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Abstract

The purpose of this study was to determine the gender differences in the relationships
between knowledge of, attachment with, and attitude toward a parent brand and
perceived risk of, attitude toward, and purchase intension of an extended product in
the case of brand extension. A total of 300 survey questionnaires were distributed
to 150 male and 150 female college students, and 275 responses were used for the
final analysis. The results showed that for male college students, knowledge of the
parent brand had a positive relationship with brand attachment with the parent brand,
which in turn had a positive relationship with brand attitude toward the parent brand.
Knowledge of the parent brand had a negative relationship with perceived risk of the
extended product, which again had a negative relationship with attitude toward the
extended product. In addition, for male college students, knowledge of the parent
brand had a positive relationship with attitude toward the extended product, which
also had a positive relationship with purchase intension of the extended product. For
female college students, brand attachment with the parent brand had a positive relation-
ship with brand attitude toward the parent brand, which also had a positive relation-
ship with attitude toward the extended product. Brand attachment with the parent
brand showed a negative relationship with perceived risk of the extended product,
which also had a negative relationship with attitude toward the extended product.

Keywords: brand extension(E#HE 272, brand attachment(H HEOJZD, perceived
risk(X]Z}E $/E), attitude(EJx)

I. Introduction

BHHE golst 54 AlE AFOlA 4aet 719 BHES M2 AlELol
AJAE o ARgshe Aoz Ao AAES &0 b 5= Ade] g4
g ARt S #e F 5 e vHIY EEelEtal € ¢ tkIm & Yu,
2010). BRE o= BG4, A9y, REAE9 AR ad, F5/4<]
A A 5 ol Aol EART I8y HiE 2] Ao F¢, Bl 2
Ade] Ad 9 RERE] gk ¢35l ‘:4157} S4EEs BHE F4 59 A
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Mol 47 % Atk AF7HA BAC g B A
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F o] Au|x7L BREG} of w3t AT AE
3 BAE FAE =7l et BAo] EorAIHA
A ofzto] gt BAlo] EokA| 1L Qltk(Lee & Chang,
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II. Background

1. Brand extension

BT 3K (brand extension)O|#t AA|ES EA|
I v 7120] ojn] PR BA=HL BIAA A
sto] 7] BT thsf AR} olw] ZRA AL Sl
HUE B Aol AE g AU LS AL

AAFC] HolAlA HRE AHtE &40 olf
517] 93t W olth(Ahn, Han, & Jun, 2008). A=

< ENT A, BdHE S Folo] 98kl
a2 uA" B8 49 a3E £ 4 QL 7S
Hliso digt 2EEE AoZItks oA &
£70] =2 A" Qlth(Yang,

Ao FeiAT
20 nas A0E 26T

= =2
w2t 7 BHES] 4 9 Fsol dis WS 2A
=7] w2 1%% AEE F2AE 4 UthKim,
M. S., 2006). §tH, A F9] A= HEHS 7}
A BZA ﬁo o 4= qlom, oy FAgH
olu| A& NAAI7]=t] Gefgt H]go] Eoi7HA =
th(Kim, H. S., 2006). o]4 & HZ& A&Eo] 7|&9]
BHEol E5HAY, £4A §HeZ do7A =
W 2 BHEO] g Aot 2HE 2T %
JthIm & Yu, 2010). ZEZ AJZHQ BAHE &
T M E AHAREC] REHE] dig) 954
Al BEet FAHAQ AlgE 2k Qlofof sk, 37

2Rl =9t 4Algo] AlA|Ee] A= iAok it
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H7IE st A3y ?ﬂ—?(as cited in Cho & Klm,
2003)7} £Astct. Alba and Hutchinson(1987) A
H|ZEo] Baitro] oigh 2|41} A|lFH o] gt
Al 1ol 7]ojstul, o] T A4E Apslel 3
GAEl Wt et FAE T skqict. Smith and
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Park(1992)2 A &0 gt A 4lo] =245 7|Jo =
HE FAHQ H4olu 75 55 AEsto] FH
AES B7toke Aol glo], BAHE SHIA| B9

Hol7t ATtz 4 9o AEA| o] AL 4]
A7k o83 AYAEL Fojshs vigold Fua
7} e AMAS AT Aaker(1996)= 7
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Aol ALY TS TAR] Ystel &
H[ZF F7RE ofuzh, AR AARelA 9] A ARl
aEAgol gt AF7F o]FoiA L Ut

