Sloot, 2002), A¥ A % (Kumar and
Steenkamp, 2007) &3k AFEo] RE
ol AA, 2vA} FE HH AT =
PLel thdt El%=(Jin and Suh, 2005, De
Wulf, Odekerken—Schroder, Goedertier and
Van Ossel, 2005)2} Fmie]=(Jin and Suh,
2005; Sinha and Batra, 1999)el #3F <7}
Ao wixjEto 2 a1 fofol| A= PLY}
NBe| #x |} #HHE A (Karray and
Zaccour, 2006)& ZrolE 4= 9l
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PL A&9 =2 AGAAGES AFE o] PL A& EAS ulg T
ofdel Sl E Be #AS I AT w2 g @4 AR PL A= 3
g, PLell #3F A= olv] 19601 o 5-H Foz ols ks Galo] PL A Eo] =
AlzEs o] H2hA] ] R Ean Astehole] <Z 2> Fa1)
<E 1> = F2 HEERIF PL HME2| &Y H|SsE

T ojntE &=y FvhE FHRE GSvHE

2006 6.4% 15.2% 12.0% 5.9% 3.9%

2007 8.9% 20.0% 13.0% 8.5% 6.1%

200873 5+7] 13% 22.8% 17.0% 7.6% 8.2%
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Fd L @9]% :llZ:(structure)E.L %
%

=
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>J

d(Tripartite Model)’©] thE 2
de g Fx7} <A (cognition), #F
(affect), 352X (conation)ZF= 374 &
=2 785 dv= FEeltH(Rosenberg
and Hovland, 1960). ¢1714 <1A]&, tij4tol

el zta ol= Azhs ofwiske, e
Aol disl 7 s A S B A
S omEth mpAEe R o)A
&, didel disl 2A =eve Bes
gt AbEE el ofstdl 99 37 24
7b Hee] FAesRA B g g
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T AES SI7F T
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Response Model)(Brock, 1967)3 t}&A
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Sl ofa)A sl Aeldm giek Aae
Fol A eI Q= EM oE golE A
Anw b 2 & el 5 o
EEEC IR zw% Zr3 7)) el ate]

+ Zl(Moorman, Deshpande and Zaltman,
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1993), A iAol FHAAQ AT A A W
slAA ol &3] QRAFHE Abe A W =
o] &} (Morgan and Hunt, 1994), && 4+
o] dEel g 7tie}t STt sH R

Z49]3P7]E
1990). &= o& HolE+=
3 AogEAM  AFF
(credibility) ¥ % ¢](benevolence)dll 7 3}<]
GAE Zta 7170 Al Al oEss Ao
2} 3l HDoney and Cannon, 1997). ©7]
/\1 /\]ﬁo]a} 7;]]/\}%4 T olxHel HitE
= ou|st
ttl, o1 @9lo
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o #AHMS ZHe= AL v tHDoney and
Cannon 1997; Ganesan 1994).
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4s Ura e

3}9tH Anderson and Narus,
Az o] AL 7]

gigel AlE

o

= B odlo o 2 bu
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o of W ox o

St AAA AFE dro] AdRa 9l

(McAllister, 199; Rempel, Holmes and Zanna,

1985, Rempel, Ross and Holmes, 2001).
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o] Ao 2H& $FE 7] X8 (Ganesan,
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7] g8 w=#@eE B4 EU(Morgan and
Hunt, 1994), =4 %=Berry, 1995)°] 9IS
= Rs gl Atk Enk olygt
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20l A AoAA A==
Bl ete] #AAlo] FAFARN FEFS WA=
Ao 2 YeRdtHAaker, 1997; Fournier, 1993).

=, 7 A7E AEEY e A
HaE gRE A4 Y 2 PS5 94%19}
#HE FAoz ol I AAV HEE °
nstAY EjEe] A Eojol dh= o] A

g F o] Z(Theory of Reasoned Action)el
A3 tH(Fishbein, 1978). wela] ZH A=
of tigt AFE REA= dig ARk
BEe sgAQ s vE Aot o4

ox 2

2] 238 (Expectation  Disconfirmation
Mode) o2 AW =3 JdvH(Churchill and
Suprenant, 1982; Oliver, 1980; Woodruff,
Cadotte, and Jenkins, 1983). ©]& w9
#e AFES AYRY, 1SS 27HA )

O o] AR UASS & F A
(Ch1ou and Droge, 2006; Bitner and
Hubbert, 1994; Jones and Suh, 2000). =
A, 44 WE:(attribute  satisfaction) &%,
ol /ME AF 2 Aujzol thghk 1A A
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(Aaker and Keller, 1990).
Aol A= olefgh H=sde] A
elo =2

et 2e 8QES ANSE 9

F(Dacin and Smith,
UH](Boush and Loken,
191), ol Bal==} Fho] F4do] AdXA
(Dacin and Smith, 1994), o]x B & =372]
FAMY(Dawar and Anderson, 1994), -FAk
A3t BFHEE FA 83 (Aaker and Keller,
1990), H#A= Aol AX]4d(Aaker and
Keller, 1990), 874 #l|s%ol gk 29 24
“d(Broniarczyk and Alba, 1994), Z.H =]
47474 7k (Reddy, Holak, and Bhat, 1994),
23449 &3 (Rangaswamy, Burke, and
Oliva, 1993), #o]%= T ¥HKardes and Allen,
1991), A" 3 Reddy et al, 19M) 5%

HEaQos & 4 qh A2 3y

E olgl <G 3> ol AYF F Unk
(Reast, 2005, Volckner and Sattler, 2006).



