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The Interaction Effect of Extension Direction and Power Distance Beliefs on
Evaluations of Vertical Brand Extensions
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ABSTRACT

The direction of vertical brand extension is one of the key decisions that firms must make. Stretching
their brands either upward or downward will determine the position of an extended brand as well as of a
parent brand. However, scant research has explored the factors influencing the effect of the direction of
vertical brand extension on consumers’ attitudes toward the extension. To fill this gap in the literature,
the current research examines how the direction of vertical brand extension and consumers’ power
distance beliefs jointly influence consumers’ attitudes toward an extended and a parent brand. The
results are as follows.

First, consumers’ power distance beliefs interact with the direction of vertical brand extension to
influence their evaluations of an extended brand. In the case of an upward extension versus a downward
extension, as consumers’ power distance beliefs increase, their evaluations of an extended brand were
negative.

Second, consumers’ evaluations of a brand extension itself and of a parent brand depend on their power
distance beliefs and the direction of brand extension. In an upward extension, consumers with higher
power distance beliefs are more likely to perceive the entry of a lower-tier brand into an upper market as
being negative, resulting in more negative evaluations of a parent brand. In conclusion, marketers would
be wise to pay greater attention to the differences in consumers’ power distance beliefs in their target

markets, and respond appropriately with differentiated marketing strategies.

Keywords: Vertical Brand Extension, Power Distance Belief, Upward Extension, Downward
Extension.
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2008 @Wﬂ%ﬂ% 27} Ak AA] 2~ (Genesis) &
A el 2R EAE glo] AMIA|
53]% 59 Hill=z dAsks wikle] =ojElony

A7F 7B 3L e A7E omIR S ke wf a1 AFs A}
APl vz F9)eke A Felgka AdEo] Al A
Lﬂ/\]i’ﬁ HA= 2
e, 2015 114
212 vl =34 (vertical brand extension)-& &Y
o] HAlEE A3 A|E AN 71 /EE S|
A &% 52 SRIANA Al 2dske A=reltt (Keller
and Aaker 1992). llA A54 Aol AAlA~E =
BAerEn o S FERE A upward) 3
Ag7tolH | A= 2 A (Ralph Lauren)2] Z=Z(Polo),
olZrl (Armani) 9 oF2rhy ] ~A21A] (Armani
Exchange) & 2HA =BT} T A7 A%l 219)38l 5}k

(downward) 214 ggo|t},

i

O

Fe A9 wHUAE oS LAY H9NZ &
T A EAgH(Aaker 1991). 5248
o) Sl Bl ATl W Ml 1
= 3 SgEA= gt Frpt
dEfA] = B o2 YERdti(Aaker and Keller 1990:
Caldieraro, Kao, and Cunha 2015: Jun, Mazumdar,
and Raj 1999: Kapferer 1994: Kirmani, Sood,

and Bridges 1999; #3ls 2013; ¥y 5 2009).

’FeFe i (upward extension)®] - A7fEEi=<l

FHES] ofux|7} SHHAER %MEM Q%E%H

g Ade] R = FrPEo R RHAET} 7R
A& dlE 4= dai(Aaker 1997), 7Aooz oA

S S 53 214183 (cannibalization) 2] $18&
73 JeHKim and Lavack 1996). o|x¥& 422

T
Beleabg weke nalso] A2k 91X W opja) &

Balc gl sEe olnx|o] HHAR] JIFe nA=
93 Ao w Bsla, HAl=sga] Hale=gkt
Wkl W 2H|AF Q1o FEE mIAE 2l g
AT ob FE5F Aotk

71go] BERESE Bl AAES S8kt & o

ARl EEA A xg Halsg A7) 243 AT ¢l
B Aow BT} o3 AYATe] AN AAts}
o ¥ A7E ARlReA AR F AHAHAE (power



7 7kl nAE Gl s Ao ARkt A=
galdo] E& AAES TE AREES Alelsl dish
821 Al 7L kA A ltk(Sagie and
Aycan 2003). wabd E Ao A AgAde]
ol#gt ol Bt Hgd F s AR A%
gt FAF R, AR (vs. Rl A5 A
HAEo] 525 Hds, Rudge gl Hile
el sl g4 ow HFriek Zog ARkt
2 AFE A gk A7t

