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Abstract

This article focuses on the impact of new brand extensions produced by two current
famous local brands in Taiwan. The study examines the impact of parent brand attitude,
perceived fit and consumers’ trait on brand extension evaluation - The author use Multiple
Regression analysis method to analyze data gained from questionnaires with personal
interview. In this study, the author finds that (1) Higher levels of perceived fit between the
parent brand and proposed extension will lead to more favorable evaluations of the
extension. (2) The better attitude of the parent brand will lead to more favorable
evaluations of the extension. (3) The more close extension type will lead to more favorable
evaluations of the brand extension - Implications of these findings for marketing managers
are presented along with suggestions for further research.
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