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Abstract: This paper re examined A&K brand extension model by using China’ s data and “Residual Centering Email Alert
Method".The RCM is considered to be effective in dealing with "multicllinearity” problem existed in the previous RSS

studies.The findings show that consumers’ attitudes towards brand estensions are driven primarily by the main
variables and moderated via interaction terms in A&K model.Finally,brief discussions of the findings are presented. 1 & G
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