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ABSTRACT
The market is getting more and more competitive with the change of global economy. To ensure the success of new product, many
companies adopt the strategy of extending of their original brand, in other word, to promote new product by extending the
reputation of their famous brand. This research is to discuss the consistence of product category, the attitude toward the mother
brand and extend product and the willingness to purchase extend product. This research was planned to distribute 220
questionnaires to the customers in each Taiwan and China who are over 15 years old and have bought Coca-Cola’ s product. In
Taiwan there are 202 effective samples in addition to 18 invaild and un-returned samples. In China, there are 178 effective samples
in addition to 42 invaild and un-returned samples. After analysis the statistic of these questionnaires, we found the consistence of
product category and the attitude toward the extend product have positive correlation. Second, the attitude of customers in both
Taiwan and China toward the extend product and the willingness to purchase extend product have positive correlation. Third, the
attitude of customers in both Taiwan and China toward the mother brand and the attitude toward the extend product have positive
correlation. Fourth, the consistence of product category and the willingness to purchase extend product have fair effect.
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