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The Effects of Warranty and Store Image on the Evaluation of
Brand Extensions
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Abstract

This study examined the main effects of
store image, warranty length and extension
similarity on evaluation of brand extensions
(perceived quality and purchase intention)
and the moderating effects of extension
similarity. Experiment design was used to
manipulate independent variables with
descriptive paragraph stating the fictitious
situation, and a scanned picture of personal
computer was provided. The data were
provided by 203 college students. The results
revealed that (1) extension similarity and
warranty length positively influenced the
perceived quality and purchase intention, but
store image only positively effected the
perceived quality; (2) warranty length have a
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larger positive effects on perceived quality
and purchase intention for similar extensions
than dissimilar extensions, but store image
have a larger positive effects only on
perceived quality for similar extensions than
dissimilar extensions. The author discussed
the implications for theory and manageria
practices, and suggests for the future study.
Keywords. store image, warranty, brand
extension, extension similarity
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