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Research on Mechanism of Influence of Perception Matching and

Involvement on Brand Extension Evaluation
WEI Hua' . SONG Xiao-bing” » YUAN Yong-dan’®
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Abstract: This paper verifies the influence of perception matching and involvement on consumers’ brand ex-
tension evaluation process with 2 X 2 X 3 experiment based on dual-path persuasion theory. The research result
shows that perception matching and involvement will influence consumers’ brand extension evaluation process, but
have different mechanisms of action. Perception matching will directly influence consumers’ brand extension evalu-
ation process. High perception matching can significantly improve consumers’ evaluation for brand extension. In-
volvement can indirectly influence consumers’ brand extension evaluation process through the interaction with per-
ception matching. With high involvement, perception matching has stronger influence.

Key words: perception matching; dual-path persuasion theory; involvement; brand extension
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