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Abstract—The main focus of the research is to identify important 
factors for evaluating brand extensions for ten brands of consumer 
brands: Apple, Samsung, Sony, Videocon & L.G from consumer 
electronics; Dove, Horlicks, Dabur, Coca-Cola, & Amul from 
FMCG. Effort has been made to identify important factors for 
evaluating brand extensions. for this purpose three main assumptions 
are made: 
i. More the similarity between the parent brand and the brand 
extension more positive is the evaluation of brand extension 
ii. Consumers rate different brands in terms of specific product 
related factors which vary across different brands. 
iii. Consumers who have positive perception about the parent brand 
quality will positively evaluate the extended product. 

1. LITERATURE RERVIEW 

The study examines the importance of brand extension 
evaluation factors for ten different brands from FMCG and 
consumer electronics. Study provides an insight to customer 
response to an important aspect of marketing strategy i.e. 
brand extension and answers questions like what are the main 
factors consumers consider for evaluation of extended brands 
and what is the effect of relation between the parent brand and 
the extended product on product evaluation.  

Products are becoming more alike and intangible attributes 
take the reign. As technology evolved, the market has 
gradually shifted from a sellers playground to a consumer 
dominated turf. ‘Consumer is the king’ has become a reality 
taking commercial competition to the next level. Consumer 
insights become crucial in the design of efficient branding 
programs. Customer preferences and changing preferences 
shaped many markets over the last decade, dictating many 
times the success or failure of companies. The key to success 
in this marketing context is to make the intangible 
tangible(Berry 1986) The key to success in this marketing 

context is to make the intangible tangible(Berry 1986 and 
branding is a powerful tool capable of selling experiences. The 
multitude of definitions and appearances make the concept of 
branding and its relevance to customers difficult to investigate 
the role of brands and brand building strategies determining 
consumer purchase making decisions is widely discussed and 
require further investigation. 

1.2 BRANDS AND BRANDING 

According to Kotler and Keller (2006; 275) a brand is a 
perceptual identity that is rooted in reality but reflects 
perception of customers. Branding is endowing products and 
services with brand equity and is about creating differences 
among other brands. Branding involves creating mental 
structures by helping consumers organize their knowledge 
about products in a way that clarifies their decision making 
and providing value to the organization.Hislpo,2001 provides 
a clear distinction between the concepts brand and branding by 
stating that to brand a product it is necessary to give meaning 
to that brand. Brands differentiate a product, presell a product 
and guarantee the product. Branding is making it relevant to 
the target market and giving it life and personality to build 
brand equity (Coomber 2002) 

I.2 BRANDING STRATEGIES 

Brands are built over time through carefully thought-out 
strategies.Once the brand is established and doing well, 
companies realize that to stay competitive and to tap other 
opportunities in the market, they need to come out with more 
products to attract consumers.(p-350;Brand Management:Kirti 
Dutta)The new product can be branded under the existing 
brand or the organization can give an entirely new brand name 
to the same. These decisions are strategic and have 
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 Importance of evaluation factors for brand extension vary 
across different brands. 

 There is significant difference in importance of evaluation 
factors across two product categories. 
 Respondents were asked to rate the importance of nine 

determining factors for product evaluation (price, 
product design and performance, brand 
reputationavailability, buying experience, past 
experience, feedback, advertisement, online medium) in 
a scale of 1 to 5(least important to most 
important).According to the analysis product design, 
price and brand reputation are the three most important 
factors for the category of consumer electronics. Brand 
reputation ,availability and advertisement were found to 
be the most important factors for evaluation extensions 
related to fast moving goods. 

7. MANAGERIAL IMPLICATIONS 

Despite the frequent use of brand extension as a growth 
strategy there are few studies that highlight on the consumer 
reaction to these strategies. It is important for marketers to 
know how consumers rate specific product related factors 
(price, promotion, feedback, availability, etc) for evaluating 
brand extensions. These factors vary across two product 
categories i.e Durables and FMCG. The findings and results of 
the study can be an important input for formulation of 
successful branding strategies, where the probability of failure 
of brand extensions will be very less. 
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