PLY| EHMELFO| AHIXIEIE DIX|E FBoll &St A7 7

A8 a4

- Brand affect (Fiske and Pavelchak, 1986)

- Parent brand strength and expertise (Reddy et al., 1994)

- Brand specific associations (Maclnnis and Nakamoto, 1990)
- Brand breath (Boush and Loken, 1991)

EEHE=EA - Brand prestige (Park, Millberg and Lawson, 1991)

— Parent quality (Keller and Aaker, 1992)

- Company credibility (Keller and Aaker, 1992)

- Brand extension history (Dacin and Smith, 1994)

- Brand trust (Reast, 2005)

- Sequence of introduction (Keller and Aaker, 1992)
- Category similarity or 'fit’ (Boush and Loken, 1991)
. - Quality consistency (Wenerfelt, 1988)
¢ e - Perceived risk (DelVecchio, 2000)
- Brand extension’s marketing support (Nijssen, 1999)

- Consumer involvement level (Mcwilliam, 1993)

- Brand/category knowledge (Murphy and Medin, 1985)
- Consumer innovativeness (Klink and Smith, 2001)

- Novice or expert status (Broniarczk and Alba, 1994)

A 54

B oATE R §99 Bas #32 BUAES 09w PLASS dx d
BEn Q. A, fEQA md=e PL d), dRE seae 83e dn e 2
AFolehs Wy WFEI BYEF, AHze 2 @ & Ak F PLo] 2w Qe 549
$P oz, FEYA A= /B PLE  FH Aol 54 weluA g
o 4, aYn FEGAS 2AS GE 89l delA AHng HEe sn A9
s4¥ PLES DAE #4go] ol g w54 §EQAE PLY eige A
th £, /1% PLt 338 PLolghs B9 H3tm JeS ¢ 4 Atk J1E AE
S el ARl R g% A4 gl o) s AFHFS s FeolE PL 4
$4L thrad gt A7 AAT Qe Azkeks BRelA ol

EE BT HAT FF AFAAT b BAW, FFHIS F= Aol A
T 47 dad Adel A9E YEAA @ sHAoleks PLY 464 Mo
PLY 59 Aol tEhtbe Bas A R 2l ARRE F % 9
©®, ol J]E PLE 119 sdme #3 2 oItk &A%, 71E9] PL B
NAE AR+ Qrk B ATOIM 58 b EohW, na= gelA PLY A4S #
4 A AMEIT g BAs Bge T AskE, FAD dojrke dde] FhEe
Aol APk A ABNA AFHARel,  FxIThE, 0302 F3H PL R B
2 AT o] Fol AMeIM F R b Fobd 5 vk wpebd B AT PLe
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AA, A= dhksle) 523K Boush, Shipp,
Loken, Gencturk, Crockett, Kennedy, Minshall,
Misurell, Rochford, and Storobel, 1987), &4,
01212 A #4d(Cognitive Consistency Theory)
(Aaker and Keller, 1990), A, W53} o] &
(Categorization Theory)(Aaker and Keller,
1990; Boush and Loken, 1991) o] o]ol 3j
e, olol thal AHr A} gt

2= ARkt Fx3te SgolE T
UgA, o AEg A=o] sdatA =

Xl“P /‘]'a T, o AER A=l W9
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A Fok wkep Algrgo]l ddHA] g
2 e AgEely THAES A v,
AFEEL oAES B A A wE
i wEeth A4 dAds v 9l
= 2 7 0B F daEAg] oEeRE
g o] 2 (Balance Theory)e] it} & o]
£ o™ Jhle] Ayl e degk 1A
AA el A ZAE Atolol ddA Sl
A3t Aolth(Heider, 1958). o] &3k
JAAAAE g 7HS1, Bl 2 Bl e
= el e Zkzte] gk Wk 1)
Mgl eRdel digk ok 2) il H:=
ogell gk 7 3) ERRle] Eim=dl/del
gk J7F SR FAHAUTL TFHolE

o oshH, o] 3t 37FA] QAR A A Freo| A
S st s, ool EAske] &
g PLYl tidk HlE= 7]& PLol sk
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ialxm A AR AE 0
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Fol ojEvar ®a lth(Fiske, 1982
Fiske and Pavelchak, 1986). uw}2}A]
=g ol ARt 7]E BA=TE £3)
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Loken, 1991; Smith and Park, 1992). &3]
i o

oE 9 |

N rlr _1

719d ™ (company name)3} ©]
S Add Xﬂ%%% A8} kgl = ]l

Ry
X
offl
s
oL
o
fr
E
g
)
o
o

- = A
AdATES 23 R o9 o2 F
& Fdl & PL AlFol U B=s 7
mEA=] oigk Beo] os Hojww, th
=% 22 7HAE o= 5 3
« 7F2 5 FEdAlel dE HEs V=S
PLAIZE] gk el A% J&
= 1A Zojtt
« 7Hd 60 FEdAlel hE Hi=s S
PLAFCl i3k Bl S22 dF

& w3 Aol

« 7b 70 71F PLAIEC W grx=
3 PLAIFl digh el 32l
4g&e vA Aot}

2.3. DHAE=Qlo| XMst oAl X|o|

mEd=et g PLYO A g

v i Bx=s FAs=d W$ F
8382 B2 AYgATFE F3 AFHHANS
), ShA ThE Q1A A d¥d B TS o
28 BiME & § doh B Ba=g
T ATE vy, FggE AFel v
B @ g mud=ol BA=shg
Atole] QlAl®El AT (perceived fit)e] ¢

o o3& dFS Tl v (Aaker
and Keller, 1990; Park et al., 1991, Loken
and Roedder, 1993). @?}E%, RE oy
=9} S AF Abolo] =l wAl
HHA o Tsolga & —’F Ak 2H

A5 o8t A Z4E A= FAR

A 22 B A 2SR
ATk 3t THAaker and Keller, 1990;

¥4, a2

Boush and Loken, 1991). &, Z=HH=9}
EM}HEH‘:Q}/] Azt @@E% Azt

Aaker and Keller(1990)
TAMdo] =gt

o Jﬂ:
s

_O|L

ol fE st
[u:
r&
iyl
_&9
1o

Broox
=)
>
Og‘:,"
offt
=2,
&
)
N
=~
ol
2 FU[O
ol
on
£
¥o,
5

Ex
g
O—r—‘
2
™
2
-
EJR
2_
e =

o2 1o
o

A S UL SRS - =)
(N
)

(L A Iy
o 2 2 -

ot
f-_ﬂoﬁ

o
B
o
il
ol
2
2
0,
£
fol
lo
)
2

=
!
ol
o
=2
ST
:?L_‘,
L
o,
SE
r!j
o
L
)
oo

= apole] fAby
9 el Adse



10 2T 163 4%

Hi glow, o JIFHEL v Aty
< dtH(Aaker and Keller, 1990; Vélckner
and Sattler, 2006). & Czellar(2003)= 2
A=sgo] dig Avjxb e #gk A

