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71940 Abae] Tha-S Skatst] SIshA 714
o] ARSI HZEe AF7h) Ak Gt
NEe E79 AZS SR AR 24

£ o2 Fufst= thoksH(diversification)
ZeFo]th(Watts, Cope, & Hulme, 1998). 7|4
o] thefst Meks 719 star Aashs wH ol Al
HIskA 2 Hste A A ARES A=
@ AF HHe Aol ojuf 7] (1) M
2 AlFe] ghe E2e BiE o] 55 7ds
A (2) M2E Aol 71& HHE o5&

2 AT 4= Stk $249] B AygHE
2 H

.

BHH =3 (brand extension)o|2}al &},

A=SLL 439 RS} T B0 3
& 71E BHE(REHE) o]FS MEA &4
B Ao o2 ASSHs HAE 2ol
2t Ao 4~ Qth(Aaker & Keller, 1990

Volckner & Sattler, 2006), B EZAF2 A
#F 719] Auf 7HsA4& W (Sullivan, 1992)
A" AfFyAeld gE(d. Fano] Hg
AEAY AR e &4 2E
o] 2ol (Kang, 2015), t}oFst A+
71go] HHESAS WM SHA ARESHAL It
(Albrecht, Backhaus, Gurzki, & Woisetschlager,
2013),

719 SN, B =gkko] Al A5
Zi‘ﬂ Al% AU A s gH)S (1) 22
gt &H|Ee Hj e} (2) B[R} A
a He-H=sk AAA(fit)of] 29
HtH(Bottomley & Holden, 2001), EEH =0
et S84 e wo REHE-HH=S
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2 muRCe] 3 AEOE 47 WRIFES
wHAC-BHEA IR o] e BAset
AL Ao} Gk, Tt 719 TR of
92 Bdc-nRssy QX go] e uy
cabg(el, SolHE T XA A
o8 B4, 7hE BAES] fatol =N &
A5t ok Eglol, 717 s el 24
& AugoN S FAB|E Gtk 0|2 Zo] w
HAE-HAZIY DX Ho] W HAsI
o muge-BRshy QX4 £ B
gt A 43 Aol Wk 2y B
HPS-HRESY AX o] W HR=IY
oletE, 719 HASIY FuE ol§aA
A

ASH o2 HESAH(C. Pryor & Brodie,

1998; Baek & King, 2015), o]& Aldjo)
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p = 3%
F0 5% 2 %S £2Y BHAS-HAC
2 A4S M 4 Ath(Meyers—Levy,
Louie, & Curren, 1994, Lane, 2000, Klink
& Smith, 2001; Lee & Moon, 2008),

2 A ol A A, Agdats g
o] &4 zgo|yo] HAM =3 Hrlo] u|x]=
s dHFor HAFoTh(ol. Aaker &
Keller, 1990, 9t 2: BE=3kA}o] mHHT -
HHESHY om|R|/A|F £ A 52 B
stA| ME3FeIA] 95 Baek & King, 2015: ©]
Aot Al £4 ZYloly F AlE £4 =4

olfg o] At A7h). ofof & dAitE Hil=
o
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AX GA R AEEE 4= 9tHBoush & Loken,
1991, Ozanne, Brucks, & Grewal, 1992; Loken,
Barsalou, & Joiner, 2008; Sichtmann &
Diamantopoulos, 2013; Kang, 2015), EH=
s w7 BAe) 2 AE kejsid oot

":é—' QAA o7 gAlsttH( Moore & Lehmann
1980; Murray, 1991), BEH =R E A& 9]
fraol7] wizel Bieskt BHrF g9 A
A HAE B A FE Al B
A BE 710 W89 dl4telth A4
2, 2 SAE 54 EHESAH(), THE A
e AL 1§ HA=sAS Wl u),
AR Bl ekl grtkol Qs ARV F
Z517] wiizoll 219 A - 2H A dol o4l 3
AE mHEAT (o WdHE) T2 Bassht
AZ(o], HupR) P BAE 7] Yes e
© 2 HLrH(Srull & Wyer, 1979; Loken et
, 2008), AH|A7) ARG HEHE(vs, Bl
EQ’XJ AFer #HE 719 WES REHE
(vs, BRi=s A5 o BaAshA 3dH &4

1t
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o Zl3Hel BHUE (s, HASTE AB] A
Ay &4 HFo]tH(Fiske & Pavelchak, 1986;

Cohen & Basu, 1987), R EH =@} B =317}
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SA (e, THEE = B A8pr] = A&
Aoet (2) Al A4 £ HF(e. YRR =
=3h gk Agui] = A7) &2 Rt Park, Milberg,

