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BmDd crr€nsion can be identitcd ax an effon lo exrend a cccsstul brand nmre to

,mpliment ncv or Dodilicd podu s or Lnes. Several brdds have adoprcd this 3s nn

cJtan in maxidi2ing dre su.ccss of the narcnr bD.d Tlis nndy rvi| cortribute Nirh

examlnations on cllccrs of va.ious nrdcp.odcnr faclors on thc purchasc i|d
rcconmcndaiion{illlngnes ofbra.d exrensio,. The\e rndepordcnr lacdsinctude braDd

bu$, brand loyalry ollhc parc.r br&d, terceiled quat ! ot extensioo brn.dj pcrccjled

qlalny ofpddr a $ell as b.rnd conccpl coDsisleDcy of rhc €xrension. llis stud_\r was

donc roncennnti.g on Llc brand exre.sion ota Nell esrablishcd Sn Lankar condimcnt

produ.cr nrmely, wiJrya Ploducc. The study wrs focused on thc .wijryr prorluct

nouf brdd extensior. Rcsearcl) quc{nrn Nas bmuhrd base on lhc.onccr(drl model

orBrannsrrd'n, slaffansson (201:l) lhar nar sc^ed tr a eridr throughou tris study:

ttthat are nr. htt.tt alf.ctins ou ptt.ho\t nd rc.ahn e dali. r,ihnsh.s .f hnmt
.n{ai.r a,tun{ rht ..tslrtrs .l Kcsall! D^ isin dtS.otutiulatedfitht.?dntto r!
b nt ,tidtd Pr.ttu.^ ?

Accordrlg ro rtrcscarch $udy, primrg and sccondrry dara aEnrc rFcs ofrntornlrion
dut har. b.rn colleckd B) askine dc respondcnG ro tiltthe,qnesionmirds, p..url
J,d?\ b. ' o'..,.d

- leolrhunib l.rthe valldtry oldata a slrrsrcrl xnalysis pi.gfun caLled SPSS \ras

, i'i.
Voolr'd. .r'.rt b.. '.; d, i,rtid ji,.Lt !, .F..

J or \'d'e o o..,' -t!,(r.r r,."",
b,'le\e, r 'e'l' ',o, ldr. " ,lto.d.\...r" n 1..
,?.'o'...r ..e 

'o 1rrtrd ..t..str o h,Je\relro..t .\
bdd,,n.ep.o'..e1.,t01.\e rrr,,.e1.eor.o, rp\'vr tr6e. LrL

'perccired,tuaiity ol exrension brand.do.s nor ha!e sieniticrl retarionstrip in

deieminins re brand cxknsion suc.ess. Thercforc, n a lbvions h rhc sudy tin,linas

lhar llie bmnd manaacs sl,ould havc.oncero or thc dscussed factor in thc; brind
cxtnsionr\'hi.h derennnrc $epurchasc aid recoDmendarion Ri|insess and su..css or
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