Jo 1% [T ME
N
o
-
N
o}
P‘E
2
id
o
i=)
td
[z
(%
[
o

7 Aol A

2
-
=2
S~
rir
BN
&
fol
i
=2
1 B
Y
tlo
)
o

o]
AR ok %, &4E pPLe] 2709
BAE Apolo] UEE FAMdel &%
PLe i3t BlZo] mxE ggxkae o

Zolel e = Adnh =, Bo 9
e o

X,
oo
o
v
rlr
ol
rlo
B> oo oo e 80 o o meh o X

)
Jo
>
_0|L
O,
=
FE,
ny)
i,
rlr
td
|z
)
iyl
=
=
S

53], £ d7& PLe BHA= g3
A F 4% &5 PLo| Uit Bx=s
HH A sh=d, 7]E PLo| zZtal e
Ay gl 74 e] B avkEkE HolA
HZbEo] 7FAd =4S wao] Hrtst
A, BAgA0 9eS 2Y F g A

R

u
i)
=
2
N
X
ih
e

getetil Hlo] FAA HEE §A4
A" Relk olHY wAe] 2HS
3T

ol
o

PL A% 9A] PLo|gt= W9
ol A-E3 7149 EAS /1A
A z}el 2= sfjof st} weka %

Bogp 10 e
o
N

o,
dlo

RS = = PR U e R A L

¥

O~
i,
g
-

71 PLARolol mbt A
A wel gadE PLel o

2d Aolet odd & gtk Erk o
7]1& PLel tigk Ei=

o} g9 PLo| zta
¥ PLo| w3t
g} ke = 9tk E
st 7HAe] sl giti=
< ol =4

vholl wheh g
A Zol7] izl
3 2€ PLY
Abstehal kgl
=7}

Z] o]
B

:i; rO{'E
o L
g P %ﬂﬂ
>o}(ﬂ+\‘
W L

ki
=
o2
o

[o
=y
%)

:10:”:,
otk
e
[e]
o ok
o 3
oo g v Eogd

£ o r

2
o H1

s}
o pl of Jm

N
2
O o & do X oM o

RS
=
2,
=

W

w2
o, i

T T
fatt
o

;0(
o
[
o of
i
f
v -f‘; 1 o

rot o

q,
1)
Moy g
o o
:i.ﬂ

J
=
LIE
=t
i ofl
ot

=2

[e3

o3
o Mo i
)
—
2

b}

W of
R o2
rr .

4o rlr
i
2

)

o g
K
)

o
o
:[o
>
o
o
k1
o
v

gy
o
[
N
o
v
N
fiu

o
ro
frox

=2
o =
ko
N
)
1o
Lot
o
i)
s
o
[o

.

)
=
o =
o
-



PLY| HMEZFO| AHIXIEIZO DIX[E STl &2t A7 11

M. o+ &3 4l oL gt lefM = 1 Abel7h gl Aew ueyith

ek 2 dye ASEd oE v

e AR Al g AR AR

R, A ez A2 shethAppendix #3), ¥

Ave o A 2k, 54 f54

R A, AFHEAAZ A2 Q= 71E PL,

ANz EAE 2l 44 PL)o] S5

ZAlSH 2 ER of dt7] wiiel EddWHer sl

o oweb F AT A 54 54

2 9= o] e A 2 Aazes AGEW AE@AAH TREdA)e] g W

Aoz ApAzAES AAs A, A oA olFeHl=d, ool & AT

2o Abd @ oolo gk dmow Ay FAo] fARHAN FREE 37 B E(f

2 AN A A AEL we] F 7 s Aol ek Bi=, 71 PLol|l gk Bk,

= stk 24, A== shugrs w R GEE PLel gk H)e] dis) Ho

F A%e M gs o] mox A A S8 A= oM FFA

Asngith ApdzAl As, AgE g ) ool SFFfor & Jleolv Add]

ZAA e AAEE ASRUE Bn gArS o v},

o] mojE F97F o uskon], AAl A
& HolE st AR mos: Zl

2] = PLY|
St e = H7(+)

<2l 1> o Iy



12 2T 163 4%

2
I
.
é
(|
-
2
R
=
i
o
=
ox d
% o
it

WS Eol7l 98 A=el sl 'HAY
= A= 15709 Hx g destd, 7247}
o] Mol HEAZS 3034 wjF-stit o
T 4415-0] AREA T} s FE Ao, BA
AdetA] & 387 AESHS A
403%-2] A& Ao o] &3kt

ot
)
=t

lo
A
o,
tlo

S

o
i~y

é:-j%oﬂ ESE R RR, zloqé}
40ty o]/ 208%a S ks oA
1] wH(72.2%)°] A OD% 300
1] 7H(35.2 oﬂ} 300%Fd el Al 5007HA
v go] FAFsHA Az, 5008k
218%% A5tk €4
217 o] &35S B A2 49 o]
AA S iEkth 29 o
o] H]&o] 335%, 34 4 o]
o] Hgo] 37.0%E 7HF =S

HN ,H

rlo
fu
o
o
(@]
rlj
r*°

ol r\l o o rﬂ

S
g o r

oo X
0 N

N B

X

= B

bt a1 Lo

( Om'

E o 4

a2t

ol
ol
o
Mo Ao

)

ol
-
oL

£S5 AA st on, 58 o]k wHExte] H]
o

29.5%%5 A3k 3itt.

41 7S K 7|1Z PLO| ciet A=

2 AFoA] 2lF = AAA Al el 734
2 AEE o] Ao E g Q1A A AlF
ATl ko] A 9 AlF =
A7 7ML Y 9, 29, AHd 9

g Aol o] Al Ve AAS o
3ltH(Moorman et al., 1993; Rempel et al.,
1985). 84 Algd A BIAS nte
o= Aol g Fojek #Ale] Gl ¢
af A Aol 7]xg 2 o] th(Rempel
et al.,, 1985).

