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B e AP A vPde s BAls 3 deks S83 fabAld 2340] goz A}
g HAE 2pol] GRS PIXEA], 2L ofug 8l50] 1 Yo HAHEAE AFH R
A3l sttt APt AdS A8k AL APdubigo] o8] gl ki, x|
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=
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743} @ I enhancement effect))} 2 BT 9] 71x]E #|3FA]7|= 34 G 3Kdilution effect) & 2T
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& Keller, 1990; Bridges, 1990; Keller & Aaker, 1992; Loken & Roedder John, 1993; Park et al., 1991;
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ofet 7P AsPgEt ol ] g HAE SA 71 W AR A RS vk

al P ke BlR|AkEe] A Al 924 e Hleed
o' ARE Wtk 437F BAs sPE Bkl AA G miRte A dEH
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Faio, 1996 5. BRI QIACeuIAS] whgo] EAleRE Hals] te 4zte] 4w e
BT 2EAsd B3 AT A 2 AEe) st Ajzho] HAls SRALE Hyle)| AF 9l
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| X= AL 215}t Thorbjgrnsen, 2005).
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Rlauiridel e 2io| & ERiE Hoof| 0jxl= gg 33
@ B= ¥EZYQ F Ml e IF
B YEZZQ Z3 Wi brand portfolio quality variance)S 54 HEl=7} 70| 323l o]
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=

B B=e} 2 ua

HAHE 7] X5l AEE ou]she X 2HE A $HAd(Aaker & Keller, 1990; Keller & Aaker, 1992)7}
DA gt S 2 Halso} 7|Eo) Pl AE520] F4o] RIS AnRke At FSE
of ta] = Bal=e} FHo] Akt F4stal, YR 7|E FEEY F20] AR e
7AFolle MES PdEe] F4o] B BHile F43) xpol7} d Hlojgtal A2 7hsAdo] Hral
o 4 9lrk wleb 5 welse] ShpEse] Falo] Apalolx] Hahy, AulAhs At EYs
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2 ZHChang, 2005)2 TRl Q](Dacin, et al., 1994)2] F7o]| EH‘SH, A BaE 3 4
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A s B SR F28 S o AN,
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Maclnnis, & Nakamoto, 1990; Keller & Aaker, 1992; John, Loken, & Joiner, 1998; Loken & John, 1993).
ol AFAES BT} LML vhgol] S4AQ1 A FASkaL et Bals S
O] 57k Z7RHR AHApE AVES 71 T BAES] B Tee] BUA7)) A 2 B
ek Q) DS HSAITaL 78tk “(Chnag, 20052 W= ONN -5 AlO]ETV 2]

A= S T o TN, QAT BAE S A} SR Frjel R G

kA (fir)ol] 3k TS 4] gle] M o] E(categorization theory)ol] 7]WHS- =31 THBarsalou,
1985). B4 £|Boush, et al., 199D AH|A} BHHEE QXA HEZ 7|ty Jidsksith
A ARE AR WA AT HEo] EHSE 2] oheh Aol Bald WE F Ak
Wo] ZFAIZITHE Zlolth B 2Boush, et al, 1991)E= B HA=9} AL EatEo] 21D
A%, AR B DAse] gt 71Ee] BES Ee) Holdthe AL H5HHTKBowsh &
Loken, 1991, Hartman, Price, & Duncan, 1990). J_Eib]- /\H]Z}ﬂ— 2 BAE9} SERARE 7ol GAMALS

Ao g Wrtst % YrhkBoush & Loken, 1991; Hartman, Price, & Duncan, 1990).
A7k A perceived fin e B BAL9} BAE SAYF 7o) HAMIS st HolthAcker
& Keller, 1990; Boush & Loken, 1991). o} 2]|(Aaker, et al., 1990)2} B4 2]Boush, et al., 1991),
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HA=2HE 9 Jafo] Ave RS gRlsk H ©)(Aaker, et al, 1990) SJA] Hls=g AE ASTH
O] A7t 71 71841 7S BAlE AT fAMdo] HAlE 3Rg Aee) AXaa
2 FQ3F 935 dlt}= AHo|thBoush et al,, 1987; Bottomley & Holden, 2001; Bridges, Keller, &
Sood, 2000; Broniarczyk & Alba, 1994; Flaherty & Pappas, 2000). HEN = SPAFE0] ML 2 HEl=9]
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E 35K Keller and Sood 2003; Milberg, Park, and McCarthy 1997; Ng 2010).

