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Abstract

Brand extension is a very popular enterprise strategy nowadays, with both advantages and disad-
vantages. This research systematically discusses the research status of brand extension direction,
brand extension architecture and perceived betrayal. And from the perspective of brand owners,
this research provides a new perspective for brand owners’ psychological reaction to brand
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extension strategy and brand attitude, using perceived betrayal to explain the potential reaction
mechanism of brand owners’ negative attitude. Suggestions and directions for future research on
brand extension are also provided.
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