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The Influence of Brand Attachment on Brand Extension Evaluation:
An Empirical Validation of 7-11 and 7-SELECT
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Abstract

7-11, the biggest retail store in Taiwan, began to actively expand their private brand
"7-SELECT". Most customers have negative impression on private brand, because they think
private brand products are cheaper and with poor quality. It is interesting to explore that whether
the rapid growth of 7-11 brings benefit to 7-SELECT. Most previous studies focused on the
relationship between brands and consumers, rather than brand attachment and brand extension.
This study tries to explore the antecedents of brand attachment for 7-11, which may further
consumers’ brand extension evaluation on 7-SELECT. In addition, the moderating effect of
perceived product on the relationship between brand attachment and brand extension evaluation
is also explored. This study would further propose suggestions and managerial implications for
retailers to exercise their brand strategies.
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