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MECHANINM OF FAR- EXTENSION
EVALUATION IN LOW - EVOLVEM ENT CONTEXT

LeilLi Wang Yong D ing X aqi M aMouchao
(Instiwte of P srchobgy, Chinese Acadeny of Scinces Beging 10010, Chia)

Abstract

This research nvestigated on the sgnificance of factors affecting consumer evaluations of far brand extensions

Different fran pror researches focusng on the brand affect brand perception brand attrbutes and fit beween the

extensbns and parent brand this enpirical study put fow ard the brand-rehted varisb ks Three m portant variables w ere

put brward to explan the success of farextension existng n the realmarket They are brand category stick iness

the

brands abstract and functbnal charactey and brand reputatbn A ccordingly, three expermentswere set to examn ne their

effects on the far-extensbn evaliation The results showed that a brand with less brand stidkiness

hiher abstract

chamcter and higher reputatbn is of m ore possbility to be successful n a farextensn

Keywords brand extensbn initial extension evaliaton farextension brand categoty stickiness brand’ s abstract and

finctional character brand reputation



