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Abstract

When companies choose a diversification strategy, they often use the same
parent brand to extend other non-main products. In this way, consumers are
expected to have trust in the derivative products related to the parent brand, and
then generate a willingness to spread word of mouth.

This research mainly attempts to study the impact mechanism of the two
evaluation factors of “capacity matching degree” and “goodwill matching degree”
on consumer trust and willingness to spread word of mouth from the perspective of
consumers. Based on the combing and interpretation of the existing literature, this
article believes that when consumers believe that the knowledge, capabilities and
resources required by a company to provide its main products or services can be
used to provide its derivative products or services, the company has a certain degree
of “capacity matching”. When consumers believe that a company may not have
sufficient knowledge, capabilities, and resources, but fully reflects the company’s
consideration of consumer interests, or bears more than a certain amount of social
responsibility in their derivative products, then consumers believe that the
company’s derivative products have a certain degree of “goodwill match”.

In addition to the above two important evaluation factors, based on the “value
factor pyramid” theory, this article also puts forward the concept of “value factor
upward shift” as one of the research factors. This article also introduces the
“consumer thinking model” and the “urgency of demand” as research factors and
explore the influence of them on the two types of consumer trust, cognitive trust
and emotional trust, and consumers’ willingness to spread word of mouth and their
mutual relations.

Through theoretical analysis, model study, and data verification, this article
get the following main findings: consumers’ judgments on the capacity matching

degree and goodwill matching degree of enterprise derivative products have a

il



positive effect on consumers’ cognitive trust and emotional trust, and also have a
positive effect on consumers’ willingness to spread word of mouth.

When the consumer’s thinking mode is used as a moderating variable between
the two matching degrees and consumer trust, its moderating effects on cognitive
trust and emotional trust are not consistent. When the consumer’s thinking mode is
more holistic, the impact of capacity matching on cognitive trust is smaller, but the
impact on emotional trust is greater. At the same time, the more holistic the thinking
model, the greater the impact of goodwill matching on cognitive trust. From a
practical point of view, consumers with a more holistic thinking model are more
likely to have trust in a company’s derivative products, even if the company’s
knowledge, ability and resources to produce the product have a lower degree of
matching. In addition, consumers’ perception of the company’ s attention to
consumers interests and its own social responsibility also has a significant impact
on the generation of their cognitive trust. These conclusions can trigger enterprises
to think in practice, that is, how to develop and operate derivative products in a
social and humanistic environment with a more holistic thinking mode; how to
induce consumers’ holistic thinking mode in the process of marketing promotion
and establish the trust in derivative products.

This research also introduces the research factor of the urgency of the demand
for derivative products, which is defined as how long it takes for consumers to
actually have the demand of derivatives. Research data shows that the urgency of
demand has a positive effect on consumers’ cognitive trust and emotional trust,
respectively, and has a positive effect on consumers’ willingness to spread word of
mouth. From a practical point of view, before a company develops a new derivative
product, it can conduct full research on the market demand of similar products and
choose to develop a derivative product with stronger consumer demand. This can
help promote consumers’ trust in the product and enhance the willingness to spread

word of mouth.
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The data shows that consumers’ judgment on the upward shift of the value of
derivative products has a negative effect on the willingness to spread word-of-
mouth. Combined with practical experience, this conclusion can be understood as:
the higher the value factor pyramid is, the closer the product is to the spiritual needs
of consumers for life-changing, self-realization and social influence. This may
involve more personal privacy of consumers, thereby negatively affecting
consumers’ willingness to spread word of mouth. However, the hypothesis in the
research model that “the upward shift of value factors has a positive effect on both
cognitive trust and emotional trust” is not supported. The reason may be due to the
imperfect design of the scale for the upward shift of value factors in this study, or
due to consumers’ requirements for “capacity matching” and “goodwill matching”
for products at the upper level of the value factor pyramid are higher, which makes
it more difficult to generate consumer trust. These issues can be used as the
direction for further research on this subject in the future.

[Keywords] derivative products; capacity matching degree; goodwill

matching degree; cognitive trust; emotional trust; word of mouth
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