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ABSTRACT
The purpose of this research is to discuss about digital camera the product category similarity, the preference of the parent brand,
extension of product preferences,and willingness to purchase extend products, and The research in Taiwan and Mainland China to
research the consumer’ s consuming behavior, consumer’ s to selection more familiar and high-profile brand of digital camera.
The main research methods include factor analysis, reliability analysis, Pearson, regression analysis, T-test and One-Way ANOVA
to analysis the data. The results are shown as follows. 1. The measure is positively related to the product category similarity and
extension of product preferences. 2. The measure is positively related to the preference of the parent brand preferences and
extension of product preferencess. 3. The measure is positively related to extension of product preferences and willingness to
purchase extend products. 4. The extension of product preferences as a intervening variable between the product category similarity
and willingness to purchase extend products. 5. The extension of product preferences as a intervening variable between the parent
brand preferences and parent brand preferences.
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