Al w3

T

riN

2
>
At}
rlr
=
ro
ax
oM,
e}
o,

EAE7] wiEel AxH Aol AAHA Al
2 25 ZAHsAY F ) dHow =
Fatgon g FEAA & dEA
= A%, ¥4, 33, 14 HolE fgk A
H A~ Toz2 FA3th 7]& PLol| uish
e AFHY] AdS B3 7AAAA Al
F 7ol Aol o] ol AAH AF
v ZAsIth 2o EAy 1A 2 9
o AEE 379 gEow FA4h

AA AE Fe AuA7t G

9] w] 5} (Oliver,

ox_]::‘glﬁ\_

A,
=
AN
o
fr
T
-r
2
ju
k1
X0,
E
@)
=3
2
8
o,



PLY| HMEZFO| AHIXIE O DIX|E FBol 22 A7 13

Droge, 2006; Jones and Suh, 2000).
wElA EodAgE wE g A=
A

Aol pAE FE FD L AN
WEzo By FEow

steAehs e @ el e g Al
A dshes Al FEC RS, Rk
AHom fFedAel el nhEdu e 270
o FHS XTI & I FHoE FA¢)
A

nTEA 2, 47
o ZlgA el FHEe 7]E PL(EA
FOXXX)e] FO ds wEdy, v1E
PL(F2743 XXX)o the] dwteoz wt
P ete 379 FES o
PLol digt w528 SAsAch

i3t Ef=
HEs 94, 44, BFelehs 3714
22 FAE0 gom o gl t <
ARl W o] 34 Fe wAgel o
2 Qg %A a7 EFHTHOliver,

1999; Rosenberg and Hovland, 1960).
E AT E Oliver(1999)9] A= o &
Aste], “FEdA A BEs dide] o
Ql

o]

b
2ER

3 AA A FHelAe T, A
SHol Al ARkAD FA, ‘AEHQ S
Aol o] Hix'gl:= #dyE 379 FgHo
= ZAsA

71€ PLol th3k Bl=E F5 A0 3
Hes S4% 309 FE(CFEdAel sl

L Kot [z b
2
o
=
5
i
-
Sy
oift
rlo
ox
13
B
=

44 D=9} ST PLIO| RARY

AT AAE e RH W=l g
PL¥}9] FAME A Zol #3t F3(Aaker and
Keller, 1990; Boush and Loken, 1991)%.=%,

‘mrA=el gy PL(ZEn Y XXX)o] A
W o2 fAbsltal AAX =XV EHE &
o =AsYrt B Ao REA==

QA BASCHHELAS 7 EPLE
AE XXX)elm=z F 279 #Eo=
=s} 3Hge PLAlS] FAS 57

i o

P,L



25U 163 4%

14

1

.60

N = 1

(

_Zrl

Hr

%), 71 PL(AE 1%

3

e 9
bt

S

3

3L

H
ol

1.
g

]
&

g]

TH

s AN

o, o

Ko

A

A A A 524 x4 GFL, RMR, RMSEA

oo

]
(-

o] A

37k Ak

=
[¢)

Aol A

"

=
=

2] NFI

AS SPSS 140 EA#i71#]¢} LISREL

& &8skl

A2 4 AGFI

i;ﬂl»

bt

S

Fgatol 44

=
=

8.30 3H7]4]

N

0
o

250

;g 3}

=
=

WA A

A

1%6==l A

1o} okt Aol AlF A A

S

AN

]
Sy

—_
o

il

KeN
=

o]
2(x* goodness-of-fit index)7} EAAO=Z

= fr

s Ke)
5=

=
=

Alpha)

23} A1 4= (Cronbach’s

3

A En}

1.

q
A == JHGFI = 91, AGFI = 88,

S

X

p = .00), YA

o] FoAX| A &t} <F 4>F

fu
L.

o] AA

i
=

NFI = 92, RMSEA = .061, RMR = .042).

~
;OO

)
—_

o
O

X
_Zfl

714

ki3

Nunnally(1978)7F A A]

L
R

™, o

0
¢
el
ol
pul
™
o

it
No

ol
!

—

el
N

el

Ho

ofp

lan

=]
ERCTIER

a9l

w7 9

AT o2

s}

<=

L

<

21238 IRIEIB X

S| |® ||| % ®B|&

&

=

2

O

=

£ﬁ4333353

o0

AN e

G| TR | E|E
=3 = =

% i " -~

= o N X0
ok ~ o




PLS| HMEZFO| AHIXIEHEO DIX|= gLl 2Bt A7 15

in

=

e wol A, vl
o Az FED @S wol: Arhy

427.00(P=0.00), GFI = .90, AGFI = .87, NFI 7

] PLeF] AR EY =2 Fw(n=118)
= 91, RMSEA = 062, RMR = .047). a3 olH, e 2& FEHALY FAE ol 7
ATERF S FEA FREA Y Akl F & PL&HO A 2 Jh(n=178), vt
Mo R AN EHE x;{%ﬂr v s & Ao g Hoh 32 FEdASe] A o
o dAdtAom wbEgk wkgk pEoln = 71& PLS] AR R w2 I eH(n=107)
FollAl M AF7HEES HAFstes a4l oty 7Hd® A st e HWUFY &
ot & AFstr] Al olE I A T Jo
mad=el 3 PL 3 fAMA 248 25 AL Ao 13 ZJ 260 oA
5 AFstr] fg M 8 HxER HF LISREL 830 &Al#71A & &&3 vt
sk Aoy, o]E ALt ywR JHE F A (multi-group analysis)< 2 A 8141 th.
7Hd 29hS A LJEtH BE 7Hdo] A A H = sdehiiAe 2da94E A58 4§
A7t =EEAT ok 7PE 3 10% af de] 2ol R Fo shrtoltk(Stone
ol A FAACE Fon g AIE el and Hollenbeck 1989). o]+ Hw o =&
= A (within—group homogeneity)®} H¥ 7+
B o=Fo ¢ ]H AAE 749 A 9 o] A A (between-group heterogeneity) S 2
of F EBW=(FEHA, 71+ PLAF) Bat7] flete] 2dWSsE ske] Hdom
ggud= 3k 75,61}59] ZH g #3t o] 248 A Huh Al kR P (equal
A7 o] EE e o EAE}. 2 =roAE model)oll A= ZHHTE 7|Fo2 F FJo
4 PL# 71 PL 9 fradAlete] /M4 B FEREd BE #AANS FdsiA A
FrAbgel sl SA4e 7Ht§ FrAd o A AFoEN HyEes U3 go2 F435
<# 5 JMdHEE 21t

