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The effect of congruency of parent brand image with self-image,
perceived risk, and product knowledge on the attitude towards
extended product in fashion brand extension

- Focusing on moderating effects -
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Dept. of Clothing, Sungshin Women’s University, Korea
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Abstract

The purpose of this study was to investigate the effect of congruency of parent brand image with self-image,
perceived risk, and product knowledge on the attitude towards extended product in fashion brand extension. A
survey questionnaire was used to collect data from 170 female college students and collected data were subjected
to descriptive analysis and regression analysis using SPSS Window program. The results of this study showed that
the congruency of parent brand image with self-image and perceived risk had a positive effect on attitude towards
extended product, whereas product knowledge had a negative effect on attitude towards extended product in fashion
brand extension. Also, the congruency of parent brand image with self-image had a positive effect on the attitude
towards extended product in fashion brand extension with positive moderating effect of perceived risk and negative

mediating effect of product knowledge.
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II. Background

1. Brand extension
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2. Congruence between parent brand image
and self-image
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2. Measurement instrument
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IV. Results and Discussion

1. Effect of brand congruity, perceived risk,
and product knowledge on attitude towards
extended product
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2. Effect of brand congruity on attitude towards
extended product depending on the level of
perceived risk

{Table 1> Regression analysis of the effect of brand congruity, perceived risk, and product knowledge on attitude

towards extended product

Independent variable | Dependant variable B t R F
Brand congruity ) 383 4.487%**
Perceived risk Attitude towards 245 27454 347 49.715%%%
extended product
Product knowledge -.185 —2.851%*
#p< 01, #+4p<.001
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3. Effect of brand congruity on attitude towards
extended product depending on the level of
product knowledge
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V. Conclusion
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{Table 2> Regression analysis of the effect of brand congruity on attitude towards extended product depending on the

level of perceived risk

Independent variable | Dependant variable Groups B t R F
i Attitude towards | High perceived risk 445 8.748** 274 61.741%**
Brand congruity . .
extended product | Low perceived risk 374 7.815%* 178 51.174%*
**p<.01, ***p<.001

{Table 3> Regression analysis of brand congruity on attitude towards extended product depending on the level of product

knowledge
Independent variable | Dependant variable Groups B t R F
) Attitude towards | High product knowledge A71 5.041%** .110 29.014%**
Brand congruity
extended product | Low product knowledge 641 10.042%%* 412 | 117.965%**
k< 001
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