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M ECHANIM OF FAR - EXTENSION
EVALUATION INLOW - EVOL VEM ENT CONTEXT

Lei Li, Wang Yong, Ding Xiagi, MaMouchao
(Institute of Psychology, Chinese Academy of Sciences Beijing 100101, China)

Abstract

This research investigated on the significance of factors affecting consumer evaluations of far brand extensions
Different fram prior researches focusing on the brand affect, brand perception, brand attributes and fit betveen the
extensions and parent brand, thisempirical study put foward the brand-related variables Three important variableswere
put forvard to explain the success of far-extension existing in the real market They are brand category stickiness, the
brand’s abstract and functional character, and brand reputation A ccordingly, three experimentswere set o examine their
effectson the far-extension evaluation The results showved that a brand with less brand stickiness, higher abstract
character and higher reputation is of more possibility to be successul in a far-extension
Key words brand extension, initial extension evaluation, far-extension, brand category stickiness, brand’ sabstract and
functional character, brand reputation