74 A= 3| AA S tak A7}

1 FEdA 2 - FEAA = 0.70 400" A 4]

2 FrEdA wE - FE5AA H= 0.10 0.61 e

3 7]1¥ PL 48] — 7]& PL HE 0.34 193 A A

4 7]¥& PL ¥ — 7]E PL H= 0.53 2.94™ A A]

5 FEYGA HE - 7]FE PL HE 0.10 2.54™ A A]

6 FEQA HE — &3 PL H=E 0.14 297" 2] %)

7 71¥ PL "= — 34 PL "= 0.44 743" A A

o< 1/ "p< .05/ Tp< .01



16 2T 163 47

Al kR e e Y (within-group) &=
A #s durolol ghrh 2 AFoA=
e BEAT F(FEEA
PL H%/7]& PL HE=— %% PL HX)
of thaf ¥ E Aot

2AW57t FAH 4ge 2w 34
A

= s
-8

& PLYS fAET 2 49 7 69
BEAT F(FERA H=—F PL H
Lol Hek 19 Ao Hek 39 AS-Huh
o 2 Zo|m, ¥hdHe] g PL¥ 7]E PL
o] fARde] g4 PLI fEdAete] &
AR & A

=
o
=
744 8l A el AfolE molx Ytk T
AHow AgsAu, b 6ol sPEHE
FEQAC] 0 8wt g PLY Bl
WAE 9Fe FEYAS $F PL 1 F
Abgel 71 PL3t 4 PL 7+ AR Btk

B} EAdoR fold ARE

R B B =
How 714 79 g = 71 PLol o
gt ot # PLY HlEel mA & 9
£ 7] PLY 3% PL 1+ #AH4o 7%
AAe &4 PL 7F ARG =& HS-
ot Ao R Fodt AuE Ht) o]
o F EBEH=(FELA 2 7]1& PL)
572k PL 3F fAMA el 2E gy EA4 40
2 ASHA

Path Coefficient

vy df / x*
df = 26
equal model Xg - 5098

A FAI>71EPL §A: 0.357
A FAMI<IIEPL §4H4: 0.016
A =033

2 12

A==
S
c

2o %

d
free model XZ
A

FEAA A >71EPL A4 011
44 FAM<71EPL AR 0367
A =025

Jo

" p< .0t



17

PLS| HMEZFO| AHIXIEHEO DIX|= FBol Bt A7

0SS

ol

ofp

o

M1

(!

g3 PLO

B 1= 2}

=
-

Fel(

x
Qo] Ao))e

APE A4

B &= Apolef A

ki3

o

0

AFX

o
o)

=
1|
sl

1. o7 2

gl
~o
o

1l

]

=
jod

o]
2

e

She] fAMY S

Ho

(PL) &elel dhell &A%<l v

A=

il

B, o

37HA] FAI=

A Aolehiz

—_

o

W
frotss
X

1

a

Aol

A77F A A

AYe Mol AFLS FEeha,

Az A eke] A A

7 of] Al

o]

&= ol gt AUk HA AlgelA PLel i

shel

=

i 7]

3

ol

& Az ook

Mz vA" 713
o FEGA A

Rt

Fibel PL

S

g B =]

ol F&dAlel o

=
==

E’_}__

Eis

e = Aol

FEEA

s

wmo

o

o T
of dl
B K

t}
Aeolel.

o
U=

B

o R

B U

), & 9]

A=

).

;OU

g W3l Ade] X
e

o

3

p—

N

vie)
Mo
Tk

W

ol

= A 7=

ol
=

al

~
ok

7} e

A

oA A&HHow Azl w

ok el PLY A%

AT

)

|
X

el
o
go
oF
"
o

Mo

bl
o

N
e

Aoz veh,

A2 mBa=r)

2
g

Astst v

Q9]

71

A
5

|

RK

=}

gEwe] ol o
o},

7} 71& PLo| st
PLO HEZ o]y

=
-

1, PLo] NB¢} t}

‘5]_‘
PL

gk

}4& o)

R
.

b

dloll thdk Ej=7F 7]

Z

a3}, e

pS|
A

el
o0
o

FA4

PLe] B =

9743

ol
=

Aot whebA PLO B=

1
L

AR 3 9l



25U 163 4%

18

= vEsen, 7]E PL %A

ol
0

)
N

T
g

0

gl
T
BN

o
re

A F

AR

ki3

PLoll tj

Ej =0 H]

3)

ki3

Al o

(e}
&

B =7}

At e

Hjste] 2ALE
AFNAME By o}

7b ol ol Ao}

oy
o
o=

(/Hr

R

¢+

B

o

o
0SS

ol g &

6;]:

Falch, wheba

A&

3

Al

=
=

Jol= PL a4l 27}

1__”‘|X

A, A Q14

Bl A AL

o

;Ow_
50

i

Ao,

[e)

ke
T

2

T
T
L

% 7ol ueny

g

A&

al

I

A AL obd o2l frE A

4

ik

[si3
=

PL9] 27}A]

-

3}
=,

=

AA 5
Ao

o)},

s}
=

3l oF

e

boola zpolzh

3
“

&

PLe] Ef%= Ale]d]

ki3

A4 A4

2

g loA

s

73

NI o
N 1
7o

=
o

&
e ads
o ek Fg A

ol
PLY EiE o]£]9

pul

3k Bl =7}

Aol o

o
&4

E2
o]

=

ki3

A

=
T

gl

=
[e}

7F

&
A,

B = 9} o]

i3

=2 7)€ PLo| o
7 gHes o At 47

H
L

g Zoltt.,

o] 4o}

=
-

it A

ol T
g

T= FhElaE] el A

b

)

el o 2A 4FS VX

?l_

o

o

o

ol
00

& Aot

Edz vl A AA

=
=

949 At

© 2011. 06. 22
: 2011. 08. 08

A
v
AR
A

[e)

Z

O

L I O R

éo]

s

s}
ol

AlA

o
Ho

]

w
o
°

¢



PLS| HMEZFO| AHIXIEHEO DIX|= gLl 2Bt A7 19

¥
ot

Ine

Aaker, J. L. (1997). “Dimensions of Brand
Personality,” Journal of Marketing, 34
(Aug), 347-356.

Aaker, D. A. and K L. Keller (1990). “Consumer
Evaluations of Brand Extensions,” Journal
of Marketing, 54(Jan), 27-41.