2. Gender differences in brand purchase behavior
gaztol= mAGAA 7 T3] AR EE 4]
A Bold, Jlo wE HAX-Ganet ARt
HzE= oA g A $235F #4Ato]th(Kenton, 1989).
gl g PPl et 7|E AFE AHEH,
F2o] o9 £3PF 23S W5l At o]
£33 Y7t o449 AfEeld, 42 o/ H]
S 4230l ¥4o] glZ Aoletal BZoh= A W
o]t}(Cha, Bae, Kim, & Cheong, 2005). 181} ©4
= A4le] A JHBS WA 4 o, &
.u]p:]—ﬁo] Z]—/K]_,] A AJTF oﬂ Aelst 4L 4T Y=
o Fo12 L7, 592 9Io) B AR} A
+= 707 HIE3I 1o](Otnes & Mcgrath, 2001),
A ofjet WAl Aol et ATE Bate o
gEAle] TR At JEel He A
A2, Aol e FufagEo] dgol ulAE Aol
#iQ), At pojeAo] B¢ FHoE ol2olFt
Ago] g Buebslot HAA 483} Beg
A5 AR o33} T} Maheswaran and Meyers-
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/\01

Levy(1990)= 0] T2 41 o] oFL v]awst
Fdl, A BAE Fol4 588 Fegd 54
St B 259 @ 7H) GHEUS o831t BT

O] UL, oL FAof HIsiA i or FA|Ho

AL, R dAES Itk Ae EHEsATh Bit
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H, FAAQA FHE, Xé?i% B AR A 7HA 2 £
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HE ZF $£A5t= Ao =2 YEgt(Laroche, Saad,
Kim, & Browne, 2000). @3} AH|A} B X9}
A AFE AvEY, YEAZF Zpo], Fwst
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18 gy A mE BiE

eFAALY 98, AR A0l BAe] Zfol(Bortree,
2006; Hall, 1984; Tannen, 1990) 53 T H A7}
Stk o5 Aol lskd FrAele] YoiA o
HHRD YRS He EPHOZ Hesely s,
GBS BUT 571 Rolrt 9A S o ojyurt
e sof o] YEUTh BRH YRAE i

L e 4no JHIYNA Thse Be Huel &
258 WobSol 3, sty AAHe FEA sys-

tematic process)E ot B <Jn|gth. §HH, A
o AHoz Fo2 ARAE Bt
(Brizendine, 2006; Maheswaran & Meyers-Levy, 1990;
Meyers-Levy, 1988). AH[AG A= YA o] & 7}
ST FAE FolA EET A5 ol8stE= A4
ol At ®H, o2 EAgdol s AriHor +
Al FE] o AT F4E 7&olal, Tt
SAE et gtk dubd o g X7H 97
0] &2 &HAE AlFOl To7t w11, A
23 oorErbIEa 27 ol AFEE Huol 9
&2 Wo| Bk=t}(Price & Feick, 1984). o]4do| T}oF
3 Aol ur} )2 slgo|n, BEY YuH S

L 2ng ol 45| L oy o
ot Helsh Azt e ARHoz o L]
T Slth(Meyers-Levy, 1988).

o] et |5 FaFe VIR H2lE el
1 THE A7E AR o2y} Zth Gill, Stockard,
Johnson, and Williams(1997)2] ¢1=2o] 9JstH &4
el ol ) Ao ol s, o
Ao & Aglo|gtr & ¢ BAHFOoZ AT
=95 /K]o}—_]_ 04%6]‘: o OHX)—_IJ. E]-O]_q._,] _1_]-7;‘”1/\1
o= A= Aol A% vhdd] 9452
At ZHE FEREF ARISHEE FFol e A
O F Uehiith o3t JFE BTt HA oA
T YA H8E o Aded, e BEHEY
2Dt BAZE Btol| 38 AU FFE vAA Hoh
(Reed, 2007). T3t Yo HAE X359} AFFglo]
HRg ol o AVHOR Vst v, o4
o o HUE oz} 59| 1A o] S
gt 2102 UEFGTH(Lee, Na, & Kahn, 2013). ©]&]
Bl 4] Aol AHRAE A g
SRl et Bkl vidde] W Aoz 7t
Aok g, Folg 5ol UolAE Wiizh olrt 1

