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The Issue of Consistency Management among Product Brands:

In View of Brand Extension
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VAL, Zua—7F ]| (Aaker, 1991) TH 3
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BICUBERET 3 Z Lick D Huwpifb X h
TN ERBHEBRIIOENEZILEH D
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EIZBWT120#F 75V P& 1D0#l
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04 BEE, ZZICRMBEEOEEN L
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iR D 75% LA LA T 4 v JraRIZ & -
TirbNh7zZ LMo rIZLTwg, Thb
DZenb, i< Ld 1990 FREFET
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i, 79V F - 7455474 (brand
identity) #%& (Aaker, 1996) O FmEH AR
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(Abstract)

The purpose of this paper is to clarify the significance which manages not only each
product brand but the consistency "among product brands" as well in product brand
management. And it is in view of "brand extension" which uses the established product
brand for new products and services.

Although the competition between internal organizations that includes divisions, project
teams, and the functional sections may have good influences for a company's performance, its
brands may be destroyed by the cannibalization among products and the lack of interaction
between the organizations when excessive competition occurred. It is necessary to consider
product brand management in the aspect of management organization and system as well as
the technical aspect of advertising and branding, to improve the consistency within product
brand and among product brands.

The foundation of brand management subject (brand manager or brand management
organization) and its management system, the diversification of divisions, and the acquisition
of other company's product brands by M&A had following influences on the change of brand
extension mode. First, in the companies of 1950s to the 60s (especially U.S.), with the
increase of the diversification to related businesses, it was advanced that decision making
adjustment among the products based on line extension which is one of the mode of brand
extension. Second, M&A aiming at the acquisition of other companies and these product
brands increased in 1980s, companies recognized not only line extension but also category
extension to be one of the important elements of brand extension, so it was advanced that
the decision making adjustment across product categories within each product brand. Third,
the development of brand extension research and the appearance of a brand identity concept
after 1990s, companies are necessary to manage plural product brands together, even with

to manage the consistency in the highly extended product brand individually.
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