e wale SRaEel e W ohie} B HAsdE 9 v A ki
et al, 200D BAE P B Baleo] AFEHTet fAKE 74, BRlE Se B Bil=d
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ERA AR, Tineo’} = BAES £ W] AF BAE /F98 AT, 2 BUE A5}
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91} 590 S 4, AU B 0] . uala) QK e A02 Qe
¥ NASE 202 W AS A2tk WAS) 3, B7HelMiberg, Park, and McCarchy
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SFATKA); Yi, 1990; Chernev, 1997; Olsen & Thjgmge, 2003: Chéron et al., 2012). T3+ 7|& xd
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2)2008)2] AGLE H}ELO FE KBS KBS 3|~E7] 9} KBS AlYC 2, MBC= MBC 7222} MBC 340
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400PF0R A WS Wtk BAE TEZele T e Y
1

S €] o Z
Hldggo e, Wrgkel F7Ht 40 ol veht T2 do] Apae] Y& Ao et

Bvas Gyl oidk Hgke] A, 3 W B Bas Hrpt 7P 23kom(M=4.38, SD=1.38),
5o 3 3 @ Bals HrkM=435, SD=1.34), HA= SEARE 37te] o7 YePdtiM=4.24,

SD=131). &4 A & Hil= FJriol g & & Bals 7t i zlo|7) Qe Ao®E Vet
SHIARE O3 T3 Ax), 3 A - 9] B == 37} Aloldle frofnleh Ajo|7} gle A=

3, p=.103). A|ZVEl BAE 3 Fro] ke Gk 4000 ol AE-SHAIES
At AdEe] SgAldo] thh Bria #dske Ao® YERGThM=4.17, SD=1.06).

= [y |
ol ESENA Y ES]H 4y s BZEHEA} IEHS YT}
34 A » BAc B} 1.00 7.00 4.38 1.38 950
B ¥YEZZQ FF WHaKY) 1.00 7.00 3.72 1.03 884
AzZtE BAs &4 5 1.00 7.00 4.17 1.06 924
B Bae—sARE 7 AghA] 1.00 7.00 4.26 1.28 931
BIE sgAE Hrl 1.00 7.00 4.24 1.31 956
34 5T 5 Hvds g} 1.00 7.00 4.35 1.34 954

2) A7bd 2 AEA HS
S8 APdy AFEAS HES] Aol E1F 2 Q1E-A(confirmatory factor

o
=
analysis) S 53 9 7F ElgAS Ikt EF3ME Algike] BF 508 Jo](standardized

regression weight=.818~.964) 7} ZHAHS1| tjgh ASHRIES] Areo] &2 Ao Z I ArkH

A" Zow At AAT, 2007).

<E i> 28 280l o Haie
Fit index Criteria Fit statistics

X2 p>0.05 966.623(p<.000)
x?/df <3 8.055

Adjusted Goodness of Fit Index >0.8 .859

Normed Fit Index >0.9 954

Tucker-Lewis coefficient Index =>0.9 .948

Comparative Fit Index >0.9 .959

Root Mean Squared Error of Approximation(RMSEA) >1.0 .083
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HAE i BF R OJ %;L% Ul l—t— 7Li UrE}Ur 01?7}@4 5, 601 XWEJ ﬁ}.

A e Bas SRR Prtol] 329 JakS nFH O uKB=-.152, p=.000),

g FFS PIAA] ESFATHB=-.022, p=.300). We}A] o]

o S 3 vAE Hrlo)] A JEE FA 7|E A4y} Adol=

FIFE VAT Eske As ERISHITE mEbA A7 AR EHA oW, A58 717 ATk

= & B Ao A olidst vk} o] HAlE SRl

A0 E(B=.153, p=.000), T F & H;H= Frlis FHOZ JIFS WA= AR 747

UEFATHB=-.051, p=013). WE}A] 477199} 10 AR AT vpAeo 2 Bl S 57t

© & F B HiHE FGrio] IAZAR] QS vXe FoFE vEh A7RE11S AAEHATH

(B=.399, p=.000). JeJsPd, AT7Hd1 85 2119423 Ee 7He AA =

B AFoM e A B B el HileE SEZE|Q 4 W Ato]o] kAl el
ATEAIE AABIACE 9] TR WAE Agsie] Y¢S RIS 2, G W = Bl

WpE BAE EEYL FA §Fl £ J3E vAe Ae IRISHATHB=.399, p=.000).

