(Sirgy, 1998) Aaker (1991)

(Brand
Equity)
(Brand Extension)
! (Quantitative
Method) (Survey Research)
428 1SIT 21-30
(66.7%) (66%)
(77.3%) 10,000  (64%)

(Line Extension)
(Category Extension)



/ ' #
(Brand Commitment)
3.26 (
3.63
3.35 (
3.66
3.49 (
3.17 3.20
i |
(Line Extension)
(3.72)
(3.44)
(3.54)

$
(Category Extension)

(Brand Satisfaction)

(3.49)

(Category Extension)

(3.49)
(3.40)

(Line Extension)
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(Line Extension)
(Category Extension)

(Brand Satisfaction) (Brand
Commitment) v,
3.63 2.89
366  3.04
3.17
3.20
3.26
3.35
3.49

Foote, Cone and Belding (FCB) Grid
(Ratchford, 1987)
(Low Involvement Product)

J. Walter Thomoson (JWT) (1980, cited in Assael, 1994)
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(Line
Extension)
1
(* ;' 2541)
(Category Extension)
(Brand-concept Consistency)
( )
( )
Park, Milberg  Lawson (1991)
(Category Extension)

(Brand-concept Consistency)
Kapferer (1993)



(Value)

‘ (Skin-
care Preparations)

Aaker  Keller (1990)

(Line Extension)
(Category Extension) ( 1)



(Line Extension) (Category Extension)

( 2)

!
(Postpurchase Dissonance)
(Stimulus Generalization)

(Postpurchase Dissonance)

! (Low Involvement Product)

(Assael, 1994)

)

(Postpurchase Dissonance)



5.1 (c)

51 (8)

s.1(d))



51 - #
4
Person Person
Body Lotion + Wht. / Deo. Body Lotion + Wht. / Deo.
51 (a) 51 ()
Person Person
Boby Loton  +  Wht. / Deo. Body Lotion  +  Wht. / Deo.
51 (c) 51 (d)
Person Person
Body Lotion  + Wht. / Deo. Body Lotion  + Wht. / Deo.
51 (e) 51 (f)
Person Person
Body Lotion +  Wht./ Deo. Body Lotion +  Wht. / Deo.

51 () 51 ()



(Stimulus Generalization)
(Conditioned Response) (Stimulus)

(Stimulus Generalization) (Assaei, 1994)

(Assaei, 1994)
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(Line Extension)
(Category Extension)

(Line Extension)

(Category Extension) ( 5.1)



51

(Line Extension)

(Category Extension)

* 0.05

(Category Extension) (

(Category Extension)

Extension)

(1996)

0.73*

0.39*

(Line Extension)

5.)

(Line Extension)

(Line Extension)

(Category
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Berkman étal.



1904)

52

0.05

100

Bush (1987, cited in Schiffman & Kanuk,

(Line Extension)

0.47*

0.47¢

0.34*

0.39*

0.36*

0.20¢

0.22¢

0.36*

(Category
Extension)

0.21*

0.23¢

0.21*

0.27%

0.27%

017

0.17

0.21*



Sampling)

(High Involvement Product)

(Reliabiliy)

(Non Probability
(Convenience Sampling)
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Back Translation

(Content Validity)

(Focus Group Discussion)
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