= s} SHAME AAE 7H Ao Ho
2t} ofge] ) RS e ke e A3
oA Blofut j?lﬂ/%ﬂ A7HE e 77 dd=

shte] AlEA el
EAFE HA= s

& AT APl =/dste] AlAIF ARgeE Aotk
(Aaker and Keller 1990). BEH=4 f32 HE
F7HRIE &

BA =3 (brand extension)

BE 7R7F =2

ERsked, 289387 (vertical extension)
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o BAES 7H/E
A3} ol EAlsh= Zlola, +H2g
extension) 7|&9] AFS thE AFH
Zolth(Pitta and Katsanis 1995).
T2 A e ekl mhet ekt (upward

ZF(horizontal
F2 FAsth=

extension)Z 3FF&d (downward extension) &=
TEE e, deEdS REAEo] Ve ] Bl g
FEAES] 7e o] EA AHEE AgolH, skeF
e REAE] Vs ] vs) FRAE= s
Fro] @A J4sEE A58 Zeth(Jun, Mazumdar,
and Raj 1999). 57| 22 27ge] el &
g ATl w2 2H|Rbe S wet Ryl
= gl PHEHE e o2 ks ZeE e
Wth(Aaker and Keller 1990: Caldieraro, Kao,
and Cunha 2015: Kapferer 1994, Kim, Lavack,
and Smith 2001, Kirmani, Sood, and Bridges
1999; Asks 2013: ¥y 5 2009).

TAE R BN Kim, Lavack, and Smith(2001)
© T4 e nEt REae-sguae 7o
AEE oh2A she Blo] Frha el Bils
FAA G e} eHaer) 247 vhE F4/
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Aol o A1 ke 4& & ok v =EE TAMY, 71 Azl Bl ol vXe I
Kapferer(1994) B3 3aFege] 75 719] At & ARSI, BHEAES}L SPFHAES] fAMIo] W2
ol g ooz 3 dFEA=] F45 oilshaL FGoNA o] ol Foixl A5 FEM= thet
T84 W7k WE & a2 Btk Caldieraro, of Bz or Hrlshe Aoz vehdtl uebd o] 7
Kao, and Cunha(2015)%= BHE=ZS Fgkebsle] - BAlesge B9 AAIE ARG AR Hileg
glnld AlFE 2RlE F7keke Aol viEA] AlEe] e AAFE EAIshE o] Bt aigzsita sisit. &
S ARRE, & el SV deke AL okt s, (2011 71ed AFe] FaH e
© A& BAFdtt, 22y Aaker and Keller(1990) ZAfolle AnabEe] RHMES] Ve 23l
= 235y slkee] 45 wH=s] WAl F-gehA PIAES Bk s, o] A% AdSRol HE
2 off] HAER SR HEE MHRlERhY 5 How o]Foglets o|Ae] gl uet thed
BAR WrhE e & dvtar et e VA 5 vk st =, ok el
hA Kirmani, Sood, and Bridges(1999)= E#l et g7k A ddege] duligs drHEv= 4
= PPUFCEE vs. 313, BAESA (B vs. ¥ TS A5 B AR YehARE 3 the-d
4 BAs), TelaEdlly MG EAE AR vs. ol gk Brke ok daebde] Agduf of el 9%
7IEHHE ARg)o] HAESAe] et A} g7l < O] etk sigitt. ol sk Adieldel] ek
A Y euA Eﬂ}(ownership effect) 7} 24 FH= srlesree] RHAES AHE Prolmg
g stk @4l &3 (ownership effect) & 24 aHAbEe] FAEE 71 wol FaskA 2fsiA|
ZHowner) 7} B]&fAHnonowner) ] B]3lo] ZHHA= 27 wjiolt}
3 BAl=eo] thel] HA3 3929l Bies A olHe ojF% Au7Ae] ABATE T HH, U
), o2l A2zl ofshd U avb= Hgg B of wje} eguEae e 9 Hc s tigh &
d=o] e shekebyd, aela A Hallse) A4 H2L B7pL deple e Helth =, 719l 4
FEPgollA Yehsdth, o5 A Bal=9] slakebd Aedg Folo] AAlES SAlstat & uf Hal=g
A Ul It A W olfE frAleol T Wl wet dix=AQl 23S e & 5 3tk e &
4 BRI 7 SHARD aEssws skt o}, a7te] AA BRlEQ] E82(Rolex) 7F Bt 179
ke ds 7R s7] WiEl] Zlew Argsisivh AFom FgFerdshe A3 A7te] AFer R
A3 (2013)2 2AIF FAAEE] 71sA A sk Aol tisle] avAe] ks tE 5 sl wet
dol A el wE FAE Wl niAE A SRl mhe amizke] BAlE grle] Apo] A
FFE A7l 2 23 vlAE ] B B = 8% onE 7M. et
el ZAvHTt shek gl A o seolHow i
7hehe Aoz yehgont, A 2ol Aeele 2% 2. HE{e|Ald