& Lawson, 1991; Bhat & Reddy, 1997, 2001,
Swaminathan, Fox, & Reddy, 2001, Spiggle,
Nguyen & Caravella, 2012). o]ufj o|u]x] HAF
& e pudleel "alesz} AgZo] A
Al(Park et al,, 1991; Broniarczyk & Alba,
1994), o]u|x]9} AHHA Q] &2 (Broniarczyk &
Alba, 1994; Bhat & Reddy, 1997), AM&A} o]
"] X|(Broniarczyk & Alba, 1994; Bridges et
al., 2000) o2 FAE) 3HH AE I &
A e HEHES HHESHY AlE2 &¢
Z EA(Boush & Loken, 1991), AN AYS}
(Aaker & Keller, 1990), 4% #4A(Bhat &
Reddy, 1997) 5o =2 o]FojXt}

BAES Be) 5w B, iHlXP
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Bhat & Reddy, 1997, 2001; Swaminathan et
al,, 2001; Spiggle et al,, 2012),

BUES H} ) T4 TAolA], L)
A mHAE-BAEG ofu|A/AE 44
A A7g Ao HASTLS ©
=9 3 AlFe R Ty thE Bl
3 AEOR 27] MRS o2 Sy
AL A A tHBoush & Loken, 1991; Ozanne et
al., 1992). TAACT Anzy} EF Hals
S Bl mEAE-H PR} o|u]x]e} A

|z

EL[‘%O

z7] WHF3%lch(Fiske & Pavelchak, 1986;
Loken et al,, 2008). oA HH=3}A9] 1

HHE-HH=SH ou|x|/A|E &4 LA

N
ot
il

al,, 1992)_

Hh mHE el B ekt 71 ofu] 2] £4
A= =AIvs. BA) AlE 4 dA8E &=
Avs., =A) A2t A, anlAe g 2
Heghgo] 27] Mt A4 gt 5244
= YR ojnf AH[Rp= #1o] BT
z7] W38t A4S ] SleiA 7 AR
gHAS 514 Hth(Boush & Loken, 1991;

Imo| 44 meo|Yo| SH=EY Tiol 0lxks e

= [SisH

Ozanne et al,, 1992; Meyers—Levy et al.,
1994), IOF BT ol 2O o8 Au
H(external information source)©| A|A|EH
SEARE QR AHYOREE dg 5 Qe ¢
X ARE ?—7}& AR TH( Murray, 1991;
Kang, 2015), 9|5 AH o] Lo 2n|A=
Q9] 71of] AAE HHHE A4, HYe
S AR A4 SO WA AN 22 B
514 e S Ozanne et al,, 1992; Meyers—
Levy et al,, 1994), o]} Z-& 9] 1= Y7
AR g Ayl Apjzte mHIAE-dHIHes)
% o)A/ A% 44 AXAe A2k wzol A
2 OE BN /A B A/ REHE
—mRESY olul A/ AE 44 AA Seo
Hles) S REHES o A3
2 Hdso) o AFEoR AF Wi
(Meyers—Levy et al., 1994; Guo, 2001),
H%H‘EQZP‘/] l:H §]— ﬁx% jl}Z—LQ_ 7%7‘;]/\1 E
A Belsee] muAE o AEoR Wa
SheH, REHEf gt 77 (Bhat & Reddy,
1997, 2001; McCarthy, Heath, & Milberg,
2000) 3} AR|(o]. &4 H7}(Aaker & Keller,
1990; Boush & Loken, 1991)7} & Haj=g
oz oe, ATl lakd, 54 o
ol thet Biz=(ol]. BHEst) )= s o
Aol tigt AT QA2 A & (Breckler,
1984) S )4k} AR T ool ot o
(o, REHE Bj;)of FF= wobM FAHH
th(Edwards, 1990; Brown & Stayman 1992).
o5 MHATE HHALS F ABOR W
Shel B =obgo] 79, BHHE (L HH
g

Zof digh AT JARD7F A A 22|al A
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2 Hol 5 T3l B = Eiof JFS vE
T e AL, webd REAE BET) S
Hxol3 HASTo] HHAEY T AEO
= fFobed, S REHE H=o] Pt
A Aol e e)A BAEI BErt 24
o] Eth(Boush et al,, 1987), o]F& FAZQl B
A=Y g T HA=aE 70
S ek (Sichtmann & Diamantopoulos,
2013),

wl BAC el WS B A, Avd
7} B BUESAS mHAEs) o T B
HEO] o Al Foz Hasleld HHEsk
T FAHZAe REHE =9 tiZ(contrast)

Zs|
HHA FAAer  FAEHHHerr, 1986,
1989; Meyers—Levy & Malaviya 1999), w2}
A BiEe s HEAHE gleko d
dH o2 PAET EIF HHESHY) Bieo] A

HA = A oofe HHH

tHSichtmann & Diamantopoulos, 2013).

