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This research was aimed to study: (1) brand loyalty levels of selected products,
(2) the relationship between brand loyalty level of the original product and brand loyalty level of the
extended products, and (3) the relationship of brand loyalty level of the original product to consumer
evaluation of factors affecting brand extension.

Survey method was used to collect data from 428 Bangkok females, aged 18-45 years old.
By using the multi-stage sampling procedure, sampling districts were selected and then samples were
conveniently chosen from the districts. The research instrument was a self-administered questionnaire.
Nivea Body Lotion, Nivea Whitening Body Lotion and Nivea Deodorant were the original brand,
the line extended brand, and the category extended brand used, respectively.

Restits showed that brand loyalty level of the original product was positively related to brand
loyalty levels of the extended products in both line and category extensions.  addition, brand loyalty
level of the original product was positively related to consumer evaluation of factors affecting brand
extension. Finally, the relationships of brand loyalty level to consumer evaluation of factors affecting
brand extension were found in both line and category extensions. The most important factor for line
extension was perceived fit or appropriateness between the company and extended product.
Moreover, the most important factors for category extension were brand-concept consistency and
perceived fit or appropriateness hetween the company and extended product.
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