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OZET

Pazarda bulunan birgcok benzer Urin arasindan sgaparken, tiketici icin
drtnlerin markalari ¢cok 6énemli bir rol oynamaktadBu nedenle de giin gectikge artan
rekabet keullari altinda hayatta kalabilmek icin, firmalar ghii markalar yaratmaya
calismaktadirlar. Gugli markalar yaratmak ise hem zamam de maliyet agisindan
firmalar acisindan oldukca fazla gayret gerektizmlu bir sirectir. Sonug olarak,
yogun emek verilerek ve kaynak kullanilarak yaratit@arkalardan bircok kamik
beklenmektedir ve buna cevap veren bir stratejraklada “marka yayma stratejisi”
kullaniimaktadir.

En genel anlamiyla marka yayma stratejisi; varddeinmarka adinin, piyasaya
surtlen yeni drunler icin de kullanmasi olarak #addilebilir. Dinyada; Nivea,
Kellog’'s, Sony, Virgin ve Turkiye'de; Pinar TukaTamek ve Vestel bu stratejiyi
basariyla uygulayan firmalar arasinda sayilabilir. Yerarka olgturma ve pazara gii
maliyetlerini dilirmesi, marka farkind@h yaratmay! kolaylgirmasi ve reklam
harcamalarinda verimlilik, bu stratejinin ghaa avantajlari olup, bu stratejinin yaygin
bir sekilde kullaniimasinin da nedenidir. Ancak markgmga stratejisinin, sgadig
tuim bu avantajlarinin  yaninda ga kullanilmadgl durumlarda, ana marka
cagrisimlarini zayiflatmak, ana markanin imajina zaramek gibi dezavantajlari da
mevcuttur. Bu yuzden, marka yayma stratejisininesadfaydalarina odaklanmak ve
muhtemel zararlarinin farkina varmamak firmalan igok hatali sonuglar garabilir.
Bu nedenle o6nemli olan, hangi sklar altinda marka yayma stratejisinin
kullaniimasinin faydali olabilegsin ve hangi faktorlerin marka yayma stratejisinin

basarisini etkileyebileggnin anlagilabilmesidir.



Sonu¢ olarak, bu c¢ama Hizli Tiketim Mallari sektérinde, marka
yaymalarinda tuketici gerlendirmelerini etkileyen faktorleri incelemektediAna
marka ca&risimlarinin marka yayma ile uygu@u, Ana marka ve marka yayma
arasindaki benzerlik, Ana markasimaligi, Ana markaya kar tuketici tutumu, ve
Tuketici yenilikcilginin marka yaymada tuketici gerlendirmeleri tzerindeki etkileri
arastirilmistir.



ABSTRACT

Brands are the important means for consumers wiendre trying to decide
between the similar products in the market. So, fthras for staying alive in the
competition intense market conditions, try to ceestrong brands. But, the process of
creating strong brands is both time consuming astlyc As a result, after doing lots of
efforts, and establishing a strong brand name waalu@able asset, many paybacks is

expected and “brand extension strategy” is used.

From a broader perspective, brand extension syratezans; introducing new
products under an established brand name. As timigfirms; Nivea, Kellog's, Sony,
Virgin, Gilette and in Turkey; Pinar Tukalamek, and Vestel can be mentioned as the
firms using brand extension strategy successfullye reason why brand extension
strategy is used frequently can be stated as they mdvantages it provides such as;
reducing the new brand development and entry cpstsjding immediate consumer
awareness and providing adverising efficienciespe all the advantages, there can
be many disadvantages of brand extension stratbgy vt is not used properly such as
weakening the parent brand’s associations, andniguitie parent brand’s image. Thus,
focusing on only the benefits of brand extensiaategy and ignoring its potential
disadvantages can produce very damaging resulthéofirms. So, it is important to
understand under which conditions it is benefitialise brand extension strategy and

which factors affect its success.

As a result, in this study; the factors affectimg tconsumer evaluations of
brand extensions in FMCG sector is examined. Thecksf of relevancy of parent
brand-specific associations to the extension, &tween the parent brand and the
extension, familiarity to the parent brand, consutitudes toward parent brand, and

consumer innovativeness consumer evaluations of brand extensions akyzed.
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INTRODUCTION

Branding has begun many centuries before it acduisemodern usage today.
It is said that, brickmakers in ancient Egypt hpué symbols on their bricks to identify
them. Also, marks on early Chinese porcelain, anest Grecee and Rome handcrafted
pottery jars, and on Indian goods, for identifyithgir source and quality, have been
found (Keller, 2008). Moreover, marking the livastdor identifying them can be an
example of branding and the modern developmentariding can be seen in the name
of private shopkeeper over his shop (A#tty 2008). By the industrial revolution, since
the quantity and variety of products have increasegd for differentiation from the
competition has started and the background of tedapdern branding has started to
be constructed (Room, 1998).

With the internationally agreed legal definitionpeand can be defined as “a
sign or set of signs certifying the origin of a guot or service and differentiating it
from the competition” (Kapferer, 2008). Actuallpday branding is more than putting
names and set of signs certifying the origin ofggheduct and in this way differentiating
the products. Branding is also about the desiraBkociations, beliefs and emotions
tried to be evoked in the minds of consumers. Thusn be true to define a brand as
the “set of mental associations, held by the corsumhich add to the perceived value
of a product or service” (Keller, 2008). For instanthe differences in the consumers’
evaluations of a car whether it is Volkswagen, Ttay®&olvo or Mercedes are based on

the mental associations they hold about the bramdsperceived value of each brand.



Consequently, it can be said that, brands and brgrade important both for
the firms and for the consumer in many aspectsnRhe firms’ perspective, brands can
provide legal protection, and can be the base farket segmentation. Moreover,
brands can provide firms to build a whole storyhrand image and identity. So, by
branding firms can obtain power to do price diffgrgion, and easy entrance to
distribution channels. From the consumers’ point vidw, brands can help the
consumers to identify the products that can sattsfyr needs, and can be the symbol of
product quality. Moreover, brands can be used asntieans of guarantee for the
consumers to find the same features, benefitsgaatity each time they buy the same
brand, reduce the time and risk of a purchasetstuaBesides all these benefits, brands
also satisfy the hedonic benefits and esteem-néembrisumers such as providing a
prestigious image and respect to them. As a redyroviding all these benefits, and
building mental associations and relationships ¢wee among customers, the value, in
other words the equity of the brand is created.itSe, possible to convey that; strong
brands which provide saliency, differentiabilitgfensity and trust to the consumers are
the important intangible assets for a company,esthey produce added value for the

products of the firm.

But, developing a brand and sustaining its growstimeither easy nor cheap.
Creating favorable brand associations, favoralilaidées, trust and awareness toward a
brand and trying to sustain its growth in the marg promoting it, needs lots of
money, time and effort. On the other hand, accgrtiinone estimate, 80 percent of new
products fail in the introduction stage of Produife Cycle (Rasmussen, 1998). For a
new product to reach to the growth stage, additicoasumers differently than the
early-adopters should have desire to try the pripdund for this trial desire, brand trust
and brand awareness are important means. Thus, ddtag lots of efforts, and
establishing a strong brand name as a valuable, asaay paybacks can be expected.
As a result of this idea and by the need of levieathe valuable brand names, brand

extension concept comes to the scene.



Brand extension can be defined as, the use of @blshed brand name to
enter new product categories (Aaker and Keller,01%eddy, Holak and Bhat, 1994;
Batey, 2008; Heding, Knudtzen and Bjerre, 2009pntia broader perspective, which
will be used in this study, brand extension sthategeans introducing new products
under an established brand name. The existing brdmch gives birth to new brand
extensions is called thgarent brandand the product introduced by using the existing
brand name is used is calledtended productKeller, 2008). For instance, Arcelik
branded products from white-goods to TVs, from wawucleaners to computers in

durables sector h{tp://www.arcelik.com.tr/cultures/tr-tr/defaultthf 05.10.2009), or

Ipek branded products from shampoos to liquid seaosbaby care products in non-

durables sectohttp://www.canan.com/turkce/urunler/ipek _sampugn.&35.10.2009)

can be good examples of brand extension strategy.

Brand extension is a strategy frequently used byfitms both in the world and
in Turkey for reaching their growth opportuniti€®r instance; Nivea, Kellog's, Sony,
Virgin and Gilette are the global examples usingnldrextension strategy. On the other
hand, in Turkey; Pinar with 600 products in 20 gatees, Tuka with 250 products in 5
categories, Kent with 210 products in 3 categorieanek with 205 products in 13
categories, Piyale with 200 products in 11 catexgoriEti with 150 products in 9
categories and Vestel with 241 products in 7 categacan be given as examples of

firms using brand extension strategy (Oncel, 2005).



The reason why brand extension strategy is so popupractice both in world
and in Turkey can be based on the many beneffisoitides. Taylor (2004) sees the
brand extensions as the “strong brand’s profitaiffepring”. The main advantages of
brand extension strategy can be mentioned as regineiw brand developent and entry
costs and providing immediate consumer awarenkess,in turn providing advertising
efficiencies. Moreover, when a brand extensionefpais used, brand awareness of the
consumers can increase and risk perceptions carceedhich in turn provide fast
growth and penetration to the brand in the marBetcause of the high costs and
competition, in Fast Moving Consumer Goods (FMC@&gtsr, brand extensions are
broadly used such as Pinar, Eti, to get the adgastaf this strategy.

Since the brand extensions are used in FMCG séequently, and it is an
important and necessary sector for the consumeesstudy is conducted in FMCG
sector. FMCG’s consist of frequently purchased pot&l such as toiletries, soaps,
cosmetics, teeth cleaning products, shaving preducand detergents
(http://en.wikipedia.org/wiki/ fast_moving__consumegoods 05.10.2009). This type of

products are sold in large quantities, and conipatin this industry is very high and
since FMCG'’s form the basic needs of consumersgrgdlg a large part of consumers’
budget is allocated for these products. AccordmdNielsen (2008), the total FMCG
market in Turkey in 2008 is $30.7 billion; by 45rpent food products, 42 percent
cigarettes, and the remaining market is shared gnuk@aning and personal care
products. Also, monthly consumption per house ia ffector is 311 YTL on average.
All these high market share and spending indicategarding FMCG reflect the

criticality of the sector and directed us to cortdhe study in FMCG sector.



Also, the sector’'s competition intense and volasieicture, high new brand
introduction costs, and many products under maapds can be stated as the reasons

why brand extension strategy should be used ins#gsor.

The sector’s competition intense and volatile streec can be seen from the
research that, the increase rate in the produatdattion to the FMCG sector is 26
percent in one year and the daily product introducis estimated to be 17. Moreover,
among the new products enter to the markets onlye?€ent survive and 80 percent fall
(ACNielsen, and Ernst&Young, 2001). Also, the iwolmotion of a new brand to the
FMCG market which include brand name creation, pgekdesign, and advertising
spendings, is nearly 4- 5 million USD (Borc¢a, 2QCG#)d entering to the market shelves
with a new brand starts from 10 thousand USD areb g to the 60 thousand USD
(Ates, 2007). From the consumers’ point of viewcdaese there are many products
under many brands in FMCG, it is not possible fonsumers to know all brands and
spend enough time for knowing them. Thus, consundex@sion process is fast which
can be said that limited problem solving can beentadken and awareness to the brand

is an important factor affecting the product cheite FMCG's.

In summary, both for the advertising and introdmetcosts, -which are lower
when a brand extension strategy used-, and fobittwed awareness creation, it can be
said that brand extension strategy can be a vefylusolution toward the challenges in
FMCG sector. By using an established and trustaddoname, firms can both reduce
the market entrance and advertising costs, andgg@onsumers a fast and confidential
decision alternative in this competitive sector.

Despite all the advantages explained above, bramh&on strategy may have
many disadvantages such as; weakening the parant’brassociations, hurting the
parent brand’s image and diluting the brand’s mmaguifi it is not used properly. So, if
the firms choose to use the brand extension siyabygonly concentrating on its
benefits, without considering the conditions thié¢a its success, a disaster can occur;
and established parent brand name can be damagéus Aoint, it is not right to say
that, brand extension strategy is the best strafegyntroducing a new product at all

times. It is important to understand under whichdstons it is beneficial to use brand



extension strategy and which factors affect itxess. Moreover, since the consumers’
purchases are the ones what bring success, fog Banctessful the consumer point of
view should not be forgotten. It can be said tifahie brand extension is accepted by
the consumers, and if positive attitudes are cdetteard it, and if purchase intensions
are formed, in other words if the brand extensisnevaluated positively by the

consumers, it can be successful.

Thus, the objective of this study is; to examine fiactors affecting consumer
evaluations of brand extensions in FMCG sectorc&iit is not possible to examine all
the factors in one study in a short period of tio@y the effects ofelevancy of parent
brand-specific associations to the extension, &tween the parent brand and the
extension, familiarity to the parent brand, consu@ititudes toward parent brand, and
consumer innovativeness consumer evaluations of brand extensions arb/zath
Although these are the factors that have been fasdhe most important factors
affecting consumer evaluations in brand extensant mostly analyzed in the studies
conducted in different countries and different grds, the studies conducted in Turkey
and reflecting the Turkish consumers’ view is liedit So, by both the importance of
these factors, and limited concentration on thenTurkish perspective, the study is
conducted to examine the effects of these factors£ansumers’ brand extension
evaluations. Also, seeing the differences betwesmders based on these factors and
brand extension evaluations and as a result magabjferent branding and marketing
strategies based on genders and understandingrbeaitiveness of Turkish consumers
can be the side objectives that can be reachedibgtudy.

The study is significant both for practitioners awddemicians. From the point
of practitioners, the study is important becausexamines brand extension strategy,
which uses existing brand names for the new predwtd as a result let firms to
leverage their assets and to reach growth oppaoarcost-efficiently. By the help of
the analysis and findings of this study, firms c@m® how consumers evaluate brand

extensions and understand in which situations amdtb use brand extension strategy.

Moreover, the study is important for the academigissince the brand
extension strategy is an emerging topic in brandmgcept, but just little research has



been done and there are lots of shady points icdheept. Thus, the study can lighten
some of these points and can be a guide for theguesearch. Lastly, it can be said
that, because of the economic crisis taking plac#h Iin the world and in Turkey,

examining such a cost-efficient strategy in broagdeats with the underlying factors
affecting the consumers’ evaluations can be goodh® firms to understand the brand
extension strategy with every dimension, take befieim its advantages, and protect

themselves from its harmful edges.

The study consists of five main sections. In thst §ection, consumer decision
making process is discussed briefly to give a gdnemderstanding about the buying
and decision making of consumers’, then brand, draranagement concept, and
branding strategies are mentioned. In the secormtioee brand extensions and
consumer evaluations are concentrated on. Aftemaxag the brand extension
concept, and its advantages and disadvantage$adtws affecting the evaluation of
brand extension are mentioned. Especially, relewant parent brand-specific
associations to the extension, fit between thentdmand and the extension, familiarity
to the parent brand, consumer attitude toward parferand, and consumer
innovativeness are explained in details. Thenjrtiportance of consumer evaluation is
discussed. Section ends with the overview of previacademic research. In the third
section, background information about Fast Movingn§€limer Goods (FMCG),
shampoo market and chosen shampoo brands (PaElatw, and Blendax) are given.
Fourth section includes field research, and theh fdection includes the discussion,
conclusion and limitations parts of the study resipely.



. CONSUMER DECISION MAKING PROCESS AND BRANDING
STRATEGIES

For understanding how consumers evaluate branchagtes, first of all, their
general buying behavior tendencies and the reasemsad those buying behaviors such
as why they chose a certain product or a certandyrthe steps in this choice decision
and the influencing factors of their behaviors dedisions should be understood. So, in
the first part consumer decision making process$ lvél mentioned briefly and in the

second part brands and branding strategies wikipéained.

1.1.Consumer Decision Making Process

In the following parts, first of all, a general pice of consumer behavior will
be given and , then decision making and decisiokimgaprocess which is the key
concept in consumer behavior and which also infleethe product or brand choices of
consumers will be concentrated on. Then, the tgbésiying behavior and by a special
focus on the buying behavior type that influence ttonsumers’ FMCG decisions
which will be used in the study will be examined.

1.1.1. Consumer Behavior Model

Consumer behavior reflects the “totality of conswshdecisions with respect
to the acquisition, consumption, and dispositiorgobds, services, time, and ideas by
decision making units (consumer) over time” (Hoyerd Mclinnis, 1997). Thus,
consumer behavior is a broad concept which inclasesexamines many things which

will be discussed briefly.



First of all, consumer behavior involves the constshthoughts and feelings
that they experience and the actions that theyoparin consumption process (Peter
and Olson, 2005). Since, this consumption proces®i limited with the consumption
of products, or with just buying, consumer behavi®ralso not limited with the
products, or buying. It involves services, time ate€las such as going to the dentist,
talking to psychologist or taking a trip and it ludes all types of acquisitions such as

leasing, trading, borrowing and buying as well (Biognd Mcinnis, 1997).

Moreover, after a product is acquired, it is usedame manner. Thus, usage is
also at the core of consumer behavior. Finallyp@sing- how consumers get rid of an
offering they have previously acquired- is thehe toncept of consumer behavior too
(Wells and Prensky, 1996).

Furthermore, examining all the influencers of canets’ thoughts, feelings
and actions are the in the concept of consumervimharhese influencers can be
internal such as the impact of other consumersudghts or the psychological
characteristics or external such as the firm’s pobar advertising (Peter and Olson,
2005). Since, the behaviors of consumers are affetbm the changing internal and
external factors over time; the dynamism is an irtggd characteristic of consumer

behavior (Hoyer and Mclnnis, 1997).

After describing the general context of consumdraveor and mentioning its
dynamic character which is influenced by some mdkand external factors, it can be
said that consumer behavior is the function of vittlial and environmental factors
(Schiffman and Kanuk, 2004; Odaband Barg, 2002). And it can be explained with a
general consumer behavior model which is present&igure 1. As can be seen from
the figure, external stimuli such as firm’s markegtieffort, family, reference group

influence etc. enter the buyer’s black box as irfghiffman and Kanuk, 2004).

Buyer’s black box or named as process stage ierdifit sources, includes the
factors that are not observable but affect the woes responses (Foxall, Goldsmith,
and Brown, 2005). Both the internal factors of ttensumers’ such as motivation,

perception, learning etc., and the steps undertbiketihe decision making such as need



recognition, information search and evaluation ltdraatives shape the buyer’s black
box since that are not observable (Odabad Barg, 2002). By the interplay of both the
external factors, and internal factors a decisi@king process takes place in buyer’s
black box and a set of observable buyer responsgs as purchase behavior; product
choice, brand choice, dealer choice, purchase giraind purchase amount and after the
purchase, post-purchase behavior; satisfactiorsatiféfaction are get as the output
(Kotler and Armstrong, 2006; Schiffman and KanuB02).

External Stimuli Buyer’s Black Box Buyer Responses
(Input) (Process) (Output)

A 4

v

Figure 1: Model of Black Box
Source: Adapted from Philip Kotler and Gary Armstrong, Riples of Marketing,

Pearson Prentice Hall, 2006, 11th Ed.; Yavuz Ogalzand Guilfifan Bag, Tuketici
Davrangl, MediaCat Kitaplari, 2002; and Schiffman and KianGonsumer Behavior,
2004, §' Ed.

Based on this general model, first of all, the riné& and external stimuli
affecting the responses of consumers will be mapticand in the next part the decision
and decision making process will be concentrated on

Internal factors are the ones that are used toaicttevith the world (Engel,
Blackwell, and Miniard,1990; Foxall, Goldsmith, aBdown, 2005). They are the tools
that consumers use to recognize their feelingshegatnd analyze information,
formulate thoughts and opinions, and take actiamn.tike internal factorgsychological

attributessuch as motivation, perception, learning, attifysrsonality and lifestyle can
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be mentioned (Wells, and Prensky, 1996). Thesenakdactors can be affected by the
environmental factors, for instance a consumerhmmamotivated to purchase a product
by a price discount. For better understanding tivgsenal factors, a general description

of them can be helpful.

As long as consumers have many needs at any mrogvationis the driving
force stimulating consumers to satisfy their negishiffman and Kanuk, 2004). The
motivated person will be ready to take action,thetactions he takes will depend based
on his perceptiorPerceptionis about the viewpoints of the individuals; théetiences
about the selection, organization, and interpratatf the information and as a result
the differences between the visualization of thgedB is based on the perception of
people (Engel, Blackwell, and Miniard,1990). Aldearning is the processing of
information. By the help of learning, experiencesws and experiences change the
knowledge, attitudes and behaviors of consumerxalFoGoldsmith, and Brown,
2005). The beliefs and attitudes acquired througimg and learning. Attitudes can be
defined as “the person’s favorable or unfavorabi@weations, feelings and tendencies
toward an object or idea” (Kotler and Armstrong,08Q) Thus, attitudes influence
consumer’s behavior. And finally, thpersonalityis the psychological characteristics of
the individuals and influence both their lifestgied as a result their consumer behavior
(Odabal and Bar, 2002; Bilgin, 2001).

Also, external stimuli or the environmental factbes/e an affect on the buyer
responses. Both the socio-cultural factors suchcakure, social class, family, and
reference groups and the firm’s marketing effoushsas product, price, promotion and
distribution strategies, are the external factoewirg effect on the behavior of
consumers’ (Engel, Blackwell, and Miniard,1990; Gaa and Barg, 2002; Arnould,
Price, and Zinkhan 2004).
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For instanceCulture is the sum of beliefs, values and customs in ae$pci
Thus, it is the primary reason of a person’s wamg behavior. Since the person lives
in a society and the society has some values,fbeali®ed customs which are called as
culture, the consumer’s behavior is shaped andentted by the culture (Schiffman and
Kanuk, 2004) Social-classesare the divisions in a society which are categptibased
on the combination of occupation, income, educaéiod other variables and believed
to have the members who share the similar valaés@sts and behaviors which in turn
affect them to show similar buying behaviors (Koténd Armstrong, 2006). Also,
because of the close and regular interactions @atth otherfamily members influence
each other’s behaviors. Finally, since the puraitasakes place under uncertainty, for
reducing the risks of the purchasing, consumerstlaskdeas of others. As a result,
reference groupsfluence the consumers’ behavior (Peter and QI2605). Although
these socio-cultural factors can not be changetthéynarketers directly, they should be
taken into account when formulating the marketimgtegies (Bilgin, 2001).

Furthermore, the marketing efforts of the firm aseaternal factor influencing
the consumers’ behavior can be described as thesfior the competitor's marketing
mix strategies which can be named as 4P’s (Promofoice, place and product)
(Schiffman and Kanuk, 2004). These stimuli are urtie control of marketers and
serve as the information source about a certaidymtoand influence a consumer’s
product related values, attitudes and behavioriffacdin and Kanuk, 2004).

Promotional effortsof the firm are the efforts that are used to redoh
communication objectives of the firm by using adigang, sales promotion, public
relations, personal selling, direct marketing antkinet marketing (Belch and Belch,
2007). Since the firms reach the consumers by teH#eds, promotion is an important

stimulus for the behaviors of the consumers.

Price of the products is another element of marketing thiat affects the
consumer behavior. Although in recent years nooepfactors are becoming important
for the buyer choice, historically, price has bélke@ major factor affecting the buyer
choice (Kotler and Armstrong, 2006). Especially, AIMCG sector consumers tend to
change the brand that they are using based orritteediscounts.
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Also distributionis an important element of the firm’s marketingcnif a firm
can not manage its distribution channels well, comexs probably can not reach its
product and as a result they can not buy the ptediidhe firm (Mucuk, 2001). Thus, a
right distribution strategy such as selective, esiee, or exclusive, representing the
product’s and the brand’s desired value shouldHmsen and the distribution channels

should be managed well.

Moreover,Product Strategyf the firms’ is the primary influence factor fthre
consumer behavior. For instance, based on thedfyfiee product such as; convenience
good, shopping good, specialty good, or unsouglidgdoth the type of buying
behavior, consumer involvement, and the steps taketecision making process will
differ (Cravens, 1991; Foxall, Goldsmith, and BroW@005). For example, in case of a
new model television consumption, which is a shogpigood, the consumer
involvement will be high; the steps taken in demmsimaking will be longer when
comparing with the consumption of a package of, saltich is a convenient good.
Moreover, consumers use the product and it helpswuoers to have a direct
experience with the brand (DeChernatony, and McRrz003). As far as the main
objective of the study is to understand the facédiescting the consumers’ evaluation of
brand extension strategy, the importance of firpr@duct strategy can not be ignored.
From this point of view, product strategy is a l@ra@ncept for a firm including all
necessary decisions about the brands of the prgidiriand naming strategies, and
brand development strategies such as line extes\sivand extensions, etc. are found
under the product strategy of the firm. Sincesibelieved that the brand is the soul of
the product and the products without brands arestrong enough to live in today’s
competitive marketplace, it is aimed by the firrosstgnal favorable messages by the
brand names and chosen branding strategies tootteimers which in turn influence
their behaviors (Aktglu, 2008). For instance, in brand extension stsates wished to
signal positive experiences to the consumers lygusn existing brand name for a new
product. Thus, product strategies which includabrstrategy influence the behavior of

consumers by influencing their brand choice (De@atmy and McDonald, 2003).
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Figure 2: Model of Consumer Behavior
Source: Adapted from Leon G. Schiffman, Leslie Kanuk, Qemsr Behavior, 8 Ed,
Pearson Prentice Hall, 2004.

From Figure 2, a detailed picture of consumer biinanodel can be seen. And again
can be understood that; firm’s marketing effortd ancio-cultural environment of the
consumer enters the consumer’s black box as thasnphen, in the consumer’s black
box, they combine with the internal factors suchihesmotivation, or perception of the
consumer, and a consumer decision making processhwh not observable but
influences the consumer responses occurs, andsasvable outputs, purchase behavior

and post-purchase behavior takes place.
In the following part, decision making process ohsumers’ and the model of decision

making will be examined. All steps of consumer dexi making process and black box

model will be examined in details.
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1.1.2. The Concept of Decision Making and Consum&ecision Making Model

After examining the model of consumer behaviorthis part the process of
decision making will be concentrated on. Consunaeision making process is thought
to be an element of consumer black box togetheh whe internal factors of the
consumer such as motivation, perception, since sgmbservable things take place in
this process (Odabeand Barg, 2002).

Consumers actually involve in a process called ¥6len Making Process” for
all of their purchase decisions. Decision makinthis process which can be described
as, selecting one option from two or more alteuesti (Peter and Olson, 2005).
Consumer decision making process consists of fiteges: need recognition,
information search, evaluation of alternatives,cpase decision and post-purchase
behavior as can be seen in Figure 3 (Kotler andsfmong, 2006).

Based on some authors, need recognition, informatarch and evaluation of
alternatives are the unobservable part of the sy¢@daba and Barg, 2002). They
combine with the internal factors such as motivatiearning etc. and an unobservable
process till coming to a purchase decision ocaithough the external factors such as
the firm’s marketing efforts or the culture of theciety affect this process, it is not yet
very obvious to explain every step and factor diifigcthis process taking place in
consumers’ mind, thus it is the “black” part of thestem. So, it is called the black box.
After this ‘black part’ the, purchase decision grast-purchase behavior occurs as the

outputs. Now, all the steps in decision making wélexplained in details.
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Recognition | Search | of "| Decision

A 4

Behavior

Alternatives

Figure 3: Consumer Decision Making Process

Source: Philip Kotler and Gary Armstrong, Principles of Mating, Pearson Prentice Hall,
11th Ed. ,2006.

The buying process starts withcognizing a needA need arouses when there
is a difference between an actual state and aedesiate of a consumer and can be
triggered by an internal stimuli such as hungdrsthsex or an external stimuli such as
an advertisement (Bilgin, 2001; Kotler and Armsgp2006). For example, a person
who recognizes a dandruff problem will need an-datidruff shampoo.

By this anti-dandruff shampoo need, he will sesarching and collecting the
informationabout the alternatives that can satisfy his negdrmation can be obtained
by talking with friends, family members, or neighbavhich is callegpersonal sources,
by seeing the advertisements, by talking to sakple which is calledommercial
sources by the help of mass media which is calpedblic sourcesor by just examining,
handling or using the product which is callegperiential sourcegSchiffman, and
Kanuk, 2004; Foxall, Goldsmith and Brown, 2005)th&lugh the influence of the
information source depends on the product and tlyerh generally consumers get the
most information from commercial sources, but thestreffective source is generally
the personal sources. The reason for this, isated to the nature of the commercial
sources just to inform the consumer whereas th&opat sources evaluate the products
for the consumer (Kotler and Armstrong, 2006). Egwample, although this consumer
with the dandruff problem will watch and influenty the anti-dandruff shampoo
advertisements, he will probably take the advice aoffriend who has already

experienced an anti-dandruff shampoo. This phaselegision making process is
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important because the awareness and knowledge nsupters’ about the available
brands and features increase and according to miatown obtained, consumers
sometimes drop some brands from consideration (EB¢gckwell, and Miniard,1990;
Kotler and Armstrong, 2006). Usually, a subset lbfpassible alternatives called the
“consideration set” is formed in this stage (Peted Olson, 2005).

For a brand to be successful, it is important tanickided in the consideration
set of at least some consumers. As seen in Figutikedconsideration set consist of
brands found accidentally, brands found througbntibnal search and brands activated
from memory (evoked set). If consumers think thiagy know the important choice
alternatives; they probably will not search for tditional alternatives and will settle
with the evoked set (Peter and Olson, 2005). Thus,important for consumers to be
familiar with the brands and recall them when tlaeg looking for a product. This
argument also leads the importance of using a beatehsion strategy for entering a
product category. Since the consumers use the $ractivated from memory for the
formation of their consideration set in decisionking process, it can be said that the
brands which the consumer is familiar with, is madvantageous position. Based on
this argument, for instance, the consumer whoag&itg for an efficient anti-dandruff
shampoo for satisfying his need will probably teiedprefer the brands that he is
familiar with, which are in his evoked set, whendees in the market shelf. Thus, if a
brand that he has experienced before has alsod®edeio the anti-dandruff shampoo

category, it can be more advantageous than the ottk@own brands.
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Figure 4: Forming a Consideration Set of Brand Choice Altgves
Source J. Paul Peter, Jerry C. Olson, Consumer BehavMegketing Strategy, 2005"Ed.,

Mc. Graw Hill Int. Ed.

