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This research was aimed to examine: (1) factors affecting consumer’s evaluation
of brand extension at various product involvement levels, and (2) relationships between
those factors, consumer's evaluation of brand extension, and purchase intention. Survey
method was used to collect data from 428 males and females, aged 20-35 years old

living in Bangkok. Mobile phone and soft drink were used as representatives of high and

low involvement products, respectively, in this study.

The findings showed that factors effecting consumer’s evaluation of brand
extension in the high involvement product were significantly different from those in
the low involvement product. They were perceived risk, perceived fit of the proposed
extension with the company, perceived difficulty, self-imagé relationship toward the
parent brand, perceived quality, brand reputation, brand affect, brand loyalty, brand
experience, and corporate credibility. In addition, the factors were significantly and
positively related to the consumer’s evaluation of brand extension and purchase

intention in both mobile phone and soft drink products.