Ol

€] (heuristic) gt

FI

4 g7kl Bt A7 a3l

g

SHAl UrEh=dl, o A7E AR 430 B 384
ol ¥, tiRRo] A5 4B GAEA &£
oﬂEO]ﬂ—:ﬂ }\ﬂ71-6]_1]51 /\.u-] Z]—xﬂe UHQX—]O]Q— =
7le o] ofyzf, AH4l9] IR Ego] He
Al &5, E1AQ FE5O0E A5t ZoE YE
Ih(Campbell, 1997). 9J8+ 9 YAAFAE &
% = u41 743 paE AEdsoly dART
oj/dol o ks, £A3]T(loss-aversion) 7t
E9HFo] ojAdo] ¥ Attal Sth(Nolen-Hoeksama,
2001). o] gk Azo] ofsf| T jAbA g g4 4l
g2 fE W37 SRt 0T FEES gHsH
3, B} 212 05 7|80l A HH, 53] §id B
Aeof it 344, A AE| Hoh sHA
WS Aole AT,

AL SRATE Hst olsket uf A9 %
3} B0 2AYL 7] theol A7)l 2K,
el AT} S A5} Hrh(Febes & Martin
1991; Johnson & Schulman, 1988; Payne, Connor, &
Colletti, 1987). =3t FHA ] IHHofA G A
Hoz U FANTl 23 B2 53] 4
Zoll(Hall, 1984), £42 Y2 FHE=E sf Lygt
247 270] B¥ ol AXHOz AaHatel ¥
HH ol WAL AgoIA EFHOD ol
Holu, AA10] HEg} BES AT oz 3
BAEE & 4 AH(Lowenstein, 2007). 181} o] A
£0J49) BAE HES AT JoIE $HT 2
A Aol delel FHUE AR 449 o
58 $A%L RHARE FLAIINE 2T A
olet. 941 oj4e) A%, Ao o WaHololA
A=o] disf A4 587 GAEY 21 AR E ¢
W31 (Feingold, 1994), 2482 A1} #HFE AEH
204 A EY o Fofetn, &A%y gt B2t
A= ojAo] ¥ &thH(Nolen-Hoeksama, 2001). 18

o2 FujoAbagS B #50| shal i, 4
HIRRE ol FJEE F555t0] Ad84s 4R £9
BEE 8L ¢ 514 "th(Garbarino & Strahilevitz,
2004). 5] oi410] A%, ATHO 7} thore] Hh
qg BRI Horsi, Pl axo] BolEs} 2
A9, 2 GAES £5F ST 429 2928 59
OAAQ 9k} 4= Qlti(Carmon, Wertenbroch,
& Zeelenberg, 2003).0183 Eoz Qg YL

-

1o rlo
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EQlo] ooy Fus
e Aoz oEETl £, G ARG JF
£ ¢ wo| Hk=cKTownsend, 2000). o]* Y ofAjo]
s g HAEE 70 HAH=HER F4Eof

FEA FA 7] v

T ol

T 2419 ot EYX|SE AHo| AIA o2 ¢ A
o, A9 Hre A5k st AL U 5

it a8z A4S 95t x]ﬁ— MAYE=
Me o 140 Hle Hop a8Aos SHEE
A & Aok Ag 17 WA Belo] T8 BR
7k 912 Folch.

_‘N

(e

. Methods

1. Research questions

B 7o) BHO fARNT FA] Yl Ao
UhE REH=] 24, o2, et SHgAIE A7
4 g, HE 2 FolEstel A9 Holg A
By gk o2 93 A7 BAE et gk

A, G} o4 avizte] BEES] A4, of
2, gz PAS e

), B B AT ol Ao 2| 4jo]
AR AZE 9 E "z A= 9T &
ofztt.