2) Lo| A Iajjo|na} HaHE X} BT}

A=) BAe maAse] HA=A
(o, mEEAES] 22 oA, WHAL

3499 gE)S HIHon Feae
(Tauber, 1993). watA] B =32} 3319
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o
X meoly AL BHASY HHO

=
o
ofN I £
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o] HaEg
Cot a0 Bl 94 A A S
7202 o AETHBoush & Loken, 1991; Murray,
1991; Ozanne et al., 1992; Kang, 2015), ¥
o] Aeiedtol ojst, Hil=ghgo] HEHE

Imo| 44 meo|Yo| SH=EY Tiol 0lxks e

—H=gH o|m|R|/AIF &4 DA el
Bl o] W33l e w4 Bl
7 Faof ik oy JR g Jrert g
2 4= QtH(Murray, 1991; Meyers—Levy et
al,, 1994; Kang, 2015), EEHE@'XP«] ey
E-HHESY ofn|R]/AlE &4 dA #E
whE FaLo] ofm|x|e} A&

ool W3} A Tl F3Fe HAH A
FFA oz Anrte] HlEey g7t WA

g ol o] 2

=2 oJu]A|(4l. ofe]
He/4FE = 7I5Eeh ok AlE (. ofolke)/4Fr
= 9 &) £4 LA AL 2ol BF =
< ERHESA(d. ofo]Re] )] A7, 4]
Ae Ae Be dae] ArdE REHE ofF
(ell. otolEe])at AlF ol5(
HH=SHY olF(dl. ofolRe] 4Rt Hrjt
g B =gl MHERHE(Y, ofo]H )
o] A% % st FAL AT WEE
(Maheswaran, Mackie, & Chaiken, 1992;
Desai & Keller, 2002), ®3t HHgi=-HA=

. 49 23

S ol A|(ol. ZAIOIE = o vs, TFHA =
He|gh et AlE (. ZACIE = X|oF vs, 1HHA
= 52D S QAR AL o] B e E
HEZA(]. ZACIE THHA) Y B2 4H]
A= Aw B Bael 5% BHes olF
(. EAI°|E HH AT Bk s Hal=
S REHE(A. ZA0|E)Y] AFo] ofd
Ao AL 7HA AL EFEtT ol9f Fo] B
HESAO] JFofof ]t &u]ALe] Salo] 7
3t 4 2(Boush & Loken, 1991; Ozanne et al.,

1992), AH|A = sy Hel=sato] W33} 3
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B o] £4 AAG AL 2 WA
(e, &t = AlFE vs. I Z= 714 = =
gh AFE &4 A AL 2 w20 &
oAty Zh= 717 = A% ZE) BREZH(]
ot Ay Zhe 71AD Y] A= AnRte A
He Fio $4ste BHESY o|F(d. &

HEHRE(G, 2th AlEF F stz 577 7
SUAE AAsH7] ofHrh(Meyers—Levy et
al,, 1994). 2, /A EL #/3 mHA=-H

o ol /AlE &4 YA 2719 HAls
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Ozanne et al., 1992), o]of AH|R}= ﬂﬂ %]
K3l Fao] ojm|z|e} A& &4 ZHjo|yof W
2 F9E 7]&0]3(Guo, 2001; Kang, 2015)
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O]E}(Herr 1986, 1989; Boush et al,, 1987;
Meyers—Levy & Malaviya, 1999), 1 A¥}, a1
LE A HEAC s F 25 $ HIAE

2 Hio] FHQl B FAQ dF= vE A
SR o, 18 FA kE § HlsS

=S EA = 5 HH =S o7k
A A= nE AL R A Ek(Sichtmann
& Diamantopoulos, 2013),

oyl =oF Mo, ¥ ATL P
olul A9} A% 44 mao|so] HA=TY o
Zof ujAe &3} Aol A 5T A7 1&
et ol A skt

HHE 1. /19t /X 2ERHE-SESEE! O|0|X|/XIE
M UX| Z2A9| BMEBIEECE /X9 X/1
DEHE-BHES O0X/AHE & 2R &=
9| BRHESEO| 2 40| 0[pfX| £8 =

o[t Xz £ m2f0[2o] Bei==ty Ei=

ofl DiXf= F&ol ©f 2 Zolct

A7 13} BRASA, F 4FF(3/3, 3/
4, A/, AP BB A=t ol
A/AE 44 A 22 7H sl
Pt AN olmlx|ek AF 4 ZeolY)
o] HAHESY o] B (FRT) B A
AT AEEI) JFS 1A 4 Yk 2
et A dhmof n|XE F FFO) 44