After collecting information about the alternatiyeschoice set based on the

consideration set is formed including the suitaddternatives and consumegsaluate

the alternativedor choosing the right one for purchasing. In thiigp, attributes of the

products and brands in the choice set are evallmged on the importance attached to

them. As a result, brands are ranked and purchasasions are formed (Engel,
Blackwell, and Miniard,1990; Schiffman and KanuR02; Peter and Olson, 2005). The

consumer looking for anti-dandruff shampoo can cdma choice set after collecting

possible information from internal and externalrses. After forming this choice set, a
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very critical step, evaluation of alternatives tlpdace. This step is important because,
although some of the brands can enter the chotoef $ee consumer by the advice of a
friend, familiarity or advertisements, since thealesation criteria can differ from
product to product and consumer to consumer, mase difficult to be the purchased
brand among the alternatives in the choice sett,(3297; Foxall, Goldsmith and
Brown, 2005). For example, while a consumer bugmgw car can consider the engine
performance, safety or reliability, the other camsider social status and luxurious
findings. But, a quality brand name will play anpaontant role here to be preferred by
the consumer. Thus, the importance of brandingegiyafor the consumer choice comes
to the scene again. The importance of using a beatehsion strategy for firms can be
mentioned since the consumers come to a point@s$ide inside their choice set, but it
is important not to ignore the category distancad ather factors affecting the
consumers’ brand perceptions. For example, it @gdod for a cosmetics firm who
has hair-gels, and shower shampoos to enter amdrdfi shampoo market by its
existing brand name instead of a new brand namee ghe product categories are not
very far. But, for a firm who has food products,istnot a good idea to enter into
shampoo category with the same brand name sincead&umers will find the new
category very distant from the firm’s existing @gaey and can question the ability of

the firm to produce shampoos.

The alternatives are evaluated based on the ei@luaiteria in the minds of
the consumers as mentioned above, and plrechase decisionare given. Since this

purchase is observable, it is the output of thesaorer decision process.

After purchasing the product, the consumer canalisfeed or dissatisfied and
can show somepost-purchase behaviarsWhat determines the satisfaction or
dissatisfaction of the consumers is, the relatiopnsbetween the consumer’s
expectations and the product’s performance. If dbesumer’s expectations and the
product’s performance fit, satisfaction will occlfrthe product’s performance is lower
than the consumer’'s expectations, dissatisfactiol wccur. If the product’s
performance is higher than the expectations, delgh occur (Engel, Blackwell, and
Miniard,1990). As post-purchase behavior, the Batisconsumer will buy a product

20



again, talk favorably to others about the brand, eren pay less attention to competing
brands and advertising. But, the dissatisfied comssa can return the product, take
public action (using the legal rights), or can tgkivate action (not buying the product
again, or doing bad word of mouth) (Schiffman arahigk, 2004).

Since the consumer decision process explainetidri reflects the cognitive
and to some degree emotional consumer, it shoulthé&ioned that there are some

other perspectives trying to explain consumer datisaking in different ways.

For instance, inEconomic Perspectiyeconsumers are thought to be very
rational decision makers. According to this persigec consumers collect all
information and all possible alternatives, coryectink the alternatives based on their
benefits and disadvantages, and choose the bestalve. So, they do the “perfect”
decision (Stat, 1997; Arnould, Price, and Zinkh2004; Schiffman and Kanuk, 2004).
Opposite to this view, another perspective calRabsive Perspectivperceives the
consumers as passive and irrational purchasers, Thasumers are perceived as easily
manipulated objects by the marketers (Solomon,akt2006). On the other hand,
Cognitive Perspectivéries to explain the behavior of consumer betwienextremes
of economic and passive perspectives. Accordingoggnitive perspective, consumers
are seen as thinking problem solvers; they proagfesmation about the collected
alternatives, and form preferences and purchasesiins. Differently than, economic
perspective, cognitive view mentions that, althowgimsumers do not have the total
knowledge, they seek for information and attemptmake maybe be not the ‘perfect’
but the ‘satisfactory’ decision (Arnould, Price,dadinkhan, 2004). Besides all these
perspectivesiEmotional Perspectiveonsiders the emotions of consumers and mentions
the importance of their emotions in their purchhebaviors. According to emotional
view, consumers do their purchases impulsively, heut carefully collecting
information, or evaluating the alternatives befpuechasing. Actually, in the emotional
view less emphasis is made on the search for piehase, current mood and feelings
are mentioned as more important for purchase aesgiArnould, Price, and Zinkhan,
2004; Schiffman, and Kanuk, 2004).
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Although the consumer decision making model exgldiabove assumes that
consumers pass sequentially through all five stagdsuying a product, it should be
known that consumers sometimes can skip or reveosee stages (Kotler, 2006).
Especially for the personal care products whicH b used in the study, emotional
view can be used in some situations. For instam@®nsumer can buy a personal care
item impulsively just because of its interestingcl@ge or a consumer can prefer a
personal care brand when he is in a “you desdfv@ood, even if it is much more
expensive than the other personal care brandst Sbould be kept in mind that,
personal care brand choices can be done emotiobgllgkipping the pre-purchase
search stages. On the other hand, since persamapoaducts have a connection with
health, in some situations all pre-purchase stagesbe undertaken and a complete
model of consumer decision making can be pursueda Aesult it can be said that,
consumer decision making model is a general mageig to represent the buying
decision process of consumers’, but any factornzas@ an effect on it.

As a sum up, it can be helpful to mention the saspects of the Fast Moving
Consumer Goods (FMCG'’s) for understanding theiregaincharacteristics and have a
general idea about FMCG buying behavior of conssmsince they include the

personal care products category which will be usdte research.

For the Fast Moving Consumer Goods (FMCG’s), beeaighey have lower
prices and purchased frequently, consumers fougith@puhem less-risky. So, minimum
effort in other words low involvement is made farying decision of these types of
goods, such as shampoos, toiletries, toothpasteTkey are generally bought without
any plan; impulse purchases occur. Most FMCG prodiasses include several brands
which have similar basic attributes to each othars it can be said that consumers do
not show total loyalty to a brand and they do tlcimices from a small set of substitute
brands. Buyers of a given product class typicdllgase several brands over a sequence
of purchase (Foxall, Goldsmith, and Brown, 2005heiever a need is recognized,
consumer will try to satisfy this need from the mesa store. In information search and

evaluation of alternatives stages, being awara@btand is an important figure.
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As long as it is stated that, consumers do impuydsechases with low
involvement, and brand awareness is an importgotdiin FMCG, at this point it can
be useful to mention the importance of using thentdrextension strategy since it is a
cost-efficient way of taking advantage of an ergtibrand name. By using brand
extension strategy, firms can both use their vdkudband names cost-efficiently, can
take the attention and awareness of consumers avithown brand name for their
impulse purchases, and can differentiate themselwesng the substitute products by

using the awareness of the consumers.

Moreover in FMCG, purchase decision is made radgivquick. Although
there are some brand loyal consumers, their prigmois generally low (cigarettes, and
alcoholic drinks are exception), and factors sushpace and promotion have an
important effect for brand switch. For the postghase behavior, if the consumer is
satisfied by the brand, he will choose it for lepurchases again; if he is not satisfied
he can change the brand easily (DeChernatony ambhald, 2003).

Although the general situation for FMCG producte as mentioned above,
there can be some exceptions for some productsinstance, shampoos which found
among the personal care products are such prothattsthey have multi-dimensions,
thus some differences can be seen in the purcldsesnsumers. With one of their
dimension they are FMCG products which are consufregliently, quickly and for
many, it is a basic need. But from the other pofntiew, shampoos can be perceived as
cosmetics or moreover, they can be perceived a$hhassistances. So, for the ones
who perceive the shampoo products as cosmeticad braage can be an important
factor. For the others who perceive the shampodgeakh issues, quality perception of
the brand name can also be important too. As dtyélse meaning of a shampoo brand
for consumers is generally not as simple as theatsitn in most of the other FMCG
products. High brand equity, brand image, and braméreness as well can be
important issues for shampoos. Since the shampdbbewsed in the research, these
attributes of the shampoos and their different com#ion meanings for the consumers

can be useful to keep in mind.
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In the following part, types of buying decision bglor will be explained and
decision making process of personal care in FMQiustry will be mentioned in more

details.

1.1.3. Types of Buying Behavior

As mentioned above, consumers can skip or reverse stages of consumer
decision making process. The type of product bemghased from the points of risk
involvement and personal meaning, will probablyeeffthe time spent for the buying
decision process, and in turn it can explain tresoa behind this skip (Webb, 1999).
For better understanding the consumer decisionegsofor different types of products,
it should be kept in mind that degree of informatsearch is different for different
products. The decision process of buying of a pgela salt will probably differ from
buying of a car. In literature, this is generalid to be explained by a continuum of
efforts ranging from very high to very low and irngral three specific levels of
consumer decision making is mentionégtensive Problem Solving, Limited Problem
Solving and Routinized Response Behavichiffman, and Kanuk, 2004;Peter and
Olson, 2005)

Extensive Problem Solving generally takes placsitumations if the consumers
do not have any established criteria for evaluatireggproduct category and the brands
in the category. In such a situation, consumer sieg@dyreat amount of time and
information for both establishing the evaluationiesta and evaluating the brands based
on these criteria (Schiffman and Kanuk, 2004). @ahe consumers use extensive
problem solving, for the expensive and infrequemiychased goods (Odabaand
Baris, 2002). Buying of a washing machine can be a gexample, since washing
machines are not consumed frequently, and whereewew purchase would like to be
done, new technologies and new models, and induot of new information can be

found in the market.
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Routinized Response Behavior can be characterigethd small amount of
information need and quick decision makings. Thjgetof decision making behavior
can be used for the cheap, and frequently bougbdugts. If the consumers have
experience with the product category and if theyehestablished criteria for evaluating
the brands, they can use routinized response bmhdwi such a situation, generally
previously known information can be used, in sonases only small amount of
additional information can be collected (Odgband Barg, 2002; Wells and Prensky,
1996).

On the other hand, Limited Problem Solving takeacel for the product
categories where consumers have established thaluation criteria, thus the time
needed for making a decision is generally lowetgPand Olson, 2005; Schiffman and
Kanuk, 2004). In limited problem solving situatiomonsumers have enough
information about the product class, but sincedglmn be new brands in the market,
collection of information can be on the brand balsiscase of satisfaction, repurchases
can occur. In case of dissatisfaction, consumers swgitch the brands (Wells and
Prensky, 1996). Limited Problem Solving is neamigctibing the brand choice decision
for shampoos. Although, the consumers have estaulishe evaluation criteria of a
shampoo since it is not a new category, but thexeadot of brands in the market thus,

consumers have to spend a mediate amount of ima&rfor making a brand decision.

The extensive, limited or routinized problem sofyiperspectives are trying to
explain the process of decision making based orest@blished criteria for selection,
and the amount of information being considerednfiaking the decision. On the other
hand, Assael (1998) classified buying decision Behaypes in four groups based on
the degree of consumer involvement and the degfedifierences among brands.

Figure 5, shows this categorization and below ésetkplanation of the categories.

Consumer involvement can be described as the sitefethe consumers to
some specific products or brands which are thoughgatisfy their needs. In other
words, it is the motivation to process some spedififormation, it is related with
importance that a consumer gives to a purchasatisitu(Odabg, and Bar, 2002;
DeChernatony and McDonald, 2003; Solomon, et 8062 To the degree that there is
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a linkage between the needs of the consumer arigr&nowledge, consumer will be
motivated to pay attention to the product informat(Schiffman, and Kanuk, 2004).
For example, a consumer who has hair loss problginmave a high involvement about
hair loss issue, so will read and listen everytrabgut hair loss and hair loss preventing
products, while another consumer who does not fsaah a problem will skip the

information about hair loss products.

As a result, it can be said that, the type of imfation processing will depend
on the involvement of the consumer (Webb, 199930Ain Figure 5 types of consumer
decision making is tried to be explained basedhencbnsumers’ involvement and the
differences between brands. According to the Fidgyrevhen consumers are highly
involved in a purchase, such as the purchase @resxye, risky, infrequently purchased
and self-expressive goods and if there are sigmficdifferences among brands,
complex buying behavids used (Assael, 1998; deChernatony and McDorz41a3).
For example, a consumer who wants to purchase taplagan undertake a complex
buying behavior. Since, the knowledge of the coresuisigenerally limited about such
kind of product, he will pass through a learninggass, then he will develop beliefs
and attitudes and eventually he will make a pureldescision (Kotler and Armstrong,
2006). For a complex buying, a consumer will pdssugh five stages of consumer
decision making process which was explained prelou(deChernatony and
McDonald, 2003).

On the other hand, when consumers are involved ihigaly involved
purchase; expensive, risky and infrequently puretiagods, but if they perceive little
difference among brands, or if there is lack ofligbto judge the alternatives, this
situation can be characterized digsonance reducing buying behav{&ssael, 1998).
Buying of a carpet can be described as the dissengducing buying behavior since
all the carpet brands are perceived as similaath ®ther. In such a situation consumer
can find the information tried to be collected take the decision, very confusing and
find himself in a lack of judgment. So, he will giwp collecting information and
another reason such as, a good price can be stforuthe consumer to make the
decision. This type of buying behavior is relativgliick (Kotler and Armstrong, 2006).
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But, there can be mental discomfort, mental uncdstaabout the purchase choice after
the purchase which can be named as “post-purchssendnce”. Often on the basis of
the experience with the chosen brand, consumetitsicdegs will change and learning

occurs (deChernatony and McDonald, 2003).

Buying decision of inexpensive, frequently purclthgmods with the few
differences among brands such as “salt” can beactanzed ashabitual buying
behavior (Assael, 1998; deChernatony and McDonald, 2003)s Type of buying
behavior can be used when there is low consumerhviemnent and little difference
between brands. Consumers generally do not coflelct of information about the
brands; they do their choices based on their fantyi to the brands. Consumers can
keep buying the same brand most of the time batishgenerally because of their habit,

not because of the loyalty (Kotler and Armstron@Qe).

High Involvement Low Involvement
Significant difference Complex Buying Behavior| Variety-seeking buying
between brands (Extended Problembehavior

Solving) (Tendency to limited

Problem Solving)

Few differences between Dissonance-reducing Habitual buying behavior

brands buying behavior

Figure 5: Types of Buying Behavior
Source: Adapted from Henry Assael, Consumer Behavior andkbtang Action, Ohio :

South-Western College Pub., 1998, 6th;Exhd Philip Kotler, and Gary Armstrong,
Prentice Hall, 2006, 11Ed.
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For the products which are inexpensive and fredygnirchased but involve
significant brand differences, consumers undertakeety seeking buying behavior
(Kotler and Armstrong, 2006)-rom the light of these information, it is assuntledt,
for the shampoo product category, which will bedusethe study as the parent brand
product category, variety seeking buying behavisr undertaken. Because, for
shampoos, there are many brands in the market (@@B), so consumers can switch
brands for trying the other variety of productsn@amers may hold some beliefs about
shampoo brands, chooses a brand without much éwnalpyand then will evaluate that
brand during consumption. If they are not satisbedhost of the time just for trying the
other varieties of shampoo brands, consumers wilich their shampoo brands. As a
result, it can be said that, brand trial takes @land, consumers may develop habits
instead of strong brand loyalties -in turn they easily influence from the promotions
of other brands- (deChernatony and McDonald, 2003).

Till here, the types of consumer decision makirgrfrtwo perspectives are
mentioned. The first perspective is based on th&bkshed criteria for selection, and
the amount of information being considered for mgkihe decision and found on a
continuum of Extensive Problem Solving, Limited Problem Solvamgl Routinized
Response Behaviofhe latter perspective is based on the consumarehiement and
the differences between brands and it is found aor@inuum ofComplex Buying
Behavior, Dissonance-reducing buying behavior, Iadi buying behavior and

Variety-seeking buying behavior.

It should be mentioned that, in both perspectia@sount of problem solving
times or the amount of involvements should be peeceas a continuum. Moreover, it
should be understood that, although shampoos dteinategory of FMCG, they have
a dimension very related with the health of consgme&hus, consumers can be in a
tendency of perceiving some risks in such conswnptimaybe not based on money
loss but based on health loss. Thus, the involvéraad information collection for
shampoos can be thought as in the middle of thé&mzamm. Since there are a lot of
brands in the shampoo market, and a lot of newdsramter to the market, it can be
said that consumers can spend maybe not as mulshyasy an expensive car, but a
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considerable amount of time for choosing a shanipaad. So it would not be wrong

to say, a limited problem solving behavior is utakeen for deciding which shampoo
brand to buy. It is not because of the evaluatiiteréa for the product category has not
established, it is mainly because there are lotgarids —nearly 60- in the market. From
the other point of view, significant differencesncle perceived among shampoo
brands, and although they are not very expensigdyats, and they are very related
with the health of the consumers, consumers canep&r some amount of risk in

deciding for which shampoo brand to choose.

1.2. Branding Strategies

In this part, the branding strategies for the conmgmwill be concentrated on.
First of all, for better understanding the brand &nand management concept, we will
define the product and the brand, and the diffeserimetween them. Then, the brand
management concept and its important points araiegal briefly. Lastly, the types of

branding strategies are mentioned.

1.2.1. Product versus Brand

Product strategy is among the most important dacssior a company because,
it has a widespread impact by affecting every fiometi area and all levels of an
organization (Cravens, 1991). Product can be defase‘anything that can be offered to
a market for attention, acquisition, use or constiwnp and that might satisfy a want or
need” (Kotler, and Armstrong, 2006). Product israbtem solver, which solves the
consumer’s problems and helps the company to aehiesv objectives. Moreover
product is what actually changes hand and thusa lsibject of great importance
(DeChernatony, and McDonald, 2003). Although irs thiudy the shampoos which are
tangible goods are concentrated on, products byoadiude physical objects, services,

events, persons, places, organizations, and itedie( and Armstrong, 2006).
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When a consumer is buying a product, actually héuging more than a
physical product; he is buying a bundle of benefissatisfy his want or need
(DeChernatony, and McDonald, 2003). Thus, mentigtive levels of a product can be

good for understanding the consumers’ expectedfitefi®m a product.

Broadly, products composed of three levelsie benefit, actual product, and
the augmented produ¢Kotler and Armstrong, 2006). The basic level gbraduct is
the core benefit This level includes the fundamental product avise what the buyer
is really buying. For instance, the buyer of a spamis buying clean hair. At the
second level, the core benefit should be turned artactual product(Kotler, and
Armstrong, 2008 This level includes the brand name, featuresgdepackaging, and
quality level of the product. Thus, shampoos haesad names, they are produced with
different features such as for dry hairs, or forlyuhairs, and they have different
packaging such as travel package or family size thiey have attractive package
designs and package colors.

The last level is theaugmented productwhich offers additional consumer
services and benefits such as delivery and creditallation, warranty, and after sale
service. Shampoos can have toll-free numbers tarcahse of a consumer question or
problem or they can have websites where consunarsget recommendation about
hair care. As Levitt (1969) states, in today’s wipthe competition is not in core benefit
level, the competition is in actual and augmentedtipct levels. That is why; the ones
who can differentiate themselves in these leveth &1 creating strong brands for their
products can achieve their objectives.

Thus, the firms who aim to differentiate their punots from the similar
products in the market use brands. Actually, thedwmrand is derived from the Old
Norse wordbrandr, which means “to burn” (Keller, 2008) and the brgtof branding
goes back to 2000 BC., used by the owners of catttk livestock for marking their
animals to identify them (Daye, and VanAuken; 2008lthough there have been many
more practices regarding branding such as; putiinggypt brickmakers symbols on
their bricks to identify them, or putting the nawieprivate shopkeeper over his shop;

modern branding and the use of individual brand esaneached to an important point
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by the Industrial Revolution when the quantity asdiety of products and the demand
for them started to increase (Room, 1998). In ttdawprld, since there are numerous
similar products in the marketplace and it is difft to compete in the core product
level, firms try to create “brands” which provideonse awareness, reputation,
authenticity and prominence for their products (&gl2008, Kapferer 2008; Heding,
Knudtzen, and Bjerre, 2009).

According to the traditional definition of AmericaMarketing Association
back to 1960, a brand is a “name, term, sign, syndodesign, or a combination of
them, intended to identify the goods and servideme seller or group of sellers and to
differentiate them from those of competition” (Deftimatony and Riley 1997).Based on
this definition of what a brand is; a brand is casgd of some brand elements such as a
name, logo, symbol, package design, or some ottrédrudes which create the identity
of a product and differentiate it from the othenghucts. But, the brands, and branding is
transformed into something much more complex thae tefinition, that is why
Mercedes name is something more than a car, or tharea name that identifies the
car from the other producers’ cars. Actually, fe point brands and branding stands
today; it can be said that brands are the sousgindtive identities of the products;
brands are chosen by the consumers for what they nreethem more than what the
product does for them (Akgiu, 2008; Batey, 2008).

As a sum up, it can be said that, a brand adds pgooduct an identity and
another dimension to its core function to differat& it. The dimension it adds to a
product can be tangible and symbolic, emotional emangible (Ambler and Styles,
1997). For instance, a brand can signal a constima¢rthe product is better than the
competing products in the form of performance,tarain signal the consumer that the
product is more prestigious than the competing omes a result, although the
fundamental benefits provided by the core prodaoatsbe same, each brand can create
different perceptions and feelings in the mindscohsumers (Batey, 2008). Since
consumers have a need of self-esteem, self-respatthe esteem of others, which can
be defined as the desire for reputation, prestiggognition, attention, importance, and
appreciation, a brand can differentiate the produa add value to the product by
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promising to satisfy these kinds of esteem needss(®lv, 1943). For example, however
all the shampoos provide ‘clean hair’ as a fundaaidrenefit, some shampoo brands
create competitive advantage by signaling ‘prestigiimage’ to the user of the brand

which in turn try to satisfy the esteem needs ofstmners.

1.2.2. Brand Management Concept

Since brands are adding value to the productseofitins, they are important
assets for the firms and each brand have a vahevalue of the brand can be named
as brand equity and all the aims of the firms sthdnd directed to develop, sustain and
increase the equity of their brands (Kapferer, 200&us, the brand management
concept, which aims to manage the brands stratbgita sustaining and increasing
their values, becomes important under marketingagement. The brand management
concept can be seen as a broad concept includeryg step from the birth of a brand to
the death of a brand such as creating the brarsgitiggung the brand, stretching the
brand, and repositioning the brand when needed. iflan aim of the brand
management is to create brand awareness, brandnigon, brand preference and
brand loyalty in the long run. Moreover, Strategrand management can be seen as a
process and can be defined as developing and ineplimy the marketing programs for
building, measuring and managing the brand equiituglu, 2008). According to
Keller (2008), strategic brand management procesglves four main steps;
establishing brand positioning and values, plan@nd implementing brand marketing

programs, measuring the performance of the braddastaining brand equity.

For managing the brand equity, first of all, itinsportant to decide about the
position of the brand in the market and try to lelssh that position. Positioning means
to design the offer and image of the company imsuway that it occupies a distinctive
place in the target consumer’s mind (Tybout, anérr§hal, 2001a; Kotler and
Armstrong, 2006). By positioning, the company tele consumers why they should
choose their brand. According to Ries and Troub@palthough positioning starts with
a product, it is about what is done to the mindhe&f target consumer. For example,
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although both Volvo and BMW are producing cars,Wois perceived as a secure and
reliable brand, whereas BMW is perceived as dynaamd prestigious (Kapferer,
2008). A distinctive positioning can be createdsksting the points of difference; the
advantages a brand has over its competitors, carellassociations; the attributes and
benefits that characterize a brand, and brand mamtrcore brand promise; a short
three- to five- word expression that expresseshitand’s associations and promise
(Keller, 2008).

After, identifying and establishing the positiontbeé brand in the market, it is
important to choose brand elements for buildingnbraquity and to focus on the
programs that will be used in marketing of the drarBrand elements can be brand
names, URLSs, logos, symbols, characters, spokekpesdpgans, jingles, and packages,
in general the visual or verbal information thagntfy a brand and distinguish it from
the other brands (lain, 2002; Keller, 2008). Ilpowd be considered that, even if
consumers do not know anything about the brandhcbedements should make them to
feel or think in accordance with the brand’s desip®sition (Tybout and Carpenter,
2001b). For instance, the brand name should beciasisg the core brand promise or

attributes.

Although choosing the brand elements are impottabuilding brand equity,
it is not enough. The brand should be supportednbyketing activities and strong,
favorable, unique associations should be createaidogombination of product, pricing,

distribution and promotion strategies (Tybout aragenter, 2001b).

As long as brand equity building process is congpéid and lots of investment
is done for obtaining the brand equity, for seeihg financial impact of these
investments, measurement of brand performance @hbal done as the control
mechanism. Brand equity measurement system whiculdhconsist of research
procedures should be applied for understandinggssuch as the consumer’s mind, or

the brand’s position and in turn appropriate sg&®can be chosen (lain, 2002).
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After deciding the position of the brand in the kedy planning the marketing
programs, and measuring the performance of thedbrarther words after building the
equity for the brand, it is important to sustaird aanhance this brand equity under
different circumstances. But as the product padfobf the company expands,
sustaining and expanding the brand equity beconmmesolastacle that should be
overcome (Dacin, and Smith, 1994). Thus, in thet paxt we will concentrate on the
possible branding strategies —which also includmdbrextensions- a firm can choose

for maximizing its brands’ equity.

As a sum up, it can be said that; brand managementomplex process and
includes building, measuring and managing brandtgqgin general, deciding and
establishing the position of the brand in the markéanning and implementing the
strategies about product, price, promotion andridigion, measuring the created
performance of the brand, and the decisions abmutigg and sustaining brand equity
establish the base of the brand management prdte$suld be seen as an integrated
process and all the aims of the firm should bectid for managing the process of

brand value management.
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1.2.3. Types of Branding Strategies

In this part, types of branding strategies whichais important decision in
brand management will be analyzed. They will belya®a in two broad groups as;
brand naming strategies and brand developmenégiest

1.2.3.1. Brand Naming Strategies

The firms introducing a portfolio of products casewdifferent types of brand
naming strategies. These can be Specific Produandang, Corporate Branding,
Product Line Branding, and Combination Brandingt(&hku, 2008; Cravens, 1991).

Specific Product Branding is the strategy of assigspecific brand names for
every specific product of the company (Cravens, 1J9Although creating and
supporting individual brands for individual prodsichrough promotion tools such as
advertising or sales promotion has high costs,hiy s$trategy it is possible to create
unique identification for every specific brand imetmarketplace (Batey, 2008). As a
result of this unique identification, a successbwubnd can gain a strong loyalty
(Kapferer, 2008). Moreover, even the one of thenttsaof the producer becomes
unsuccessful in the marketplace; the other brahttsediirm will not be affected by this
failure (Aktuglu, 2008). This strategy is generally used by thedpcers of frequently
purchased, low-involvement items such as Pantesredbof Procter&Gamble, or Elidor
brand of Unilever, since it is easy to concent@atedifferent market segments with

different brands and with different marketing mix.

The other strategy that can be used is Corporateding Strategy in which all
the products of the firm hold the firm name. Fostance, the companies such as
General Electric, IBM, Sony, Beko, and Arcelik ukeir names on every product they
introduce to the market. By this strategy, the paisl are aimed to benefit from the
corporate image of the company. Since, the compamye is known by the consumers

previously, it is a good advantage for the companyhe introduction stage of the
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products. Moreover, since one advertising or sptesotion program can be used for
all products, the costs can be very low (Aft 2008). But, there are some
shortcomings of this strategy, if something negatmsappens with the company name,
then all the products will be affected and thera isck of focus on specific products
(Cravens, 1991).

On the other hand, Product Line Branding Stratespswa specific brand name
on a line of products. In this way blurring the hmtamages of each line is prevented
(Aktuglu, 2008). Zara (clothing), Zara Home (home prodyctvakko (classical
clothing), Vakkoroma (young clothing) can be theamyles of this strategy. Although
this strategy provides more focus than corporatnding strategy, and more cost-
efficient than specific product branding; the whioteage of a line can be affected by a

problem in a specific product in the line (Cravel91).

Moreover, a company can use the Combination ofethanding strategies.
Generally, the combination of a corporate and éineombination of corporate and item
brand is used. For instance, Nokia 3210, Sek Ydudtmorr Salad Sauce, Ulker
Hanimeller, Eti Cay Keyfi, andpek Shampoo can be the examples of combination
branding strategy. When such a strategy is usedativantages of specific product
branding or product line branding and corporatentirsgy can be used. While, the
corporate name is putting the reputation of tha fio the product, the line or item name
is adding an identity to the product and let ib®distinguishing from the firm’s other

products (Kotler and Armstrong, 2006).

All the brand naming strategies by the examples addantages and

disadvantages are summed up in Table 1.
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Table 1: Brand Naming Strategies
Specific Product Branding Corporate Branding Produd Line Branding Combination Branding

*Pantene brand of P&G, Elidar*All the products of the firm *Using a specific brand name on a ling&The combination of a corporate and line |or
© brand of Unilever. hold the firm name such aof products. Zara (clothing), Zardtem brand is used such as Nokia 3210, Sek
% General Electric, IBM, Sony,Home (home products), VakKoYougurt, Knorr Salad Sauce, Ulker
o Beko, and Arcelik. (classical  clothing),  VakkoromaHanimeller, Eti Cay Keyfi, antbek Shampoo.

(young clothing).

*Unique identification for every *Products can benefit from*Provides more focus than corporat&The advantages of specific product branding

specific brand. the corporate image of theéranding strategy or product line branding and corporate

*Other brands of the firm wil| company. *More cost-efficient than specificbranding can be used.
é not be affected by the failure off&One advertising or salgsproduct branding Strategy. *Corporate name is putting the reputation| of
*% specific brand. promotion program can be the firm to the product, the line or item name is
-§: *Easy to concentrate on differenuised for all products, the adding an identity to the product.

market segments with differentosts can be very low.

brands.
é)’ *Creating and supporting*If ~ something  negative *The whole image of a line can b&Any potential problem with the company
g individual brands for individual happens with the companyaffected by a problem in a specifimame, will affect the brands.
.% products has high costs. name, then all the productgroduct in the line.
-g will be affected.

*There is a lack of focus on
specific products.

Source:Developed by the Researcher
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1.2.3.2. Brand Development Strategies

As the products and the product categories of ithe ihcrease, how to brand
the products for managing effectively and effitigtbecomes a problem and the four
basic brand naming strategies explained above tisatisfy the needs of the firms with
multi-products in the long run. As a result, geflgrthe firms who want to introduce
new products can decide to use strategies suchraaml lextension, line extension,
multibrands and new brands for branding their neadpcts (Kotler and Armstrong,
2006). The addition of the brand development sgrageto brand naming strategies can
be mentioned as; beside the brand name stratefjihe dirm, these strategies also

consider the product category decisions of the fos(Odabg and Barg, 2002).

Product Category

Existing New
Brand Name Existing Line Extension | Brand Extensian
New Multibrands New Brands

Figure 6: Brand Development Strategies
Source: Philip Kotler, and Gary Armstrong, “Principles odfAarketing”,

Prentice Hall, 11 Ed., 2006.

