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Effects of Brand Extension to the Diffusion
of Family Brand Image
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ABSTRACT: The stategy of brand extension not
only increase the market share but also business profit.
This research explore the effects of the strategy as
well as the consumers' attitudes towards the brand.
The findings support that the consumers' origmal
impression of the brand will change with brand
concept and product complement Further implications
of the research are developed.

Keywords: Brand extension, Brand Concept, Brand
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