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Abstract

Following the classic concept of brand extension, this paper analyzes the influence process of ex-
tension fit on brand extension evaluation from the perspective of consumers’ personal trait—self-
construction, and adds information processing fluency as an intermediary variable. The empirical
results show that fit has a positive effect on extension evaluation. The information processing flu-
ency has a mediating effect on this process, that is, different fit degree will affect the information
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processing fluency, and thus affect the extension evaluation. Self-construction plays a moderating
role in the model. Specifically, for the interdependent individuals, high elongation has higher evalu-
ation than low elongation, but for the independent individuals, fit has no significant effect on the
evaluation of elongation.
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