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Abstract

This survey research was aimed to study: 1) the
relationship between consumer-brand relationship
quality and consumers’ evaluation of brand extension,
and 2) consumers” evaluation of brand extension among
consumers having different level of consumer-brand
relationship quality. Self-administered questionnaires
were used to collect data from 414 male and female
Bangkok consumers, aged 21-30 years old. Apple was
chosen as the parent brand. Smart watch was chosen as
the representative of high perceived fit extended brand,
while sunglasses was chosen as the representative of
low perceived fit extended brand. The findings showed
that consumer-brand relationship quality was positively
correlated with consumers’ evaluation of brand exten-
sion, and when compared with consumers who had low
consumer-brand relationship quality, consumers having
high consumer-brand relationship quality evaluated the
extended brands more positively. In addition, it was
found that consumers evaluated the high perceived fit
extended brand more positively than the low perceived

fit extended brand.

Keywords: Consumer-brand relationship quality, Brand

extension, Consumer behavior, Survey
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