AR, BAE BEA] AT o AulRte] B
ofzto] AR A2 AW o] ML
Fg ol

WA, BAE SAA G oy 2ulRe] A2
A FHAEY HEo BAS AR
oA, B ﬁE SAIA] AT o] A AH|RFO] BHAF

AzE o] AIES =

9}1}/\] A3} oA AR B
=7} A% P, REH=O
AL e el

2. Research subjects and data collection

2 A7 giYehe Ao stk 13 o

B ZAMOA] YU el ZF 308E tjAro g o]Eo]
M Azshs fAEHES éT’: Aoz AR
23, g2 Ko7} A7 e

o
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o

o ok 1 4o [ o
fr oz o 2 O
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e
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% (0
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l°L 75‘ ola ﬁi
}— 20154 1‘3 1595E 25Y0] AA|

L EES WOIRBYE Aol A48
St gkl 2304 F 2t 15084 F 300
o) HEAZL A5 T BAAT HEL AT +

ol Hr = Wy o
oL
i
of =

1 {o

Al

oz
—_
9%}
W
d

5, oS 140571 FF2A o ARE L

- HE AEE SPSS 18.02% o]&sto] RAE
b AR ALY AR S-S e e S 21~23417F
50.1%, 24~27A17} 37.8%, 18~204|7} 12.1%= T4
Hoon, ARAL HLA ZAELI} 423%0=2 7}
w2 AR UEHth 4 F4YE 309 9 o]
Ab~505F 9 19H39.9%), 109 4 o]Ak~30%t ¢ m]gt
(25.4%)°] =02 Uehgton, di+ oEAEH =
5k 9 o]4d~107F Y WTk39.2%), 105 € 0]44~20
T 9 HIRH(19.8%)9] =02 UEylth ofshy 39
A= Yo|7} 21-23M17} 67.1%, 2427417} 22.5%, 18~
20417} 10.4%= —’Héﬂ&’iiﬁl AFAE MEA 7
B} 323%02 /b =& Aoz eyt 9 2
92 309 ¢ OVJ~50‘%} o veh41.5%), 108k ¥
o]A~30%F ¥ H|9h30.1%)9] +2 & YEelton, ¢
B OB A ZH]= 105+ Y o]Ab-207F Y u|uk40.4%),
59k 9 ol/F~107t 9 m]9h(24.2%)9] =02 e

3. Measurement instrument
&2 Y7 E(Likert) 54 Hx=(1= A5 18
orch, 5= vj9- IYTh Brleth. BEAC A
Z4517] Y3l Lee(2002)9] AEA4A] A E B
BRI A Ao BHA 7 Beksto] 13
3}S ARSIt EHEHE 9] o 22 Sung, Han, and
Park(2004)9] B EfjE 53 BT 2EFS
Aestolet HAE Bl HAE B A4S 97
A} F2 o] BAC o] uet BHAS
Tof Zol7k A=Al 04 FAFsEAT. AAIEOl

=3

Mo & X
bu o ¢
N
:lm

2
=
T=
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20 G gato] E v s

T

gt X ZH Y82 Jacoby and Kaplan(1972)°] 7§
P HEE AR ARRSE Choi(2002)9] A2
70 239 oFE & A7 FA
%Oﬂ ol BPER £ HYsio] 24
C Hz=
Belch(1986)°ﬂ A AES A $A Besto] 59|
Tot =g 23St 43S ARgStel S5t
At A=e BT, BE HE9| Cronbach's ¢ gt
o] .60 ol/do R EA Uyt

;Féosﬂm

.IQEHU

Mackenzie, Lutz, and

IV. Results and Discussion

1. Factor analysis

BT 240 gt 137] &3 aQdwARt 23
(Table 1>°ﬂ Hol= 23} ol 3719 81%l0] =&H

on, & T 718.97%F AHYsh= AR YEH
o} 891 12 AAlo] sk A 4ol g g0z
IS 3.54, AF = 852 UERGTH 29 2=
A9E Aol ot 2oz Wi 312, AHE
8002 Uehirt. 291 32 mAo] Tt 2|40 digt
3oz 183k 243, AFE 78E YEMT] o]=

<Table 1> Factor analysis of brand knowledge

4 g7kl Bt A7 a3l

Lee(2002)9] AFoA] ARgEo]x] BHEZ]4] 59
8217} FAFsH, di FEE0] thEA Yei= At
o|F Kl

BHE ofztof tfgt 2271 &3 [ RAEAR A,
(Table 2>°ﬂ Holz= A3} Zo] 3749 8%lo] E&H
Rom, F HFY 70.26%E Aot AR HLE}‘;%
b 29l 12 of7gof gt WEoE NR{EE 3
B &= 8308 't 82l 2= A4 EH@F %’_—
oz 187k 285, AFE 752 YERGTH 891 3
o] gk T it B0 2 I{FE 2.01,
Fz 7002 YeRYTE o]= Sung et al.(2004)9]

