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ABSTRACT
In recent years, the new product market has become more and more competitive. With rising costs and increasing difficulties to
obtain access, many companies introduce new products into the market by brand extension strategy in order to improve
competitiveness and to reduce costs and risks. In other words, the "brand extension" strategy to enter new product markets has
become a common marketing tool. This study investigated the relationships among extension similarity, brand association and
consumer attitudes and the impact of these variables on brand extension performance. Based on the related literature review, author
of this study developed a research framework to guide the study and to develop measurements and operational definition of
variables. A total of 332 questionnaires was sent to students of Da-Yeh University and 284 valid questionnaires were received. Some
statistical analysis tools were used to analyze the data to test the hypotheses. The results of this study are as follows: 1. Extension
similarity has a significant positive effect on brand extension. 2. Brand associations have a significant positive effect on brand
extensions. 3. Consumer attitudes have a significant positive effect on brand extension. In order to employ brand extension strategy,
firm must consider these critical factors that will affect brand extension performance. The results of this study showed that in order to
enhance the new products performance, companies must play attentions to extension similarity, brand association, and consumer
attitudes, and to maintain its mother brand image at the same time.
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