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Rethinking on the Brand Extension Strategy

ZHANG Jin-hai, DOU Guang-hua
(School of Journalism & Communication, Wuhan University, Wuhan 430072, Hubei, China)
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Abstract: To occupy as much market share as possible, or to get success in as many fields as
possible is what the strength of a company. Which strategy is better for the brand in administration ?
The one making the share of a cake larger or the one entering the competition for new cakes 7 It seems
not to be able to treat them the same. They are strategies different from the professional and
pluralistic development strategy of a company. Only when we have a clear knowledge and
understanding on the brand extension strategy can we make it serve us well.
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