Multibranding Strategycan be explained as introducing additional brainds
the same category. In this way, it can be posdirea company to compete with its
competitors with its two or more than two brandshie same category (Akglu, 2008).
For instance, P&G uses this strategy, and marketsyrdifferent brands in each of its
product categories such as Pantene and Blendats ishampoo category. Although,
there is a risk for new brand to get share from #ates of the old brands
(cannibalization), it is possible to reach a biggkare in total. For instance, Selpak,

Solo, and Silen brands are introducedibgk Paper in paper products, in this way it got
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the leadership position in the market. Moreoveis widely used in automotive industry
since it is a good way to expand in the market @mpkeal to different buying motives
(Aktuglu, 2008). The biggest drawback of this strategthat none of the brands can be
very profitable, and each brand can have a smalkehahare (Kotler and Armstrong,
2006). In such a case, it is better to reduce timeber of brands.

On the other hand, a company can decide to WéevaBrand Strategwhich
means creating a new brand name. This can be ysétekfirms when they want to
enter in new product categories or when they thiekpower of existing brand names
are waning and a new brand name is needed. FompeaAcura brand is created by
Honda for differentiating its luxury car from theigting line (Kotler and Armstrong,
2006). Or, it is possible for Arcelik to use a nbvand strategy if it decides to enter
FMCG sector. But, the firms deciding to use thistsigy should consider the high
Ccosts.

Line Extension Strategyan be used when a firm wants to introduce additio
items in its existing category under its existimgri name. Introduction of the products
in the same category with new flavors, packagegrentients, and colors under the
existing brand name can be named as line extenS@nnstance, Sigahas introduced
yogurts with different sizes, with different fruitavors, with or without cream.
Although, line extension strategy can be seen dswacost and low risk way of
introducing new products by a company, heavily edésl brands can loose their

strengths and specific meanings, and can confeseatsumer.

Moreover, a firm can launch new products in a neadpct category by using
its existing brand name which is callBdand Extension Strategyor example, Mattel
has extended its Barbie doll brand into Barbie aigrs, Barbie home furnishings,
Barbie books etc (Kotler and Armstrong, 2006). Magnhas extended its brand from
ice-creams to chocolates (http://www.magnumcikotata/ 05.16.2009). Eti Tutku has

also extended its brand from biscuits to chocolgtasp://www.kangurum.com.tr/

kangurum3-web/shopproductlisting.do?shopcateqgoB888 05.16.2009). Generally,

successful brands are used to extent to otheraasgas a result, high recognition and
fast acceptance can be obtained. Moreover, congaaie avoid from the high cost of

39



creating a new brand by using brand extensionegfyatBut, as in the line extensions,
brand extensions can blur the image of the maindor&ailure in the extension can
create negative attitude among consumers towardother products of the brand
(Kotler and Armstrong, 2006).

Since brand extension strategy is the main focubefttudy, the definition of
it and its different aspects will be explained lire inext section in details. A review of
brand development strategies by the examples, tatyes and disadvantages can be
found in Table 2.
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Table 2:Brand Devel

opment Strategies

Multi-brands

New Brands

Line Extension

Brand Extension

*Selpak, Solo, Silen brands introducgtAcura brand create

0*Sitas yogurts with fruit flavors

*Magnum ice-cream t¢

D

have a small market share.

o by Ipek Paper. by Honda. with cream or without cream. Magnum chocolate.
% *Creation of a new *Eti Tutku biscuit to Eti Tutku
n brand name if Argelik chocolate.
enters FMCG market.

*Possible to compete with two or moréCan be used to enterrLow cost and low risk way of *High recognition and fast
«» | than two brands in the same category.into new  product introducing new products. acceptance can be obtained.
;if’ *Possible to reach a bigger share| itategories. *High cost of creating a new
§ total. brand can be avoided.
2 *Good way to expand in the market and

appeal different buying motives

*Risk for new brand to get share fromiHigh costs. *Heavily extended brands catCan blur the image of the
»n |the sales of the old brands loose their strengths and specifimain brand.
% (cannibalization). meanings and can confuse {thd-ailure in the extension can
§ *Possibility that none of the brands can consumer. create negative attitude toward
E be very profitable, and each brand ¢an the other products of the brand.
a

Source Developed by the Researcher
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II. BRAND EXTENSIONS AND CONSUMER EVALUATIONS

Since the main focus of the study is to understammd consumers evaluate
brand extensions, in this section, the brand eidaroncept will be explained in detalil.
The section starts with the definition and examaradbf main issues in brand extension
concept. Then, the advantages and disadvantagéseobrand extensions and the
attitude transfer in brand extensions will be dssad. Also, the factors affecting the
consumers’ evaluation of brand extensions andrtipoitance of consumer evaluations
will be examined and the section will be ended bg bverview of the previous

academic research.

2.1. Brand Extension Concept

Firms that are trying to reach their objectives godls should think about the
future portfolio strategies, after analyzing theirrent business portfolios (Kotler and
Armstrong, 2006). Mainly, the strategies that anfican follow can be categorized in
three groups; growth strategies, stability strategand the retrenchment strategies
(Eren, 2002). Decision of using a brand extensian be analyzed under a firm’s
decision to use a growth strategy. Thus, for urtdadsng the big picture of using brand

extension, first of all growth strategies of a fimill be analyzed briefly.

Firms generally try to both stay alive in the comitpee market environment
and aim to grow for competing more effectively, gatisfying their stakeholders such
as; their employees, customers, competitors, sensplidistributors, shareholders,
government, and the public, and for attracting tajent (Eren, 2002; Kotler and
Armstrong, 2006). For a firm choosing to grow, thare some strategies that can be
used. These growth strategies can be explainethdAhsoff's Growth Share Matrix
which can be seen in Figure 7.
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Based on this matrix, growth strategies can begoaimed according to
whether they include existing or new products, bethier they include existing or new
markets. Existing products can be used to penet@texisting markets (market
penetration strategy) or to expand into the newketar(market development strategy).
But, for the long run success, a firm should introel new products whether for the
existing markets (product development strategyfpothe new markets (diversification
strategy) (Ambler, and Styles, 1997). For examatkling sandwiches to its menu is a
product development strategy for Starbucks bec#usestill in its existing market,
whereas adding CDs to its products is a divergiboastrategy for Starbucks since the
music market is a different market than its exgptimarket (Kotler and Armstrong,
2006).

Existing Products

New Products

Existing Markets

Market Penetration

Product Development

Strategy Strategy
New Markets Market Development Diversification
Strategy Strategy

Figure 7: Ansoff's Growth Share Matrix
Source: Kevin Lane Keller, “Strategic Brand Managementil@ng, Measuring and
Managing Brand Equity”, Prentice Hall“Ed., 2008.

At the point when a firm decides to market new picid as a growth strategy,
it faces with a major problem about how to brainel new products. According to
Ansoff (1957), decisions can be selected amongthman choices; a new brand for the
new product can be developed, an existing brancer@m be applied or a combination
of a new brand and existing one can be used. $rsthidy, the focus will be on using the
existing brand for the introduction of a new produdich is called brand extension
strategy, since it has many advantages for thesfsuth as providing cost efficiencies,

providing easy awareness and acceptance of theimans’, motivating the consumers
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for the trial of new products, moreover feedbackdies to the parent brand (Boush,
and Loken, 1991; Kapferer 2008; Tauber 1981; Lo&ked Deborah, 1993; Smith and
Park, 1992).

But, according to different views, there are sormantes in the definition of
brand extensions, thus it is not easy to strictigntion if it is under the product
development strategy or under the diversificatimategy. Brand extensions are defined
as the use of an established brand name to entempraeduct categories (Aaker and
Keller, 1990; Heding, Knudtzen and Bjerre, 2009%te§a2008; Reddy, Holak and Bhat,
1994). In contrast, line extensions involve the atan established brand name for a
new offering in the same product category (Reddylakd and Bhat, 1994).
Furthermore, Doyle (1994) defined brand extensi@ss “using a brand name
successfully established for one segment or chamnehter another one in the same

broad market.”

Kapferer (2008) stated that, line extensions areefwiching the basic promise
through adding new varieties such as providing testes for a jam, for deepening the
problem solving ability more or less for the samustomers, for same need, or for
making a finer segmentation of a need such as mangties of each shampoo brand
based on the hair type, or scalp problem of thesworers. Moreover, complementary
products such as introduction of hair conditiongysa shampoo brand are also seen as
line extension. But, according to the perspectiiz¢he same author (Kapferer, 2008),
Diet Coke or Mercedes Class A are seen as brareh&rnhs. Because, they aim a
different category of need, different users, andnpetition although the physical

resemblance with the core product of the parenicra

From a broad perspective, when an established brame is used to introduce
a new product, it is callelorand extensioand brand extensions can be classified in two
general categories dime extensionsndcategory extension@arquhar, 1989Keller,
2008).Line extensionare definedas the usage of an existing parent brand name to
brand a new product that targets a new market seigmehe same product category
with the parent brand (Aaker and Keller, 1990; KelR008, Batey, 2008). A product
with a different flavor or ingredient variety, dfdrent form or size can be called as line
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extensions such as Diet Coke, Cherry Coke (AakéKagiler, 1990; Reddy, Holak, and
Bhat, 1994; Batey, 2008). On the other hand, ifeaisting brand is used to enter a
different product category from the currently seheategory, then it is callezhtegory
extensionsuch as entrance of Caterpillar into fashion chathivyamaha’s entry from
musical instruments to bikes (Farquhar, 1989; Kefl608).

Kotler and Armstrong (2006) also defindide extensionsas the additional
items introduced by the firm in the same produd¢egary with the same brand name,
such as new forms, ingredients, package sizes efimtedbrand extensionas the usage
of a successful brand name for launching new orifieddproducts in a new category.
Thus, Kotler and Armstrong (2006) differs from Kal(2008)’s definitions as does not
emphasize on targeting a new market segment inektensions and by using the term

“brand extensichnot the ‘tategory extension”.

Based on all these definitions which are similant hwave some small
differences, it can be said that, the key point thfferentiate line and brand extensions
is the term “product category”. Also, brand extensi can be analyzed under the
product development or diversification strategydshen how the boundaries of the
“market” or “product category”’ of the firm are iddred. Thus, defining “category”
term can give a broader understanding of whethex#émnsion can be defined as a line
extension or a brand extension. It is stated bywMend Rosch (1981) that, “a category

exists whenever two or more distinguishable objaotstreated equivalently.”

But, in some situations even understanding the teategory” is not enough
to prevent the confusion especially in practice. iBstance, if Sony’s market is defined
as broadly as “consumer electronics” then its rasfgaobile phones will not be named
as brand extensions, they can be named as linasgoms and can be positioned under
the product development strategy (Ambler and Sty1887). Moreover, if Diet Coke is
placed under “diet drinks” category instead of tsdfinks”, then it can be seen as a

brand extension as Kapferer (2008) mentions.
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Consequently, knowing these differences in therditee will let us to
understand the brand extension concept better dhtdena precaution for the possible
confusions. Since the main objective of this stuslyto understand the consumer
evaluations of brand extensions, evaluating thenBaties of the product category or
the market of the firms is out of the scope of stisdy and hereby for preventing the
possible confusions, the broader definition of brartension will be used. As a result,
in accordance with Keller (2008), brand extensiovib be considered as a broad
concept which include both line extensions and gmate extensions, and brand
extensions can be defined as thse of an established brand name to introduce new

products

In the following part the advantages and disadygegaf using a brand
extension strategy will be examined for gaining@abler understanding of the main

concept of the study.
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2.2. Advantages and Disadvantages of Brand Extensi&trategy

Firms can choose to use brand extension strategynfimducing their new
products. As in every decision, deciding to usenfirextension strategy has some
advantages and disadvantages. While, in someisitgatising brand extension strategy
can be useful, in some other situations not ugiogn be a better decision. For giving a
right decision to use it or not to use it, the adages and disadvantages of this strategy
should be understood. Thus, in this part the adwgms and disadvantages of brand
extensions will be discussed and Table 3 is addléldet end of the part summarizing the

advantages and disadvantages of brand extensaiagstr

2.2.1. Advantages of Brand Extensions

From the perspective of costs, brand extensionsaageod way of reducing
costs. Developing a new brand name means usingrth@nd science together which
needs high consumer research and skilled perséomeleating brand names, symbols,
logos, packages, characters and slogans. Thua) ibe generally a very expensive and
time consuming concept and the firm can never be about success of the new brand
name (Keller, 2008). Such an expensive and timswoing process can be easier, less
time consuming and less expensive by using brartdnsion strategy (Boush, and
Loken, 1991; Keller, 2008).

Moreover, when the firm introduces its product bging brand extension
strategy, it does not have to make much effortremte awareness both for the new
product and the brand. Since, the consumers areeafidhe brand, firm can use all its
resources only for creating awareness for the medyet (Keller and Aaker, 1992). As
a result, promotional costs will decrease and iefficy in promotional expenditures can
be provided (Tauber 1981; Aaker and Keller, 199@pf¢rer 2008; Smith, and Park,
1992; Loken and Deborah, 1993). The study of Satlif1992) which was conducted in
98 consumer brands in 11 markets found that; lels®résing is spent on brand
extensions than new name brands. A firm can alseftidrom the cost efficiencies of
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this strategy even after launching the new prodeat.instance, after launching the new
product and creating some awareness, advertisingoeadone for the whole family

brand instead of the each product under the branmtenAs a result, costs of follow-up
marketing programs can reduce and cost-effectigecas be provided (Keller and

Aaker, 1992).

Also, production costs can be reduced by the usagémilar packages and
labels (Keller, 2008). For example, Eti Tutku bramgks the same colors, and similar
packages both for its biscuits and chocolatekttp(//www.etietieti.com/
urunler.aspx?mainld=5&subld=19%5.17.2009).

From the perspective of creating and maintainimggaition and image, brand
extensions are useful tools too. When differentdpots with same brand names and
similar packages are used, their recognition vidbancrease (Lahiri and Gupta, 2005,
Marangoz, 2007). For instance, by stocking all Ettku branded products together in
supermarket shelves and by the help of their rexhtidal packages, visibility and

recognition can be increased.

Besides the brand name recognition, improvemenbrand image can be
obtained. Since, consumers have formed some beallsdsit the existing brand over
time, the new product is expected to carry the lamqualifications. In other words,
beliefs associated with the existing brand mayréesferred to the extended one (Lahiri
and Gupta, 2005). Thus, a successful brand namehvitais been trusted and perceived
as quality by the consumers can benefit from thisgen a brand extension strategy is
used. Because consumers have positive perceptiang the existing brand, they will
find trial of a new product with a trusted brandnsaless risky than a product with a
new brand name (VanRiel, Lemmink, and Ouwerslo0013). Thus, it can be said that,
brand extensions are good motivators for the @falew products (Keller, 2008). As a
result of using brand extension, previously creaedociations and beliefs with the
existing brand can be easily and cost-effectivedpdferred to the extended product and
trial is motivated (Lahiri and Gupta, 2005). In aagtance with the consumers demand

to try a brand extension, it can be easier forra fo convince the retailers to stock and
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promote their product, and costs of distributiorll wiecrease (Gronhaug, Hem, and
Lines, 2002).

Besides the benefits of brand extensions for tiee@eance of the new product,
they can also provide feedback benefits to thenpdreand in many ways. For instance
by the help of brand extensions, the meaning aadbtiundaries of the market that a
brand would like to compete can be clarified (Kel2008). For instance Dalin means
“babies”, with its many brand extensions into difiet product categories such as
granule teas for babies and mothers, liquid clgthietergent for babies, shampoo for
babies, anti-rash cream, and baby oil (http://wvadcom.tr/ 03.03.2009). Also,
brand Weight Watchers means “weight loss and maamee” with its fithess centers

and low-calorie foods (Keller, 2008). Also, accoglto some authors if a high quality
product is introduced by using an existing weakntiraame, it can have a positive
effect to increase brand equity (Jun, Mazumdar, BRagl 1999; Keller and Aaker,

1992). As a result of such positive reciprocal &fe market share of the brand can

increase (Swaminathan, Fox, and Reddy, 2001).
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2.2.2. Disadvantages of Brand Extensions

Although there are so many advantages of usingdbeattensions, there are

some disadvantages too.

If a category is crowded with many brands, introdgamew products for that
category or introducing many new versions of thedpct may confuse consumers
about which brand to choose (Gronhaug, Hem, andsg.i@002). Moreover, retailers
can not find enough shelf space to stock the neslymts and brands being introduced
continually. As a result, consumers who can nal fime new product in supermarkets,

which has introduced by advertisements, can bepaated.

The worst thing that can happen by a brand extarstiategy is not to fail but

also damage the image of the parent brand. Sintguaters perceive a brand name as a
whole, any negative perception or any problem gothe usage of the new product,
will be transferred to the parent brand and in tmay damage the parent brand image
and equity (Gronhaug, Hem, and Lines, 2002) andrtheket share of the product can
reduce (Pitta, and Katsanis, 1995). Also, the braxtensions that are found
inappropriate for the brand’s image or the brantkmsions whose positioning found
inconsistent with the positioning of the parentnglacan create questions for the
competence of the parent brand, and the brandigatpn could be damaged (Loken
and Ward, 1990, Sharp, 1993).

Even if the brand extension is successful, the detension which is similar
to the parent brand can reduce the sales of thstirexiproduct which is called
cannibalization (Reddy, Holak, and Bhat, 1994; Mgz, 2007; Pitta, and Katsanis,
1995). Moreover, linking a brand with many product diminish its identification
with any specific category (Gibson, 1990; KellerQ08). Or the attributes or
associations of the brand extension which are faamdlicting with the associations of
the parent brand may weaken the parent brand'siasems, hurt the parent brand’s
image and dilute brand meaning besides identiboatilution (Gronhaug, Hem, and

Lines, 2002; Loken, and Deborah, 1993; Keller, 2088r example the brand extension
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of Mercedes, which has been associated with “w&altbo smaller car's segment can

dilute its brand image and identification over time

As a sum up, it can be said that brand extensiangithte to enter into a
market fast and less costly, since it creates grdavels of trial with less investment.
Also, by using this strategy a firm can leveragelitand equity by using its strong
brand name. For these reasons, it can be seerstegtegy with lower financial risks.
But, if the products introduced can not be chos@pgrly, and in accordance with the
image of the parent brand or with the associatibashave been created, it can confuse
consumers, change their perceptions negativelytedihe meaning and image of the
brand that have been created over time with higleeditures. As a result, the worst
scenario can happen and not only the extended grrddil, but also it will take the
parent brand down. Thus, a company should chospaa¢s to enter properly and
should not let the chance of developing a new btarfdrgo. Table 3, summarizes the

advantages and disadvantages of brand extensions.
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Table 3: Advantages and Disadvantages of Brand Extsion Strategy

Advantages

Disadvantages

Less expensive way of introducing new produ

May confuse consume

Less promotional costs and efficiency in promotlagenditures.

Retailers can not find enough shelf space to stbeknew products and bran
being introduced continually. As a result, consusneho can not find the ne

product in supermarkets can beappointed

Less production costs by the usage of similar pgekand labels.

A brand extension can fail and dartiee image of the parent brand.

Visibility of products and recognition can be ingsed.

Any negative perception or any problem got by teage of the new produg
will be transferred to the parent brand and in tmay damage the parent bra

image and equity.

Beliefs associated with the existing brand may tamdferred to thg
extended one. Thus, a successful brand name whgbden trusted an

perceived as quality can benefit from tl

2 Brand extensions that are found inappropriate lier irand’s image can crea
djuestions for the competence of the parent brand,the brand’'s reputatia

could be damage:!

Brand extensions of trusted brands are good motisdbr the trial of

new products.

Brand extension can reduce the sales of the egiptioduct; Cannibalization cg

occur.

Easier to convince the retailers to stock and ptentbe extende

product, and costs of distribution will decrease.

dLinking a brand with many products can diminish identification with any

specific category.

W
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Feedback benefits to the parent brand can be @dvidmany ways.

Associations of the brand extension which are fouwaaflicting with the
associations of the parent brand may weaken trenphrand’s associations, hy

the parent brand’s image and dilute brand meaning.

urt

The meaning and the boundaries of the market thearad would like tg

compete can be clarifie

Introduction of a high quality product by using @xisting weak bran
name, can strengthen the brand equity. As a rasaltket share of th

brand can increase.

Source Developed by the Researcher
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2.3. Attitude Transfer in Brand Extensions

The main idea behind using the same brand nama feew product can be
explained by the fact that people are tend tostearntheir attitudes. Attitude transfer
can be described as people’'s tendency to gener#hieg negative or positive
evaluations, affective responses, or behaviorafldeoies about an object or a fact
(Turhan and Yilmaz, 2007). Since in brand extensstmategy it is important to
understand how consumers evaluate the extensioh@mdhese extension evaluations
affect their decision making, it is important todemstand how the attitudes are
transferred to the extension. Attitude transfertrisd to be explained by different
theories in the literature. These are semantic rgénation, affect generalization,
categorization and schema congruity (Osgood, 196&by, 1967; Roman 1969;
Bousch et. al., 1987; Burnstein and Schul, 1988kd-iand Taylor, 1991; Mervis and
Rosch, 1975; Aaker and Keller, 1990; Park, Milbargl Lawson, 1991; Broniarczyk,
and Alba, 1994).

“Semantic Generalization” mentions that, consuntersd to transfer their
existing attitudes from one product to other byndraame. The base of this tendency
comes from the psychological principle of genesdlan. The generalization principle,
developed in psychology, holds that; people view itidividual items as being similar
disregarding their character that differentiatenth@hus, in semantic generalization
level, regardless of their physical characterisbcphysical similarities, people view
two or more items as similar based on just thaitag@ common meaning (Kerby, 1967,
Osgood, 1963). In marketing terms, the semanti@igdization theory can be used to
assume that, even though the products are dissipfilsically, the meaning should be
transferred between two or more products which lib&lsame brand name. But the
study of Kerby (1967) showed that, consumers do usgt semantic generalization
theory in general when evaluating the products. $iggested that; semantic
generalization is used only in evaluations whiclguiree minimal emotional and
intellectual effort (Kerby, 1967). Although, anothstudy conducted by Roman (1969)
discovered a tendency toward semantic generalizatiocan be said that, trying to

explain attitude transfer only by semantic geneation will be very broad, simple and
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will disregard the importance of other factors. asesult, it is believed that people do
not do their generalizations only based on the séimaames and the following studies

tried to understand the other factors under thegdization of consumers.

Another theory trying to explain attitude transfer “affect generalization”.
When an existing brand name is applied to a newdymt consumers’ affective
evaluations are also influenced by previously fafnewaluations about the existing
brand (Boush et. al., 1987). In other words, coregnmtend to generalize their
previously formed affects to the products with #ame brand name. But, this affect
generalization is not an independent factor. Itetels on the informational and
descriptive basis for that affect, for instanceikirnty between the existing and the new
product influence the affect generalization. Therengimilar the existing and the new
product, the greater will be the transfer of affetd that new product (Boush et al.,
1987). Also, Burnstein and Schul (1983) argued, tbe¢n after forgetting the specific
features of an object that helped the creation spexific affect, people can still hold
the affective impression of that object. But, thmme other studies stated that; the
attitude transfer is a more complicated processmoik factors other than the “affects

of people” or “the similarity between the producpddy important roles.

“Schema Congruence” and “Categorization” theories the ones which are
used mostly in brand extension studies to explditude transfer. Both theories use the
similarity concept and the effects of other facttrsexplain the process of evaluative

judgements.

A schema is “a cognitive structure that represerganized knowledge about a
given concept or type of stimulus” (Fiske and Taylt¥91). And Schemata can guide
the evaluations of people (Boush et al., 1987)soAkimilarity is added to the schema
concept, and it is argued that, schematic matclerahtes affective response.
Moreover, it is stated that, when an object is geed to fit the schema, it will receive
the affect linked to that category (Fiske and Tayk®91). Thus, it can be concluded

that, the schema-congruence leads to affectiveonsgs.
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On the other hand, “categorization theory” stateat;t by evaluating the
products of an existing brand name, consumers @y & prototype which represents
the category of the branded products. New prodioatsng the same brand name are
perceived as the members of the same categorjalButhe degree of similarity of the
other brand attributes influence the consumerstogive a product to be as ‘typical’ of
the category (Boush et. al., 1987). Consumers atalilhe similarity of a product with
an existing category by evaluating the individuaattire matches and mis-matches.
Thus, the new products’ similarity, or representatiess of the category lead them to
become the members of the existing category (Meawmd Rosch, 1975; Boush and
Loken, 1991). Then, they are evaluated based onptbwtype summaries already
formed. Thus, the existing brand impressions affleetattitude toward the new product
(Mervis and Rosch, 1975). Also, for being the “esg@ntative” or “similar” to a product
category, many representativeness or similarityedisions have been stated in the
literature. Those are in a broad perspective difefrom the physical properties of the
products (Aaker and Keller, 1990; Keller and Aak&892), to brand concept
consistency (Park, Milberg and Lawson, 1991; Brarzigk, and Alba, 1994).

Since the human brain has a nature of transfepragiously formed attitudes
as described by the projected theories, marketdues the advantage of this mentality
and use their known brands for entering to othedpct categories. In many studies, it
is argued that; previously formed attitudes of to@sumers toward the parent brand,
influence their initial evaluations of a brand exd®n. Since the categorization theory
tries to explain the attitude transfer of peopleregarding it as a broader and more
complex process including the effects of sevemaletisions, for examining the factors
that affect the consumers’ brand extension evaloati this study uses the

categorization theory.
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From the perspective of FMCG's, consumers can pampoos, hair gels, hair
creams, hand creams, deodorants, hair dyes etcthatsame category since they all
provide personal care. Thus, it is probable thateresion of a shampoo brand into a
hand cream can be accepted more easily than exteosa shampoo brand into a food
category. As a result, attitudes can be transfetoeithe extension in case of the hand

cream than a food product.

The following part will examine the different facsoaffecting the success of
brand extensions and roles of previously formeidudtts of consumers’ toward parent

brand, in the evaluation of a brand extension.
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2.4. Factors Affecting the Evaluation of Brand Extasions

Many researches have been conducted to undergtarfddtors that affect the
success of brand extensions. According to thoseareBes, many factors have been
found as important in consumers’ evaluations. R&r@@00) stated that, there is not a
specific factor that guarantees the success obtaed extension, but there are some
general properties that facilitate the successheflirand extension. Thus, in this part
different factors that have been found importanttfi@ success of the brand extensions

in the literature will be examined.

Although, most of the factors affecting consumeesaluations of brand
extensions, that have previously studied in therdiure, will tried to be mentioned
briefly, such as;the effects ofintervening Extensions (Keller and Aaker, 1992),
Perceived Difficulty of Making the Extension (Aakand Keller, 1990; VanRiel,
Lemmink, and Ouwersloot, 2001), Service Intensigen@.ei et. al., 2004), Perceived
Risk (Gronhaug, Hem, and Lines, 2002; Yeniceri Akturan, 2008), Perceived Brand
Equity (Marangoz, 2007) and Positioning Effect (Aaland Keller., 1990; Smith and
Park, 1992; Klink and Smith, 2001; Kim, 2003) ottig effects of;

1. Relevancy of Parent Brand Specific Associationth&o Extensior(Aaker and
Keller, 1990; Zeithaml 1988; Park, Milberg and Laws1991; Broniarczyk and
Alba, 1994; Glynn and Brodie, 1998; Meyvis and 3aewski, 2004; Wu and
Yen, 2007),

2. Attitudes toward Parent Bran@Farquar, 1990; Kwun, 2004; Aaker and Keller,
1990; VanRiel, Lemmink and Ouwersloot, 2001; Lahand Gupta, 2005;
Vanhonacker, 2007; Chaudhuri and Holbrook, 200l5SR€2005; Boush et. al.,
1987; Yeniceri, and Akturan, 2008; Diamantopoul8syith, and lan, 2005;
Park, Milberg, and Lawson, 1991; and Sharp, 1993)
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3. Familiarity to the Parent Bran@Alba and Hutchinson, 1987; Hoyer and Brown,
1990; Broniarczyk and Alba, 1994; Swaminathan, Foxd Reddy, 2001;
Thorbjornsen, 2005; Lahiri and Gupta, 2005; Grogh&iem and Lines, 2002),

4. Fit between the Parent Brand and the Extenglahiri and Gupta, 2005; Uzun
and Erdil, 2004; Bousch, et. al., 1987; Tauber,8198aker and Keller, 1990;
VanRiel, Lemmink and Ouwersloot, 2001; Nkwochaadt, 2005; Boush and
Loken, 1991; Park, Milberg, and Lawson, 1991; Birad Reddy, 2001; Gurhan,
Canli and Maheshwaran, 199&nhd

5. Consumer InnovativenegKlink and Smith, 2001; Lahiri and Gupta, 2005) Iwil
tried to be examined in the study and thus will dmncentrated on in the

following part.

The answer of why only these five factors are chase be attributed to some
main reasons. Especially, the effects of the “ramtey of parent brand-specific
associations to extension”, “familiarity to the @atr brand”, “fit between the parent
brand and the extension” are the factors that aialypnstudied in many of the studies in
literature trying to understand the consumers’ eat@bns of brand extensions. Although
these factors are found important in many previstusliies and examined in different
country markets, there is not enough study examitiiese factors in Turkish market.
That is why these factors are chosen to study \@eley of parent brand-specific
associations to extension category, familiarityhi® parent brand, fit between the parent
brand and the extension) to see the results of lyjnosportant factors in Turkish
context. On the other hand, we decided to put “Gores Innovativeness” in the model,
both because of the importance of innovation andvativeness in today’s fast moving
market conditions especially in FMCG, and the pa@mber of studies examining the

effects of consumer innovativeness in the brandreston literature.
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Before starting to explain the factors found in thedel, for having a review of
the brand extension literature and giving the redte all important points of the
literature, the factors that have examined in ttedture but not in the scope of the
study will be examined briefly. Below, brief exp&tions of the previous study findings
about these factors can be found.

Keller and Aaker (1992) examined the effectsndérvening extension$irms’
previous extensions) on a potential brand extengisra result, it is found that; if there
is no significant difference between the perceigedlity of the core brand and the
perceived quality of the intervening extension, stoners are not influenced by the
presence or absence of the intervening extensitso, Anly the successful intervening
extensions have positive feedback effects on the boand, unsuccessful intervening
extensions do not have any negative feedback sftecthe core brand. After all, it can
be said that; introducing successful interveningndr extensions has two benefits
(Keller and Aaker, 1992):

» They facilitate the evaluation of additional bramdensions more favorably and

* They facilitate the evaluation of core brand maeotably.

Perceived difficulty of making the extensisnanother factor that has been
examined in literature. It is mentioned that, ihsamers perceive the extended product
class as “difficult” to make, their evaluations abdhe extended product will be
positive(Aaker and Keller, 1990; VanRiel, LemminkdaOuwersloot, 2001). The logic
behind this statement is; consumers may evaluaighaquality brand’s extension to a
product class which is easy to make, as incongraletiinconsistent. Furthermore, they
can think that, the quality name only adds a highdee for such an easy to make
product category. So, this incongruity may leaditeejection of the extension (Aaker
and Keller, 1990).

