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Abstract

The study aims to examine the impact of Brand Extension on brand Equity in the
Syrian market thru the four basic dimensions of Brand Equity: Brand awareness,
Brand perceived quality, Brand associations, and brand loyalty.

The study focused on testing the differences in brand equity depending on the
degree of similarity between the products of the brand extension and the mother
product of the same brand. A mother brand product was chosen and studied with
two other brand extension products; the first one was similar to the mother
product and the second was dissimilar.

The results show that the brand equity varies according to the degree of similarity
between the products of the brand extension and the mother brand product
through the four dimensions of the brand equity.

Thus, the consumer brand awareness varies according to the degree of similarity
between the brand extension products and the mother brand product in the food
commodities consumers’ market in Syria, as well as the rest of the brand equity
dimensions, which are the Brand awareness, Brand perceived quality, Brand
associations, and brand loyalty. The brand equity goes down whenever a brand
extension product is less similar to the mother brand product and vise versa.

The study also concluded that the consumer brand equity of the brand extension
has no significant difference according to the certain different demographic
factors, which are age, gender and educational level.



