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Abstract: In the field of brand extension, researchers gradually emphasize and explore the moderating

role of brand extension similarity from various perspectives.  This study intends to extend this
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viewpoint, and to examine the effects of store image and warranty on the evaluation of brand
extension and the moderating effects of extension similarity on the above mentioned relationship.
This study uses experiment design to manipulate independent variables with descriptive paragraphs
stating the fictitious situation, and a scanned picture of personal computer. The data are provided by
228 college students. The results reveal that (1) both of store image and warranty positively
influence the evaluation of brand extension; (2) extension similarity interacts with warranty but not
with store image. However, the results of contrast analysis show that both of store image and
warranty significantly affect the evaluation of brand evaluation for low similar extensions but not for
high similar extensions. The author discussed the implications for theory and managerial practices,

and suggests for the future study.
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