Anderson, J. C. and J. A. Narus (1990). “A Model
of Distributor FIrm and Manufacturer
Firm Working Partnerships,” Journal of
Marketing, 54(Jan), 42-58.

Berry, L. L. (1995). “Relationship Marketing
of Service-Growing Interest, Emerging
Perspectives,” Journal of the Academy
of Marketing Science, 23(4), 236-245.

Bitner, M. J. and A. R. Hubbert (1994).
“Encounter Satisfaction versus Overall
Satisfaction versus Quality: The Customers
Voice,” in Rust, R.T. and Oliver, R.L.
(Eds), Service Quality: New Directions
in Theory and Practice, Sage, London,
pp. 79-9%4.

Boush, D. M. and B. Loken (1991), “A Process
Tracing Study of Brand Extension

Journal of Marketing
Research, 28(Feb), 16-28.

Boush, D. M. S. Shipp, B. Loken, E. Gencturk,
S. Crockett, E. Kennedy, B. Minshall, D.
Misurell, L. Rochford, and ]. Storobel
(1987). “Affective Generalization to Similar
and Dissimilar Brand Extensions,”

4(Fall),

Evaluation,”

Psychology and Marketing,
225-231.

Brock, T. C. (1967). “Communication Discrepancy
and Intent to Persuade as Determinants
of Counterargument Production,” Jowrnal
of Experimental Social Psychology, 3,
269-3009.

Broniarczyk, S. M. and J. W. Alba (1994).
“The Important of the Brand in Brand
Extension,” Journal of Marketing Research,
31(May), 214-228.

Chioy, J. S. and C. Droge (2006). “Service
Quality, Trust, Specific Asset Investment,
and Expertise: Direct and Indirect Effects
in a Satisfaction-Loyalty Framework,”
Journal of Academy of Marketing
Science, 34(4), 613-627.

Churchill, G. A. Jr. and C. Suprenant (1982).
“An Investigation Into the Determinants
of Customer Satisfaction,” Journal of
Marketing Research, 19(Nov), 491-504.

Czellar, S. (2003). “Consumer Attitude Toward
Brand Extensions: An Integrative Model
and Research Propositions,” /nternational
Journal of Research in Marketing,
20(1), 97-115.

Dacin, P. A, and D. C. Smith (1994). “The
Effect of Brand Portfolio Characteristics
on  Consumer of Brand
Extension,” Jowrnal of Marketing Research
31(May), 229—242.

Dawar, N., and P. F. Anderson (1994). “The

Effects of Order and Direction on

Evaluations

Multiple Brand Extensions,” Jowrnal of

Business Research, 30(Jun), 119—129.
DelVecchio, D. (2000). “Moving Beyond Fit:

The Role of Brand Portfolio Characteristics



20 SToF 163 4%

in Consumer Evaluations of Brand
Reliability,” Jowurnal of Product &
Brand Management, 9(7), 457-471.

De Wulf, K, G. Odekerken-Schroder, F.
Goedertier, and G. Van Ossel (2003).
“Consumer Perceptions of Store Brands
Versus National Brands,” Jowrnal of
Consumer Marketing, 22(4), 223-232.

Doney, P. M. and J. P. Cannon (1997). “An
Examination of the Nature of Trust in
Buyer-Seller Relationships,” Jowrnal of
Marketing, 61(Apr), 35-51.

Fishbein, M. (1978). “A Theory of Reasoned
Action: Some Applications and Implications,”
in Nebraska Symposium on Motivation,
eds. H. Howe & M. Page, Lincoln, NE:
University of Nebraska Press, 66-116.

Fishbein, M. and I Ajzen (1975). Belief
Attitude, Intention and Behavior: An
Introduction to Theory and Research,
Reading, MA: Addison Wesley.

Fiske, D. W. (1982). Convergent-Discriminant
Validation in Measurements and Research
Strategies. In D. Brinberg & L. Kidder
(Eds.), New Directions or Methodology
of Social and Behavioral Science:
Forms of Validity in Research. (Vol. 12,
pp. 72-92). San Francisco: Jossey-Bass.

Fiske, S. T. and M. Pavelchak (1986). “Category
Based vs Piecemeal-Based Affective
Responses:  Developments in  Schema

Triggered Affect”, in Sorrentino, R. and

Higgins, E.T. (Eds), Handbook of

Motivation and Cognition, Guilford,

New York, NY, 167-203.

Fournier, S. (1998). “Consumers and their
Brands: Developing Relationship Theory
in Consumer Research,” _Journal of
Consumer Research, 24(Mar), 343-373.

Ganesan, S. (1994). “Determinants of Long—Term
Orientation in Buyer-Seller Relationships,”
Journal of Marketing, 53(Apr), 1-19.

Halstead, D. and C. B. Ward (1995),
“Assessing the Vulnerability of Private
Label Brands,” Journal of Product &
Brand Management, 4(3), 38-48.

Heider, R. (1958). 7The
Interpersonal Relations, New York:
John Wiley & Sons.

Jin, B. and Y. G. Suh (2005). “Integrating

Effect of Consumer Perception Factors

Psychology  of

in Predicting Private Brand Purchase in
a Korean Discount Store Context,”
Journal of Consumer Marketing, 22(2),
62-71.

Jones, M. A. and J. Suh (2000). “Transaction-
Specific Satisfaction and Overall Satisfac-
tion: An Empirical Analysis,” Journal of
Service Marketing, 14(2), 147-159.

Kardes, F. R. and C. T. Allen (1991) “Perceived
Variability and Inferences about Brand
Extensions,”
FResearch 18, Rebecca Holman et al., eds.,
Provo, UT: Association for Consumer
Research, 392-398.

Karray, S. and G. Zaccour (2006). “Could

Co-op Advertising Be a Manufacturer’s

Advances 1in Consumer

Counterstrategy to Store Brands?,”
Journal of Business Research 59(9),
1008-1015.



PLS| HMEXFO| AHIXIEIZO DIX[E GBIl &2t A7 21

Keller, K. L. and D. A. Aaker (1992). “The
Effects of Sequential Introduction of
Brand Extensions,” Journal of Marketing
Research, 29(Feb) 35-50.

Klink, R. R. and D. C. Smith (2001). “Threats
to the External Validity of Brand
Extension Research,” Jowrnal of Marketing
Research, 38(3), 326-335.