On the other hand, since there are only few pureswmer goods or services
and most products are combination of goods andcasryZeithaml and Bitner, 1996),
some studies are conducted to see the effect afempproduct’'service intensiveness

for consumers’ evaluation of the extension. Itisrfd that; if the parent product is more
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service intensive than the extension, it is acakpéeorably by the consumers (Lei,
Pruppers, Ouwesloot, and Lemmink, 2004). But, & #xtension is more service
intensive than the parent product, consumers dabbut the firm’s capability of
introducing a good quality product (Lei, Pruppetsjwesloot, and Lemmink, 2004).
For example, when a pasta restaurant extendsatgllip packed pastas, it is accepted
favorably by the consumers whereas; if a packethga®ducer extends its brand to a
pasta restaurant, consumers doubt about its cépabfl providing a high quality

product.

Perceived riskis also an important point affecting the behawbconsumers.
According to Gronhaug, Hem, and Lines (2002), simcthe product categories where
perceived risk is high - which means high degreauméertainty and low levels of
product class expertise-, consumers prefer thegrezed brands. It can be a successful
strategy for the firms to enter those kinds of gatees by using their recognized parent
brands. Also, based on Yenicgeri and Akturan (2@08)udy, consumers who evaluate
the brand extensions’ success differently (sucakssfoderate, and unsuccessful) show
differences based on their financial and performeangk perceptions, but not based on
their social risk perceptions. The consumers whaluate the extended product as
unsuccessful are found to have high financial aedopmance risk perceptions. This
shows that, the ones who evaluate the extendedugir@s successful, do not assume
any financial losses or any problem about the perémce of the product. However, the
ones who evaluate the extended product as unsfgicge®bably assume some
financial losses and performance defects (Yenagedi Akturan, 2008).

Marangoz (2007) examined tleand equity perceptionsn brand extension
evaluations. According to him, perceived brand sgis composed of brand loyalty,
perceived quality, brand associations, and branarewess and these dimensions have

positive effects on the brand extensions (Marang0@y).
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Moreover, there are some studies in literature whigve examined theffects
of positioning strategiesn brand extension evaluations. Smith and Park9Z)19
indicated that; brand extensions capture greatekehahare and advertising efficiency
than individual brands. Also, it is found that psEved fit increases as the exposure to
an extension increases (Klink and Smith, 2001)tHeumore, for the extensions that are

far from parent brand, different communication tetgges are needed (Kim, 2003).

From now on, the factors that form the researchehaill be concentrated on.
These aréRelevancy oParentBrand Specific Associations to the Extension, Wit
toward Parent Brand, Familiarity to the Parent BinFit between the Parent Brand
and the Extension, and Consumer Innovativerass, these will be explained in details

respectively.
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2.4.1. Relevancy of Parent Brand-Specific Associatis to the Extension

By trusting their strong brand names, marketeregdly do not spend much
for the promotion of their brand extensions (Blaautgd Reddy, 2001).Consumers usually
first meet with the extended product when they geen the shelf of the store.
Consequently, until they become familiar with ante@sion, consumers use their
existing knowledge about the parent brand to evaltlze brand extension. Thus, the
associations of the parent brand and their relgvanth the extension are accepted as
an important element in brand extension evaluat{daker and Keller, 1990; Zeithaml,
1988; Park, Milberg and Lawson, 1991; Broniarczykd aAlba, 1994; Glynn and
Brodie, 1998).

Maclnnis and Nakamoto (1990) definddand-specific associationas the
attributes or benefits that differentiate a bramahf the competing brands. According to
Keller (1993), brand associations are the inforamticontaining the meaning of the
brand for the consumers. Based on the how muchnmaoon is summarized, Keller

(1993) categorized associations by increasing saepattributes, benefits and attitudes.

Attributes relate to performance of the product aath be categorized as
product-related and non-product related attribuRr®duct related attributes can be
named as features, and are about the product’'sigahysharacteristics; such as the
technical facilities of a computer. Non-productteld attributes are the external aspects
related to product’s consumption; such as packaginge, target consumer identity,

usage situations of the product (Pitta and Kats4d:9i85).

Benefits can be defined as the satisfaction thgivisn by the product features
(Pitta, and Katsanis, 1995). For instance; gasaowomy or high performance can be
the benefits that are provided by a car. Benef#ts be functional, experiential or
symbolic. Functional benefits are generally linkedhe intrinsic features and low level
needs; such as satisfying the transportation ngdaluping a car. Experiential benefits

belong to the feeling provided when the produaiged; such as theme parks or water
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beds. And symbolic benefits are related with coremgirself-concept and can be linked

to the higher needs; such as prestige providedlbyay car.

Also, attitudes viewed as the sum of all salienkief® that is hold by a
consumer about a product. And, attitudes are thes dhat form the basis for the

behavior of the consumers (Keller, 1993).

Consequently, it can be said that attributes, bsnahd the attitudes can form
the associations of a brand. Associations can é@bduct attributes or characteristics
that are tried to be created in the minds of comsanfior positioning a brand and
positive brand associations should be unique, gtrand favorable (Pitta and
Katsanis,1995; Batey, 2008). For example, BMW carge associated with
performance, Apple is associated with user-frieve#ls, Mercedes is associated with
wealth (Aaker and Keller, 1990), and Selpak towais associated with softness and
durability (http://www.selpak.com.tr/kagithavlu.htn®2.20.2009).

Also, it is stated in the literature that, the asstons created for the parent
brand can be transferred to the extension. The gaodwith that assumption is; the
associations of the parent brand can be helpfulttier favorable evaluation of the
extension, however sometimes those associatiotieqdarent brand can be harmful for
the extension category (Aaker and Keller, 1990hc&j the associations can help the
success of a brand to the extent that, they akedino the important benefits customer
seek through purchase for a specific category, ethosnefits can be different for
different categories (Myers and Alpert, 1968). imtance, Zeithaml (1988) provided
that, thickness is related to high quality in tométsed juices but it is not a good
association for the children’s fruit flavored drskAlso, pulp is a sign of high quality
for the orange juice, but to a low quality in applece. Thus, a parent brand which is
associated with ‘pulp’ in the minds of consumees) aot be successful if it extends to

apple juice category.
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Park, Milberg and Lawson (1991) found that, whea plarent brand and the
extension category share the same associatioryagical of an extension is enhanced.
Also, Broniarczyk and Alba (1994) in their studysed different brands and
associations, and found that parent brand-speassociations are important in the
evaluations of extensions. They moderate the eféécparent brand and product
category similarity. Also, brand specific assodati can dominate the effects of parent
brand to the extent where they reverse the extersialuations (Broniarczyk and Alba,
1994).

Furthermore, Glynn and Brodie (1998) replicatedstuely of Broniarczyk and
Alba (1994), and found supporting results. The vatee of parent brand-specific
associations is important when considering a bmextdnsion strategy. The firms can
extent their brands to distant categories to thatpehere there is relevance in brand-
specific associations. But, the firms should lintiteir brand’s extension to the

categories where there is no relevance.

Also, there are some studies trying to understdned relation between the
brand breadth and parent brand specific assocsatidwcording to Meyvis and
Janiszewski (2004), if consumers evaluate the sxanby relying on to the most
accessible and diagnostfc brand associations, then the broad brands wille haw
advantage over narrow brands. Yet, if two brandee hdifferent brand breadths but
have equally desired and accessible benefit asgmtsa the narrower brand will be
preferred (Meyvis and Janiszewski, 2004). But base the findings of Wu et. al.
(2007), regardless of the brand associations (tnuaffect), the favorable broader brand
will be advantageous than the narrow brand in teahg£onsumer evaluations, in
extending to a category with low level of similgriZwu and Yen, 2007). But, when a
brand is extended to similar categories, parenhdrspecific associations have an
effect, and only if the associations are strongsamers prefer the narrow brand.

! Accessibility; “is the degree to which a piecdardbrmation can be retrieved from memory for input
into a judgement” (Adapted from Feldman and Lyrik988 by Meyvis and Janiszewski, 2004).

2 Diagnosticity ;is the degree to which the piecénédrmation retrieved from the memory is relevéont
a judgement (Adapted from Feldman and Lynch, 198Blbyvis and Janiszewski, 2004).
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Regarding the previous findings the effects of vatey of parent brand
specific associations to the extension will be yred in the research. Consumers are
expected to evaluate the extensions positivelyiferproducts which the existing parent

brand attributes are expected.
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2.4.2. Consumer Attitudes toward Parent Brand

Attitude is described as “a person’s consistendyofable or unfavorable
evaluations, feelings, and tendencies toward aectlyr idea” (Kotler and Armstrong,
2006). Solomon et. al (2006) also described atguak the “lasting, general evaluation
of people (including oneself), objects, advertiseta®r issues”. Moreover, the attitudes
formed about products, and brands are the oveigloditions toward the product or
brand which in turn influence the buying decisidrconsumers’ (Chaudri, 2006). Also,
today it is believed in general that, both thearasai beliefs and emotional evaluations of
the consumers’ about the product and brand hawdfact in the formation of attitudes
(Fishbein, and Ajzen, 1980; Chaudri, 2006).

From the light of these definitions, attitudes togvéhe parent brand can be
described as the consumers’ overall favorable ¢avamable beliefs and feelings about
the parent brand. Also, consumers tend to evalladrand extension based on their
existing knowledge about the parent brand untily thecome familiar with the brand
extension. Thus, it can be said that, the positiveegative attitudes toward the parent
brand are transferred to the extended product (Gargl990). Consequently, the
attitudes toward the parent brand are the impotiasis of the consumers’ evaluation of
the brand extension (Aaker and Keller,1990; Mc\itl, 1993; VanRiel, Lemmink and
Ouwersloot, 2001; Kwun, 2004, Lahiri and Gupta, 200anhonacker, 2007; Reast
,2005). As a result, since attitudes toward pabeahd are transferred to the extended
product, in this study it is assumed that; theyndotm attitudes and purchase intension

toward extended product.

In literature, the formation of attitudes towarck tharent brand is associated
with some factors. Perceived quality of the paleand, trust to the parent brand, brand
affect or likeness of the parent brand, innovategsnof the parent brand and the image
of the parent brand, are the factors that affeet firmation of attitudes toward the
parent brand. These factors and their effect tbudé formation will be explained

respectively.
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In many studiesperceived qualityis mentioned as a factor that affects
consumers’ attitudes toward brand extension. Zeitt{a988) defined perceived quality
as “the global assessment of a consumer’s, abeusuperiority or the excellence of a
product.” She concluded that, the perceived quaityo important that, the abstraction

of it, affects a product at a higher level thampeacsfic attribute.

Aaker and Keller (1990) stated that perceived d¢yali the core brand should
affect the consumers’ attitude toward the extengiositively. If the core brand is
perceived as high quality, then the extension shddnefit; if the core brand is
perceived as inferior quality, the extension shdaddharmed. They stated that “higher
quality perceptions toward the original brand assosiated with more favorable
attitudes toward the extension” (Aaker and Kell®#990). They also mentioned the
relationship between brands’s perceived quality #wedfit". If two product classes fit
in some way, the transfer of brand’s perceived igualill enhance. When there is a
weak fit, the transfer will be inhibited. The fimgjs of their study called attention that,
there is no direct link between perceived qualitytr@ brand and attitude toward the
extension. There should be a strong basis of tfégtween the existing and extension
product classes for consumers to transfer the inshgpiality to the brand extension
(Aaker and Keller, 1990).

Riel, Lemmink and Ouwersloot (2001), replicated #tady of Aaker and
Keller (1990) for service brand extensions and ébsome differences. According to
VanRiel, Lemmink and Ouwersloot (2001), perceivadildqy of the original brand
directly affects the consumer evaluations of thevise brand extensions. Also, the
hypothesis stating the perceived quality is tramsteto the brand extension in case of a
strong fit between the existing category and theeresion’s category is confirmed for
only the ‘Complement’ dimension of fit. No differem is found about the strength of
guality perception’s effect toward the evaluatidrihe brand extension in cases of non-

service and service brand extensions.

Another study which was conducted for understanttiegeffects of perceived
guality in brand extension evaluations and compé#nedresults for the consumer non-
durables, durables and services (Lahiri and Gu185), also proved that, perceived
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guality of the core brand is more important in gwaluation of consumer durables’ and
services’ brand extensions than the brand extesstdmnon-durables’. This can be
explained by the consumers’ need to rely more aihégperceived quality to judge the
brand extension in services and durables, duegantiangible nature of the services,
and high unit price of the consumer durables.

Also, trust to the parent brand is mentioned as an importaciof for the
formation of attitudes toward parent brand and thil impact the consumer’'s
evaluation of brand extension (Vanhonacker, 208rand trust is described as the,
“willingness of the average consumer to rely on dbdity of the brand to perform its
stated function” (Chaudhuri and Holbrook, 2001).dAhis mentioned that, brand trust
helps the formation of positive and favorable attés and as a result attitudinal and
brand loyalty occurs (Chaudhuri and Holbrook, 20D&jgado and Munuera, 2001).
According to McWilliam (1993), consumers are wigio try the brand extensions as
long as they trust the parent brands. Accordingeast (2005), brand trust is measured
by two dimensions; “credibility” and “performancatisfaction”, and results supported

that, the more a brand is trusted, the more itlvahefit from brand extension strategies.

Parent brand affect or likeness of the parent brawnlli also contribute to the
formation of attitudes. Consumers’ likeness orikisiess of the parent brand or the
created strong emotional ties (Chaudhuri and Holkr@001) will be transferred to the
new product (Boush et. al., 1987; Bhat and Red@91» But, even if consumers have
favorable affect toward the parent brand, the sinty of the parent brand and the
existing products play an important role in affegeinsfer (Boush et. al., 1987). Also,
Bhat and Reddy (2001) hypothesized that; the affécthe parent brand positively
influences the affect of brand extension. But, theuld only found a mixed support,
and stated that, the affect associated with thebsiyim parent brand is directly
transferred to the brand extension. But, the affssiociated with a functional parent
brand is not directly transferred (Bhat and Re@d@1). Also, Chaudhuri and Holbrook
(2001) supported the finding, by concluding; hedomalue in product category
positively related to brand affect, but the utii&m value of the product category
negatively related to the brand affect.
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Moreover, image of the parent branttas an impact on the formation of
attitudes toward parent brand and influence théuatian of the brand extension. Brand
image is defined as; “the perceptions about a brasdreflected by the brand
associations held in consumer memory” (Keller, 9%3nce, the existing brand name
is used in brand extensions, the existing imagtheforand will also be transferred to
the new product (Yeniceri, and Akturan, 2008). Rten (1985) suggested that, brand
image is made up of three features; those are,igiyatributes (e.g. white in colour),
functional characteristics (e.g. softens hair) ahdracterization (e.g. innovative). The
characterization is also named as brand person@mmantopoulos, Smith and lan,
2005), and consumers value brand’s personalityryieeir functional utility (Landon,
1974; deChernatony and McWilliam, 1989). Also, agners tend to use brands as
symbolic devices to express their own personatiiys they would like to use the
brands that express their self images (Sirgy, 19B2)s, the brand image of the parent
brand is an important element affecting the evauatof the brand extension
(Diamantopoulos, Smith and lan, 2005). Furthermfimethe attitude formation toward
parent brand, having a symbdlior functionat brand image is found to have an impact.
Symbolism is associated with status, eleganceeg,styigh quality, and high prices
whereas functionality is associated with the asgmris about the product category
itself, product-related attributes, average quadihd lower prices (Bhat and Reddy,
2001). The brands which have symbolic image aremed to extend further and enter
into unrelated categories, but the brands withrectianal image are not evaluated as
favorable as the ones with a symbolic image wheg #xtend into unrelated categories
(Aaker and Keller, 1990; Park, Milberg and Lawsb®91; and Sharp, 1993).

Consequently, in the study since the consumerguddét toward the parent
brand is tried to be understood, questions adaptad the literature arguing the

dimensions mentioned above will be used.

% Symbolic brand concept “pertain to products arahlis that fulfill internally generated needs fdf-se
enhancement, group membership or ego-identificgfidworbjornsen, H., 2005).

* Functional concept is defined as, “one designesbive externally generated consumption needs (e.g
solve a problem) (Thorbjornsen, H., 2005).
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2.4.3. Fit between the Parent Brand and the Extensn

Many studies in the literature examined the effexftéit between the parent

product and the extended product.

Fit is generally defined as being “the functionsafient shared associations
between the parent brand and the extension pro@Uhtirbjornsen, 2005) or as being
“the degree to which consumers perceive the exdardb be like the original product”
(Lahiri and Gupta, 2005). Also, fit is named adaiintly in different studies through
literature such as, similarity, typicality and teldness but the differences between these
terms are blurred and they are strongly intertwin®lroma and Saari, 1996;
Thorbjornsen, 2005).

When an existing brand name is applied to a newlynt previously formed
evaluations about the brand, influence the conssinegaluation about the new product.
As mentioned before, relevancy of parent brandifipexssociations to the new product
and attitudes toward parent brand have an importdatin influencing the consumers’
newly formed evaluations. Moreover, based on théifigs of the previous literature, fit
between the existing product and the extended ptalso has a distinctive role in the
consumers’ evaluations of the brand extension. Mawhen the fit between the parent
brand and the extension is high, positive or negadissociations are transferred to the
extension highly. Also, if the fit between the parérand and the extension is high,
extension can be evaluated positively (Boush, let.1887; Tauber, 1988; Aaker and
Keller, 1990; Boush and Loken 1991; Park, Milbemgd Lawson, 1991;Riel, Lemmink
and Ouwersloot, 2001; Uzun and Erdil, 2004; Laaimd Gupta, 2005; Nkwocha, et. al.,
2005; Dacin and Smith, 1994; Bhat and Reddy, 20@in and Erdil, 2004).

According to the study of Boush et. al. (1987), suoners tend to generalize
their existing affects more, when there is highelesf similarity between the existing
product and the extended product. Also, Tauber §L%8udied 276 extensions and
concluded that perceptual fit (whether consumersgdee the new item consistent with
the parent brand) is a key element in predictimgnrextension’s success. Aaker and
Keller (1990) also studied the role of similarity dit' between the original and
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extension product classes, mentioning the impoetaricfit” for a brand extension as
the; enhancement of the transfer of perceived tyu@lithe extended product in case of
a high fit, and the stimulation of undesirable éfsiand associations in case of a low fit.
The first case is mainly tried to be explained hyegorization theory which is the key
view of the study. For the latter case, a food camyfs extension to bikes can be a
good example. For instance, if Ulker brand extatslproduct line to bikes, consumers
may question its ability to do good bikes, moreosech an extension can be found as
humorous or ridiculous. Likewise, these findingge aupported by a Turkish study
conducted by three brands; Lacoste, Nivea and ({lkenn and Erdil, 2004). It is found
that, there is a relation between the similarityeleof the extended products and the
evaluation of the extensions (Uzun and Erdil, 2004) a comparative study, it is
reported that enhancement of the extension evahsmtas the perceived similarity
between the parent brand and the extension in@eésserier for services and consumer

durables than non-durables (Lahiri and Gupta, 2005)

Also, differently than the previous studies, Aaked Keller (1990) mentioned
that the product pairs can be perceived to fit Bnygnways. Thus, they generated the
dimensions of fit as ‘Complement’, ‘Substitute’, dariTransfer’. ‘Complement’
indicates the extent to which consumers view twodpct classes as complements,
which means that the products that are consumatlyjdo satisfy a particular need.
‘Substitute’ indicates the extent to which conswnerew two product classes as
substitute, which means that the one product cplace the other one in usage and
satisfy the same needs (Aaker and Keller, 1990)ns@er a car company, car
accessories can be a complement extension, pr@doumorcycles can be a substitute
extension. In both dimensions, since the fit ishhigonsumers easily accept the
extension. And the last dimension ‘transfer’ is abbow consumers view product
manufacturing. It is about the perception of constghabout the firm’s ability to make
a product in the extension category (Aaker anddfell990). According to the study, it
is found out that, the ‘complement’ and ‘substitutienensions of fit are in interaction
with the perceived quality of the parent brand gogdicting the extension evaluations.
But, ‘transfer’ has a direct impact on the evalagi Also, ‘complement’ and ‘transfer’

are found to be more important than ‘substituteheision for evaluations. And, it is
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not necessary to be a good fit both on ‘transfad @omplement’, a good fit only on

one of these two dimensions is adequate (Aakeiatlidr, 1990). In another study, the
effects and dimensions of perceived similarity énvices domain is examined and it is
concluded that; complementary to the original catggs used as a major cue in
evaluating brand extensions (Riel, Lemmink and Qusleet, 2001). The study of

Nkwocha et. al. (2005) also fully supported theiipes effects of perceived product fit

with its three dimensions on consumer attitude tdwlarand extension. Also, they
concluded that, complementary dimension is sigaificin the evaluation of low

involvement extensions but not in the evaluation high involvement extensions

(Nkwocha et. al., 2005).

Furthermore, Boush and Loken (1991), focused on kt@ds which has
previously done brand extensions. They tried tdyaeathe relationship between the
brand extension similarity and brand breadth. Brdamdadth is described as the
variation among a brand’s current products, and bn@nd extension typicality
(similarity) is described as the extension’s sinjyato the brand’s current products
(Boush and Loken, 1991). It is concluded that, dréaneadth interacted with brand
extension typicality in consumers’ evaluation ofatml extensions. According to
findings of this study, the extension of a broadrif to a product, essentially the same
as the existing products, is not perceived as &s a narrow brand'€xtension. For
example, in comparing with two soup brands, a mabiand such as Campbell’s has an
advantage over a broader brand such as Heinz erirggf a new soup. Meyvis and
Janiszewski (2004), argued that, “the validitytoftconclusion depends on the process
consumers use to evaluate brand extensions”. Iswuoers use similarity based
inference process, since the benefits associatéu twe narrow brands are open to
generalization more than those of broad brandspwaborands are at an advantage. Wu
and Yen (2007), also supported Meyvis and Janigaei@804)’s findings stating that,
the better evaluation of a narrow brand than adeoarand in its extensions to similar

categories are only prevailing when customerstuaté associations are really strong

® Broad brands are the brands that are offeringrtgtio of diverse products (Meyvis and Janiszewski
2004).
® Narrow brands are the brands that are offeringrfqio of similar products (Meyvis and Janiszewsk
2004).
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(Wu and Yen, 2007). For the moderately differerteasgions, the perceived typicality
increases as the breadth of the brand broadensiiBand Loken, 1991). For example,
the broader brand Heinz has an advantage over dn®w brand Campbell’'s in
extending to a moderately different category sushfrazen vegetables (Boush and
Loken, 1991).Furthermore, for the perceived typigalof extremely different
extensions, brand breadth has little effect. Tmeither Campbell’s nor Heinz has
advantage over each other in extending to an ertyenlifferent category such as
toothpaste (Boush and Loken, 1991).

Also, Dacin and Smith (1994) examined the effetthe relationship between
relatedness among the products found in the partédla brand and the similarity of
the newly extended product on consumer evaluatibis concluded that, for the brand
portfolios which consist of very interrelated protkisuch as hair dryers, curling irons,
and electronic razors; consumers will feel confidergeneralize their existing attitudes
or evaluations to the new extension if the extemssosimilar to the current products.
But, consumers will be skeptical for generalizihgit existing evaluations for a new
extension which is not similar to the productsha portfolio such as home appliances.
On the other hand, if a brand has a portfolio odpicts which are not very related with
each other such as; hair dryers, TV's, and bikas,signaled to consumer that the firm
has a wide variety of strengths and skills. In sactase, consumers feel confident to
transfer their existing evaluations to the new esien regardless of the degree of the
similarity (Dacin and Smith, 1994).

It is also argued that, the product category shityavhich has analyzed since
here, represents only the one facet of fit. Acaaydib some researchers brand concept
consistency or the congruence of the extension thighimage of the parent brand are
the other facets of perceived fit between the pgabeand and the extension (Park,
Milberg, and Lawson, 1991; Bhat and Reddy, 2001).

Based on the findings of Park, Milberg, and Lawg®891), not only the
similarity of product features are important in lexsion of an extension, but also
concept consistency between the parent brand an@xtension is important. By an

example, although toys are very dissimilar to hargérs in product features, by its
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advertising campaign and slogans, they are pemteiwefit McDonald’s more than
Wendy’s (Park, Milberg, and Lawson, 1991). Bhat &wHdy (2001) also supported
this idea by mentioning that, congruence of thersion with the image of the parent
brand is an important facet of fit judgments. Acling to their argument, brand image
iIs also made up of associations but these assmwsatare different from product
category associations —can be called brand-speasfociations- because they set the
brand apart from the competing brands (Bhat anddiRe&001). For example, all ice
creams can have similar associations such as leaitan cold, being a dairy product,
having many flavors; but some ice cream brandshbmmssociated with ‘luxurious’,
‘joy’, ‘delight’, ‘natural’, or ‘rich® such as Magam or Haagen-Dazs
(http://www.magnum.com.trhttp://www.haagendazs.comd2. 20. 2009).

As a result of Bhat and Reddy’s (2001) argumenhisan be concluded that, fit
is made of two facets: one related to the produlsichv can be called aproduct
category fitand the other related to the brand which can lledcarand image fit
Product category fit which was mentioned till haseabout the similarity between the
categories of the parent brand and the extensidrer®és, brand image fit is; about the
perceived similarity between the images of the miabeand and the extension. Contrary
to the previous findings, Bhat and Reddy (2001ynfb that Product category fit does
not influence consumers’ evaluation of brand exterss brand image fit has an

influential effect in the evaluation of extensions.

Some researchers who examined the reciprocal eftédbrand extension on
parent brand also tried to analyze the reciproffatts of fit on parent brand attitude
(Dawar, 1996; Zimmer and Bhat, 2004; and Thorbjenn2005). According to some
point of views, the extensions with poor fit mayke dissimilar associations from the
parent brand’s existing associations and in tumithage of the parent brand can be
damaged by the extension (Ries and Trout, 198&owling to Sharp (1993), although
the symbolic brands can be extended into furth&egraies, the image of the parent
brand can suffer because of over-enthusiastic sixtes if the image consistency can
not be provided in the extended categories (SH&®3). Gucci and Pierre Cardin have

suffered from such a blurring brand image probleetent times (Sharp, 1993). On the

74



other hand, some authors did not accept this viedvsapported that, poor fit can not
affect parent brand because negative associatidhsat be transferred back to the
parent brand, but extensions similar to the pabbeabd can enhance the evaluation of
the parent brand (Girhan, Canli and Maheshwara®8)1Zimmer and Bhat (2004)
found that when the parent brand is a dominantioris category, the attitude toward
parent brand is enhanced when the extension inteatlis in good fit. But, the parent
brand attitude is not influenced even if the fitpgor. Also, Uzun and Erdil (2004)
mentioned that; there is a relationship betweenfakierable evaluation toward parent
brand and the similarity evaluations of the extehgeoducts. Moreover, to the some
authors, both negative and positive affect and @asons can be transferred to the
parent brand regardless of the brand concept ¢ensis(Thorbjornsen, 2005).

Although, many aspects of fit between the parerdgntirand the brand
extension is examined in the literature, and mamns are used such as similarity,
relatedness, etc., in this study the term “fit"Ivoié used and the hypothesis ‘Fit of the
brand extension to the parent brand has an effecbasumer evaluation of the brand

extension’ will tried to be supported.
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2.4.4. Familiarity to the Parent Brand

As the aim of the brand extension strategy is tlhuce the risk perceptions of
consumers by using an existing brand name, itsarasd by the firms that the brand
which is extended is known by the consumers. B, gjarent brand knowledge of
consumers can vary; some can be very knowledgedideeas some can have no idea
about the parent brand. Thus, it is thought thatempt brand knowledge of consumers
affect their brand extension evaluations and iexamined in the brand extension
literature (Broniarczyk and Alba,1994; Swaminathdox and Reddy, 2001; Grophaug,
Hem and Lines 2002; Thorbjornsen, 2005; Lahiri @ugbta, 2005; Ozuipak, 2008).

Broadly, knowledge of a product or brand is merdgtbras product or brand
familiarity (Johnson, and Russo, 1984). But, itpioposed by some authors that
consumer knowledge is a multidimensional conceptmpmsed of two major
componentsfamiliarity andexpertise(Jacoby and Hoyer, 1986; Alba and Hutchinson,
1987). Familiarity is defined as “the number of gwot related experiences that have
been accumulated by the consumer” and expertidefised as “the ability to perform
product-related tasks successfully” (Alba and Hutsbn, 1987). Familiarity is the
simpler level of product knowledge in which the guexity of knowledge is not
captured (Alba and Hutchinson, 1987). In genetatan be said that, as the product
familiarity increases, consumer expertise increasekexperts are the people who are
more knowledgeable about the product (Bettman amkl, 2980).

Also, according to some authors, brand knowledge i&inction of brand
awareness (Keller, 2008). Brand awareness is anardary level of brand knowledge
and found at the lowest end of the brand knowlezmtgginuum - can be seen in Figure
8- (Hoyer and Brown, 1990) and can be defined asctimsumers’ ability to recognize
or recall the brand (Keller, 2008). Brand recogmitirepresents the ability of the
consumers’ to link the prior exposure to the bramen the brand is given as a cue. On
the other hand, brand recall represents the almfitponsumers’ to retrieve the brand

when the usage situation or product category i®rgias a cue (Keller, 2008). For

76



example, recognizing a brand from the others wtesing in a store shelf is brand
recognition; remembering “Ulker” when seeing chates or when thinking about

chocolates is brand recall.

Top of
Mind

Brand Recall

Brand Recognition

Unaware of Brand

Figure 8: The Awareness Pyramid
Source: David A. Aaker, “Managing Brand Equity: Capitaligiron the Value of a

Brand Name”, New York, The Free Press, 1991.

According to review of the literature it can bedsthat; awareness, familiarity,
experience, and knowledge are closely related. Amess is the lowest end of brand
knowledge, by the accumulated related experienesilirity occurs (Alba and
Hutchinson, 1987). These related experiences camifget and indirect such as
advertising exposures, interactions with salespexr;saword of mouth communications,
trial and consumption These contribute to famifiaifam, 2008). As the higher level
of familiarity which is made up of great level ofperiences, expertise occurs. And all

these form the product or brand knowledge.
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Based on the findings of the studies, it can betimeed that, awareness,
familiarity or the upper level of it, named as ee, affect the choices and
evaluations of consumers’. Based on the study ofeHand Brown (1990), consumers
tend to choose the brand which they are aware afdnoice set, even it is lower quality
than the other brands.

Highly familiar consumers are more knowledgeablayst they are more
confident in making a purchase decision (Tam, 2008¥0, since the familiar
consumers have more knowledge about the productheotbrands, the alternative
search can be easier, and also they pay attemticgldvant information and ignore the
irrelevant information (Johnson, and Russo, 1984bso, according to the citation of
McCarthy (1996); familiar brands act as cues todpob quality (Belizzi and Martin,
1982) and reduce product risks (Cox, 1967; Rosafrs).