Wkl w2 Zpol7) fefnlslx] &sdtt. dhH sy &
(2009)2 HHl=shlely} nudsol SHsol HAE A2 (power distance) & T3}l w2 71X 2}o]



= Awsp] S ol 7 dE (A, B2
3|9 gk, AQ1Fe] vs. FEe], WA 71 vs. oA
2 714, A7IA vs. D) F hE, & AL
3loflA] Ak]A R 9o e FH 2] B (inequality)
o] F+8H = F=E ov|gth(Hofstede 1980). =, =
< HE7E ] AREledlM e ARS]A] A 9fd] whet oAbE
el mR= FEFE o] th2oka Aztgint, vhd we- ¢
Ao ARSI = ARRIA A 9lol whEt ojaL Ao
n|A= G zlolE FoluA} gt A A= o]
Aol F2 37K 314 2ol5 d9str] 98] F+=
=71t Hlae] o]- &=l ot FHZell= 7HQle] A=A
o thek 12}, = AdFollA e A A (power
distance belief) ol thet A7} &ds] o] Fo|=] 3
tH(Winterich and Zhang 2014).

AgAAIE S A Fo] el el 7iglo] 7]

ista Wolsol= AEE 4= /Nd o2 (Winterich
and Zhang 2014), APATEE F= 7iclo|v AH]
7F Beka e dgAealged wt ofwgl x|zt
U=A] TPkl Ath(Hofstede and Hofstede 2005;
Mead 2003:; Merkin 2006; Sagie and Aycan
2003; #HEF, /4 2013). APA o] =2 =2
AHAYE 7] AlE]ol = AR 2] 9ldl] whe} BF
& Ao wjEol] el 820, w2 Ak $12]¢]
AbdEo] et dlES 7 Zlo] Fsital Wols
Itk Mead 2003). webA] A=A eLldo]
& 24 HellA Aot FolE AR sUsA] e A
A= Q] A™ES JFse oAl FEshe 3ol
sl FAxshs Adkel Utk Foke AGARERE AA
o] IpelA “FAtE
gt 233kl A3l

2 olgoln e
33

e Al
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and Hofstede 2005).

=0

ko] ztol7t slE A EAAR AoRE o7y, 2o
Aol Al &8skt ?}‘}‘“/}(Sagie and Aycan
2003). o=

Z|Ht=, A9 Hig S FAEe A= vtk
k(Merkin 2006). E& AHANES 711 A
2 ABIA A9 Al #ilo] Bom Aol thE At
H$ t2vke e Axgt), 3 thE Aldo] ARSS
© Alzgloluh AH]| ~H T 92 A9l e AEFS
AREERe =] THE Algtol 1'5}04 Fgsite o4E 7t
A= 7] JeHAE, H+3 2013).

W wk e AR E 7R ARRledlA = ARSA Z]€9)
e Ao £l sl Er} & olsele gkl
nem, 29 wet g dds 7= Aol sk
‘374] T8 et (Mead 2003). AZAEAIEo]

= AFEES AN AL} Fets MR BLe A
o] EAR s, 7hsd AEe HATE As
o] gH ]l o] x| &2 ol %
Ae FHA Gakdy WHom o7, AL v
U ARle] oig A oa 33t Hofstede and
Hofstede 2005). B3+ 2 =A )4l
B2 AT 3] A9 Aoldl| el Fgsk=
™ 53 HelE Bahdolol girtal ME=TH(Sagie and
Aycan 2003).