Kumar, N. and J. B. E. M. Steenkamp (2007).
Private Label Strategy: How to Meet
the Store Brand Challenge, Harvard

School
Massachusetts.

Lavidge, R. J. and G. A. Steiner (1961). “A

Model for Predictive Measurements of

Business Press,  Boston,

Advertising Effectiveness,” Journal of
Marketing, 24(Oct), 59-62.

Loken, B., and J. D. Roedder (1993). “Diluting
brand beliefs: When do brand extensions
have a negative impact?,” Jowurnal of
Marketing, 57(Jul), 71-84.

Maclnnis, D. J. K. and Nakamoto (1990).
“Examining factors that influence the
perceived goodness of brand extensions”
Working paper no. 54, Karl Eller Graduate
School of Management, University of
Arizona, Tucson, AZ.

McAllister, D. J. (1995). “Affect and Cognition—
based Trust as Foundations for Inter-
personal Cooperation in Organizations,”
Academy of Management Journal, 38(1),
24-59.

McWilliam, G. (1993). “The Effect of Brand
Typology on Brand Extension Fit:

Commercial and Academic Research

Findings,” European Advances in Consumer
Research, 1, 485-491.

Moorman, C., R. Deshpande, and G. Zaltman
(1993).
Market Research Relationships,” Jowurnal
of Marketing, 57(Jan), 81-101.

Morgan, R. M. and S. D. Hunt (1994). “The
Commitment Trust Theory of Relationship
Marketing,” Journal of Marketing, 583(Jul),
20-38.

Murphy, G. L. and D. L. Medin (1985). “The Role
of Theories in Conceptual Coherence,”
Psychological Review; 92(Jul), 289-316.

Nijssen, E. J. (1999). “Success Factors of Line

Extensions of Fast-Moving Consumer

“Factor Affecting Trust in

Goods,” European Journal of Marketing,
33(5-6), 450-469.

Nunnally, Jim C.(1978), Psychometric Methods,
New York: McGraw Hill.

Oliver, R. L. (1980). “A Cognitive Model of
the Antecedents and Consequences of
Satisfaction Decisions,” Journal of
Marketing Research 17(Nov), 460- 469.

Oliver, R L. (199).
Lovalty?,” Journal of Marketing, 63, 33-44.

Park, C. W., Milberg, S., and Lawson, R.

(1991), “Evaluation of brand extensions:

“Whence Consumer

The role of product feature similarity
and brand concept consistency,” Journal
of Consumer FResearch, 18. 185-93.

Rangaswamy, A., R. R. Burke, and T. A. Oliva
(1993). “Brand Equity and the Extendibility
of Brand Names,” International Journal
of Research in Marketing, 10(Mar), 61
—5.



22 STYF 163 4%

Reast, J. D. (2005). “Brand Trust and Brand
Extension Acceptance: The Relationship,”
Journal of Product & Brand Management,
14(1), 4-13.

Reddy, S. K, S. L. Holak, and S. Bhat (1994).
“To Extend or Not To Extend: Success
Determinants of Line Extensions,” Journal
of Marketing Research 31(May), 243-262.

Rempel, J. K, J. G. Holmes, and M. P. Zanna
(1985). “Trust in Close Relationships,”
Journal of Personality and Social
Psychology, 49(1), 95-112.

Rempel, J. K, M. Ross and J. G. Holmes
(1985).  “Trust
Attributions on Close Relationships,”
Journal of Personality and Social
Psychology, 81(1), 57-64.

Rosenberg, M. J. and C. I. Hovland (1960).
“Cognitive, Affective, and Behavioral
Components of Attitude,” in Attitude
Organization and Change. An Analysis of
Consistency among Attitude Components,
eds. M. J. Rosenberg, C. I. Hovland, W.
J. McGuire, R. P. Abelson, and J. W.
Brehm, New Haven, CT: Yale University

and Communicated

Press, 1-14.
Secunda, E. (1994). “Commentary: Brand
Marketing the First Private National

Commercial TV Station in Central
Europel,” Journal of Product & Brand
Management, 3(2), 37-41.
Sinha, I. and R. Batra (1999). “The Effect of
Consumer Price Consciousness on
Private Label Purchase,” Infernational

Journal of Research in Marketing,

16(3), 237-251.

Smith, D. C. and C. W. Park (1992). “The
Effects of Brand Extensions on Market
Share and Advertising Efficiency,” Jowrnal
of Marketing Research, 29(Aug), 296-313.

Stone, Eugene F. and John R. Hollenbeck
(1989), “Clarifying Some Controversial
Issues Surrounding Statistical Procedures

Variable:
Empirical Evidence and Related Matters,”
Journal of Applied Psychology, T4(1),
3-10.

Vaidyanathan, R. and P. Aggarwal (2000).

“Strategic Brand Alliances: Implications

for Detecting Moderator

of Ingredient Branding for National and
Private Label Brands,” Journal of
Product and Brand Management, 9(4),
214-228.

Verhoef, P. C., E. J. Nijssen, and L. M. Sloot
(2002). “Strategic Reactions of National
Brand Manufacturers Towards Private
Labels: An Empirical Study in The
Netherlands,” European Journal of
Marketing, 36(11/12), 1309-1326.

Vélckner, F. and H. Sattler (2006). “Drivers of
Brand Extension Success,” Journal of
Marketing, 70(2), 18-34.

Wenerfelt, B. (1988). “Umbrella Branding as a
Signal of New Product Quality: An
Example of Signalling by Posting a
Bond,” Rand Journal of Economics, 19(
Autumn), 458-466.

Woodruff, R. B, E. R. Cadotte, and R. L.
Jenkins (1983).

Satisfaction Processes Using Experience-

“Modeling Consumer



PLS| HMEZFO| AHIXIEHEO DIX|= FBol Bt A7

23

Based Norms,” Journal of Marketing
Research, 20(Aug), 296-304.