KIZrEl
e =Ty
B =y

o
T

FAA b A, 28 4 717
*p<.05, #*p<.01, ***p<.001.
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Path B S.E t V4
HI: 34 2 2 Bds 97k - 434900 088 | 034 | 260 ] 009
H2: 84 A ¥ Balc 97} - Halc SAE Hrk+) 362 | .061 | 12.66 | .000
H3: 34 A B Bds Wb - 3% F 2 uis Yok 738 | 022 3321 000
HE HdlE ¥EEPe $4 WF - 430 ~834 | 059 |-14.20) 000
Hs: Dt FEZgjo £4 Mg - ndc S$94E Bk -539 | 055 | -9.78 | .000
H6: HUIE FEZ]Q 4 WY — 3 F B Hds grko ~184 | 039 |-4.658] 000
HT: A7k BAE 3 5 > BAS PPIE D7k ~152 | 031 | -494 | 000
H8: A7t BE 3 & — 3 F & HAiE UKo -022 | .021 [-1.037] .300
Ho: A3 — HAl= SEE Wk 153 | 030 | 509 | 000
H10: &3 — 3 & © vadl= gHrk-) -051 | .021 | -2.48 | .013
Hil: Holc S94% 37} > 3¢ & & Balc 37K+ 133 | .024 | 5.48 | .000
RQL 87 A = Hels W7} - vt TEZe =4 WM -399 | .020 [-20.10| .000

¥ 6>0 B Tzude) ujat A sloldk Aglo|t). v/} 71ERE =4 Uehdor)

AZ Ao)zol] FTE u) W] HTol o)9] HFAGE AunE 2 Pgskn
ATk AGFI®} NFI, TLI, CFI, RMSEAS] Fto] B5F ARH 55 wEslal o], & 1% 23S
Q) 7 JEE S dvsket AYe slow Atk

i

<E 6> TZL2HE0|| ot M

Fit index Criteria Fit statistics
x? >0.05 1110.383(P<.000)
x?/df <3 9.028
Adjusted Goodness of Fit Index >0.8 .843
Normed Fit Index >0.9 .947
Tucker-Lewis coefficient Index >0.9 941
Comparative Fit Index >0.9 953
Root Mean Squared Error of Approximation(RMSEA) >1.0 .089
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fFoulsiAl ks vtk A Bds gte] sjow) g9 SRIAIA Foh oyt &3t v}
o] P AATLANE B HAT e} HAle SHARE 7} o] LS ASo] B BT Wyl
BAQl Jee F= Aoz yehdd we), B AZAdtel] thet sfjalo] Folrt "k o2y
F7HAQ AZo] o Ao Z HOIUTKLe, et al., 2008).

ATEAZ AT 2 Bel=el vAle YEZQ 4 Wk 7 = B A7) A2 o]

=
Z1odelal B 4= ITKAT=EA. o249 7Fs el Brslal Aol HAle FEZRC F
B e

o

B ATl AR A BlE o den By gge] w2 AWEe Bilon Y wAE
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ABSTRACT

The Effects of Brand Extension of Terrestrial Broadcasting
Channels on Parent Brand Evaluation:
Focusing on Brand Extended Channel Evaluation,
Pre—Brand Extension Parent Brand Evaluation, Perceived Fit, Brand
Portfolio Quality Variance, and Perceived Number of Brand Extensions

ook sobohtok

Sun—Hee Lee" * Sang—Ki Baek™ * Byeng—Hee Chang™ * Hae—Jin Yun™ * Sung—Chul Moon

The present study analyzed the effects of brand extension on the existing parent brand by applying
the media brand extension model which previous studies had suggested based on consumer based brand
equity model. Based on previous studies, the present study constructed a research model in which pre-brand
extension parent brand evaluation, brand portfolio quality variance, perceived number of brand extensions,
perceived fit between parent brand and brand extended channel, and brand extended channel evaluation
are supposed to affect post-brand extension brand extension evaluation, and tested the media brand extension
feedback effects model through structural equation modeling. The analysis results show that pre-brand
extension parent brand evaluation, brand portfolio quality variance, perceived fit, and brand extended channel
evaluation affect post-brand extension parent brand evaluation while the effect of perceived number of brand

extensions is not significant.

Keywords: Feedback Effects, Parent Brand, Brand Extension, Perceived Fit, Brand Portfolio Quality
Variance, Perceived Brand Extension Number.
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