HH A LGl gt A+
o|FojA o} FTole HA= P AHREE AT
ToplM® A=A ge] Ln|AEe] AlFAdE el v
A= el gk A7Ee] AFEATHKim and Zhang
2014: Gao, Winterich, and Zhang 2014: Wang,
Wang, and Fang 2012). <& 9], A4 A9 &
FFete A9l Bl=(status brand)ell tigh Aw|x}

r°"

B



Aol Rt 7 A=A e] viAE FE3E £
ARgE Aol ofshi, AH AR L] 2 (vs. B)
ZH|IAES A9 Bl ik A%t o H& Zle
=2 Uehdtt. of2igh A3k A9 BlEE Fulshs 3
A7t 259 ABEA ARIE AT Alded ¢

ZAH = Ao Yeston, olgfdt oAl e
Ao} EFAto] S (vs. F2) ARRlAAN FsiskAl v
Byttt ole Ao} EFtte] e AR A9] Balert
a1 Shejete A9 Bale )

=Y Fede 7] Hsir] o

= [e]
7 S &

£ Fall AklA A
olth(Kim and Zhang 2014). ©]¢k fAFH Rucker
and Galinsky(2008) &= & #|919] ¥=5 711l Al
< ABEA A91eh AlE AlgE Asdhema B
ZH|E ohe o] dva sk

T OE ATelie A B85 52 Fak AdoA &
HPHS A0S o A go] 21917 4] (status
consumption)®l P|2|= G&HE 2ARIAY. 1 A
I AARTE SR ETE EA3
W (vs. 1) SHIAES A[914 4HIE ok Al
e Hh, ARRRE AN EV} gle Zdpele dE
Agildo] E&(vs. W) aHAE] 2917 LHlE
ke Zdke] o w2 oz YeRth o3 A=
2|2k Zi7HR1e] dEe] A9 (properness) B A44]
(appropriateness)©ll thgk ol e mi7isl= Ao
2 YERITHGao, Winterich, and Zhang 2014).

Wang, Wang, and Fang(2012)& H&(vs. ¥+&)
AGAAIE S 7 AR W SH(in—group) & €13
Hout-group) 2] 2| IA AZetez, WRde] +
‘d9lo] Fde] FALEET US Hold 58& Ad
Aoz wkgitta sigitt. ol g WA BlE )
gell o] AHAAGe wE &HRF Bk AolE

A7 A%, Fe ALANGE I AR W

=
%2
v

Ho
s

Hazo] /e B4 tisl o sojdo= Hriehe
Aoz Yepgtt, v vke A AalGS 7R Al

& 93 B o] S5 o o selde
2 rlehs A%l e Ao v

. & 1: s @I 0jxl=

Agege] A% 2vlAEe] R 3

o (Kapferer 1994) 2 714 #3k7t

%0,

Lo,
]
o,
=
=2
rot

o] SPUAE ol YA 45T F g, o
£ 53] Aol Be ARNIAA Felo] B
g Aoz opgaict, AYADAGe] e NPES B
A5e Asleh o] e AU YA Aoz

ol7|1

(Mead 2003), =& A9l digl] s Erh= &
st (Merkin 2006), 94 A919] AlF=S AH&-st
W LS THREEE, A58 2013) Al U=
o], ol2jgt A3k ke Hale wrld] o £
o AR Aoltt. &, AHANFC] =& AR
2 QAo wEeokgiths AlSA

olx FA=A Q] AlaL(Sagie and Aycan 2003)E 7H4]

olo

A HiEs A%
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AlZ 7ol #¢ =ol& —‘?-@ﬂi(Sagie and Aycan
2003), A=e] FAkE oFAQl A= s (Hofstede
and Hofstede 2005), $1419] &4l thafl =LA 11
4] 2=(Merkin 2006) o] e W& A AL
AEE 7 AR Blls ek gig] oA F
PR o rlsp|Hts BAlE oS HlwA Ajds
Al o= 7hsAol ol =t webA dakEde]
T ARl w2 Ak A EA s el
Arjaldo] vtE AR o] Byxow syl ow
of *Fech,