Since, brand knowledge has effects on the brantceraf consumers’, both
the effects of parent brand knowledge and prodaietgory knowledge is also examined

in brand extension literature.

Broniarczyk and Alba (1994) examined the effectsbmind knowledge and
concluded that, the consumers who are brand expéditknow more about the brand,
and its associations, so they will be able to eataluhe appropriateness of the brand
extension better than the brand novices —who kresg hbout the brand-. Thus, the
brand knowledge will moderate the influence of braffect and category similarity for
the brand experts but not for the brand novice®rflBrczyk and Alba, 1994). Also,
brand experience which means the previous trish dfand, consumers gather some
information, and those information collected by somers’ themselves are more
important and are believed to be more trustwortiantadvertising or communications
(Smith and Swinyard, 1982). Thus, the consumers hdn@e parent brand experience
have greater knowledge about the parent brand battdr recall of the parent brand
than the consumers with no parent brand experiéBa@aminathan, Fox and Reddy,
2001). Swaminathan, Fox and Reddy (2001) focusethenmpact of the consumers’
experience with the parent brand on trial and repeechase of the brand extension.
They concluded that; the experience with the papeartd has significant impact on the
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trial of the brand extension but not on the reppatchase of the extension
(Swaminathan, Fox, and Reddy, 2001). But, accorthntpe study of Oziipak (2008),
the familiarity to the parent brand does not afféwt consumer evaluations of brand

extensions.

Moreover, from the perspective of feedback effesftshe brand extension,
some differences found between the familiar ancamilfar consumers to the parent
brand. Both the negative and positive feedbackctffef high familiar brands will be
stronger than low familiar brands. Thus, the rewaatd risks of extending a high

familiar brand will be stronger (Thorbjornsen, 2D05

Although, the measurement of the impact of prodateégory knowledge is out
of the scope of the study, there are some studid@sei brand extension literature trying
to examine the effects of product category knowdedmn the brand extension
evaluations. Lahiri and Gupta (2005) studied timpdct of consumers’ knowledge
about the extended product category on the evahmtof brand extensions and
concluded that; consumer knowledge of the extencagory does not have a
significant impact on the evaluation of the bram¢easion. Also, Grophaug, Hem and
Lines (2002), hypnotized that; the more knowledgascmers have about a product
category, the more favorably the brand extensioiisbe evaluated. But the findings

were mixed to support their hypothesis (Grophawgmtand Lines, 2002).

As a sum up, it can be mentioned that, brand kndgdds a multidimensional
concept and consumers can get information aboutaadbby many ways such as
advertisements, or personal trials. Awareness apdrgse are found at the two end of
the brand knowledge continuum and can be seen edither or lower levels of
familiarity. In this study, the effects of familisy of consumers to the parent brand on
their brand extension evaluations will tried toex@mined. Thus, the questions trying to
understand their awareness and familiarity to #remt brand will be used.
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2.4.5. Consumer Innovativeness

Innovativeness is described as “the desire or mgiiess to try new and
different experiences” (Hirschman, 198®ogers (1983) defines innovativeness in
terms of “the degree to which a person is relagiesrlier in adopting an innovation
than other members of his or her social system'gdneral it is believed that, people
respond differently to new products (Gatignon ambé&ttson 1985; Hirschman, 1980;
Klink, and Smith, 2001). Some people show resiganachange and try out new things
after they are accepted by a few people (Lahin &upta, 2005) On the other hand,
innovators are the early adopters who are firsadoept new things in the market
(Venkatraman, 1991; Lahiri and Gupta, 2005).

Innovators are believed to have distinctive perbtyntraits such as, optimum
stimulation level, independence, extraversion, ilsipity, risk taking, tolerance of
ambiguity, innerdirected social character, capaatystatus, and flexibility and they are
correlated negatively with dogmatism, conservatiseed for structure, and need for
clarity (Steenkamp, Hofstede, and Wedel, 1999)oAlanovators are believed to be
more venturesome, and more willing to try new bsaadd more willing to take risks
(Stenkamp and Baumgartner, 1992; Klinik and Sn2001). Moreover, they are the
innovators who determine the initial success duffaiof new products and influence

the rate of diffusion of these new products (Mow€hristia, and Spears, 1998).

Since brand extensions are a specific case of medupts, and innovativeness
is correlated with personality traits which predisp consumers to purchase newly
introduced products, and innovators initially trpmdaaccept the newly introduced
products and influence the other consumers, thare e some relation between
consumer innovativeness and brand extensions.nre studies such a relationship is
examined (Klink and Smith, 2001; Lahiri and Gu@a05).
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Klink and Smith (2001) argued that there shouldddation between the fit of
the extension and the consumer innovativenessaindoextensions. Because, when the
fit is low, consumers perceive the extension asemasky. Since the innovative
consumers are the ones who are eager to take mkseit is believed that, the higher
the consumer innovativeness, the effects of peedeii will decrease. If the consumer
innovativeness is very high, then the effects at@eed fit on extension evaluations
disappear (Klinik and Smith, 2001). In other wordscan be concluded that, the
consumers who are innovator, do not consider tfeetedf fit between the parent brand
category and extension category in their evaluatia® much as the non-innovators
(Klinik and Smith, 2001).

Also, Lahiri and Gupta, (2005) found a relationvibetn adoption of extended
brands and consumer innovativeness. They mentitradinnovative consumers are
eager to adopt the brand extensions and as thevatimeness increases, positive
evaluation of a brand extension will increase. Mwogg, it is stated that, innovativeness
of consumers lead to more favorable brand extensiatuations for the non-durables

and services, comparing to the durables (Lahiri@ogta, 2005).

Although there are some studies examining the ioglabetween consumer
innovativeness and brand extension evaluationxplaiaed above (Klink and Smith,
2001; Lahiri and Gupta, 2005), it should be mergthat, the number of such studies
is very limited and this limitedness directed usdiscover the relation of consumer
innovativeness and brand extension evaluationdénstudy too. From the light of
previous findings, regarding to FMCG sector whigblide non-durable products such
as shampoos -which will be parent product in thelyt it is expected that, more

innovative consumers will evaluate the brand extensore favorably.
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2.5. Importance of Consumer Evaluations

Although using a brand extension strategy is a -efiitient way of
introducing new products, it is not enough to namtihe cost-efficiency of the strategy
for encouraging the firms. The consumer point @&wiis also important for firms to
choose using the brand extension strategy. Thahis understanding how consumers
evaluate a brand extension and which factors mheyin this evaluation is an important
issue. Consequently, in this study it is focusediom factors taken from the literature
as independent variables (relevancy of parent begeatific associations to extended
product, consumer attitudes toward parent bramdefiween the parent brand and the
extension, familiarity to the parent brand, andstoner innovativeness) and assumed
that, these variables affect the dependent variablensumer evaluation of brand

extensions-.

Since the evaluation is the “systematic determamatf merit, worth, and
significance of something or someone using some ter@f

(http://en.wikipedia.org/wiki/Evaluatign04.01.2009), it is tried to be measured the

consumers’ evaluations of brand extensions by mmgasuheir attitudes toward the
hypothetical extensioand theipurchase intention of that hypothetical extension

Basicly, attitudes are the expressions of innefirfge. An attitude is “an

overall disposition towards an object or personthiman, and Kanuk; 2004).
Consumer Attitude which is examined as the psydioéd factor influencing consumer
behavior, can be described as the favorable orvardale evaluations, feelings and
tendencies of consumers’ toward a product or brand lead the behavior of
consumers’ (Kotler and Armstrong, 2006). Attitudafsconsumers put them into a
frame of mind of liking or disliking an object, amdoving toward or away from it. If
consumers do not form favorable attitudes towaralaject or a brand, they will not
intent to buy that object or brand (Solomon et.2006).
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Although it is generally accepted that, attitudess laarned in a predetermined
sequence, the consumer’s level of involvement dred dircumstances can lead to
changes in this sequence. For instance, accoringavidge and Steiner (1961),
consumer attitudes are developed by a sequenceguitive, affective and conative
mental stages. According to this perspectivetualti formation toward a brand starts
with gaining beliefs about the brand which is tbheative stage. Then these beliefs lead
to brand evaluation or overall attitude which i® thffective stage and as a result
behavior or at least a tendency to act occurs.th®rother hand, attitude formation can
start with the behavior such as by trying a newndyasubsequent to purchase, positive
or negative beliefs can be formed (Solomon, eR@06). Or, affective dimension could
form the initial stage of attitude formation suck @ advertisement motivating the

emotions of consumers toward a specific brand (GI882).

Especially, for the formation of attitudes towaaivtinvolvement products in
which product differences between brands are diffito distinguish such as FMCG’s
which is used in the study, creating positive eorifor the brands, will be helpful for

the formation of positive attitudes and in turremtions for purchase can occur.

On the other hand, intentions can be describecheplans to behave in a
certain way. Thus, in this study for understandbogsumers’ evaluations, both their
attitudes toward the hypothetical extension andr therchase intension toward that

extension is tried to be measured.

Moreover, as far as consumer attitudes includestseand emotions, Chaudri
(2006) mentioned that, tangible brand beliefs areremlikely to be relevant for
utilitarian goods which provide functional practiva (Okada, 2005), whereas
nontangible brand beliefs are more likely for hadaypods which provide enjoyment,
pleasure (Holbrook, and Hirschman, 1982And as a result they expressed the
importance of both tangible and intangible brandiebe in consumer attitudes. In
accordance with their study, since shampoos indbhadle a utilitarian and hedonic good
specialties, questions for both measuring the td@gand intangible brand beliefs of

consumers’ are used.
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As a sum up it can be said that, for measuringctmsumer attitudes toward
the hypothetical extension, questions about thegnezd quality (Aaker, and Keller,
1990), trust (Aaker, and Keller, 1990; Dwyer, Schand Oh, 1987; Reast, 2005),
brand affect (Wu and Yen, 2007), perceived image pe&rceived innovation toward
that extension are asked. Then, questions for megsthe purchase intention (Klink
and Smith, 2001) toward that extension are askéd Jurvey questions trying to

measure these dimensions are tried to be concegadddy the help of literature.

2.6. Overview of Previous Academic Research

Till here, the factors affecting the consumers’ lesaon of the brand
extensions are examined. In this part, the prevgiudies about brand extensions are
summarized. Research areas, types of productsamsedhe samples of the previous
studies are given with their findings in a chromgdal order in Table 3, by the idea of
being a useful guide for the other researchers paactitioners who are interested about

the brand extension subject.
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Table 4: Review of Previous Academic Research Finays

Authors Areas of Research Types of Sample Findings
Products
Boush et. al. Impact of previously formed brandHypothetical 104 Overall affect associated with the brand
(1987) specific associations on the evaluat|dmrands. Undergraduate name is generalized to extended products.
of brand extension. marketing As the Similarity between the parent and
students. extended product increases, the transfer of
affect increases. Brand reputation for
excellence in one area can negatively
influence evaluations in an unrelated area.
Aaker and How consumers form attitudes towaréctual brandg 107 and 121 When there is “fit” between two produgt
Keller (1990) brand extensions. Impact of fiand hypothetical] Undergraduate classes, parent brand is perceived as high
(similarity), perceived parent brandrand business students} quality and when attitude toward
quality, difficulty of making the extensions. extension is higher making the extensjon
extension, and brand associations. is not perceived as too easy.
Park, Milberg,| The role of product feature similarifyActual  brandg 195 MBA students In brand extension evaluationasamers
and Lawson and brand concept consistency in braaed hypothetica] take into account both the product level
(1991) extension evaluations. brand extensions similarity between the existing and
extended product and concept consistency
between the brand concept and the
extension. The prestige brands have
greater extendibility than functional
brands.
Boush and The effect of brand breadth and brandypothetical 144 University| Typicality of the brand extension to the
Loken (1991) extension typicality, on the evaluatiotbrands and students. parent brand and brand breadth have
of potential brand extensions. extensions significant influence in consumers’
evaluations.
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Sullivan (1992)

When to introduce brand extensions.

Actual Brands

Panel data

gathered on brand

Early entering brand extensions don'’t

sperform as well asither early-entering

new name products or late entering brand

extensions.

Smith and Parl

« The effects of brand strategy (brandctual brands

226 product/brand

Brand extensions capture grater marnket

(1992) extension vs. individual brands) on managers and share and greater advertising efficiency
market share and  advertisipng 1083 consumers | than individual brands.
efficiency.
Keller and Effects of intervening brand extensiondypothetical 430 University Evaluations of a proposed extension when
Aaker (1992) on consumer evaluations of proposdmands and employees there were intervening extensions and| no
extensions. extensions intervening extensions differs only when
there is big difference between the
perceived quality of the intervening
extensions and the perceived quality| of
the core brand.
Loken and John Dilution of brand beliefs via Hypothetical Women Dilution of family brand beliefs occurs
(1993) introduction of a brand extension. brands and consumers when the brand extension attributes fare
Brand beliefs and brand extensioextensions inconsistent with the parent brand beliets.
typicality in dilution. Dilution can not be prevented by
extending to atypical categories.
Broniarczyk and Brand-specific associations, categoictual brandg Undergraduate Brand specific associations may dominate

Alba (1994)

similarity and brand knowledge
brand extension evaluations.

extensions

nand hypothetical

students.

the effects of product category similar

ty

and brand affect when the brad knowledge

of consumers is high.
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Reddy, Holak, Success determinants of line Actual  brands Data from various Parent brand strength and its symbolic
and Bhat (1994)| extensions. (34 cigarettg sources value, early entry timing, a firm’s size,
brands) distinctive marketing competencies and
advertising support, contribute to the
success of line extensions.
Dacin and Smith Effect of brand portfolio characteristic$Hypothetical 186 subjects Experiment and survey results were
(1994) (number of products assigned to| larands and different. Number of products associated
brand, quality variance amongxtensions for with a brand, positively affect consumer
products, interrelatedness  amagnexperiments. evaluations. Quality variance has | a
products) on brand  extensioictual brands negative effect. Fit decreases |as
evaluations. Two experiments and| far survey. relatedness decreases.
survey were conducte
Scheinin (1998) | Impact of positioning on the forimat Actual brandg 200 and 220 Different positions cause consumers | to
of brand extension beliefs and attitudef_evi’'s and| undergraduate form different brand extensign
Lee’s) students knowledge; brand -category fit moderates
its effects.
Glynn and| Replication study of Broniarczyk andActual brandg Undergraduate Findings of the original study are
Brodie (1998) | Alba (1994). Influence of brandand hypothetical students confirmed. A brand with relevant brand
specific  associations on  brandrand specific associations in the extension

es

extensions. extensions. category has an advantage over the brands
with less relevant brand-specific
associations.
Morrin (1999) Impact of parent brand or branl8ictual brandg 39 graduate Exposure to brand extension facilitat

extension exposures in feedback effe
and the effects of brand dominan
extension fit and extension number.

asd hypothetical
cextensions

business students
and 36
undergraduate

business students

categorization of parent brand. Dominant

brands benefit more from the exposur
Extension fit has a moderating effect.

es.

87



Bhat and Reddy
(2001)

The effects of parent brand associati
and affect on brand extensi
evaluations.

bidstual brands
pand hypothetica
brand extensions

D

Staff members at
major university.

aBrand-specific attributes are found to
not as influential as hypothesized. Bra
quality is an important influence. H
between the images of the parent br
and the extension is influenti

Bottomley and
Holden (2001)

Investigation of the generalizability ¢
Aaker and Keller’'s (1990) model bas
on the data of eight studies. Effects
quality of the original brand, fi
between the original brand and t
extension, and interaction of two.

it

piMixed
ed
of

he

Mixed

Support is found for the full model.
Brand and Culture have effects on t{
level of contribution of each component

Swaminathan,
Fox, and Reddy
(2001)

Reciprocal impact of trial of successi
and unsuccessful brand extensions
parent brand choice. And effects

uPurchased dat
tor three brand

afxtensions of

aData obtained by

ACNielsen from a
national panel i

v If the extension is successful, there
positive reciprocal effects on parent brg
choice. For unsuccessful bra

be
nd
it

and

he

are
ind
nd

parent brand experience on bramattual brands arp1990-1994. extensions, reciprocal effects are negative.
extension trial. used. Experience with the parent brand has|an
impact on extension trial.
Riel, Lemmink,| Replication of Aaker and KellersActual brandg 101 graduate andSignificant differences between the
and Ouwersloot (1990) study for the services domain] and hypothetical undergraduate evaluation of service and non-service
(2001) Effects of Perceived quality of theébrand extensions students brands.
parent brand, similarity between the Perceived quality of the parent brand has
parent product and extension, difficulty a direct positive effect with extension
of making the extension on attituge evaluations.
toward extension is measured |in Complementary as a dimension |of
services domain. similarity to the parent product is used|as
the major cue in service extensipn
evaluations.

Difficulty of making the ext. is no

effective in evaluations.
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Klink and Smith| Effects of information amount abouBctual brandg 229 graduate Fit influence the favorable evaluation |of
(2001) the extension, new product adoptioand hypothetical business studentsextensions. As the amount of product
tendencies, greater levels of exposumxtensions and 58 eveningrelated information increases, effects of fit
and consumer innovativeness in brand students decreases. When consumer innovativeness
extension evaluations. is high, effects of fit increases. Levels |of
perceived fit increases as the levels| of
exposure to the extension increase.
Gronhaug, Hem, Impact of product category riskActual brand| 240 households Similarity and parent brand repuati
and Lines (2002) product category knowledge, similarityFord) and influence the evaluations positively.
and brand reputation in brandhypothetical Product category risk influence the
extensions. extensions evaluation of recognized brands into that
category positively. Findings for product
category knowledge are mixed.
Kim (2003) Communication message strategies factual  brand-| 120 students Different communication strategies are
close and remote brand extensions. | hypothetical (graduate and needed for close and remote extensions.
brand extensionsundergraduate)
(Colgate brand).
Lei, Pruppers| Consumers’ evaluations of differenActual parent 247 business When there is a significant difference
Ouwersloot, and service intensive brand extensions. | brands- undergraduate between the service intensiveness of |the
Lemmink (2004) hypothetical students from théparent product and the extension, the
brand extensions same university. | parent product having higher service
intensiveness will be beneficial for the
extension’s success.
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Uzun and Erdil Effects of similarity between the paremActual  brands 130 There is relation between favorable
(2004) brand and the brand extension |cand actual Undergraduate andevaluation of parent brand and similarity
consumer evaluations. extensions graduate students| of extensions. And relation between
similarity level of extensions and
evaluation of extension.
Martinez and The effects of brand extension strategdctual  brandg 389 consumers Extension strategy dilutes brand emag
Chernatony on brand image. Effects of perceivednd changing the beliefs and associationg in
(2004) parent brand quality and fit on the consumers’ minds.
image of brand after extension.
Meyvis and| The impact of accessibility of brandHypothetical 115,106 and 252Broad brands have more accessible brand
Janiszewski associations of broad vs. narrow brantisands and undergraduate benefit associations than narrow brands.
(2004) on the success of brand extensions. | hypothetical students So, even when the narrow brand is mpre
extensions respectively. similar to extension category, broad brand
is preferred. But, when the benefit
associations of brands are equally
accessible, the similarity becomes more
significant for the success of the
extension.
Zimmer and Reciprocal effects of extensionsActual brandg 157 university] Extension’s perceived quality, and fit dges
Bhat (2004) Impact of the extension’s quality, its fiend hypothetical staff employees | not affect parent brand evaluation.
with the parent brand, and parent bramcktensions Dominance of a parent brand in |ts
dominance on parent brand evaluatign. product category can enhance the attitude

but does not have significant influen
when the fit is poor. No dilution effec
observed.

toward parent brand when the fit is good,

ce
[S
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Reast (2005) The relationship between brand trAstual brandg 368 Consumers More trusted brands will benefitmfro
and brand extension acceptance. and hypothetica brand extension strategies more relative to
extensions less trusted ones.
Thorbjornsen The effects of congruent andictual brandg 205 Consumers Both positive and negative feedback
(2005) incongruent brand concept extensiomsd hypothetical effects of brand congruent vs. incongruent
on consumer attitudes towards tharand extensions concept extensions.
extended product and feedback effects Feedback effect of high familiar brands is
on parent brand. Effects of brand stronger than less familiar brands.
familiarity on brand extension feedback
effects.
Diamantopoulos} Impact of brand extensions on brﬂndctual brand and 102 business Fit of the extension, parent brand quality
Smith, and personality based on five personalitirypothetical executives or brand familiarity does not affect brand

Grime (2005) dimensions. extensions personality dimensions. No significant
Effects of Extension fit, parent brand changes as a result of extensjon
quality, and brand familiarity on brand introduction.
personality.

Lahiri and Gupta Impacts  of  perceived  quality,Actual brandg 411 consumers Perceived quality is an importantofa

(2005) similarity, consumer knowledge ofand hypothetical influencing the consumer evaluation |of
extended category and consumextensions. brand extensions. Consumers more easily
innovativeness on brand extension accept the extensions into categories that
evaluations of non-durables, durables are similar to the original brand category.
and services Consumer knowledge of the extended

category doesn’'t have a significant effect.
Innovative consumers accept brand
extensions more favorably.
Actual brands 400 consumer8rand equity (brand loyalty, perceived
Effects of brand equity (brand loyalty, between 12-19 quality, brand awareness and brand
Marangoz perceived quality, brand awareness and ages. associations) has positive effects on brand
(2007) brand associations) perceptions |on extension evaluations.

brand extensions.

91



Wu and Yen Influence of the strength of paregnfictual brandg Totally 384| When a brand is extended to dissimilar
(2007) brand specific associations, branand hypothetical respondents product categories, consumers prefer |the
breadth and product similarity in branéxtensions. broader brand regardless of parent brand
extension evaluations. specific associations.
When a brand is extended to similar
categories, parent brand specific
associations have an effect and only if the
associations are strong, consumers prefer
the narrow brand.
Thamaraiselvan| Consumer evaluations of brandctual brandg Consumers Similarity is found as the most important
(2008) extensions in FMCG and services. | and hypothetica criteria in  consumer evaluations pf
Effects of similarity fit, perceivedextensions extensions. No positive relation between
quality, brand reputation and perceived perceived risk and brand extension |in
risk of the extension category. services. If there is strong brand
reputation, extension is evaluated
positively.
Yeniceri and| Discrimination of consumers,- 600 universityy Consumers  evaluating the  brand
Akturan (2008) | evaluating the brand extension’'s students extensions’ success differently, differ
success in different ranges, based| on based on parent brand image, financial
their parent brand image and risk risk, and performance risk perceptions,
perception. but they do not differ based on social risk

differences.

Source Developed by the Researcher
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[ll. BACKGROUND INFORMATION

In this section, first of all, some general infotroa about the FMCG and
shampoo market in Turkey will be given. Then, thamspoo brands that will be used in
the study will be concentrated on and some infoionabout them will be given.

3.1. Fast Moving Consumer Goods (FMCG) Industry andShampoo Market in
Turkey

Since shampoos will be used in the research, utahelieng their place in
product literature can be helpful. In marketingisitpossible to categorize products in
different ways. Based on the ‘reason for buyingoducts can be classified in two
broad classes as;onsumer productsand the industrial products(Mucuk, 2001).
Industrial products are purchased for further psetey or for use in conducting a
business. On the other hand, consumer productpuachased by the final consumers
for personal consumption. From a different pointvadw, it is possible to categorize
products based on their ‘durability’ criteria indlng intangible goods agjurable
goods, non-durable goodmdservices(Mucuk, 2001). It can be mentioned here that,

shampoos are consumer products with the charaichairng non-durable.

Since shampoos are non-durable consumer prodpetsiatties of this type of
products will be concentrated on and Fast Movingstioner Goods (FMCG) sector in

Turkey will be examined closely.
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3.1.1. FMCG Industry

Fast Moving Consumer Goods (FMCG) are the prodinets satisfy the basic
needs of the consumers, purchased frequently, dbldsquickly and at relatively low
costs. Absolute profit made on them is small, het¢aumulative profit made on them is
large, since they are sold in large quantities. odding to International Standard
Industrial Classification (ISIC), toiletries, soapsosmetics, teeth cleaning products,
shaving products and detergents, as well as othreidarables such as glassware, light
bulbs, batteries, paper products and plastic g@vdsthe examples of FMCG. In all
countries, consumers allocate a large part of thedget for FMCGs. According to
Nielsen (2008), the total FMCG market in Turkey2008 is; $30.7 billion; by 45
percent food products, 42 percent cigarettes, adamaining market is shared among
cleaning and personal care products. Also, montiolgsumption per house in this
sector is averagely 311 YTL in 2008 (Nielsen, 20@8%0, in March 2009, it is found
that there have been 2 percent growth in FMCG imgusomparing with the March
2008 (lpsos, 2009%ttp://www.ipsos. com.tr/?pid=548 05.10.2009). Ulker, Eti, Red

Bull, Colgate-Palmolive, Cadbury's, Nestlé, Unileverocter & Gamble, Coca-Cola,

Carlsberg, Kraft, Pepsi, Barilla Group and Mars banmentioned as the examples of
FMCG companies http://en.wikipedia.org/wiki/ Fast_moving _consumegoods
03.12.2009).

Moreover FMCG is a competition intense and fastaed here are lots of
products in the FMCG market; lots of products amning in and lots of products fail.
According to researches, in Turkey, in year 1998 ctisand 929 new products are
introduced to the markets from every sector, aechimber reached to 6 thousand 212
in year 1999. The increase rate in one year ise?26emt and daily product introduction
Is estimated to be 17. Among the new products eatttre markets only 20 percent can
stay alive and 80 percent fails. According to thisyear 1999, 2 thousand 776 products
failed from market, and in 1999 the number readbe®ithousand 35 (ACNielsen, and
Ernst&Young, 2001).
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Also, introducing a new brand to the FMCG markestsdo several million
dollars for the firms, which include brand name ati@n, package design, and
advertising spendings. The introduction costs fareav brand is nearly 4- 5 million
dollars (Borca, 2004), and since there will be arease in market shares, it is not
possible to stay in such a competitive market witraalvertising more than two months
(Akyel, 2003). Moreover, after introducing the bdato the consumer by advertising,
the distribution is challenging too. In Turkey, bdaentrance costs to the markets start
from 10 thousand dollars and goes up to the 60stuai dollars. In personal care
products market entrance costs are even highekebeat 15-60 thousand dollars (Ates,
2007). In categories where there are many variefigsoducts annual shelf costs reach
to 150-200 thousand dollars (Karabulut, 2005). Muez, as mentioned before, most of

these new products fail in one year (Bilgeman, 2001
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3.1.2. Shampoo Market in Turkey

According to estimates, the world’s shampoo denfantiair care is estimated
to be $7.8 billion, and $81.93 million for the Teskin year 2006. And this shows that
Turkey's demand for shampoos is 3.17% among Afritarope & the Middle East
Region. For 2009, the shampoo demand for Turkegsignated to be $92.54 million
which shows the %1.08 of world’s shampoo demandk@a 2005). The yearly
advertisement costs in shampoo market are neatlyeka 120-150 million dollars
(Topgu, 2006). Yearly, shampoo consumption pergrelis assumed to be 140 gr.
(Pura, 2009).

Although, there are more than 60 shampoo brandshén market (both
extensive, exclusive and selective distributed @saare included) (TGI, 2008), the
market is dominated by P&G (Pantene, Blendax, Rejoand Herbal Essences) and
Unilever (Elidor, Dove, and Clear). They are folkavby Colgate-Palmolive (Haci
Sakir, Palmolive), Evyap (Duru), Canan Cosmetidpek), and Hobi Cosmetics
(Hobby) (Bir, 2006). According to the research adwocted by Taylor Nelson Sofres in
2003, the shampoo brands that firstly comes to nairel Elidor (59,6 %), Pantene
(55,2%) and Blendax (44,0%) respectively (Bir, 2008ccording to the research
findings conducted by TNS-Piar in 2006, the plaskthe top of awareness shampoo
brands are the same (Bir, 2006). Moreover, acngrdo a more recent research
conducted by Nielsen (2009), although the firsidran top of awareness list is found
to be Elidor, its awareness rate decreased to P@&ent (www.nielsen.com
05.10.2009).
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3.2. Information about the Chosen Shampoo Brands

Based on the pretest results, Pantene, Elidor d&adBx shampoos are found
to be top of awareness shampoo brands and chosesifg in the study. Pantene and
Blendax brands are produced by Procter&Gamble (P&®) and Elidor is produced
by Unilever firm. In the following part, some geakinformation about the brands;
Pantene, Elidor and Blendax and their producer emi@s; PG and Unilever will be

given.
Pantene and Blendax by P&G;
P&G,;

P&G was established in 1837 by the partnership dfiaM Procter and James
Gamble in Cincinnati. Although, it started its puation only with candle and soap, it
developed very fast with its product innovationsl annovative marketing methods.
Ivory Flakes; for washing clothing and dishes, Gbipthe first soap for washing
machines, Dreft; the first home detergent, Crigbe first totally herbal margarine,
Crest; the first toothpaste with fluoride, Pampéhg; first disposable diaper are among
the some of the innovations of P&G. Moreover, P&@eeed into food-beverage
categories _(http://www.pg.com.tr/procter /sirketzntiarince.htm, 03.27.2009). The

company which was established as a small, famibratpd partnership for producing
soap and candle, is now one of the biggest muitinat company of USA

(http://www.pg.com/company/who_we_are/index.shtml 03.27.2009). It provides

products to consumers in over 180 countries anbag entered into 24 different
categories with its different brands in USA__ (hthpww.pg.com/common/
product_sitemap.shtm03. 27.2009).

P&G has been operating in Turkey since 1987 armpérates nearly in 11
categories (laundry and fabric care, householdhelesa hair care, cosmetics, hair color,
feminine care, oral care, shaving, baby& child camall home appliances, and
batteries), (http://www.pg.com.tr/ procter/t_urum@z_index.htm, 03. 27.2009). In

shampoo market in Turkey, PG has four brands; RantBlendax, Rejoice, and
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Head&Shoulders. It can be said that, it uses Spderbduct Branding Strategy —giving
specific brand names for every specific producttled company- for branding its
shampoos. Moreover, it introduces more than onadoma the same category, which

shows a usage of Multi-branding Strategy.

Pantene;

Pantene brand is produced by P&G firm and was finsrketed in 1947
(http://www.pg.com.tr/procter/t_urunlerimiz_2_1.hti©3.29.2009). Pantene brand has

only shampoos and hair conditioners. Line exterssiare used to develop the brand.
Different lines with different ingredients for agmg different consumer needs such as

“healthy appearance”, “healthy colors”, “therapyldrealth”, and “health and strength”

are marketed under Pantene brand name (www.pacdemdy, 03.28.2009). Pantene is

distributed extensively. According tBangurum.com.tr(03.28.2009), basic Pantene
shampoo for 400 ml. is 5.90 TL.