Zno| 44 mao|Yo| SR TWiol 0lxls e

RS I A VoS VS T VS N ST = S =15y
O0XYHE £ LX| T10] EH=SE 2210

ChotiAd, &o] O0IX| £ o[t Mz <

-~

S maojIS Ofil WACRIFET T NS

I'

E51)) B B0l SIS ORI 7

QP =olg 82 TAR, B dATE Ba
L A pEgc grrt 3y 3 5 Hyc
B4 el mlA)s AHQ) Bl HA GRS

QT 2 /T, /A, R Y R/ DRt
X 00XV 4 Y| K7i0| SRACERY 2t

210l CHotiM, & =& & 2Ee Ef=JF &0

E 2 SoieE B0 gals 0l Zoio

1

o

7k 8 Wi, /A Y4 S A/AN 2Eie-Helest

& O[0XYHE 44 Ux| A7lo| Ay 2t
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mo
O
il
N
o
i}

AegAtef 9Jtd, REIME €= (Czellar,
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2003)9} RHEHME Z=A % (Ahn, Park, & Hyun,
2018)= B 2 Bl o] ke n|x] Ao

2 g%}, E3F Hoyer?} Brown(1990)2 &
B Tsky rojolge] ek

0011

=% 24 7}
of Zfolt= mo| oujx|st A &4 Leo]y
o] HAT I Brho] v AL G TYAM
£ U 4o gk ol AT BF
3 ATEA 23} FHel A, B ATE 4R

A=) o sk a4 7 o
of £ AOE oEE 54 Aug WG
2 4

A Bl EgAto] B Al Aoz

o?i ftlo _IYE

3t Zlo|tH(Dibb & Simkin, 2008), |2} ¥ 3|
A, A 1087F 20300 $ 9] AANEE
o] &2 7hAsH Wi 20-30T) oA Q] AAEE
2 S7h3ick(Statistics Korea, 2017,

December 1), 20-30t] ojA 2] AAEE 2o
20] S712 9] 015 AE Pl F719)
A, 20-30Th oA sfA, o3, A 59
chebe ARIolA] B4l aml2oR kelslct
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(Table 1) Step—Down F Tests
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Note, IAF = Image Attribute Framing; PAF = Product Attribute Framing; Ase = Affitude toward Brand Extension; Pz = Intention to

Purchase Brand Extension.
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a, Brand Extension with a High/Low Image/Product
Attribute Fit between Parent Brand and Brand Extension
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b. Brand Extension with a Low/High Image/Product
Attribute Fit between Parent Brand and Brand Extension

Note, IAF = Image Attribute Framing; PAF = Product Attribute Framing; Ase = Affitude toward Brand Extension; Pz = Intention to

Purchase Brand Extension.
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Note. IAF = Image Aftribute Framing; PAF = Product Attribute Framing.

An Example of Experimental Advertisements
(Brand Extension with a High/Low Image/Product Attribute Fit between Parent Brand and Brand Extension)
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Effects of Attribute Framing in Advertising
on Brand Extension Evaluations
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The use of attribute framing in advertising is a common strategy used by advertisers

to increase the persuasiveness of an advertisement. The goal of this study is to
investigate how attribute framing in brand extension (BE) advertising can affect BE
evaluations (BE attitude and intention to purchase BE), based on categorization theory. To
obtain the goal, the study manipulated a BE for an experiment as a BE with a high/high,
a high/low, a low/high or a low/low image/product attribute fit between a parent brand
(PB) and its BE. The study also developed PB image attribute framing (image attribute
framing) and PB-related BE product attribute framing (product attribute framing) in
advertising. Next, an online experiment with a 4 (image/product attribute fit: high/high,
high/low, low/high and low/low) x 2 (image attribute framing: presence vs. absence) x 2
(product attribute framing: presence vs. absence) between-participants design (16
experimental conditions) was conducted among 471 females in their 30's. The results
showed that for a BE with a high/high and a low/low image/product attribute fit, neither
image attribute framing nor product attribute framing influenced BE evaluations. However,
for a BE with a high/low image/product attribute fit, image and product attribute framing
had a direct and interaction effect on BE attitude and then an indirect effect on intention
to purchase the BE via the BE attitude. For a BE with a low/high image/product attribute
fit, image and product attribute framing had a direct and interaction effect on intention
to purchase the BE. In addition, PB attitude prior to the advertising exposure positively
influenced the BE attitude after the advertising exposure for the four types of the BE. The
study findings provide theoretical implications to further our knowledge about consumer
information processing of BE advertising and practical implications to guide planning and
implementation of BE advertising.

Keywords: Brand Extension Advertising, Attribute Framing, Fit between Parent Brand and
Brand Extension, Brand Extension Evaluation, Categorization Theory
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