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消费者对品牌延伸的评价:运用残差中心化方法检验Aaker和Keller模型
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摘要 本文运用残差中心化方法对笔者和桑德斯1995年一项研究中的数据重新进行了分析,意在消除原研究中由于变量间的共线性对回

归模型的影响,并检验Aaker和Keller品牌延伸模型的有效性。结果发现,消费者对品牌延伸的态度主要受A&K模型中主变量的影响,较
少受模型中交互项的影响。文章对研究结果进行了初步的讨论。
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Abstract： This paper re examined A&K brand extension model by using China’s data and "Residual Centering 

Method".The RCM is considered to be effective in dealing with "multicllinearity" problem existed in the previous 
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. 
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