Blendax;

Blendax was first introduced to Turkish market BbQ@ as powder, since soap
was being used and there was no habit of using pbanBy time, the liquid form of it
has been marketed and it started to be a highlywkraroduct with its blue, delicate-
waisted, and serrated bottle. Blendax has been $taugding known and recognized

brand for the consumers http://www.pg.com.tr/prgtterunlerimiz 2 2.htm

03.29.2009). Blendax brand has also only shampndshair conditioners which have

been introduced in 2007. Similarly with Pantenee lextensions are used to develop
Blendax brand. Different shampoos and hair conagéie have been marketed under
Blendax brand for satisfying different consumerdsedt is distributed extensively and

according to Kangurum.com.tr (03.28.2009), basenBbx shampoo for 400 ml. is 4.99
TL.

98



Elidor by Unilever;
Unilever;

Unilever was established in 1930 by the partnergiigHolland margarine
producer; Margarine Unie and English soap producever Brothers. By the 1940s, it
expanded its operations through food market. Ueileig reaching more than 150

million people in 150 countries of the world witls brandsttp://www.unilever.com.tr/

ourcompany/aboutunilever/ourhistory/default,a3p.28.2009).

In Turkey, Unilever started its operations firstlid53 and today it operates in
various categories with its brands. It has Knomn& Lipton, Calve, Becel in food
category; Algida, Ben&Jerry’s, Carte D’or, Cornettblagnum, Max in icecream
category; Omo, Rinso, YurgpDomestos, Cif in house care category; Elidor, &ov
Signal, Clear, Rexona, Lux, and Axe in personat category. It provides a wide range
of products from margarine to soups, from tea ® g¢oeams. It provided innovative
brands to the Turkish market for the first timeg first margarine; Sana, first branded
detergent; Omo, first private investment in tegtan, first cream detergent; Cif, first

anti-scurf shampoo; Clear, and first moisturizingas attp://www.unilever.com.tr/

ourcompany/aboutunilever/unileverataglance/defasit 03.28.2009).

Elidor;

Elidor has been in the market throughout the wuaitth different brand names
such as Sunsilk ,Hazeline, Seda, and Sedal. Arfthstbeen in Turkish market since
1973. Young, positive, cheerful, and modern braags@nality is aimed to be created
for the brand. In 2008, the brand has renewed froand personality to packages, from
product formulations to perfumes. Celebrities swash Marylin Monroe, Madonna,
Shakira and Sertab Eren are used in its advertisisnh@ emphasizing the brand’s “life
does not wait” philosophy. Elidor brand has shanspdwir conditioners, hair masks
and hair molder creams. Elidor used to have ondyrgioos and hair conditioners with

different ingredients, but it used a little diffatestrategy than Pantene and Blendax

99



brands and has extended its line to Elidor 7/24r haolder cream in 2003

(http://www.unilever.com.tr/ourbrands/casestudigsifizdakihazineyikesfedin/default.

asp 03.09.2009). An extensive distribution strategyused for it, and according to
Kangurum.com.tr (03.28.2009), basic Elidor shamfopo®50 ml. is 4.99 TL.
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IV. FIELD RESEARCH

In order to understand the factors affecting trentdrextensions’ evaluation, a
field research has been conducted. In this sectiom, objectives of the research,
pretests, model and hypothesis of the study, researiables, sampling of the study,

and data analysis will be discussed.

4.1. Research Objectives

The main objective of this study is to understdmal eéffect of different factors,
namely; consumer innovativeness, parent brand ity parent brand attitude,
relevancy of parent brand-specific associationsht extension, and fit between the
parent brand and the brand extension, on consuraeattiation of that specific brand
extension. Also, by the help of this study, it denseen if there is any differences in the
evaluation of brand extensions based on demograpliacteristics of the respondents.

So, different marketing strategies can be adaptedifferent demographic segments.

The research is decided to be conducted in FMC@®oiselsecause FMCG
sector is a fastly growing sector, and althoughmdraxtensions are used in FMCG
sector in practice heavily (Oncel, 2005), the resess conducted academically to
support and facilitate their practice is limitecheBis conducted about brand extensions
recently are either in durable goods (Oziipak, 2008)in shopping goods sectors
(Bolukbai, 2008).

In FMCG market, shampoos are decided to be usetthanstudy, because
although from one dimension they are cosmetic mteuhere are lots of brands with
very similar price ranges, very similar promisepessally for the brands sold in
supermarkets and distributed extensively. So, bdiffgrent from the other shampoo
brands in the market is difficult and they are amdhe products that the most
advertisement spendings are done to create braarkaess and to be chosen (Kelekgi,
2003). Thus, it can be advantageous for shampaulbri@ use brand extension strategy
to leverage their successful brand names. Forsthgdhe shampoo brands to use in
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the field research, for understanding their assiotia for the consumers and for

choosing which extensions to use in the field neseawo pretests are conducted.

4.2. Pretests

Two pretests are conducted to see which shampoodbi@a choose, the
associations of the chosen brands and to whichuptedo hypothetically extend the
brands. Both of the two pretests are conductedtpe®ple who are selected randomly-
15 men and 15 women. And the respondents of teednetest and the second pretest
are different.

The objective of the first pretest is to find thespoo brand for using in the
field research. That is why, it is asked to respgortsl to write down the names of the
shampoo brands come to their minds when they thipdut shampoos. And it is
mentioned to write down as many brand names as ¢hay As a result of the first
pretest, Pantene is the mostly mentioned brand nam&6%, Elidor is the second
mostly mentioned brand name by 11%, and Blendathesthird mostly mentioned

brand name by 9%. As a result, these brands asenho be used in the field research.

In the second pretest, two questions are askethelirst question, Pantene,
Elidor, and Blendax brands are given and the redgais are asked to write down the
associations come to their mind regarding eachdorém this way, the associations
consumers link with each brand are defined for gusimthe field research. Also, the
hypothetical extensions used in the field studydekned based on the second pretest.
As a second question, respondents are asked whiclugis they would like each of
those brands to produce other than their existimgdyrts. The mostly mentioned
associations and hypothetical extensions are us#tkifield research. As a result, it is
found that, Pantene is associated with “Softnesd’expected to produd¢¢and Cream
Elidor is associated with “Shine” and expected todpceHair-Dye, and Blendax is

associated with “Volume” and expected to proddeg-Gel.
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Based on the findings of the second pretest, itkmrsaid that, respondents
expect the brands to produce products relevant théhassociations in their minds. For
instance, Pantene is expected to produce hand-ci@ainit is associated with
“Softness”. Thus, the findings of this pretest supphe argument that, there should be
a relevancy between the brand extension and theciaiesn of the brand. These
associations and hypothetical extensions are aesd in the field research to test our

hypothesis. Pretests used in the study can beiségpendix | and 11 .
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4.3. Theoretical Framework and Hypothesis

As mentioned in previous sections, there are maotofs affecting the
consumers’ evaluation of brand extensions suclpaseived difficulty of making the
extension, service intensiveness, relevancy of npateand-specific associations,
similarity, familiarity, brand portfolio charactstics and many more. In this study, only

focus is on the effects of;

*Consumer Innovativeness,

*Parent Brand Familiarity,

*Consumer Attitude toward Parent Brand,

*Relevancy of Parent Brand-Specific Associationthi Extension, and

*Fit between the Parent Brand and the ExtensioBramd Extension Evaluation.

Actually, although success of brand extension is se@n in the model, the
main point that is tried to be explained by the elod the success of the brand
extension from the consumers’ point of view. Frdma point of consumer, it is assumed
that, the success of the brand extension is depétal¢he consumers’ brand extension
evaluations. Also, in the study, consumers’ braxtéresion evaluation is conceptualized
as the consumers’ attitude toward hypothetical drartension and their purchase
intension toward hypothetical brand extension. Aodnsumer evaluation of brand
extension is hypothesized to be dependent to theurner innovativeness, familiarity
to the parent brand, consumer attitude toward pdrmemd, relevancy of parent brand
specific associations, and fit between the paresmtdand extension. The model of the

study and the hypothesis can be seen below.
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1. Consumer
Innovativeness

2. Familiarity to the Parent
Brand

3. Consumer Attitude
toward Parent Brand

\

4. Relevancy of Parent
Brand-Specific Associations
to the Extension

Consumer Evaluation
of Brand Extension

¢ Consumer
Attitude toward
Brand Extension

* Purchase
Intension

5. Fit between the Parent
Brand and the Extension

Figure 9: Proposed Framework for the Relationship betweerFtdators Affecting the
Success of Brand Extension and Consumer Attitudk Rurchase Intention toward

Brand Extension
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Ho: There is no significant relationship betweenn§lomer Innovativeness and
Consumer Evaluation of Brand Extension.
H1: There is a significant relationship between §toner Innovativeness and Consumer

Evaluation of Brand Extension.

Ho: There is no significant relationship betweemmHarity to the Parent Brand and
Consumer Evaluation of Brand Extension.
H2: There is a significant relationship between Hanty to the Parent Brand and

Consumer Evaluation of Brand Extension.

Ho: There is no significant relationship betweenn§&lomer Attitude toward Parent
Brand and Consumer Evaluation of Brand Extension.
H3: There is a significant relationship between sioner Attitude toward Parent Brand

and Consumer Evaluation of Brand Extension.

Ho: There is no significant relationship betweerieRancy of Parent Brand-Specific
Associations to the Extension and Consumer Evalnaif Brand Extension.
H4: There is a significant relationship betweeneRahcy of Parent Brand-Specific
Associations to the Extension and Consumer Evalnatf Brand Extension.

Ho: There is no significant relationship betweendfithe brand extension to the parent
brand and Consumer Evaluation of Brand Extension.
H5: There is a significant relationship betweendfithe brand extension to the parent
brand and Consumer Evaluation of Brand Extension.
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Ho: There is no statistically significant differendbetween the brand extension
evaluation of groups who find the parent brand sgeassociations relevant or
irrelevant for brand extension.

H6: There is statistically significant differencetlyeen the brand extension evaluation
of groups who find the parent brand specific asgams relevant or irrelevant for brand

extension.

Ho: Attitude toward Parent Brand has no effect mand extension evaluation.

H7: Attitude toward Parent Brand has an effect mnt extension evaluation.

Ho: Familiarity to the Parent Brand has no effetboand extension evaluation.

H8: Familiarity to the Parent Brand has an effecboand extension evaluation.

Ho: Fit between parent brand and extension hagfact®n brand extension evaluation.
H9: Fit between parent brand and extension has$fact @n brand extension evaluation.

Ho: Consumer Innovativeness has no effect on beatehsion evaluation.

H10: Consumer Innovativeness has an effect on beatehsion evaluation.

Ho: Relevancy of Parent Brand Specific Associatimnthe Extension has no effect on
brand extension evaluation.
H11: Relevancy of Parent Brand Specific Associaitimthe Extension has an effect on

brand extension evaluation.
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4.4. Research Variables

In this research there are five independent vagglLonsumer Innovativeness,
Parent Brand Familiarity, Consumer Attitude towR&tent Brand, Relevancy of Parent
Brand-Specific Associations to the Extension, aid&ween the Parent Brand and the
Extension and one dependent variable; Consumeu&iahs of Brand Extensions. In
this part all research variables and the questised for measuring the research
variables will be explained in details. For a sumyndn Appendix |, Table of

Variables can be found.

4.4.1. Independent Variables

First of all, independent variables and the questiosed for measuring the

independent variables will be mentioned.

4.4.1.1. Consumer Innovativeness

Consumer Innovativeness is tried to be measuresklsgn questions (from 8-
14) which are adapted from Klink and Smith (200hy d_ahiri and Gupta (2005).
5 point Likert Scales (1= Strongly Disagree ..... SroBgly Agree) are used.

Statements trying to measure consumer innovatigenaguestionnaire are;

*| am continually seeking new ideas and new expeas (Lahiri and Gupta, 2005).

*| like surprises (Lahiri and Gupta, 2005).

*| like to experience change and novelty in my gadutine (Lahiri and Gupta, 2005).
*| like trying new and different brands (Stenkammm@Baumgartner, 1992)

* | like buying the latest products (Lahiri and Gap2005; Klink and Smith, 2001).

* | like to purchase new products before othergklmk and Smith, 2001)

* | would not wait to see if others liked the pratdwefore | would buy (Klink and
Smith, 2001)
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4.4.1.2. Parent Brand Familiarity

Parent Brand Familiarity is measured with 6 questidrom 16 to 21.
Questions 16 and 17 are for measuring experienttetiae brand by asking the trial and
frequency of purchase adapted from Smith and Swihya982) and Dawar (1996)
respectively. Questions 18-21 are for measurinqirawareness by asking brand
recognition and adapted from Dawar (1996) and Mzoar{2007).

Statements trying to measure Parent Brand Fanyliariquestionnaire are;

*| have tried this brand before (Smith and Swinydr@éi82).

*| frequently purchase this brand (Dawar, 1996).

*| can easily remember some attributes of this drd@»awar, 1996).

*| can easily recognize this brand from the othemnlds (Marangoz, 2007).

*Some attributes of this brand, such as its namérclogo etc. easily attracts my
attention (Marangoz, 2007).

* | remember this brand, when | think about shangp@eller, 2008).
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4.4.1.3. Consumer Attitude toward Parent Brand

There are 27 questions about Consumer Attitudertb®Warent Brand and they
are all measured with Likert Scale. In questions 22 and 24 ‘perceived quality’ is
measured and adapted form Aaker and Keller (199@).questions from 25 to 38
questions about ‘trust’ to the parent brand withrettibility” and “performance
satisfaction” subdimensions is measured. I 3@d 48' questions ‘brand affect’ is
measured. In £land 42 questions ‘perceived innovation’ and in"%4and 48§
guestions ‘perceived image’ is measured. All thestjons are adapted from various

sources.

Statements trying to measure Consumer Attitude tdwWarent Brand in questionnaire
are;

*Overall, this brand is in high quality. (Aaker aKeller, 1990)

*This brand’s products are produced in high stadslajAaker and Keller, 1990)

*This brand provides the expected benefits (Mattiard deChernatony, 2004)

*| trust this brand. (Chaudhuri and Holbrook, 2001)

*This is an honest brand. (Chaudhuri and Holbr&glQ1).

*This brand is safe. (Chaudhuri and Holbrook, 2001)

*This is a truthful and sincere brand. (Schlenkée]m, and Tedeschi, 1973; Crosby,
Evans and Cowles, 1990; Reast 2005)

* This brand concerns for customer problems (Arrd@v4t Reast 2005).

* This brand has similar values with me (Bidaultlalarillo, 1997; Reast 2005).

*This brand is an expert brand. (Madhok,1995; R2866).

*| was satisfied by this brand previously. (Perdaerience) (Scanzoni, 1979; Reast
2005).

*| am satisfied of buying this brand. ( Personapemxence) (Scanzoni, 1979; Reast
2005)

*I am using this brand for a long time. (Brand ghase duration) (Ganesan, 1994,
Reast 2005)

*This brand fulfills my expectations. (Dwyer, Schuand Oh, 1987; Reast 2005)
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*This brand has consistency in quality. (Qualitynsistency) (Altman and Taylor,
1973; Reast 2005)

*My peers are using this brand. (Zucker, 1986, R2a65)

*| advise this brand to my peers. (Zucker, 1986a2005 )

*| feel good when | use this brand. (Wu and Ye)20Chaudri and Hobrook, 2001)
*Qverall, | like this brand. (Aaker and Keller, 199

*This brand is innovative. (Aaker and Keller, 1990)

* This brand is pioneer in developing new varietMartinez and Chernatony, 2004).
*This brand has prestigious image. (Martinez andr@atony, 2004)

* This brand has a personality (Martinez and Chemat?004).

* The personality of this brand is relevant to mynopersonality (Developed by the
Researcher).

*This brand has a different image from competingnois.(Martinez and Chernatony,
2004).

*Products of this brand are cheap (Developed byRisearcher).

* This brand provides good value for money (Martiaed Chernatony, 2004).

4.4.1.4. Relevancy of Parent Brand-Specific Assotians to the Extension

Relevancy of Parent Brand-Specific Associationh@®Extension is generated
by the author and measured with Likert Scale inrstjars 49 and 50 by adapting to the
different associations and hypothetical extensiémsnd by pretests- of three different

parent brand.

Statements trying to measure Relevancy of ParesmdBEpecific Associations to the
Extension in questionnaire are;

*Brand X recalls me “Softness”/ “Shine”/ “Volume(Developed by the Researcher)
*Softness” / “Shine”/ “Volume” is an expected abmte from a Hand Cream/ Hair
Dye/ Hair Gel. (Developed by the Researcher)
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4.4.1.5. Fit between the Parent Brand and the Extsion

The hypothetical extensions’ fit to the parent bkabased on “suitability”,
“‘complement”, “substitute” and “transfer” subdimenss is measured with Likert Scale

in questions 69 to 73.

Statements trying to measure Fit between the PdBestd and the Extension in
questionnaire are;

Extension X1 is suitable to parent brand X branoh@and image (Zimmer and Bhat,
2004; Ozupak, 2008).

Extension X1 can join the parent brand X produotigr(Oziipak, 2008)

Extension X1 and parent brand X products are comgie products (Aaker, and
Keller,1990).

Extension X1 and brand X products satisfy simileeas (Aaker and Keller,1990).
Brand X has the competence of producing extensib®aker and Keller, 1990
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4.4.2. Dependent Variable

In this study, the dependent variable is Consumealuations of Brand
Extensions. Here, the dependent variable and tlestipns used for measuring the
dependent variable is mentioned.

4.4.2.1. Consumer Evaluation of Brand Extensions

For measuring the dependent variable; consumeruatah of brand
extensions, 18 questions are asked to the resptsndased on the extensions created
hypothetically according to the results of pret@s{from question 51 to 68). As
mentioned previously, according to the second ptetsults, Hand Cream for Pantene
brand, Hair Dye for Elidor brand, and Hair Gel fBtendax brand are created
hypothetically. Thus, the respondents’ evaluatibirantene Hand Cream, Elidor Hair
Dye, and Blendax Hair Gel are asked in the questiva. Consumer Evaluation of
Brand Extensions is tried to be measured by “comsuattitude toward extension” and

“purchase intention”.

For “consumer attitude toward extension”, questiabsut ‘perceived quality’,
‘trust’, ‘brand affect’, ‘perceived innovation’, gceived image’ are asked (from
question 51 to 65). And 8667" and 6§ questions are for measuring the “purchase

intension” of the respondents’. All questions askedl in Likert Scale.

Statements trying to measure Consumer Evaluation Badnd Extensions in
questionnaire are;

*It will be a high quality product. (Aaker and Ketl 1990)

*It will be in high standards. (Aaker and KelleQ90)

*| will think favorably about the product. (Aakena Keller, 1990; Klink and Smith,
2001)

*| will trust this product. (Aaker and Keller, 1990

*It will be a product that | will advise to other&Zucker, 1986; Reast 2005)
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*It will satisfy my expectations. (Dwyer, Schurn@&Oh, 1987; Reast, 2005)

*It will be a product that will make me happy whense it. (Wu and Yen, 2007)

* It will be a different and innovative product. @vtinez and Chernatony, 2004)

*It will be a pioneer product. (Martinez and Cheworgy, 2004)

*It will satisfy my innovation desire. (Developeg the Researcher)

* It will be an expensive product. (Developed bg tResearcher)

*It will have a different image from the substitygeoducts. (Martinez and Chernatony,
2004)

*It will be a prestigious product. (Martinez and &hatony, 2004)

*It will be suitable with my personality (Developé&y the Researcher)

*It will reflect my personality (Developed by theeRearcher)

*| will prefer this product among competitive prads. (Developed by the Researcher)
*I will think of trying this product (Klink and Sntin, 2001)

*[ will think of purchasing this product. (Klink @Smith, 2001)
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4.5. Research Methodology

In this part, sampling design, structure of the sfjio@naire forms, and data

analysis techniques used in the study are mentioned

4.5.1. Sampling Design

The research is conducted with females and matgsbatween 18- 65 from
various professions, education and income levetsiv€nience sampling technique is
used. The data is collected in Istanbul, betwedmuaey- April, 2009.

The questionnaire is disturbed to 610 people, S57them are collected back
with a response rate of 93.4%. 66 of them are sheid due to the missing or incorrect

answers. Only 504 of the questionnaires are us#teistudy.

4.5.2. Structure of the Questionnaire Forms

Questionnaire forms have 73 questions in total. flilseé seven questions aim
to collect the demographic characteristics of #spondents.

After demographic questions, the innovativenessalbfthe respondents are
tried to be learned by seven questions. Then theyfaced to choose one shampoo
brand that they use most frequently among giveaettshampoo brandé&nd in the
following questions the respondents are asked swanthe questionnaire by thinking
the shampoo brand they have chosen. The questieriagirepared in this way, because
trying to conduct this study by asking the questidm each respondent about every
brand will be very long, and on the other handnigytio collect all the data based on one
brand will be very limited. Thus, the shampoo bratitht are top of awareness and the
extensions that consumers want these brands teeddedined by the pretests and the

questionnaire are formed based on these brandsxaalsions.
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After making respondents to choose a shampoo baamahg three shampoo
brands (Pantene, Elidor, and Blendax) questionariderstanding their familiarity level

and attitude toward the parent brand are asked.

Then, for answering the questions about parentdospecific associations, fit
and the dependent variable brand extension evaiyatespondents who have chosen

different shampoo brands are directed to the diffequestionnaire parts.

All the questions except demographics; question dad question 15 which is
asking the respondents to choose a shampoo brahdhtéty use most frequently, are
asked in Likert Scale. The questionnaire is treetde structured to be easily understood
by the respondents, that is why needed directioagiaen in the questionnaire forms
and needed parts are shaded for taking attentionfacilitate the answering. The

questionnaire forms used in the research can belfmAppendix IV.
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4.5.3. Data Analysis Techniques Used in the Study

The data is analyzed by using the 15.0 version RS computer program.
First of all, descriptive statistics are appliedtihe data for understanding the general
demographic characteristics of the respondentsn,Tfaetor and reliability analysis,
normality tests, difference tests are run. Finatigrrelation and regression analysis is
conducted to see the relation and strength ofioeldietween variables and to test the

hypothesis in the research model.

4.5.3.1. Demographics

In demographics part, first of all descriptive stits are conducted to see the
general demographic characteristics such as gemadger, marital status etc. of the
respondents. After this general picture, the demqagc characteristics of the
respondents based on the mostly used shampoo [Pamiene, Elidor, Blendax) are

mentioned.
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4.5.3.1.1. Demographic Characteristics of the Respdents

Here, the general picture of the respondents basddeir gender, age, marital

status, education level, work status, professiord #otal monthly income will be

mentioned.
Table 5: Gender Distribution of Respondents
Frequency Percent

Female 306 60,7

Male 197 39,1

Total 503 99,8
Missing System 1 2
Total 504 100,0

Table 5 shows that, from 504 respondents, 60.7®)(8f the respondents are
women and 39.1% (197) of the respondents are megspbndent does not mention his
gender. The excess in the number of women resptsdan be explained by type of

product used in the study, since women are moesasted to the cosmetics than men.
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Table 6: Age Distribution of Respondents

Frequency Percent
Valid <21 108 214
21-30 193 38,3
31-40 104 20,6
41-50 53 10,5
>51 42 8,3
Total 500 99,2
Missing System 4 ,8
Total 504 100,0

According to Table 6, majority of the respondents lzetween 21-30 years old
by 38,3%. The second biggest group is <21 yeargesddondents by 21.4%, and the
third biggest group is between 31-40 years old @%%. They are followed by 41-50
years old respondents by 10.5% and >51 years sfwbrelents by 8.3%. 4 respondents

which is equal to %8 do not mention their age.

Table 7: Marital Status Distribution of Respondents

Frequency Percent
Valid Single 278 55,2
Married 200 39,7
Divorced 25 5,0
Total 503 99,8
Missing System 1 2
Total 504 100,0

It can be seen from table 7 that, majority of teepondents are single by
55.2%, they are respectively followed by the marrrespondents by 39.7%, and

divorced respondents by 5.0%. Only 1 responderg doemention his marital status.
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Table 8: Education Level Distribution of the Respodents

Frequency Percent
Valid No Degree 5 1,0
Primary School 36 7,1
Secondary School 53 10,5
High School Degree 210 41,7
Bachelor Degree 159 31,5
Graduate and Upper 34 6,7
Total 497 98,6
Missing System 7 1,4
Total 504 100,0

According to education level distribution of thespendents seen in Table 8,
majority of the respondents have a high schooleegy 41.7%, and the second biggest
group have bachelor degree by 31.5%. They arewelioby %10.5 of the respondents
with secondary school degree. The respondents vave ho degree constitute the
smallest group by 1.0%, and the second smallestpgi® the respondents who have
graduate and upper degree by 6.7%. There are @néspts who do not mention their
education level.

Table 9: Work Status Distribution of the Respondens

Frequency Percent
Valid Working 304 60,3
Not Working 196 38,9
Total 500 99,2
Missing System 4 8
Total 504 100,0

From 504 respondents, 60.3% are working and 38r@%aat working.
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Table 10: Profession Distribution of the Respondest

Frequency Percent

Valid Professional Jobs (doctor, lawyer, architect et 22 4.4
Small&Medium Sized Enterprise 4 ,8
Self-Employed 32 6,3

Public Occupation (White Collar-Worker) 91 18,1

Private Sector (White Collar- Worker) 139 27,6

Retired 19 3,8

House Wife 59 11,7

Student 110 21,8

Not Working, Others 11 2,2
Freelance / Temporary 10 2,0

Total 497 98,6

Missing | System 7 1,4
Total 504| 100,0

From the 504 respondents 60.3% of them who argvaking as mentioned in
Table 9, can be in groups of student by 21.8%, éwives by 11.7%, retired by 3.8%,
or not working/others by 2.2%. According to praies distribution in Table 10, the
largest group is the private sector -white collansl workers- by 27.6%, the second
largest group is the students by 21.8%, and thid thrgest group is the public sector —

white collars and workers- by 18.1%.
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Table 11: Total Monthly Income Distribution of Respondents

Frequency Percent
Valid Less than 1.000 TL 137 27,2
Between 1.000-2.500 TL 225 44,6
Between 2.501-5.000 TL 92 18,3
Between 5.001- 10.000 TL 23 4,6
More than 10.001 TL 10 2,0
Total 487 96,6
Missing System 17 3,4
Total 504 100,0

Table 11 shows the total monthly income level oé tlespondents. The
dominant group constitutes the 44.6% of the respotsdand has a monthly income
between 1.000-2.500 TL. 27.2% of the respondent® maonthly income less than
1.000 TL., and 18.3% percent of the respondentg hatal monthly income between
2.501-5.000 TL. The groups who have income levaWwben 5.001-10.000 TL and

more than 10.001 TL are 4.6% and 2.0% respectively.
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4.5.3.1.2. Demographic Characteristics of the Respdents Based on Most
Frequently Used Shampoo Brands

The number of all respondents is 504. But, becafisespondents are forced
to choose a shampoo brand that they use the nexpiently among three shampoo
brands and answer the questionnaires based onhibeerc brand, the number of
respondents choosing each brand and inturn evadudbieir brand extensions are
different. In this part, the demographic charastars of the respondents based on the

parent brand they have chosen will be given.

Table 12: Most Frequently Used Shampoo Brand Disthution of the Respondents

Most Frequently Used Shampoo
Brand Frequency Percent
Valid PANTENE 246 48,8
ELIDOR 169 33,5
BLENDAX 89 17,7
Total 504 100,0

246 respondents which is equal to %48.8, have chibeePantene brand as the
most frequently used shampoo brand among threederaand have answered the
‘familiarity to the parent brand’, ‘attitude towapérent brand’, and ‘relevancy of parent
brand specific associations’ by considering Pantersad. They have answered the
‘evaluation of brand extension’ questions by coesity ‘Pantene Hand Cream’, and
‘Fit between Parent Brand and Extension’ questlmnsonsidering ‘Pantene brand and

Pantene Hand Cream’.

169 of the respondents which is equal to %33.5 ldnasen Elidor parent
brand as the most frequently used shampoo branch@mntoee brands and have
answered the ‘familiarity to the parent brand’ titade toward parent brand’, and
‘relevancy of parent brand specific associationg’ donsidering Elidor brand. They

have answered the ‘evaluation of brand extensia@stions by considering ‘Elidor
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Hair Dye’, and ‘Fit between Parent Brand and Extamisquestions by considering
‘Elidor brand and Elidor Hair Dye’.

89 of the respondents which is equal to %17.7 hdnasen Blendax parent
brand as the most frequently used shampoo brantharelanswered the ‘familiarity to
the parent brand’, ‘attitude toward parent braadd ‘relevancy of parent brand specific
associations’ by considering Blendax brand. Theyehanswered the ‘evaluation of
brand extension’ questions by considering ‘Blendiax Dye’, and ‘Fit between Parent

Brand and Extension’ questions by considering ‘Beenbrand and Blendax Hair Gel.