Ty shFeel Agole eEi=e] tigk vt
7 FE AR wje}t thE2a] &g ez o
SHAFES REAES A TS IR SHEIE
= Freb (Kapferer 1994), EA|Zo] 7|&2og
o|w7}t w2 7% Halms It so]Ao
Mazumdar, and Raj 1999). webr] EHA=HT} T
53 A= A He skekede] 749 SdEa
g RHAc gl tigk 521 ek E3r) Iy
A 222 (Jun, Mazumdar, and Raj 1999), &

o

o
ﬂl

lﬂ

\A

[¢]

dAeIo] B Alge] AEHolw AAA Aol
549 Qo wad ey seEgel 49 8
Hel= @7} A A e} 2R 9 Aol
o}, webd e 2L Apae Ageln, 191 B
AZ3ar} 9k,

7K 1: 2Bk dHEe gyl kel A
H)ze] ?ﬂ%‘ﬂﬂ/ﬂﬁq

¢ Al By fgnane

sgAoz B Aol
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2.

0l0

EiXt U At

AP1L anAlEe] BAlleshded mg SgEds
Bkl AgAAEe] mAE d&e HEa] fsl
Amazon Mechanical Turk(®]3} Amazon MTurk)
A ARRIES tide R FYP=Qet. ol& &l nl=
FEEo| 7AFsA Amazon MTurkell 482 55

) ool 49% (g 329, of: 179, WFAH 37.7
Aol st SHAES Bal=grhiak] et
BeF(217) 52 oF3k(287) ] 7 1ol Yoz &
HATh A AT dRleA Hsd AbsAt=, 3
7REE 7Pe] AsAt Bille ABC7F M2 ARt
BAERl XYZE SAE dilolgle AUl s ¢ia
PE NEL HilE XYZE H7REES 315t o] o
w Argel tidae gt
w ARFe] tiEAt
£ TIAE gtia ALt AvEle W8

(’43F87) Imagine that you are in the following
situation:

Company A has a car brand which is called 'ABC'.
ABC offers automobiles with nice design, good quality
and mid-level prices. Their cars are popular in the
market, so company A wants to launch a new brand,
'XYZ'. The new brand XYZ will offer high class
automobiles. Accordingly, XYZ’'s automobiles will
have more luxurious design, better quality and

higher prices than its original brand ABC.

(3F&F2d) Imagine that you are in the following
situation:

Company A has a car brand which is called 'ABC'.
ABC offers automobiles with excellent design, high



quality and high-level prices. Their cars are popular
in the market, so company A wants to launch a new
brand, 'XYZ. The new brand XYZ will offer middle
class automobiles. Accordingly, XYZ's automobiles
will have nice design, good quality and lower prices
than its original brand ABC.

Sl S F AFEAA WFEel gk eS| &
ottt RS Q152 ¥l (Caucasian/White)
o] 347 o0& 7P Wek1(69.4%), obrlelRl(Asian) ]
68(12.2%), 3|29 (Latino/Hispanic)©] 5%(10.2%),
321 (Black/African-American)°] 393(6.1%), 7Ie}
(Other)7} 1Ho2 #x=o] UATH2.0%).

3.

H=s

i

= XYZel tigh 3H7l= bad/good, unfavorable
/favorable, negative/positive, unattractive/attractive,
dislike/like, low quality/high quality &< 4
07 o] Aellx Bal=gTlel] AREHAY dh=
52 ol8slo] 7TH H=ERE SHEHAKCronbach’s a
=.92). A=A %< iA1= Yoo and Donthu
(2002)7F 7WEek A=A A= F 23] AREH AT
(Cronbach’s a=.69: M=2.25, SD=.172). ¥=&A
il e de ol Egoz FAEo] ot A}

T ARSIt AIA Q1 3HE-2 "People in higher
positions should not ask the opinions of people
in lower positions too frequently,” “People in
higher positions should avoid social interaction
with people in lower positions’® 7% @7E =
(1=Strongly Disagree~7=Strongly Agree)& &
&l -SHstsitt.