TFolA AFREo]A B =02t 519 Qlu} JAKGH
o7 UEth
BHE A A]of gt 137 &3 [RAEAR A1,
(Table 3>°ﬂ Holz= A3} Zo] 2749 8%lo] E&H
lom, & Mo (4.28%S Ml Ao e
b 291 12 Z3E Fufjof gt A Zof et
202 TH87L 214, AFEE 812 UENTH &
ol 2= Al Aol gt ARz it o= 1
L83F 201, XS 682 UERITE o] Choi(2002)
o] AFoA AREE]IX xZte 91Y SHelalldt &

O

Y rﬂ R rlo

Factor Item Fact.or
loading
I think I have some knowledge about apparel products. .83
I am an expert in apparel products. 78
Self-evaluation | I know about characteristics of clothing well. 72
knowledge I know about apparel products better than others. .69
I know characteristics of various apparel brands well. .62
Eigenvalue=3.54, Variance explained=35.67, Cronbach's ¢=.85
I have much experience in purchasing apparel products. .80
I take some time to look around apparel shops. .76
Knowledge about| I watch lots of advertisements related to apparel products. 71
experience I have lot of shopping experience so that I can choose good quality clothes. .68
I purchase apparel products for my family often. .60
Eigenvalue=3.12, Variance explained=24.17, Cronbach's @=.80
I know that silhouette changes more often than color, fabric, detail in apparel designs| .79
Knowledge about| Classic is a style that lasts long, not affected by trend change. .65
fashion People with small size should avoid wearing large patters and dark colors. .59
Eigenvalue=2.43, Variance explained=19.13, Cronbach's @=.78
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<Table 2> Factor analysis of brand attachment
Factor Item Factor loading
I feel special feeling about this brand which I can't feel in other brands. .85
I have affection about this brand. .86
I trust this brand. .82
I feel good when a wear this brand. 78
No other brand can substitute this brand. 75
Affection I am attached to this brand. .68
When I buy apparel product, I look into this brand first. .64
1 feel empty when I don't wear this brand. .60
1 feel like this brand knows my mind. .59
I think of this brand even when I am wearing other brands. .57
Eigenvalue=3.41, Variance explained=31.24, Cronbach's @=.83
1 know more about this brand than other people. .80
I know characteristics of this brand. 78
I know about the company that makes this brand well. 72
Knowledge I know about price of this brand. .68
I know the rival brands of this brand. .62
I have high interest in the company that makes this brand. .58
Eigenvalue=2.85, Variance explained=20.04, Cronbach's @=.75
I visit stores and homepage of this brand often. .81
I want to provide good ideas for this brand. .76
I want to give advice when this brand does something wrong. 5
Interest I am upset when people like rival brands more than this brand. .68
I have interest in other people who wear this brand. .62
I know characteristics of other people who wear this brand. .59
Eigenvalue=2.01, Variance explained=18.98, Cronbach's @=.70
<Table 3> Factor analysis of perceived risk
Factor Item 12:;1%
I think I will regret buying this brand. 78
Perceived risk I think buying this brand will not satisfy my needs. 72
about wrong purchase | [ think people will think of me as a foolish person if I buy this brand. .69
Eigenvalue=2.14, Variance explained=42.14, Cronbach's ¢=.81
I can trust this brand name when evaluating new products. .70
Pearszlil\t/e:lmrsi:k There is low risk that this brand will not satisfy my needs. .66

Eigenvalue=2.01, Variance explained=22.14, Cronbach's @=.68
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A, A% G

brand

attachment, brand attitude, perceived risk, and

2. Relationships of brand knowledge,

purchase intention in case of brand extension for

male college students
HAle sPgAl HEAE A4, o, ew=rt g

4 g7kl Bt A7 a3l

= i) vAL 9% BAT Jey 23
et gk & 97 By HYEE BAT 2

T}, %°=95.234(df=134, p<.001), GFI=.908, AGFI=.912,
NFI=.946, RMR=.0392 GFI®} AGFI7} 2% .90 o]

oz YEh, d7RPY wE A=l HF=rt
A= ATt
A 884 AT} (Table 4)9F Zron], §oJ3t A7

Aol Hiet Az4E Y, B 9 Ao, ZEH AeE Fzrgol weh AARE Y82 (Fig. Dol Al
<Table 4> Results of path analysis
Dependent variable Independent variable B Adj;fted F value
Brand attachment of parent brand Knowledge about parent brand S1 32 r
Brand attitude towards parent brand Brand attachment of parent brand 35 27 ”
Perceived risk about extended product | Knowledge about parent brand -.72 41 r
Knowledge about parent brand .64
Attitude towards extended product Brand attitude towards parent brand A7 42 101.217"
Perceived risk about extended product -.69
) . Perceived risk about extended product -.40 e
Purchase intension of extended product - .53 99.11
Attitude towards extended product .56