Appendix: MEAI== MA| HEY

1E PBAIE Z4ud PB U4 E | 9% BdEE {JF
HED Fo8z 29 T AAE 28 GT
=
Sl
iy
{ GT
it

EST e e LroE

7 1.2808 1,520 1.8208

=g 1000ml 930ml| 1000m]

oy T0kcal(100mI=) 55kcal(100mIE)

G60kcal{100mI=h)




24 STUF 163 4%

The Effect of Brand Extension of Private Label on

Consumer Attitude

- a focus on the moderating effect of the perceived fit difference

between parent brands and an extended brand -

Kim, Jong Keun’
Kim, Hyang Mi"
Lee, Jong Ho™

Introduction

Sales of private labels(PL) have been growing in recent years. Globally, PLs have
already achieved 20% share, although between 25 and 50% share in most of the
European markets(A.C. Nielson, 2005). These products are aimed to have comparable
quality and prices as national brand(NB) products and have been continuously eroding
manufacturer’'s national brand market share.

Stores have also started introducing premium PLs that are of higher—quality and more
reasonably priced compared to NBs. Worldwide, many retailers already have a
multiple-tier private label architecture. Consumers as a consequence are now able to
have a more diverse brand choice in store than ever before. Since premium PLs are
priced higher than regular PLs and even, in some cases, above NBs, stores can expect
to generate higher profits.

Brand extensions and private label have been extensively studied in the marketing
field. However, less attention has been paid to the private label extension. Therefore, this
research focuses on private label extension using the Multi-Attribute Attitude
Model(Fishbein and Ajzen, 1975). Especially there are few studies that consider the
hierarchical effect of the PL’s two parent brands: store brand and the original PL. We

assume that the attitude toward each of the two parent brands affects the attitude
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towards the extended PL. The influence from each parent brand toward extended PL will
vary according to the perceived fit between each parent brand and the extended PL.

This research focuses on how these two parent brands act as reference points to
one another in the consumers’ choice consideration. Specifically we seek to understand
how store image and attitude towards original PL affect consumer perceptions of
extended premium PL. How consumers perceive extended premium PLs could provide
strategic suggestions for retailer managers with specific suggestions on whether it is
more effective: to position extended premium PL similarly or dissimilarly to original PL
especially on the quality dimension and congruency with store image.

There is an extensive body of research on branding and brand extensions (e.g.
Aaker and Keller, 1990) and more recently on PLs(e.g. Kumar and Steenkamp, 2007).
However there are no studies to date that look at the upgrading and influence of
original PLs and attitude towards store on the premium PL extension. This research
wishes to make a contribution to this gap using the perceived fit difference between
parent brands and extended premium PL as the context. In order to meet the above
objectives, we investigate which factors heighten consumers positive attitude toward
premium PL extension.

Research Model and Hypotheses

perceived fit
difference
(parent vs.

esttended)

attitude
towards
store

HE(+)

satisfaction
towards
store

towards
extended
FL

HA(+) —_—

trust
towards
original PL

attitude
towards
criginal PL

HT7(+)

satistaction
towards
criginal PL

Ha(+)

(Figure 1) Research Model and Hypotheses
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When considering the attitude towards the premium PL extension, we expect four
factors to have an influence: attitude towards store; attitude towards original PL;
perceived congruity between the store image and the premium PL; perceived similarity
between the original PL and the premium PL. We expect that all these factors have an
influence on consumer attitude towards premium PL extension. Figure 1 gives the

research model and hypotheses.

Method

Data were collected by an intercept survey conducted on consumers at discount
stores. 403 survey responses were attained (total 59.8% female, across all age ranges).
Respondents were asked to respond to a series of questions measured on 7 point
likert-type scales.

The survey consisted of questions that measured: the trust towards store and the
original PL; the satisfaction towards store and the original PL; the attitudes towards
store, the original PL, and the extended premium PL; the perceived similarity of the
original PL and the extended premium PL; the perceived congruity between the store
image and the extended premium PL. Product images with specific explanations of the
features of premium PL, regular PL and NB we reused as the stimuli for the question
response. We developed scales to measure the research constructs. Cronbach’s alphaw
as measured each construct with the reliability for all constructs exceeding the .70
standard(Nunnally, 1978).

Results

To test the hypotheses, path analysis was conducted using LISREL 8.30. The path
analysis for verification of the model produced satisfactory results. The validity index
shows acceptable results(x’=427.00(P=0.00), GFI= .90, AGFI= .87, NFI= 91, RMSEA=
062, RMR= .047).

With the increasing retailer use of premium PLBs, the intention of this research was
to examine how consumers use original PL and store image as reference points as to
the attitude towards premium PL extension. Results(see table 1 & 2) show that the
attitude of each parent brand (attitudes toward store and original PL) influences the
attitude towards extended PL and their perceived fit moderates these influences. Attitude

toward the extended PL was influenced by the relative level of perceived fit.
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<Table 1> Main effects

Hypoth Standardized .

_S;ZGS Paths Coefficient t-value Support
1 store trust — store attitude 0.70 400" Supported
2 store satisfaction — store attitude 0.10 0.61 Unsupported
3 original PL trust — original PL attitude 0.34 1.93" Supported
4 original PL satisfaction — original PL attitude 0.53 2.94™ Supported
5 store attitude — original PL attitude 0.10 2.54™ Supported
6 store attitude — extended PL attitude 0.14 227 Supported
7 original PL attitude — extended PL attitude 0.44 743" Supported

o< .1/ "p<.05/ Tp<.01

<Table 2> Moderating effect of the perceived fit difference between parent
brands and an extended brand (hypothesis 8)

Model df/x° Path Coefficient
d.f=26
equal model X2:50.98
store attitude store congruity>extant PL congruity: 0.35
Af=24 — extended PL store congruity<extant PL congruity: 0.016
free model X’=43.56 — attitude - - A=0.33 —
A=7 42 original PL attitude | store congruity>extant PL congruity: 0.11*
) — extended PL store congruity<extant PL congruity: 0.36
attitude A=0.25

" p< .01

Discussion of results and future direction

These results suggest that the future strategy for the PL extension needs to consider
that positive parent brand attitude is more strongly associated with the attitude toward
PL extensions. Specifically, to improve attitude towards PL extension, building and
maintaining positive attitude towards original PL is necessary. Positioning premium PL
congruently to store image is also important for positive attitude.

In order to improve this research, the following alternatives should also be
considered. To improve the research model’s predictive power, more diverse products
should be included in study. Other attributes of product should also be included such as
design, brand name since we only considered trust and satisfaction as factors to build

consumer attitudes.

Key Words: private label, brand extension, perceived fit difference, parent brand,

extended brand



