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Abstract

Today, many fashion companies use brand extension and it is especially important to conduct brand extension
that coincides with consumer self-image, and maintains brand loyalty in order to succeed. The purpose of this study
is to investigate the effect of congruency of parent brand image with self-image, brand loyalty, and brand
involvement on the attitude towards extended product in fashion brand extension. A survey questionnaire was used
to collect information from 170 female college students, and collected data were subjected to descriptive analysis,
factor analysis, and regression analysis. Results showed that the congruency of parent brand image with self-image
had a positive effect on the attitude towards extended product in fashion brand extension, with a positive mediating
effect of brand loyalty, and a negative mediating effect of brand involvement. Also, the congruency of parent brand
image with self-image and brand lovalty of the parent brand had a positive effect on the attitude towards the
extended product, whereas brand involvement had a negative mediating effect on the attitude towards the extended
product in fashion brand extension. The results of this study provide some useful suggestions to marketers in fashion
industry: marketers should consider some psychological aspects of consumers such as congruency of parent brand
image with self-image, brand loyalty, and brand involvement when conducting brand extension.
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Table 1.
Demographic characteristics of the respondents
Variables Frequency Percentage (%)
18-20 32 189
21-23 92 54.4
Age 24.27 ) 249
Others 3 1.8
Less than 100,000 won 31 18.6
100,000 won~300,000 won 35 21.0
Monthly income 300,000 won~500,000 won 63 377
500,000 won~700,000 won 24 144
More than 700,000 won 14 84
Less than 50,000 won 5 30
50,000 won~100,000 won 46 27.2
Monthly clothing expenditure 100,000 won~200,000 won 71 420
200,000 won~300,000 won 37 219
More than 300,000 won 10 59
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Figure 1. Research model.
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Table 2.
Effect of brand congruity, brand loyalty, and brand
involvement on attitude towards extended product

Independent  Dependant

2
variable variable B f ks #
Brand congruity ~ Attitude 332 5568
towards * ek
Brand loyalty extended 122 2111 244 51.099
Brand involvement product -.138 -3.225"
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*p <.05, *p<.01, **p <.001
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Table 3.
Effect of brand congruity on attitude towards extended product depending on the level of brand loyalty
Independent variable Dependant variable Groups B t R? F
Brand conerui Attitude towards High brand loyalty 476 8.063*** 226 65.012**
gruity extended product Low brand loyalty 1 T 177 A0
R <001
Table 4.
Effect of brand congruity on attitude towards extended product depending on the level of brand involvement
Independent variable Dependant variable Groups B t R’ F
Brand conerui Attitude towards High brand involvement 303 5.225*** 092 27.303*+*
and congruity extended product  Low brand involvement 618 112327 382 126165
we <001
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