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The impact of brand equity, brand fit and the moderating
effect of extension-attribute-base on the evaluations of
co-branding products and the original brand equity
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Abstract
As a result of increasing market

competition and variety of consumer
preferences, marketers engage in new product
development as well as branding activities to
stay competitive. Brands facilitate consumer
decision process and make them more effective
(Doyle, 1990). The primary purpose of this
study is to investigate the impact of brand
equity and brand fit on the evaluation of
co-branding product, purchase intention and
original brand equity. In addition, the
moderating effect of extension-attribute-base
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on the relationship among brand equity, brand
fit, evaluation on co-branding products,
purchase intention and original brand equity is
also addressed in this study.

Keywords: co-branding, brand equity, brand fit,
extension-attribute-base, evaluation
on co-branding product
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