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ABSTRACT

This study examines goodness-of-fit model to explain brand extension
phenomenon. Specifically, explaining the influence of brand similarity, belief toward core
brand, and motivation to elaborate information on attitude toward brand extension.
Laboratory experiment was used to ascertain controlled variables. Participants consist of
598 undergraduate students in business. Hierarchical regression analysis was used to
elaborate the linkage among these observed variables. The study shows that complexity
of brand extension was linearly influenced by brand similarity, belief toward core brand,
and motivation to elaborate information. The finding confirms that the decision toward
brand extension was significantly tested. Implications for further research are also
discussed.
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! Paper ini adalah salah satu paper peraih penghargaan pada ajang Best Paper Award JEBI 2008. Paper ini
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2 Perluasan merek adalah peluncuran produk baru dengan kategori yang berbeda dengan memanfaatkan
keterkenalan nama merek perusahaan sebagai merek induk (Aaker, 1991; Pitta dan Katsanis, 1995;
Kapferer, 2001; Kotler, 2003)



