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Relationships of Parent Brand Attitude and the Evaluation Level of Brand Extension by
Distribution Channel Types

RS

£ ATE Bl gl i3 ‘r§]r Hr7l3A 2 dl(categorical evaluation processes model)<
Fastel FEAR FYE B =(Aad), HEHE, BASHR(AD) VA=Y BrtE, SYAE T
=E ko] FEHR BA AN JgE XP"]* AFA o2 AFse gy A7 A, “ FEAR &
K BASEH Rt =g Hohes ﬂxﬁﬂﬁ T o) o] mx)= Qe Hrel 2po)7t gl Ao
o 2R A 71 M SelA) XS HATeEste] B, BASE RS} BAsEY Brhuse
HA, BA=E Hrlwo s & ?“H«I-LQJH Zb o] 2R IA AT 2 FEAE FEEE 9
Fgo] thEZA mAe Aoz Yehy

uebd, 342 F3¥Y ndcdurbs B nalsg e BA=sgwsbole] BAS ARl

AMatojof &t ol HA=SY AF FEARTE MM T3 YRE AFen

This study analyzed the structural correlation between parent brand attitude, including
attitude toward the advertisement, attitude toward the store and brand attitude, and brand

extension evaluation, relationships among which are conceived as a brand extension evaluation

process.

The result of analysis, revealed statistical significances of the differences in the effect levels
between attitude toward store and brand attitude, between brand attitude and brand extension
evaluation level, and between brand extension evaluation level and purchase intention of an
extended product depending on the choice of distribution channel type.

Therefore the evaluation level of brand extension should be analyzed by structural
relationship model based on the consumer behavior’s viewpoint with distribution channel type
and it can provide the important information for restructuring distribution channel and increase

the level of the successful brand extension.

B keyworo : | Distribution Channel Type | Parent Brand Attitude | Evaluation Level of Brand Extension |
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