Fkk

p<.001

“p<0l,

Purchase intension

Knowledge about

parent brand of extended

product

ST

Perceived risk

about extended

product

Brand attachment

. 56* sk
of parent brand

Attitude towards

extended product

Brand attitude

Brand attitude
towards parent
brand

toward parent
brand

<Fig. 1> Path coefficient in the model for men
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Ao} Qlth AREA A, 99 A HEHE
A lo] 248 RHAT | gt ofFo] =2 AL
2 Y on(p=51, Adj. R*=32, F=123.17""), o]
= O] RERHE giko] FAHQl JFS vA= A2
2 Yeldthp=35, Adj. R*=27, F=91.26""). BB
Tof gt 4ol 24 AT it A7
3L olF o H(f=-.72, Adj. R*=41, F=178.12""),
HFAIE] gt Az 9ol ¥EE FHAE
9] Hre Q1 AL YERTHA=-.69, Adj.
R’=42, F=101.21""). E3] YA} AL, mBEH=
gk 2 4lo] A o2 sPgA|Eol etk eiko] &
A9l JgFdo| = Ao E Yehdt HHH(8=.64, Adj.
R=42, F=101.21""), R B ACE o2y} kA Eof of
gt AZte AT JFTA= gle AR UEd
th REHCO gt =7t 3o AdxE SHAE
ol i A TOYHo| O m(8=47, Adj. R*=42, F=
101.217), ol thA] FAAFo] gt Fuje) =] 4
A9l JFE WHE o2 Vegth(p=56, Adj. R=
53, F=99.1177). T3t A Fo| oigt (74 $F
o] #Z5E FIAFC et Fujor= Rokgle
W(B=.-40, Adj. R?*=53, F=99.11""), ZHHTo| tj
gt Bj=WSto)] mA= GFE2 gle AR UEd
ok ol @49 A, 4= gl SAAE
gt A7k fdoly 87t Al mE =] gt
Biro] mA= o] FRI=A gttt

3. Relationships of brand knowledge, brand attach-
ment, brand attitude, perceived risk, and purchase
intention in case of brand extension for female
college students

HAfe sPgAl HEAE 24, o, e=rt 2
AEol izt AZE 99, e 9@ FujoE, HHHA
T giz=sto] nAs ¥ B4 ArEA 23
£ o2 Ak 2 Y 239 R E 245 4
T} £2=96.127(df=139, p<.001), GFI=.921, AGFI=.923,
NFI=.947, RMR=.032& GFI®} AGFI7} 2% .90 ©]
oz veht, ATEYY B Arole] Hg=st
AF = At

AREA A3, RE Azt o5 tehidct. A
284 243H= (Table 5)° o, {oJ3t F=A 4
£ AEEYo w2t AARE Y-8-2 (Fig. 2)°] AA

3

F 23

of AUth. FEEA 2, ofzto] H& HHEHE 4
T o2 ATEATE Qe ACE YERT W,
HHHEO] gt ofjRto] Z4E REHEO] gt
HEr} 29491 Ao R el ow(8=.69, Adj. R*=.40,
F=175.15""), o]i= ThA] B A& tigt Bizo] 4
Al JFL wAE AoR YT =48, Adj. R'=
.50, F=126.18""). I3t oAl9] AL mHIHT ] gt
ofzto] 245 FAIF] gt AZE 3ol

