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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)

1.2 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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implications for the organization as a whole. These two brand
extension strategies can be referred to as brand extension and
rebranding.

|.2aBRAND EXTENSION

Brand extension is the “use of an established brand name to
enter a new product category”

(Aaker & Keller, 1990, p. 27). Leveraging existing brand
equity into new product categories attempts to avoid the risk
associated with establishing a new brand, through convincing
consumers that the positive attributes associated with the
original brand are relevant to the new product and/or simply
benefiting from the awareness of the original brand. Buying
behaviors of potential customers and their perception of the
parent products or extended products represent the starting
point in the strategy and decision-making process. Knowledge
of consumer behavior is then indispensable for branding
management. Kapferer (1997), adds that awareness, image,
trust and reputation could promise future success for the
brand. A brand is not a name, a position or a marketing
statement. Instead, it is a promise made by a company to its
customers and supported by the same company. Organizations
by increasing their strength, their customer base and their long
term viability. In a study performed in U.S. for professional
sport teams, Apostolopoulou (2002) found six keys to
successful brand extension:
e  The strength of the parent brand
e The perceived fit between the parent brand and the
extended product
e The promotional support and positioning of the extended
brand
e The quality of the extension product
e  The distribution strategy
e The management of the extension

1.3 BRAND EXTENSION EVALUATION

Customer decision making process provides an important
insight into customer behavior. Customer behavior is an
important input to strategy makers for providing brands and
propositions that give value to both the customers and the
providers. Despite the acknowledged prevalence and obvious
importance of using brand extensions as a marketing strategy
for introducing new products Consumer evaluation of brand
extension have been investigated in a number of ways,
however one of the widely accepted findings is that consumer
perception of fit between a new extension and its parent brand
is the most important factor for determining brand extension
evaluations(Aeker &Keller,1990,Muroma & Saari,1996;Zhang
and So0d,2002). Understanding how consumers judge the
goodness of fit between an extension and a parent brand
requires one to know exactly which aspects of the new product
and the existing brand category they will compare Successful

brand extensions depend on consumers’ perceptions of fit or
similarity between the new extension and the parent brand (
Volcker and Sattler, 2006).The other concepts that have been
mentioned in previous studies include typicality, relatedness,
brand concept consistency(Aeker & Kellr,1990)these are the
key factors in a consumer brand extension evaluationprocess,
but there is an overlap in these factors so only similarity is
discussed.

2. RESEARCH METHODOLOGY:

I.  RESEARCH FOCUS

The main focus of the study is 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.

Specific product related factors that have been included for the
study are :

Price

Product design and performance
Brand reputation

Availability

Advertising

Buying experience

Feedback

e  Past experience

e  Online medium.

I1. BRANDS SELECTED FOR THE STUDY::

Above. Study is conducted on ten consumer brands five are
related to fast moving consumer goods and other five
correspond to consumier durables. These include:

Electranic gadgets Fast moving consumer goods
Pergrelmond | Evtension Parent Brand Edenclon
Apple Pe Appls | phone 1 | Dove soap Dove shampon
Sorny appianges | S0y pefl phone
RS Sanamg 2 | Dabur healthcare | Dabir real
sppllances Smartphone 3 | ttormids Wornen Harlids
sl Vo 0T | {4 Goca Cola Diet Cake
LG appliances L5 smart phone 5 | Amul Butter Amul Kool
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3. DATA COLLECTION:

Study is based on both the primary and secondary data.
Secondary data is sourced from diverse set of sources
including research journals, papers, news on branding and
consumer behavior and various online sources.

Primary data is collected from 620 respondents using a self
administered questionnaire designed keeping in mind the
research objectives. The references of previous studies have
also been included.

4. RESEARCH INSTRUMENT:

Non disguised questionnaire that was open ended was self-
administered to collect primary data for the research.
Questionnaire was divided into 2 parts:

Part I- Focused on demographic details of the respondents
including variables like location, age, gender, qualification,
marital status and Income.

Part Il of the questionnaire was structured with the aim to
identify the factors for evaluation of brand extensions and rate
them on Likert scale from 1 to 5 ( not important to very
important). and rate similarity between the parent brand and
the extension on five point scale of 1 to 5(Not similar to very
similar).

5. SAMPLING

Non probability sampling has been used; looking at the
diverse nature of the target group and limitations of time
convenience sampling has been used. Respondents have
included from three locations i.e Shimla, Chandigarh and
Delhi.A sample of 620 respondents have been selected for the
study.

6. DATA NALYSIS

Data has been analyses using SPSS 22, descriptive statistics,
chi square test and correlation has been used for analysis.

Table2: corelation between the perceived quality of parent brand
and extended brand for consumer electronics

Table 3:Corelation between the perceived quality of parent barnd
and extension for FMCG

165(26.6%)

151(24.4%)

169(27.3%)

189(30.5%)

66[10.5%)

1

11512 5%}

135121 2%}

192421%)

102016 6%}

i

i i
105{16.9%}

114{18.4%)

148(23.9%}

202{32 6%}

ST1-How do you perceive overall quality of this brand?

ST2-How do you perceive overall quality of its extension?

e More the
extension
extension

e Perceived
extension

similarity between parent brand and brand
more positive is the evaluation of brand

similarity between the parent brand and

is highest for Apple in the category of
electronics and for Dove in FMCG.

o Relationship between perceived quality of parent brand
and brand extension is positive and significant for all 10
brands, indicating positive evaluation of brand extension.

MAJOR FINDINGS Table 4: Relative importance of product evaluation factors
Table 1: Perceived similarity mean score between parent brand _:":?; SR e e [ ]| man |
and extended brand
— S —— 1 ARPLE . a0 2574 2281 3140 3439 344 32348 3029
Ran k Mean E Sowv e ET=2Y 47 2265 3308 3am ams 3005 2388
T JE—— EN el e ) S6a5 3553 3666 457 FET EY
z L] WEEOCON ET=2) 2482 3ASE 3253 353 3308 3126 2178
5 -
O I B B = I I = o R
a
- -
o T B e B B i e = = R
7 Le o Ll [ T3 S 3250 3394 3227 3a85 3216 3260 3168 2.692
p23 P 22 g | oo | 3352 3477 322 3285 3368 3227 333 1402
I 2.835
= Amui 2776 I. - o9y 33724 T3 3242 338 3zn 3321 3285 2s87
10 Videocon 2751
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¢ Importance of evaluation factors for brand extension vary
across different brands.

e There is significant difference in importance of evaluation
factors across two product categories.

e 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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