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In absence of intellectual activities and a academic atmosphere, a u-
niversity campus would be spiritually desolate and barren no matter how
physically beautiful or modern it is. In fact, the earliest European uni-
versities in the history were originated from academic learning. The re-
lationship between a university and academic learning is not only repre-
sented literally. What is more important, however, the ideas and aca-
demic learning are real sources of energy and vitality for all universities.

Zhongnan University of Economics and Law is a higher education
institution which has a rich academic atmosphere. Having the academic
seeds planted by such great masters likes Fan Wenlan, Ji Wenfu, Pan
Zinian and Ma Zhemin, for more than fifty years generations of scholars
and students in this university have been sharing the fruits and making
their own contributions to it. Therefore, in the turning point of this
century when a new historic page was turned over with the merging of
Zhongnan University of Finance and Economics and Zhongnan Universi-
ty of Politics and Law, the newly established university had set its de-
veloping strategy as “Prosper with academic learning, be strong with
scientific research”, which is not only a historical inheritance of more
than fifty years of academic culture and tradition, but also a strategic
decision which is to lift our university onto a higher developing stage in
the 21st century.

Making the university prosperous and strong is the ultimate goal as
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well as the struggling process. We believe that the goal and process are
integrated. We tend to combine the pursuing process of our magnificent
goal with the practical struggling process. The Youth Academic Library
of Zhongnan University of Economics and Law, which is published
with university funding, is one of our specific measures.

The guideline or academic theme of this Library lies, firstly, in
promoting the publishing of selected academic works. By funding the
Library, we aim to have our own academic garden with high-quality ac-
ademic fruits, form the awareness and atmosphere of quintessence and
improve the quality and standard of our academic products, so as to
make our own contributions in developing such fields likes finance and
economics, politics and law, as well as humanity science, and working
out solutions for major economic and social problems facing our country
and the Communist Party of China. Secondly, our aim is to form a aca-
demic team—especially through funding the publishing of works of the
middle-aged and young academic elites—to boost the construction of the
academic echelon and enhance the strength and level of our academic
team. Thirdly, we aim at establishing academic characteristics of our u-
niversity. By funding those academic contributions which have some o-
riginal or innovative points in their ideas, methods and views, we expect
to foster our own characteristics in scientific research. Our final goal is
to form an academic school and establish an academic idea system of our
university through our efforts. Therefore, this Library places great em-
phasis particularly on the middle-aged and young fellows, selected
works and original academic monographs.

Sowing seeds in the spring will lead to a prospective harvest in the
autumn. Let us get together to cultivate this academic garden and make

it be opulent with academic fruits and intellectual flowers.

Wu Handong
December 10, 2007
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Abstract

The book is divided into six chapters. The first chapter is introduc-
tion, introducing the book’s research background, research problems,
research methods, research frames and potential contributes. The sec-
ond chapter is about review of literature of brand extension, involving
category research, fit research, feedback effects research and extension
product’s consumer evaluation research. The third chapter is about
brand extension performance model build-up, introducing the building
process of the book’s research model, setting the buying intention of ex-
tension product consumers as the evaluation standards of extension per-
formance, regarding enterprise image, original brand property, exten-
sion product property, information activity property and consumer pop-
ulation change as the major variables of influencing extension progress.
The fourth chapter is about experiment research design according to
model design experiment plans designated by the book. The fifth chap-
ter is analysis and conclusion, stating the book’s statistic and analyse re-
sult. The sixth chapter is about results and discussion, summarizing
and discussing the book’s research results, proposing relevant manage-
ment experience, analyzing the existing research problems of the book,
clarifying the field of needing further research.

The book’s research conclusion covers the following four points:

1. There are obvious relevance between the independent variables

and dependent variables of the model.
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2. Consumers in China and Canada have the common and the differ-
ence.

3. Chinese consumers characteristic of different population change
appear different.

4. The importance of various affecting factors in the valuation of
brand extension performance is different.

The creative ideas of the book contains 3 aspects: build up brand
extension performance model, the experiment test the model, make a
cross-cultural and comparative research, define the basic concepts in the
field of brand extension, organize the relevant research results. Due to
the limitation of conditions and the author’s level, the book might leave
some regret and omission, needing correcting and making up in the fu-

ture research.
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