o}X| A (B=-.63, Adj. R*=36, F=136.12""), Azt
o] W2 F SYAEN et FHA HeR

AEE & 4= IAJtHA=38, Adj. R*=.50, F=126.18"").
olg|gt Ait= o2 BHE &} 22 =2 IA
£ FASH HE JEAZE & of ZF4lojA 2ad
AE= ISR ko= X7+ Hof(perceptual de-
fense)7t © ZobA dojdti= AP A (Lee et al,
2013)9t= A¥o] = ACE AZHEY dT= 2
2 HHE] gt ofzto] AFHow SAFA
gt BEolE P nH (=54, Adj. R*=50,
F=126.18""), o] ThA] ZAAE Pzt HH 2
AAS R QITHA=56, Adj. =32, F=125.11"").
o/d9] A%, 53] LEAENY Bt FHALS
2 BIE 3 Fof REAC] Hrk FHHA A
o2 YeR}(B=51, Adj. R*=28, F=93.13""), A
9] Aol AnfjoiRo] mE HHWHE9] ofmz]

rR i D

o B2 AR of30] 75 HS HolRglct of
o3 23t BAE ofHo) HE7t ¥ 24 Y
s

BARE ot T s EobHrhe AYAT (Lee
& Chang, 2007)2t= |3t}

4. Discussion on gender differences in brand
extension

B Ao Ang vigos A i
Aolg Awmw thew 2ok $H WA auR
3%, BEHEO gk A 4jo] AA| =AM Tt
AdS sh= A2 & & ATk 53] HEAE=S of
St A4 REHE] tigh of 22 w7 = Stof E
e Ho §FS mAH, ols Al E-E AE
of gt Heg AZHo] UetEth olHd 2=
AP AT (Lee et al, 2013)°4 LERE=ol, Ed0l
HE A5y ozt JEE oAdHT= § 7
Hog yshs WM, 442 £ o HA= ozt

o,

Hej T

— 11—

o}
=

¢

¢

A= I?
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<Table 5> Results of path analysis

Dependent variable Independent variable B Ad];fted F value

Brand attitude towards parent brand Brand attachment of parent brand .69 40 175.15™

Perceived risk about extended product | Brand attachment of parent brand -.63 .36 136.12"""
Brand attachment of parent brand .54

Attitude towards extended product Brand attitude towards parent brand A48 .50 126.18""
Perceived risk about extended product -.38

Purchase intension of extended product| Brand attitude towards extended product .56 32 125.117"

Attitude change of parent brand Brand attitude towards extended product 51 28 93.13™

“p<.01, ""p<.001

Knowledge about Purchase intension

parent brand of extended

product

Perceived risk
about extended

product

Brand attachment

of parent brand

Attitude towards

extended product

Brand attitude

Brand attitude

towards parent
brand

toward parent
brand

<Fig. 2> Path coefficient in the model for women

59 ABAR Mo dFS Y] g2 Aew A B I HegE el ZAog Helth 11
ZHE e} o] fJo= g9 B, HEHES Hijt A Ayt o g3t g ol EAAIEC] gt Az H
Alo] ZgAIFl et A2te K193} sof 21344 A} s HHE o4 3o HHAT it He
Al YFE A= ALE YEhHT o= 942 o4 of obF FFo] gl Ao YK ol ¥4
I G2 RASE Aot olsiE uf dE Aldat o] A AAT =9 HHE Hxrt FAHEHE A4l
HEg Aok o] thRol(Febes & Martin, 1991; o Ao} BAXT EATo] o A3k, A4
Johnson & Schulman, 1988), ZE W =0 tjjg] o]u] 712 2 & S5y 517] f&EQ Ao w AyZHCL).
$5E A4S wgoR @ Y8o] AEc] g whe oy AnAe A%, mHA=O Gt 44
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o] obd mHA=S] 3t ofzo] HA| ARolH Fa
3 QS S A & S AU APAF(Carmon
et al, 2003)0] €J3tel o}49] A9 Fujst 3]

w7t 2 A, 7 Yeto] H HASE AFF &

o AR 287 B9 WA olzol wAyste,
oleigt BAlE oj2ke HAE B AN E B3
Azl that Bolo] A TIAS X 4 Utk &
3 BAE ATk BEAC] g ojzo] 4
Aol that A2k 91l Zhast 2HA HE o
ol ARAQ GFS v AL L 5 Agow,
ot thA| BRI 3 059 muA=o| T B
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AT Aot Avtoln], SR e 514
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BHREY ofzfo] FEAel AL & & 4 9
o} oo A9, A4o] WA AzoIA HAE
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A % 98l
A G W57 A Belo FaFe A

V. Conclusion
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