Table 13: Respondent's Gender Based on Most FrequignUsed Shampoo Brand

Most Frequently Used
Shampoo Brand Frequency Percent
PANTENE Valid Female 146 59,3
Male 99 40,2
Total 245 99,6
Missing | System 1 A4
Total 246 100,0
ELIDOR Valid Female 111 65,7
Male 58 34,3
Total 169 100,0
BLENDAX Valid Female 49 55,1
Male 40 449
Total 89 100,0

According to Table 13, From 246 of total Pantengndrrespondents, 146 of
them are women by %59.3 and 99 of them are men4.20and 1 of the respondent
does not mention his gender. From 169 of total délicespondents, 111 of them are
women by %65.7, and 58 of them are men by %34.8mF89 of total Blendax
respondents 49 of them are women by %55.1 and #teof are men by %44.9.
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Table 14: Age Distribution of the Respondents Baseoh Most Frequently Used
Shampoo Brand

Most Frequently Used
Shampoo Brand Frequency Percent
PANTENE Valid <21 51 20,7
21-30 99 40,2
31-40 54 22,0
41-50 21 8,5
>51 18 7,3
Total 243 98,8
Missing | System 3 1,2
Total 246 100,0
ELIDOR Valid <21 36 21,3
21-30 64 37,9
31-40 32 18,9
41-50 21 12,4
>51 16 9,5
Total 169 100,0
BLENDAX Valid <21 21 23,6
21-30 30 33,7
31-40 18 20,2
41-50 11 12,4
>51 8 9,0
Total 88 98,9
Missing | System 1 1,1
Total 89 100,0

According to Table 14, From 246 of Pantene bramspaordents, 243 of them
have answered the age question. And the most aepondents who use the Pantene
most frequently among three brands are betweenO2lears old age by %40.2. It is
followed by 31-40 years old people by %22.0 anaWwe21 years old people by %20.7.
From 169 of Elidor respondents, %37.9 of them atgvben 21-30 years old. They are
followed by people who are below age 21 by %21.8 batween 31-40 years old
people which is %18.9. From 89 of Blendax respotgjeh of them has not answered
age gquestion. And the most of the respondents veeoBlendax most frequently is
between 21-30 years old age by %33.7. It is follbwg below 21 years old people by
%23.6, and 31-40 years old people by %20.2. Foofathe three brands chosen, the
biggest group is the 21-30 years old people.
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Table 15: Marital Status Distribution of the Respordents Based on Most
Frequently Used Shampoo Brand

Most Frequently Used
Shampoo Brand Frequency Percent
PANTENE Valid Single 143 58,1
Married 89 36,2
Divorced 13 5,3
Total 245 99,6
Missing | System 1 4
Total 246 100,0
ELIDOR Valid Single 86 50,9
Married 73 43,2
Divorced 10 5,9
Total 169 100,0
BLENDAX Valid Single 49 55,1
Married 38 42,7
Divorced 2 2,2
Total 89 100,0

According to Table 15, from 246 of total Pantergpmndents, 143 of them are
single by %58.1, 89 of them are married by %36r] 43 of them are divorced by
%5.3. 1 respondent does not answer the maritaisstatestion. From 169 of total Elidor
respondents, 86 of them are single by %50.9, tiheyfadlowed by married by %43.2,
and divorced respondents by %5.9. From 89 of Btahdax respondents, %55.1 of
them are single, %42.7 of them are married and %RtBem are divorced. For all of
the three brands the biggest groups are the smegi@gondents, they are followed by

married and divorced respondents.
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Table 16: Education Level Distribution of the Respadents Based on Most

Frequently Used Shampoo Brand

Most Frequently Used
Shampoo Brand Frequency| Percent
PANTENE Valid No Degree 3 1,2
Primary School 17 6,9
Secondary School 25 10,2
High School Degree 96 39,0
Bachelor Degree 83 33,7
Graduate and Upper 19 7,7
Total 243 98,8
Missing | System 3 1,2
Total 246 100,0
ELIDOR Valid No Degree 1 ,6
Primary School 11 6,5
Secondary School 18 10,7
High School Degree 75 44,4
Bachelor Degree 53 31,4
Graduate and Upper 9 5,3
Total 167 98,8
Missing | System 2 1,2
Total 169 100,0
BLENDAX Valid No Degree 1 1,1
Primary School 8 9,0
Secondary School 10 11,2
High School Degree 39 43,8
Bachelor Degree 23 25,8
Graduate and Upper 6 6,7
Total 87 97,8
Missing | System 2 2,2
Total 89 100,0

For all of the three brands, the biggest groupespondents has high school

degree. %39.0 of the Pantene respondents, 44.4iddr Eespondents and 43.8 of

Blendax respondents have high school degree. Robrahds, the second largest

respondent group has bachelor degree. %33.7 oéRamnéspondents, %31.4 of Elidor

respondents, and %25.8 of Blendax respondentsiizolreslor degree.
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Table 17: Work Status Distribution the Respondent8ased on Most Frequently
Used Shampoo Brand

Most Frequently Used
Shampoo Brand Frequency | Percent
PANTENE Valid Working 155 63,0
Not Working 88 35,8
Total 243 98,8
Missing | System 3 1,2
Total 246 100,0
ELIDOR Valid Working 99 58,6
Not Working 69 40,8
Total 168 99,4
Missing | System 1 ,6
Total 169 100,0
BLENDAX Valid Working 50 56,2
Not Working 39 43,8
Total 89 100,0

From 246 total Pantene respondents, %63.0 of therwarking and %35.8 of
them are not working. 3 of the Pantene respondeat® not answered work status
question. From 169 total Elidor respondents, %58.6hem are working, %40.8 of
them are not working, and one respondent has rewered working status question.
From 89 total Blendax respondents, %56.2 of theennarking, and %43.8 of them are

not working.
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Table 18: Profession Distribution the Respondents &ed on Most Frequently Used

Shampo Brand

Profession Distribution for PANTENE Brand Frequency Percent
Valid Professional Jobs (doctor, lawyer, architect etc.) 9 3,7
Small&Medium Sized Enterprise 3 1,2
Self-Employed 15 6,1

Public Occupation (White Collar-Worker) a7 19,1

Private Sector (White Collar- Worker) 73 29,7

Retired 9 3,7

House Wife 23 9,3

Student 52 21,1

Not Working, Others 7 2,8

Freelance / Temporary 4 1,6

Total 242 98,4

Missing System 4 1,6

Total 246 100,0
Profession Distribution for ELIDOR Brand Frequency | Percent
Valid Professional Jobs (doctor, lawyer, architect etc.) 7 4,1
Small&Medium Sized Enterprise 1 ,6
Self-Employed 12 7,1

Public Occupation (White Collar-Worker) 30 17,8

Private Sector (White Collar- Worker) 45 26,6

Retired 5 3,0

House Wife 25 14,8

Student 35 20,7

Not Working, Others 3 1.8

Freelance / Temporary 3 1,8

Total 166 98,2

Missing System 3 1,8

Total 169 100,0
Profession Distribution for BLENDAX Brand Frequency | Percent
Valid Professional Jobs (doctor, lawyer, architect etc.) 6 6,7
Self-Employed 5 5,6

Public Occupation (White Collar-Worker) 14 15,7

Private Sector (White Collar- Worker) 21 23,6

Retired 5 5,6

House Wife 11 12,4

Student 23 25,8

Not Working, Others 1 11
Freelance / Temporary 3 3,4

Total 89 100,0
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According to Table 18, the respondents constitutiregbiggest groups for all

of the three shampoo brands are either privat®settite collar or workers or the

students. Also, according to Table 19, the respatsdsonstituting the biggest groups

for all of the three shampoo brands have total mgnhcome between 1.000-2.500 TL.

Table 19: Total Monthly Income Distribution the Regpondents Based on Most
Frequently Used Shampoo Brand

Most Frequently Useqg
Shampoo Brand Frequency| Percent
PANTENE Valid Less than 1.000 TL 67 27,2
Between1.000-2.500 TL 107 43,5
Between 2.501-5.000 T 52 21,1
_I?ﬁtween 5.001-10.000 11 45
More than 10.001 TL 1 4
Total 238 96,7
Missing | System 8 3,3
Total 246 100,0
ELIDOR Valid Less than 1.000 TL 47 27,8
Between1.000-2.500 TL 78 46,2
Between 2.501-5.000 T 24 14,2
_I?ﬁtween 5.001-10.000 9 53
More than 10.001 TL 5 3,0
Total 163 96,4
Missing | System 6 3,6
Total 169 100,0
BLENDAX Valid Less than 1.000 TL 23 25,8
Between1.000-2.500 TL 40 44,9
Between 2.501-5.000 T 16 18,0
?Etween 5.001-10.000 3 3.4
More than 10.001 TL 4 4,5
Total 86 96,6
Missing | System 3 3,4
Total 89 100,0
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4.5.3.2. Factor and Reliability Analysis for the Vaables

Factor Analysis is conducted for identifying thendnsions that explain the
correlations among set of variables and structwalidity of the questionnaire
(Malhotra, 2007, Sipahi, Yurtkoru and Cinko, 2008)jnce there are five separate
independent variable sets which are hypothesizeat® effect on one dependent
variable set, exploratory factor analysis is condddor variables separately. In this
way, it is possible to test the structural validifyeach independent and dependent sets,
and define them operationally (Child, 1990).

According to Table 20, showing the factor analystsult of consumer
innovativeness variable, it can be seen that, Balp value is 0.00 which is smaller
than 0.05, and the KMO value is 0.733 which is gre#han the minimum accepted
0.50 level (Sipahi, et. al, 2008). So it can bealdhat, the variables are suitable for
factor analysis. For the factor analysis of stateerying to explain Consumer
Innovativeness, it is seen that, the statementgathered under two factors. The factors
are renamed as “Emotion-Oriented Consumer Innoaéigs” and “Action-Oriented
Consumer Innovativeness” based on the statemeatsdhnstitute the factors. The first
factor “Emotion-Oriented Consumer Innovativenesgplains the 34.284 % of the
variance and the second factor “Action-Oriented sTiomer Innovativeness” explains
the %31.911 of the variance. They both explain?i@®.195 of the total variance. Also,
both of the factors have Cronbach’s Alpha resuighdr than 0.60, the factors can be

accepted as reliable.
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Table 20: Factor Analysis for Consumer Innovativenss Variable

Statements Factor % Variance | Cronbach’s
Loadings Alpha

Factor 1: Emotion-Oriented 34,284 , 767

Innovativeness

| am continually seeking new | ,807

ideas and new experiences.

| like surprises. ,800

| like to experience change and| ,738

novelty in my daily routine.

| like trying new and different | ,632

brands.

Factor 2: Action Oriented 31,911 73

Innovativeness

| like to purchase new products| ,891

before others do.

I would not wait to see if others| ,858

liked the product before | would

buy.

| like buying the latest products| ,674

TOTAL 66,195

KMO: 0,733 p<0.05

Approx. Chi-Square: 1186,700
df: 21

Sig: 0,000

132




According to factor analysis results of stateménisig to measure Consumer
Attitude toward parent brand shown in Table 21,I&#Hs p value is 0.00 which is
smaller than 0.05, and KMO value is 0.952, whichgreater than the minimum

accepted 0.50 level. This shows that, it can beted.

Factor Analysis is applied for the 27 variablesingyto measure attitude
toward parent brand. Six questions are eliminatechbse of their rotated component
matrix percentages, twenty one questions whichreliable and meaningful for the
respondents are found out. It is seen that, thesaty one questions constitute two
different factors. And factors are renamed as “®Rerceived Quality” and “Perceived
Image”. First factor explains the %41.918 of thearace and the second factor explains
the %24.076 of the variance. Both factors explam %65.993 of the total variance.
According to their Cronbach’s Alpha results which 8.96 and 0.88 respectively, it can

be concluded that the factors are reliable sineg #ne higher than 0.60.
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Table 21: Factor Analysis for Consumer Attitude tovard Parent Brand Variable

Statements Factor % Variance | Cronbach’s
Loadings Alpha

Factor 1: Trust& Perceived Quality 41,918 ,962

| am satisfied of buying this brand. Q34 ,817

This brand provides the expected benef|ts302

Q25

| trust this brand. Q26 ,801

| was satisfied by this brand previously. | ,790

Q33

This brand fulfills my expectations. Q36 , 785

Overall, | like this brand. Q41 A72

| feel good when | use this brand. Q40 741

This brand is safe. Q28 , 7126

| am using this brand for a long time. Q35 ,721

This brand’s products are produced in | ,690

high standards.Q24

| advice this brand to my peers. Q39 ,680

This is an honest brand. Q27 ,668

This brand has consistency in quality. Q37 ,664

Overall, this brand is in high quality.Q23 ,662

This is a truthful and sincere brand. Q29 577

Factor 2: Perceived Image 24,076 ,886

This brand has a personality. Q45 ,838

This brand is pioneer in developing new ,811

varieties. Q43

This brand has prestigious image. Q44 , 735

The personality of this brand is relevant|tg680

my own personality. Q46

This brand has a different image from | ,610

competing brands. Q47

This brand is innovative. Q42 ,587

TOTAL 65,993

KMO: ,952 p<0.05

Approx. Chi-Square: 9358,998
df: 210

Sig: 0,000
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Table 22, 23 and 24 show the factor analysis redolt Familiarity to the
Parent Brand, Relevancy of Parent Brand-Specif&o8istions, and Fit between parent
brand and extension variables respectively. B&lpttalues are 0.00 which are smaller
than 0.05 for the three factor analysis results.KMalues for familiarity to the parent
brand and fit between parent brand and extensierhigher than 0.50. And KMO for
relevancy of parent brand specific association®.% which is equal to minimum
accepted level. So, all factor analysis resultstmamccepted. Also, according to factor
analysis results it is seen that, variables of lianitly to the parent brand constitute one
factor, variables of relevancy of parent brand gfmeassociations constitute one factor,
and perceived fit between parent brand and exterastitute one factor. As a result,
they are not renamed but their names are shor@né&amiliarity”, “associations”, and
“perceived fit". Familiarity factor explains the %519 of the variance, associations
factor explains the %66.578 of the variance andceyeed fit factor explains the

%72.356 of the total variance.

From the point of reliability, although it is goad have a Cronbach’s Alpha
result over 0.60, the results over 0.50 can alsadoepted if the number of questions
constructing a factor is small in numb&efican, 2005; Alturik, et. al., 2007). So,
according to reliability analysis, Cronbach’s Alptesults of all factors are higher than
0.60 except ‘associations’ factor (See Table 22a28 24). Since, there are only two
questions under this factor; this factor can beeptad as reliable by a 0.51 Cronbach’s

Alpha result. So, it can be mentioned that, atheffactors can satisfy the reliability.
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Table 22: Factor Analysis for Familiarity to the Paent Brand Variable

Statements Factor % Variance Cronbach’s
Loadings Alpha

Factor : Familiarity 57,519 ,841

| can easily recognize this brand,853

from the other brands.

Some attributes of this brand, | ,828

such as its name, color, logo etc.

easily attracts my attention.

| can easily remember some | ,752

attributes of this brand.

| frequently purchase this brand. ,742

| remember this brand, when | | ,726

think about shampoos.

| have tried this brand before. ,629

KMO: 0,840 p<0.05

Approx. Chi-Square: 1245,190
df: 15

Sig: 0,000

Table 23: Factor Analysis for Relevancy of Parent Band Specific -Associations

Variable

Statements Factor % Variance Cronbach’s

Loadings Alpha
Factor : Associations 66,578 0,515
"SOFTNESS", "SHINE", ,816
"VOLUME" is a relevant attribute
for a Hand Cream
Brand X reminds me ,816

"SOFTNESS","SHINE",
"VOLUME"

KMO: ,500 p<0.05

Approx. Chi-Square: 58,405
df: 1

Sig: 0,000
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Table 24: Factor Analysis for Fit between Parent Band and Extension Variable

Statements Factor % Variance Cronbach’s
Loadings Alpha
Factor: Fit 72,356 0.903

Extension X1 can join the parent,892
brand X product group.

Extension X1 and parent brand| ,876
X products are complement

products.

Extension X1 is suitable to ,869
parent brand X brand name and
image.

Extension X1 and brand X ,832

products satisfy similar needs.

Brand X has the competence of ,780
producing extension X1.

KMO: ,816 p<0.05

Approx. Chi-Square: 1753,357
df: 10

Sig: 0,000
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Table 25: Factor Analysis for Dependent Variable —Band Extension Evaluation

Statements Factor % Variance Cronbach’s
Loadings Alpha

Factor : Brand Extension Evaluation 64,143 0,964

It will satisfy my expectations. Q57 ,858

It will be a product that will make me | ,841

happy when | use it. Q58

It will be in high standards.Q53 ,841

It will be a different and innovative ,832

product. Q59

It will be a product that I will advise to| ,830

others. Q56

It will be a high quality product. Q52 ,819

It will be a pioneer product. Q60 ,811

It will be suitable with my personality | ,805

Q65

| will think favorably about the product. ,803

Q54

| will prefer this product among ,802

competitive products. Q67

It will reflect my personality Q66 , 794

It will be a prestigious product. Q64 , 794

I will trust this product. Q55 778

I will think of purchasing this product. | , 777

Q69

It will satisfy my innovation desire. Q61 ,771

I will think of trying this product. Q68 ,750

It will have a different image from the | ,695

substitute products. Q63

KMO: ,945p<0.05
Approx. Chi-Square: 8291,802
df: 136

Sig: 0,000

18 statements trying to measure the dependentbl@riaonsumer evaluation
of brand extension which is composed of questieganding consumer attitude toward
brand extension and purchase intension- are exanbiynéactor analysis. 1 statement is
eliminated because of rotated component matrix gpeage and low reliability.
According to the results seen in Table 25, Badgttvalue is 0.00 which is smaller than
0.05, and the KMO value is 0.945. These resultsvsthat the variables are perfectly
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suitable for factor analysis. As a result of fachamalyses, only one factor is obtained
and it is named as; ‘Brand Extension Evaluatiomc8 its Cronbach’s Alpha result is

0.96, this factor can be accepted as reliable tagxblains the %64.143 of the variance.

For factor analysis Varimax rotation method is uaed eingenvalues over 1
are accepted as a factor. These factors are usédefdollowing analysis of the study

instead of questions one by one.

The model of the study after factor analysis issgmbelow in Figure 10;
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Consumer Innovativeness

1. Emotion-Oriented
Innovativeness

2. Action-Oriented
Innovativenes:

3. Familiarity

Consumer Attitude
toward Parent Brand

4. Trust & Perceived Quality
5. Perceived Image

\
P

Consumer Evaluation
of Brand Extension

6. Associations

7. Perceived Fit

Figure 10: Framework after Factor Analysis Showing the Retathip between the
Factors Affecting Success of Brand Extension andsGmer Evaluation of Brand

Extension.
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Hypotheses are also revised after factor analysis;

H1: There is a significant relationship between EomwOriented Consumer
Innovativeness and Consumer Evaluation of Branesion.

H2: There is a significant relationship between id&wtOriented Consumer
Innovativeness and Consumer Evaluation of Bran@ision.

H3: There is a significant relationship between Hanty to the Parent Brand and
Consumer Evaluation of Brand Extension

H4: There is a significant relationship betweensi&Perceived Quality toward Parent
Brand and Consumer Evaluation of Brand Extension

H5: There is a significant relationship betweencBmed Image toward Parent Brand
and Consumer Evaluation of Brand Extension

H6: There is a significant relationship betweeneRahcy of Parent Brand-Specific
Associations to the Extension and Consumer Evalnati Brand Extension

H7: There is a significant relationship betweencBeed Fit of the brand extension to
the parent brand and Consumer Evaluation of Brattérision

H8: There is statistically significant differencettveen the brand extension evaluation
of groups who find the parent brand specific asgams relevant or irrelevant for brand

extension.

H9: Trust&Perceived Quality toward parent brand &sa®ffect on brand extension
evaluation.

H10: Perceived Image toward parent brand has actedh brand extension evaluation.
H11: Familiarity to the Parent Brand has an eftecbrand extension evaluation.

H12: Fit between parent brand and extension hagfaat on brand extension
evaluation.

H13: Emotion-Oriented Consumer Innovativeness hasffect on brand extension
evaluation.

H14: Action-Oriented Consumer Innovativeness hasftt on brand extension
evaluation.

H15: Relevancy of Parent Brand Specific Associaitmthe extension has an effect on

brand extension evaluation.
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Moreover Hypothesis regarding the differences betwgenders and research variables

are added;

H16: There is statistically significant difference beemegenders for emotion-oriented

consumer innovativeness.

H17: There is statistically significant differenbetween genders for action-oriented
consumer innovativeness.

H18: There is statistically significant differenbetween genders for familiarity to the

parent brand.

H19: There is statistically significant differenbetween genders for trust&perceived
quality toward parent brand.

H20: There is statistically significant differenbetween genders for perceived image
toward parent brand.

H21: There is statistically significant differencetween genders for relevancy of
associations.

H22: There is statistically significant differenoetween genders for perceived fit.

H23: There is statistically significant differenbetween genders for the evaluation of

brand extension.
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4.5.3.3. Difference Tests

Before correlation and regression analysis, diffeestests are conducted. First
of all, Normality Test is conducted to see if thstibutions of the factors are normal.
Since the Kolmogorov-Smirnov Test sig. values aghér than 0.05, it is decided that

the distribution is normal. So, parametric teseswsed in the analysis.

For difference tests, first of all One-Way ANOVAstehas been conducted to
see if there is any significant difference betwé®n surveys answered based on three
different most frequently used shampoo brands. Thaependent Samples T-tast
conducted to see if there is any significant défere between genders and research
factors. Another Independent Samples T-test is wcted for seeing if there is any
significant difference between the brand extensiealuations of respondents who find

the parent-brand specific associations relevanteevant for the brand extension.

4.5.3.3.1. ANOVA Test Based on the Most Frequentlysed Shampoo Brands

Before starting other analysis, One-Way ANOVA tesapplied to see if there
is any statistical significant difference betweba surveys answered based on different
most frequently used shampoo brands (Pantene,rEBlendax) and different brand
extensions (Pantene Hand Cream, Elidor Hair Dyen@hx Hair Gel). The results can
be seen in Table 26.
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Table 26: ANOVA Results for Three Different Most Frequently Used Shampoo

Brand
Levene’s Test for ANOVA
Homogenity of for
Variances Equality
of
Means
Levene Sig. Sig.
Parent Brands/ N Statistic
Extensions
Emotion-Oriented Pantene 246 | 3,639 ,027 A479*
Innovativeness Elidor 169
Blendax 89
Action-Oriented Pantene 246 | 2,180 114 ,509
Innovativeness Elidor 169
Blendax 89
Familiarity Pantene 246 | ,102 ,903 544
Elidor 169
Blendax 89
Trust& Perceived Pantene 246 | ,957 ,385 ,132
Quality Elidor 169
Blendax 89
Perceived Image Pantene 246 | ,725 ,485 ,966
Elidor o
Blendax
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Associations Pantene 246 | 1,782 , 169 ,675
) 169
Elidor 89
Blendax
Perceived Fit Pantene 246 | 4,515 ,011 ,281%
) 169
Elidor 39
Blendax
Brand Extension Pantene Hand 246 | 1,507 223 ,693
Evaluation Cream 169
Elidor Hair Dye 89
Blendax Hair Gel

*Welch Test result is used

For ANOVA, first of all, the homogeneity of variaes of the groups should be
checked by looking the sig. values of Levene téatissics. For ‘emotion-oriented
innovativeness’, and ‘perceive fit’ factors, theveae test statistic sig. values are 0.027
and 0.011 respectively which are smaller than 088, they do not satisfy the
precondition for ANOVA test. That is why; Welch tesg. values are used. Since, the
Welch test sig. value for ‘perceived fit' is 0.2&hd 0.479 for ‘emotion-oriented
innovativeness’ which are greater than 0.05, it banmentioned that, there is no
significant difference between the ‘perceived ditid ‘emotion-oriented innovativeness’
of respondents who have chosen different parentdsras the most frequently used

shampoo brand.

For the other factors, sig. values of Levene testhagger than 0.05. Since,
they satisfy the ANOVA prerequisite, ANOVA sig. uak can be used. Sig. values for
ANOVA of all the other factors are greater than30.80, it can be said that there is no
significant difference between the survey resultsraspondents who have chosen
Pantene, Elidor or Blendax for the, ‘Action-Oriethtéhnovativeness’, ‘Familiarity’,
‘Trust&Perceived Quality’, ‘Perceived Image’, ands%vciations’ which have sig.
values 0.509, 0.544, 0.132, 0.966, 0.675 respdgtivieloreover, no significant
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difference is found for the evaluation of ‘Pantétend Cream’, ‘Elidor Hair Dye’, and
‘Blendax Hair Gel’ extension which have sig. valué93 (Table 26).

Having no significant difference between the survesults based on the most
frequently used shampoo brands, can be a findipgasting the generalizability of the

analysis results.

4.5.3.3.2. Independent Samples T-Test for Researdfariables based on Genders

For understanding if there is any statistical digant difference between the
men and women respondents and the research vatidhiependent Samples T-Tests

are applied.

Table 27:Independent Samples T-Test Results showing the diffence between

Genders and Research Variables

Levene T-test
Test for | for
Equality | Equality
of of

Variances | Means

St.
Gender | N Mean Deviation | Sig. Sig.
Emotion-Oriented | Female | 306 | 3,7467 ,94954 ,603 ,361
Innovativeness Male 197 | 3,6688 ,90900
Action-Oriented Female | 306 | 2,7451 1,06116 ,665 ,330
Innovativeness Male 197 | 2,6497 1,08575
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Familiarity Female | 306 | 4,0468 (7482 ,191 ,015

Male 197 3,8714 ,80449
Trust& Perceived Female | 306 | 3,9203 0,83239 ,683 ,019
Quality Male |197 37404 |0,83994
Perceived Image | Female | 306 | 3,7936 0,85078 , 753 ,012
197 | 3,5990 ,83618
Male
Associations Female | 306 | 3,7010 0,87383 618 ,000

Male 197 | 3,4213 0,83767

Perceived Fit Female | 306 | 3,7484 ,96419 ,890 , 197
Male 197 | 3,6355 ,94402

Brand Extension Female | 306 | 3,7537 ,79842 544 077

Evaluation Male 197 | 3,6229 ,82340

According to Table 27, showing the independent-Samp-test results for the
differences between men and women and researdblesj sig. values for Levene Test
statisctics for all variables are bigger than 0.86, equal variances are assumed and

related sig. values for independent samples tatesinentioned in Table 27.

For ‘familiarity’, ‘trust&perceived quality’, ‘pereived image’ and
‘associations’ sig. values are 0.015, 0.019, 0.042d 0.000 which are smaller than
0.05 respectively. So, it can be said that, therstatistically significant difference
between men and women in their familiarity to patemands, trust&perceived quality
toward parent brands, perceived image toward pdeards and their perception of

relevancy of parent brand specific associationshiferbrand extensions.
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Mean of women’s familiarity to the parent brand4i9468, whereas mean of
men’s familiarity to the parent brand is 3,8714.adeof women'’s trust&perceived
quality is 3.9203, whereas mean of men’s trust&pieed quality is 3,7404. Mean of
women'’s perceived image is 3,7936, mean of men’sgpeed image is 3,5990. Also,
the mean of women’s perception of relevancy of ipabeand specific associations for
the brand extension is 3,7010 whereas men’s pe&ocepf relevancy of parent brand
specific associations for the brand extension 42B3. According to means it can be
concluded that, women are more familiar to the pianeand than men, women trust and
perceive the quality of parent brands more poditithkan men. Moreover women
perceive the image of parent brands more positittedyy men and women find the
parent brand specific associations more relevanttfe extensions than men. As a
result, H12, H13,H14, and H15 are accepted.

For the ‘emotion-oriented consumer innovativenes&ction-oriented
consumer innovativeness’, ‘perceived fit’, and Hutaextension evaluation’ factors,
there is no significant difference between men amanen since the sig. values are
0.361, 0.330, 0.197, and 0.077 and all are grahtar 0.05 respectively. As a result,
H10, H11, H16, and H17 are rejected.
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4.5.3.3.3. Independent Samples T-Test for Associati Factor

For testing if there is any significance differeteatween brand extension
evaluations of groups who find the parent brandifpeassociations relevant or

irrelevant for brand extension, Independent-Sampiésst test is used.

Ho: There is no statistically significant differendoetween the brand extension
evaluations of groups who find the parent brandcifipeassociations relevant or

irrelevant for brand extension.

H8: There is statistically significant differencettveen the brand extension evaluation
of groups who find the parent brand specific asgams relevant or irrelevant for brand

extension.

Table 28:Independent Samples T-Test Results showing the diffence between

Groups Evaluating the Brand-Specific Associations Blevant or Irrelevant

Levene's
Test for t-test for
Equality of | Equality of
Variances Means
Relevancy of
Parent-Brand
Specific Std. Sig. (2-
Associations N Mean| Deviation Sig. tailed)
Brand > 3,00 334
Extension | (Relevant) 3,9465 ,69493
Evaluation 0.288 0.00
=< 3,00 3,2249 ,80673
170
(Irrelevant)
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For testing Hypothesis 8, means of the two questiorming the ‘Association’
factor is calculated. Then, by using 3 as the aimtp Independent Samples T-Test is
conducted. As can be seen from Table 28, sincéealiene statistics is 0.288 which is
greater than 0.05, equal variances are assumedrdiag to related sig. value which is
0.000, it can be said that there is statisticatipiicant difference between groups who
find the parent brand specific associations relewairrelevant for brand extension. So,

H8 is accepted.

According to means of groups (3.94 and 3.22), thesowvho find the parent
brand specific associations relevant for brand resiten evaluate the brand extension
more positively than the ones who find the pareahd specific associations irrelevant
for brand extension.
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4.5.3.4. Correlation Analysis

For testing the level of relation between independ@dad dependent variables,

correlation analysis is used.

Table 29: Correlation Results between the Independ¢ Variables and Brand
Extension Evaluation

Brand Extension Evaluation
Hypothesis Pearson Correlation  Sig. (2-tailed)
H1.+ Emotion-Oriented ,278** ,000
Innovativeness
H2:+ Action-Oriented ,129** ,004
Innovativeness
H3:+ Familiarity ,D62** ,000
H4:+ Trust& Perceived Quality | ,713** ,000
H5:+ Perceived Image , (12%* ,000
H6:+ Associations ,550** ,000
H7.+ Perceived Fit T ,000

H1: There is a relationship between Emotion-Oriéntenovativeness and Consumer
Evaluation of Brand Extension

H2: There is a relationship between Action-Orientedovativeness and Consumer
Evaluation of Brand Extension

H3: There is a relationship between Familiaritythe Parent Brand and Consumer
Evaluation of Brand Extension

H4: There is a relationship between Trust&Percei@ehlity toward Parent Brand and

Consumer Evaluation of Brand Extension

H5: There is a relationship between Perceived Imtayeard Parent Brand and

Consumer Evaluation of Brand Extension

H6: There is a relationship between Relevancy oéfaBrand-Specific Associations to

the Extension and Consumer Evaluation of Brand risiom
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H7: There is a relationship between perceived fithe brand extension to the parent

brand and Consumer Evaluation of Brand Extension

Table 29 shows the correlation results betweenpedegent and dependent
variables. According to results, H1, H2, H3, H4,, H%, and H7 are accepted since
they have sig. values lower than 0.05.

Also, it is found out that, the relation betweeantiiliarity’, ‘associations’ and
brand extension evaluation is positive and moddeatel with the Pearson Correlation
0.562, and 0.55 respectively. The relation betwaast&perceived quality’, ‘perceived
image’, ‘perceived fit' and brand extension evaluatis positive and strong with
Pearson Correlation 0.713, 0.712, and 0.771 respéct The relation between
emotion-oriented consumer innovativeness and beatehsion evaluation is weak with
Pearson Correlation 0.278. Moreover, the relatietwben action-oriented consumer
innovativeness and brand extension evaluation 1y weeak with 0.129 Pearson

Correlation level.
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4.5.3.5. Regression Analysis

Regression Analysis is used to define how a dependeiable is explained by
the independent variable/s. Although regressioncamcelation analysis are very related
to each other, in regression analysis, a modelbtaimed and this model tells how
independent variables explain the dependent va/mbVhereas in correlation analysis
there is no separation of dependent or independamables and it shows us how

variables are related to each other (Sipahi, Yuukand Cinko, 2008; Gegez, 2005).

So, after applying correlation analysis and provimaf there is a relationship

between the variables, multiple regression analgsaapplied for testing the model of

the study.

Table 30: Regression Analysis regarding the Indepeent Variables affecting
Consumer Evaluation of Brand Extension

Unstandardized

Standardized

Coefficients Coefficients t Sig.
Std.