regression) < 2ABISITHR?=.329, Cohen’s f2=.490).
B4 A3 (F 1)l AANE Az} o] sphiekaz A
galde] Fozrgatel Alg= Fo ez Yehde

AP H B=-.52, t(45)=-2.21, p=.032). &7}
Aoz AHAZAEY E g} ot]elA] A s=A]
47] 95k floodlight 412 AT Spiller et
al. 2013). 1 A3} AgAgLIFe] +4.050174%1 7

Sollvt A g3t FoJslien, +4.057]%1 H$-

(B 1) &9 3724 2ot
H|ZZEs} 741—? : HEZE} Al ; coze : MY SAR
B HE2A} HIE S VIF
(&= 5.50 .353 - 15.60 .000
et 1.09 .b84 .683 1.86 .068 .203 4.922
A7 .08 1132 .104 .61 .542 .685 1.459
RS R e A= -.52 .237 -.706 -2.21 .032 194 5.151




(azl 1) 4819 Floodlight &

shatoae
=7

i

[51]

o

et AYAee deAeEaE A8 7K 1=
AABIATE A AFEHARe] F24 Bal=gAgel of
Fa Bie EA|
25 g5o] 214 Bl gk Mz} HrEE
Aallghoh(el: Kim, Lavack, and Smith 2001,
Kirmani, Sood, and Bridges 1999). 1&2{v 281
o A3E Bl & A= w3 B Adekeolgt
stolete 2Rzt AHARLIE wet PgEas Prt
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MZTjol| e HRi2|Algel =RE (B4 SREUE Ho))

V. AlS 2: HEHCEAF Ty} 4
odEiE 0| O|x|= 29k

2 ZHIlco] on|x|&=
Fol i wg} BAE oux|7} o A3t F& 9
(enhancement effect) 3]4(dilution effect)2

JtH Ahluwalia and Girhan-Canli 2000). ©]%
SEAey FHBE] Aoz kS n|x|= Al

sgua=e] A4

1ol

H

>1n

tlo
H



=l gk (feedback effect)2tal sh=tl], d|=wgvh=
2 Fa4e] Hal A7 vwd 2ol AEgirkel
3, w9, 2004). R ol ATEE URE o4
Ao} BH=o] A mef sj=w gar) ofg
A 2HAEAS AV oM (o, Ahluwalia and
Gtrhan-Canli 2000: Chen and Liu 2004: Gtrhan-
Canli and Maheswaran 1998; Kirmani, Sood,
and Bridges 1999: Martinez and Pina 2003: <]
3, B, 2004), Rl wE aHREEe] A
HA w3l gk A= g Aol

o] & £°], Kirmani, Sood, and Bridges(1999)+
2R (REH e A3 RAL vs. mIAREAD I Bl
TR (71678 vs. MRl met 212 Bl =g
gt 377 geivka sisdth. ¢A He and Li(2010)
£ Ege) 2 BEAE ojux|s} G oln)

MY

Iz

Ao mH
A7t Hls=eA] gom 7|E REE RHEE 7R
IS FEAQ & vE F JeBRE U] Al
= 7I8llokgitial ksl Kim, Lavack, and Smith
(200D = 33 Balsgade o Wkl dAgle]
ASR=R A=Vl 7]'1] oA E F]AAIF]7] wiite] REN=

GPL 0| BEAEe] Tt Ln)A} Blel] FE v
A 5 gk mep] B AelE HAE Sl
2] BASHY AA 8 mBAsH] g Bl

ulRE ake Awla AAde) Het geiiti

ol =elsgiRe] AA o] e (vs. )

Al

N

S AAEAME 2EAQ AR olselr] wiE

l

(Sagie and Aycan 2003) ]l thet =5 74
Zolth(Merkin 2006). T3t A Ag|4ldo

—

e A}

oM aH onAZFH F8sHA 1AEa 9lew

(De Jong, Steenkamp, and Fox 2007), ag°]v]

A7} thas HojR|= A5 Bal=o] Ak dig)]

AL = 2t o3t =olE FIElE w], e
wo

L
R
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