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Influencing Factors in Attitudes towards Homogeneous Brand Extension
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Abstract

Growing competetion in global markets has forced companies to differentiate themselves from competitors in
order to take advantage of opportunities and benefits. For this, the study of brand extension has gained
importance in recent years. The aim of this empirical study is to examine effective factors in the attitudes
towards homogeneous brand development on mother brand attitudes using a fully integrated and constructed
model based on theoretical literature in this field. The statistical population of the research is the customers of
Shirin Asal private stores in Tehran, and a questionnaire was used to collect the data. According to the relevant
formula, the samples size was 384 customers. After collecting the data, the hypotheses were analyzed by
Pearson and SEM, Amos 23. The results showed that brand trust, brand awareness, brand image, brand loyalty,
perceived relevance, brand experience and brand satisfaction have positive effects on the attitudes towards
homogeneous brand development. Also, attitudes towards homogeneous brand development positively affects
the attitudes on the main(parent) brand. Based on these results we made several suggestions.

Keywords: Parent Brand, Brand Extension, Effective Factors on Brand Development
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2 - Company Credibility
3 - Brand Extension Trustworthiness
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% Brand awareness
* Brand Image
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