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APPENDIX I: An overview of the existing literature in brand extension

Brand extension [32] Success depends on:
- Original brand
- Attitude towards extension
- Negative associations to brand extension

[32] Consumer acceptance is positive if:
- Perceived quality of product and brand
- Perceived complicacy
- Perceived fit between current and new products

[6] If perceived fit decreases, 
perceived risk increases

Late adopters are more risk 
averse than early adopters

Transfer
Complement
Subsitute

[20] Brand personality

[11] Consumer innovativeness:
For innovative consumers the 
influence of perceived fit on 
extension attitude is lower

Innovative consumers do not consider 
category fit when evaluating brand 
extension; put more stress on image fit 

Are both influenced by 
initial brand image

[15] Consumption context fit 
= reality of market place

When consumers percei-
ve extended product to 
be easy to make, there’s 
a potential incongruity. 

Consumers think you’re 
asking a higher price than 

necessary

Consumers opt for brands 
or brand extensions that 
deliver a higher value or 

lower cost

[13] Brand-level fit = match 
between image of parent brand 
and extension product category

If both brand images fit, the 
image of parent brand is expec-
ted to be transferred to extensi-
on

[17] Functional brands vs. 
prestige brands:

Analytic thinkers are 
roadblocks for functional 

brands extending into 
new and different 
product categories

Consumer styles of thinking

[20] If business model in new 
category allows extensions

[11] Coherence with brand image

Extend in products or services?

[3] Perceived fit between parent 
brand and product is crucial for 

success

[5] Perceived simi-
larity is crucial for 
evaluation

[12] Accesibility is also influences 
the brand evaluation process

[7] How far can you 
stretch the brand?

Establish preliminary 
boundaries

[13] Easier to stretch a brand 
with symbolic positioning to 
dissimilar product categoires

 Keller & Aaker (’97): innovative 
corporate image leads to positive 
brand extension evaluations

[8] Many attractive (market 
potential) new products can arise 

from this

[5] Perceived fit is crucial 
for evaluation

[8] Certainty could play a role in 
this (certainty that a company 
can produce it)

Can be created by simulating 
direct experience

[10] Not desirable/effective 
when a brand has ‘trained’ 
customers to expect introduc-
tion of radically new products 
or simple modifications

K&A (’97) said innovative corpora-
te image and quality level of 

parent brand influence brand 
extension evaluation

[16] Brand trust has stronger 
effect on brand extension 

evaluation than quality level 

Correlate dimensions:
- Credibility
- Performance satisfaction

[10] Perceived fit:
- Product category vs. parent brand
- Internal philosophy driving an 
organization’s innovation efforts vs. 
brand positioning
- Brand positioning vs. type of inno-
vation produced

[13] Direct competitors 
can alter the fit

[20] 3 situations limit the space for 
successful brand extension:
- Tied to product or product class. 
   E.g. Coca Cola
- Special expertise of parent company.    
   E.g. Sony
- Attributes or benefits tied to parent 
brand product. E.g. McDonalds

Brand extension[20] = part of 
brand strategy

Business strategy

They’re often 
not aligned 

Need a 
business-to-brand 
team

Many papers mention 
this, especially for new 

product launch

[11] Marketing managers 
must know which exten-
sions are more suitable 
and less risky - future 
research

[13] Qualitative metho-
dologies are useful in 
broadening brand exten-
sion literature. Especially 
for discovering non-pro-
duct related associations 
among consumers and 
managers

[25] Managers cur-
rently make brand 
extension choices 
based on intuition 

and indirect evidence

[11] Don’t trust market 
success indicators, 

mainly trust perceived fit

[30] For today’s market 
success, companies 
need product-market 
& brand-market fit

[14] Brand identity

Personal dimension

Social dimension

Attributes relative to brand 
personality and brand values

Associations relative to 
relationships and user image

[14] If this is in line with brand 
extension, there still can be a 
negative effect

Consumers prefer brand extensions 
that are coherent with both 
dimensions

Can be due to:
- some brands which are
   already widely stretched,
   new extensions are much
   further than for brands
   which are less extended
- Consumers may reach a
   saturation point with widely
   stretched brands

[13] 3 Types of positioning:
- Functional
- Experiental
- Symbolic

[14] Symbolic fit = sometimes 
also know as brand concept 

[25] Determines 
the flexibility in 
choosing when to 
introduce a far 
distant product 
(FDP)

[14] Novice customers are 
expected to rely on non-pro-
duct related associations due 
to being a non-expert

[39] Brand-specific associations 
enable a brand to extend to 
dissimilar product categories 
(association which is benefit or 
attribute that differentiates a 
brand from competition)

[13] Consumer expertise:
- Expert evaluations

- Non-expert evaluation

Product-related 
associations

Brand affect and 
fit

[18]  Technoloical 
similarity should be 
included when 
looking at fit

[18] Image fit is more 
important for upward 
extension than for down-
ward extension

[18] Has an inter-
active fit with 
brand loyalty

Interactive 
effect

[33] Person’s implicit personality theory

Entity theorists
Do not care whether fit 

between parent brand and 
new extension category is 

a close fit or not

Incremental theorists
Are only bothered if per-
ceived fit between parent 
brand and new category is 

far

Blue     <2000
Black    >2000

[17] Analytic vs. holistic 
thinkers 
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