Independent Variables B Error Beta

(Constant) 241 ,099 2,435 ,015
Perceived Fit ,392 ,025 463 15,599 |,000
Trust& Perceived Quality ,201 ,038 ,208 5,338 ,000
Perceived Image ,209 ,036 ,220 5,757 ,000
Association ,128 ,026 ,137 4,989 ,000

Dependent Variable: Brand Extension Evaluation

F= 349,415, Sig.=0.000, R Square= 0,737
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The hypotheses regarding the research model citioly are as;

H9: Trust&Perceived Quality toward parent brand &ia®ffect on brand extension
evaluation.

H10: Perceived Image toward parent brand has actefh brand extension evaluation.
H11: Familiarity to the Parent Brand has an eftecbrand extension evaluation.

H12: Fit between parent brand and extension hadfaat on brand extension
evaluation.

H13: Emotion-Oriented Consumer Innovativeness hasffect on brand extension
evaluation.

H14: Action-Oriented Consumer Innovativeness hasffatt on brand extension
evaluation.

H15: Relevancy of Parent Brand Specific Associaitmthe extension has an effect on

brand extension evaluation.

According to results of the regression analysisciidan be seen in Table 30,
only ‘perceived fit’, ‘trust&perceived quality’, grceived image’, and ‘associations’
factors have an effect on the evaluation of braxteéreion, since the sig. values are
lower than 0.05. Since the sig. values for ‘emotioiented consumer innovativeness’,
‘action-oriented consumer innovativeness’, and ifeamty’ are higher than 0.05, they
are eliminated from the model. As a result, H9, H#HQ2, and H15 Hypothesis are

supported and the Formula of the regression maiebe written as;

Brand Extension Evaluation= 0.241+0.392x Percei#gd+ 0.209xPerceived Image +
0.201xTrust&Perceived Quality + 0.128x Association

As can be seen from Table 30 and formula, for th&uation of a brand
extension, the most important factor is the fitvien brand and extension with the B
coefficient of 0.392. Then the second most impartactor is perceived image with the
B coefficient 0.209. They are followed with thest&perceived quality with 0.201 and
associations with 0.128 B coefficients. Also, adoag to R Square statistic, 0.737 of

the variance in evaluation of a brand extensionbsaaxplained by four of the factors.
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V. DISCUSSION, CONCLUSION AND LIMITATIONS

This section is divided into three parts; resuftd discussion, conclusion and
implications, and limitations and suggestions fatler research respectively.

5.1. Results and Discussion

In this part the findings of the study are summediand compared with the
literature. The findings and justification of difemces and similarities with the

literature are tried to be discussed.

For defining which shampoo brands to use in thdystund their associations in
consumers’ mind, pretests are conducted. In tls firetest the shampoo brands that
first come to mind are asked to the respondentsfamad out that, top of awareness
shampoo brands are Pantene by 16%, Elidor by 1a&cBeendax by 9%. Nevertheless,
the pretest results are parallel with the otherdbpwareness shampoo brand studies
conducted in Turkey, the placement of brands ireo#tudies is like Elidor, Pantene,
and Blendax (Bir, 2006). On the other hand, Panterssociated with “Softness” and
expected to produce “Hand Cream”, Elidor is asgediavith “Shine” and expected to
produce “Hair Dye”, and Blendax is associated Witblume” and expected to produce
“Hair Gel”. Probably, the advertisements of the nos have an effect for the
associations that are evoked in consumers’ min¢iso, Anostly the extensions which

are in fit with the brand’s stated associationspaogposed by the respondents.

According to the findings of the study, the numloérwomen respondents
answering the questionnaire is more than men relgmis; both for every specific
shampoo brand and for the general of the studys Gdm be explained by the interest of
women to the type of product used in the study-&igs than men. The respondents
answering the questionnaire are composed of yondghaddle aged people. They are
highly educated people, and most of them are siddt®, 60% of the respondents are

working. Most of the working groups are either watkin private sector or in public
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sector. The biggest group of the both Pantene diddrEusers are working in private
sector, they are followed by the students and th#ig sector worker/employees. But
the majority of the Blendax users are studentsy #e followed by private sector
workers/employees, and public sector workers/engasy Blendax is the cheapest
shampoo brand among Pantene, and Elidor which eathhdoreason why it is mostly
preferred by the students. Monthly income of thggbst group of respondents are
between 1.000-2.500 TL., it is followed by the gromho has less than 1.000 TL., and
by the group who has 2.5001-5.000 TL. Since theoritgjof questionnaire respondents
are working in private sector, public sector ordstut, they constitute the middle-class.
Moreover, it is found out that the most frequentyed shampoo brand among Pantene,
Elidor and Blendax is Pantene. The second mosuémity used shampoo brand is
Elidor, and it is followed by Blendax. This finding parallel with the finding of the
pre-test.

From the view of factor analysis, differently frothe literature ‘consumer
innovativeness’ is constituted under two factorsmd&Eon-Oriented Consumer
Innovativeness’ and ‘Action-Oriented Consumer Instbxeness’. Since the questions
are adapted from the studies used in other natiang, cultures, the reason of this
difference can be the cultural differences. Thestjors constituting “emotion-oriented
consumer innovativeness” reflect the likeness aisomers to try different brands,
openness of consumers to different ideas, new ®xmas, and change, whereas
“action-oriented consumer innovativeness” refletts purchase of the latest, newest
products. The main difference between two facteraithe initial case no financial risk
is in question, but in the latter case there imaricial risk. So, it can be the reason why

consumer innovativeness is gathered under tworaditferently than literature.

‘Consumer Attitude toward Parent Brand’' nearly shgvarallelism with the
literature and gathers under two factors whichrem@ed as; ‘trust&perceived quality’,
and ‘perceived image’. Also, ‘familiarity’, in acmtance with the literature, is expected
to be composed of experience and awareness, hihieadtatements are gathered under
one factor. This can be the reflection of inter@dnstructure of concepts measuring

familiarity such as awareness and experience @raliire and the small number of
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statements. ‘Perceived fit'" and ‘Associations’ @leo composed of only one factor

since they have less statements constituting them.

The dependent variable of the study- brand extenswealuation-, is not
divided into ‘attitude toward brand extension’ aipdirchase intention’ as expected,
instead it is gathered under one factor ‘brandrestten evaluation’. Although purchase
intention is thought to reflect the consumers’ tamd/ to purchase, it does not
guarantee the purchases of the consumers. Thdtyisit\ccan be said that, the attitudes
of consumers toward a product also brings intenttopurchase. As a result, both the
attitude toward brand extension and purchase iotenfiorm the ‘brand extension
evaluation’.

Moreover, the ANOVA result showing if there is adifference between the
questionnaire results based on the different nresuently used parent brands chosen,
supports that, there is no statistical significdifierence, which is a finding reflecting
the independence of the further analysis resudts fthosen brands.

According to correlation analysis results, a pwsitielation is found between
all the independent variables of the study andoth@d extension evaluation. Although,
the relation is very weak between ‘action-orientethsumer innovativeness’ and the
brand extension evaluation, and the relation is kwbatween ‘emotion-oriented

consumer innovativeness’ and brand extension etiratydhere is a relation.

The reason why the relation between action-orientgtsumer innovativeness
and brand extension evaluation is less than thatioael between action-oriented
consumer innovativeness and brand extension ewaluean be attributed to the total
monthly income of the respondents. Based on thal tmionthly income level of
respondents who are middle-class as mentionedeyefaan be said that, although they
have tendency to innovativeness emotionally, thay oot take the risk of losing
money, as a result, they can not be innovative woess in their actions. Also, the
reason why the relation between consumer innovads® and brand extension

evaluation is weak, can be explained by the faat, thince innovative consumers are
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open to newness and tend to take higher risks, rét@tion between consumer

innovativeness and new brand evaluations can begsr (Xie, 2008).

Also, there is a positive and moderate level retatbetween ‘familiarity’,
‘associations’ and brand extension evaluation. &Hieglings show parallelism with the
previous studies as Broniarch and Alba (1994), 8mminathan, Fox and Reddy
(2001) discussed that parent brand familiarity hasféects on brand extension
evaluations. Besides, in this study, supportingilteswith the literature are found for
the ‘associations’ factor. It is accepted that, thkevancy of parent brand specific
associations have a moderate relationship and tetfacthe evaluation of brand
extension. In different studies the effects of aggmns have been analyzed many times
and found that, they are important in brand extansvaluations (Broniarczyk and
Alba, 1994; Glynn and Brodie, 1998; Aaker and Krell990).

The relation is positive and strong between ‘tryst&eived quality’,
‘perceived image’, ‘perceived fit and brand extems evaluation. In most of the
previous studies, it is found that trust to theeparbrand and perceived quality of the
parent brand have strong relationships and effatthe evaluation of brand extension.
From the point of trust&perceived quality, in theidature with many authors it is
argued that, the higher the quality perceptionsatowparent brand, the higher the
evaluation of the brand extension will be (Aakerd &eller, 1990; Lahiri and Gupta,
2005; Riel, Lemmink and Ouwesloot, 2001). Alsoliterature, trust to the parent brand
IS mentioned as an important factor and stateditledfects the formation of attitudes
toward parent brand and inturn influence the brextdnsion evaluations (Vanhonacker,
2007). Just like perceived quality, it is found ttheonsumers tend to try the brand
extensions as long as they trust to the parendsrévicWilliam, 1993; Reast, 2005).

On the other hand, the study has supported thetlitee by its finding that;
perceived image of the parent brand has a strdagiore and effect on the evaluation of
brand extension. Brand image can be defined asgptons about a brand that are the
reflections of brand’s associations which are hieldhe consumer's mind (Keller,
1993). According to literature, since the existibgand name is used in brand
extensions, existing image of the brand will beagfarred to the extension aaffects
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the evaluation of brand extension (Yeniceri andufda, 2008; Diamantopoulos, Smith
and lan, 2005). The study results can be suppottiagsuccess of the usage of brand
extension strategy very frequently in practice oy irms who introduce products with
luxury image such as Armani’s extension from hageture and every-day clothes to
cosmetics, watches, accessories, Armani cafégurasits (Kapferer,2008; Economist,
2008).

Moreover, the ‘Perceived Fit’ which is found by thiedy to have the greatest
effect on the evaluation of brand extension hadistuvery frequently in the literature
and found to have very important effects. Accogdio Tauber (1988), perceptual fit is
the key element in predicting brand extension’scess and Uzun and Erdil (2004) also
found relation between fit and brand extension wat&n. The reason why, perceived
fit is so important for brand extension evaluatieh®xplained in the literature by the
fact that, as the perceived fit between the pabeahd and extension increases, the
transfer of parent brand related attributes sucpeaseived quality, perceived image,
associations increase. As a result, the brand sxters evaluated more positively when
there is a high perceived fit between the pareahdbrand extension (Boush, et. al.,
1987; Aaker, and Keller, 1990; Bousch and Loke®1}9

When the regression model of the study is examin@an be seen that, brand
extension evaluation is not dependent to the ‘Eome@riented Innovativeness’,
‘Action-Oriented Innovativeness’, and ‘FamiliarityThese findings are also showing
parallelism with the literature. Although, theree@ome findings in literature showing
that Consumer Innovativeness and Familiarity hafecef on brand extension
evaluations, their effects have not been supparietepeating studies. For instance
although, as mentioned before, Broniarch and All®94), and Swaminathan, Fox and
Reddy (2001) found that parent brand knowledgeexmerience with the parent brand,
have effects on brand extension evaluations, theki©ziipak (2008) conducted in
Turkey could not find supporting results for théeet of parent brand familiarity on the
evaluation of brand extension. From the point oh€loner Innovativeness the findings
are contradictory in the literature too, althoughhiti and Gupta (2005) argued that, as

the consumer innovativeness increases, the podtigkiation of brand extension will
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increase, Xie (2008) argued that; consumer innegaéss is more related with the new

brands instead of brand extensions.

According to the factors constituting the regressmodel of the study, for
three of them; ‘trust&perceived quality of the parérand’, ‘perceived image of the
parent brand’ and ‘parent brand-specific assoaiatjat can be said that, their common
point is that, they are transferred to the brarnéresion from the parent brand. So, they
are directly related and mostly considered in then@ extension evaluations. On the
other hand, since in cases of consumer innovatsgeard familiarity, no transfer is in
question, they can have effects on the risk peimeptof consumers. As explained in
the literature, innovative consumers are more dapeisks, so they can be more open to
new brands instead of brand extensions, which eamnderstood by the study findings
which show weak relationship between consumer iatie@ness and brand extension
evaluations. Also, familiarity to the parent braretluce the risk perceived by the
consumers and can support the brand extensionst mgortant advantage by

facilitating the new product introduction.

From the point of difference tests, it is found olét, there is a statistical
significance difference between the familiarityusi&perceived quality, perceived
image of men and women to the Pantene, Elidor dedd&x shampoo brands. Women
are more familiar to the Pantene, Elidor and BlenstzZampoo brands than men which
can be explained by the fact that women can be mbeeested to the shampoo brands
than men since they are cosmetic products. Womest &amd perceive the quality of
Pantene, Elidor, and Blendax more positively thaanmAlso, women perceive the
image of these brands more positively than menchvicen be because of their high
interest and familiarity to these brands. Moreoverpmen find the Pantene’s
“Softness”, Elidor’'s “Shine”, and Blendax’s “Volurh@associations more relevant for
the Pantene Hand Cream, Elidor Hair Dye, and Blendkir Gel extensions. This can
be again because of their more interest and assut reigher involvement to the
information about shampoo brands, which lead toenfamiliarity. So, there can be
affect of familiarity on the ‘perceived image’, ust&perceived quality’ and
‘associations’ factors. Because as much as a péssgpen to get information about a
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product/brand, his level of knowledge and famitiamwill increase and it can have
effects on the parent brand’'s ‘perceived imagetust&perceived quality’ and

‘associations’. An interesting finding is, althouglomen are more familiar to parent
brands, they evaluate the trust&perceived quality perceived image of parent brands
more positively and find the parent brand spedisociations more relevant to the
brand extensions than men, there is no differenegvéen men and women in
evaluations of Pantene Hand Cream, Elidor Hair &y& Blendax Hair Gel extensions.
According to this finding it can be thought thabete can be some other factors
affecting the brand extension evaluation of mem, ithportance of the factors can be
different for men and women or men can be doingy teealuations based on more

limited criterion than women.

Also, in accordance with literature, it is found ¢tliat consumers, who find the
parent-brand specific associations relevant tobifamd extension, evaluate the brand

extensions more positively.
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5.2. Conclusion and Implications

Introducing new products under an established breamde is called the brand
extension strategy. But for deciding to use ortoatise a brand extension strategy, it is
important to predict its performance. Although,istnot always easy to foresee the
market share, profits, etc. of a product in thekegrt can be possible to understand the
consumers’ point of view when evaluating a branteesion. Thus, in this study, the
success of brand extension strategy from the pointonsumers, based on their
evaluations toward brand extension is tried toxaserened.

The study is conducted in FMCG industry with shampeoands, non-random
sampling is used and questionnaires are applie80t respondents. According to
results, the most important factor affecting thestoners’ brand extension evaluations
is found to be th@erceived fitbetween the parent brand and the extension. Agdsn
consumers perceive fit between the parent brandiyjotoand extension from the points
of brand image, product group, complement, sultetitor transfer, they can evaluate a
brand extension more positively. If the consumessc@ive the extended product far
from the parent brand/product, they will not evéduthe brand extension positively.

Also, the parent brand from the pointpgrceived imagandtrust& perceived
quality is found to be important. Although perceived fifasind as the most important
factor in brand extension evaluatiopgrceived imageand trust&erceived qualityof
the parent brand are also important. If a pareadbihas a high image and high quality
in consumers’ minds, then these favorable evalnatiof the parent brand will be
transferred to the brand extension and inturn erpasitive extension evaluations. At
that point, it can be good to mention that, if gerceived image and trust&perceived
quality of the parent brand is negative, the pe®ezgkifit between the parent
product/brand and extension can be ineffectiveh@dlgh there is not such a finding
supporting this view in the study, it can be goodmnalyze the moderating role of fit in

another study.
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Moreover, the associations created for the pareahd in the minds of
consumers by the marketing efforts, have an effetihe brand extension evaluations.
Just like the perceived quality and perceived imafythe parent brand, parent brand
specific associations are transferred to the exgnoduct. So, if the associations of
the parent brand are found relevant for the externghen the extension is evaluated
positively. Thus, the firms who want to extend thérand should consider the
associations of their parent brand. But, it shdagdalso kept in mind that, the effect of
associations are lower than perceived fit, perceiveage and perceived quality of the
parent brand. So, before deciding the extensioa bfand, firms should objectively
understand the consumers’ thoughts about the iraagejuality of their parent brand,
and then they should understand the associatiotiseof parent brand in the minds of

consumers.

Although it can be thought that, if there is nd™between the existing product
and the extended product, the transfer of exigigrgeived image, and trust&perceived
quality and associations will be inhibited whichliwvdecrease the benefits of brand
extension strategy, only providing the “fit” cantrmgyovide the favorable evaluation or
acceptance of the brand extension by the consunmecgher words; perceived image
and trust&perceived quality of the parent brand wank as precondition for predicting
the success of brand extension. If the image, &msdlity of the parent brand is
negative, then using brand extension strategy @ndmsense since it will be more
difficult and more costly to change the image, t&perceived quality of an existing
brand. Instead introducing the new products un@sv brand names can be a better
alternative. As far as the precondition is sattsfend when the firms think to introduce
which type of products by brand extension stratélgen it is better to remember that,
the new products should fit to the parent brand @er@nt brand’s associations should

be favorably accepted, asked for, and desirechionew product.

As an implication it can be suggested to the fithed, first of all they should
try to create differentiating and desirable asdamia for their brands in their categories
which lead to strong brands which are among thesfimost important assets. In this
association creation process the importance of gggek logos, advertisements and
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jingles should be taken into consideration. Thelmemvfirms want to extend their strong
brands, they should choose the points which arateelwith the brand’s created
associations. In this way, both the brand externsiaoceptance by the consumers can
be facilitated and the possible benefits of thenbraxtension strategy can be gained.
Trying to extend a brand to the points where thereo relevancy from the point of
associations can be a pointless effort; which danthe consumer’s mind and damage
the created associations. Also, the importancérust&perceived quality perceived
imageand the most important factperceived fitshould be taken into consideration.
For all these, it can be good for firms if they cemnduct marketing research for
understanding their brand’s associations, trustégeed quality, and perceived image
of their brand, and the perceived fit of their ppepd brand extension from the eyes’ of
their target consumers’. By using marketing rededry taking the mentioned factors in
consideration, firms can prevent taking faulty demis before deciding to use brand
extension strategy. The firms whose brands araddo be trusted and perceived as
quality and have positive image can use brand eikdenstrategy by considering the
perceived fit of the extension with the existingguct/brand and can be successful. So,
in FMCG industry where the brand creation costs &gy high, brand extension
strategy can be used by the brands who have poaiiage, high perceived quality and
trust by taking attention of the fit of the exteddwoducts to the brand’s existing image
and products, and the relevancy of the extendedupte’ associations’ to the brand’s

existing associations.

Moreover, in the study, the relationship and depend of brand extension
evaluations with the emotion-oriented consumer wativeness, action-oriented
consumer innovativeness, and parent brand fantylierialso examined. It is found that,
although there is a relation between emotion-oe@ntaction-oriented consumer
innovativeness, parent brand familiarity and braextension evaluation; brand
extension evaluation is not dependent to the intinemess and familiarity. In other
words, for evaluating a brand extension, fit witke tparent brand, trust&perceived
guality toward parent brand, perceived image ofgheent brand, and parent brand’s
associations are taken into consideration by timswmers. But, having familiarity with

the parent brand, or being an innovative consuniléomly have some relation with the
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brand extension evaluations. For instance, fant{iao the parent brand will reduce the
perceived risk toward parent brand and indirectlyena relation in the evaluation of
brand extension by supporting its success. Or farty toward parent brand can
influence the trust&perceived quality, perceivecge of the parent brand and possible
to have indirect relation with the brand extenseawaluation. On the other hand, the
relation between emotion-oriented consumer inngeagss, action-oriented consumer
innovativeness and brand extension evaluationg&kvand very weak relatively. It can
be explained by the nature of consumer innovatisen&ince innovative consumers
have high level of desire for innovation and nevgnesd more willingly take higher
risks than non-innovative consumers, their intentio evaluate new brands- which
have higher risks- more positively instead of braxtensions can be possible. This
finding also supports the Xie (2008) findings, wéigues that, innovative consumers
have a higher tendency to seek new brands thamaedebrands and continues as,
although consumer innovativeness is positivelyteelavith both the brand extension

and new product acceptance, it is more positivelgted with the new brands.

As another implication to practice, it can be gdodmention that, consumer
innovativeness can be a good base for segmentftioa company. If the firm can
divide its market based on the innovativeness le¥elonsumers, it can use different
marketing strategies for different consumer groupsr the groups who are less
innovative, brand extension strategy can be usezk st reduces the risk perception of
consumers. Also, as it is found in the study ttia, level of relation is more between
emotion-oriented consumer innovativeness and beaension evaluation comparing
with the action-oriented consumer innovativenessclwhs attributed to the income
level and financial risk perceptions of the sami8e, it can be concluded that, the
consumers who are emotion-oriented innovative carmmiotivated to buy the brand
extensions by the sales promotions which will ket tonsumers to try the product and

reduce their financial risks.

Although, all these factors should be taken intesoderation in deciding to use
or not to use brand extension strategy, and thesgmce or absence should be
considered for foreseeing the general evaluatiomwoolsumers’ toward the proposed
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extension, they can not guarantee the success bfad extension without the
marketing mix decisions such as product, pricegnmtion, and place. In other words, it
can be significant to mention that, consideringséhéactors in using brand extension
strategy, can not always guarantee the successodl Bxtensions both because of the
possible disadvantages of the brand extensionegiraand because of other factors
such as misusing the marketing mix strategy offittme or the situational factors, but
considering these factors can be barriers prewgrdirbrand extension from being

unsuccessful.

5.3. Limitations and Suggestions for Further Reseah

As in all studies, this study also has some linuted. First of all, because of
the cost and time constraints, the study is comduby only 504 respondents and only
in Istanbul city and convenience sampling is ugéuais, the sample size is limited and
natural distribution of the demographics of thepmxlents could not be satisfied. As a
result, generalizing the results of the study i$ possible. Also, because of cost
constraints no incentive can be given to the redeots which lead to missing answers

and cause the elimination of some of the questioasia

Also, in the questionnaire, again because of time a&ost constraints,
respondents are forced to choose a shampoo brahthtty use most frequently only
among three brands. Although the brands used insth@y are found as the most
frequently used brands by pretest, it can be ddion for the study.

On the other hand, hypothetical brand extensions ased and for
understanding the consumers’ evaluations towarddoextensions, questions regarding
the possible attitude toward the hypothetical esitams and their possible purchase
intentions are asked. But these evaluations cangoatantee the real behaviors of

consumers.
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Especially for measuring the association factor, most of the studies
conducted abroad, experimental designs are usede,Sit is not possible to use
experimental design such a short period of timeiamdaster thesis level, the questions

are generated by the researcher by the help qirtheests.

For the future researches, the limitations of ghigly should be overcome. The
sample group should be larger and representativa faty/region, if possible all the
shampoo brands should be used, or the open-endestians should be asked for
defining the shampoo brands used. For understaridmgnportance of the relevancy
of parent brand specific associations, both relevand irrelevant hypothetical
extensions should be generated and the evaluatfioognsumers toward relevant and
irrelevant extensions should be compared. As dtrdeu more detailed results, more

financial potential should be satisfied.

Moreover, the study is conducted in non-durable®dgondustry with
shampoos, further studies can be conducted withesotiher products to see if the
results are matching. ‘Perceived Fit' is found Be most important factor for the
evaluation of brand extension, so in further stsidigerceive fit' factor should be
analyzed more closely. The dimensions of fit, sashhe ‘image fit’, ‘physical product
fit', ‘concept fit', ‘perceived quality fit’, etcshould be examined. A study comparing
the results in case of high and low fit perceptiand brand extension evaluations can
be useful too. In the study, consumer based fdatimect relationships with the brand
extension evaluation is examined, in further staidiee relations between the consumer
based factors and their indirect or moderatingugrice for the brand extension
evaluations can be examined. For instance, as omeati in the literature, the
moderating roles of ‘associations’ on ‘the percdivid’ can be good to examine
(Broniarczyk and Alba, 1994).
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For the ‘action-oriented consumer innovativeneastdr, it can be good to use
a sample who have higher income levels. Becausmadioned before, when the
income level of the respondents is low, it is pldbahat, even if they are innovative
consumers emotionally, they can not reflect thenmovativeness and openness to new
products/brands to their purchase behaviors becausegh financial risk. Also, the
relation between perceived fit in brand extensiomal@ations and consumer

innovativeness can be interesting for the resessdbeexamine.

Relations of familiarity with trust&perceived quigli perceived image of the
parent brand, and their effect on brand extensi@uation can be examined in future
researches.
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APPENDIX |
TABLE OF VARIABLES

Variable | Variable Variable Dimension | Sub- Questions Question| Source Variable
Number | Type dimension Number Scale
V1 Independent DEMOGRAPHICS
Age Please indicate your age. 1 Developed by the| Ratio
Researcher Scale
Gender Please, mark your gendef. 2 Developed by the| Nominal
Researcher Scale
Education Please mark your 3 Developed by the Ordinal
Level education level. Researcher Scale
Work Working or not. 4 Developed by the Nominal
Status Researcher Scale
Profession Please indicate your 5 Developed by the Ordinal
profession. Researcher Scale
Marital Please indicate your 6 Developed by the Nominal
Status marital status. Researcher Scale
Monthly Please mark your monthly 7 Developed by the Interval
Income income. Researcher Scale
V2 Independent CONSUMER | am continually seeking | 8 Lahiri and Gupta, Likert
INNOVATIVENESS new ideas and new 2005 Scale
experiences.
| like surprises. 9 Lahiri and Gupta, Likert
2005 Scale
| like to experience 10 Lahiri and Gupta, Likert
change and novelty in my 2005 Scale
daily routine.
| like trying new and 11 Stenkamp and Likert
different brands. Baumgartner, 1992 | Scale
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| like buying the latest 12 Lahiri and Gupta, Likert
products. 2005; Klink and Scale
Smith, 2001
| like to purchase new 13 Klink and Smith, 2001] Likert
products before others do. Scale
| would not wait to see if | 14 Klink and Smith, 2001] Likert
others liked the product Scale
before | would buy.
V3 Independent FAMILIARITY
TO THE PARENT
BRAND
Trial | have tried this brand 16 Smith and Swinyard, | Likert
Experience before. 1982 Scale

Frequency of | frequently purchase thig 17 Dawar,1996 Likert

Purchase brand. Scale
| can easily remember | 18 Dawar,1996 Likert
some attributes of this Scale
brand.

Brand | can easily recognize this 19 Marangoz, 2007 Likert

Recognition brand from the other Scale
brands.

Awareness Some attributes of this | 20 Marangoz, 2007 Likert
brand, such as its name, Scale
color, logo etc. easily
attracts my attention.

Brand Recall | remember this brand, | 21 Keller, 2003 Likert
when | think about Scale

shampoos.
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V4

Independent

CONSUMER
ATTITUDES
TOWARD
PARENT BRAND

Overall, this brand is in | 22 Aaker and Keller, Likert
high quality. 1990 Scale
) This brand’s products arg23 Aaker and Keller, Likert
Perceived produced in high 1990 Scale
Quality standards.
This brand provides the | 24 Developed by the Likert
expected benefits. Researcher Scale
| trust this brand. 25 Chaudhuri and Likert
Holbrook, 2001. Scale
This is an honest brand.| 26 Chaudhuri and Likert
Trust Holbrook, 2001. Scale
This brand is safe. 27 Chaudhuri and Likert
Holbrook, 2001. Scale
This is a truthful and 28 Schlenker et al., 1973 Likert
sincere brand. Crosby et al., 1990.; | Scale
Reast, 2005.
Credibility This brand concerns for| 29 | Arrow, 1974; Reast | Likert
customer problems. 2005. Scale
This brand has similar | 30 Bidault and Jarillo, Likert
values with me. 1997; Reast 2005. Scale
This brand is an expert | 31 Madhok, 1995; Reast, Likert
brand. 2005. Scale
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| was satisfied by this 32 Scanzoni, 1979; Likert Scale
brand previously. (Personal Reast, 2005.
experience)
| am satisfied of buying 33 Scanzoni, 1979; Likert Scale
this brand. ( Personal Reast, 2005.
experience)
Performance I am using this brand for a| 34 Ganesan, 1994; Likert Scale
Satisfaction long time. (Brand purchase Reast, 2005.

duration)
This brand fulfills my 35 Dwyer et al., 1987;| Likert Scale
expectations. Reast, 2005.
(Fulfills expectations)
This brand has consistency36 Altman and Taylor,| Likert Scale
in quality. (Quality 1973; Reast, 2005.
consistency)
My peers are using this 37 Zucker, 1986; Likert Scale
brand. Reast, 2005.
(Experience of peers)
| advice this brand to my | 38 Zucker, 1986; Likert Scale
peers. Reast, 2005.
(Experience of peers)
| feel good when | use this| 39 Wu and Yen, 2007; Likert Scale
brand. Chaudri and

Brand Affect Hobrook, 2001.
Overall, I like this brand. 40 Aaker and Keller, Likert Scale

1990

This brand is innovative. | 41 Aaker and Keller, | Likert Scale

Perceived 1990

Innovation This brand is pioneer in 42 Martinez and Likert Scale

developing new varieties.

Chernatony, 2004
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This brand has prestigious| 43 Martinez and Likert Scale
image. Chernatony, 2004.
This brand has a 44 Martinez and Likert Scale
personality. Chernatony, 2004.
Perceived
Image Th - - -
e personality of this 45 Developed by the | Likert Scale
brand is relevant to my Researcher
own personality
This brand has a different | 46 Martinez and Likert Scale
image from competing Chernatony, 2004.
brands.
Products of this brand are | 47 Developed by the | Likert Scale
cheap. Researcher
This brand provides good | 48 Martinez and Likert Scale
value for money. Chernatony, 2004.
V5 Independent| RELEVANCY OF | Attributes Brand X recalls me 49,74,99| Developed by the | Likert Scale
PARENT “SOFTNESS"/ “SHINE"/ Researcher
BRAND- “YOLUME”"
SPECIFIC
ASSOCIATIONS
“SOFTNESS” is an 50, 75, | Developed by the | Likert Scale
expected attribute froma | 100 Researcher

hand cream.

“SHINE” is an expected
attribute from a Hair Dye.
“VOLUME” is an expected
attribute from a Hair Gel.

173




V6 | Dependent CONSUMER
EVALUATION OF
BRAND
EXTENSION
Consumer Attitude Perceived It will be a high quality 51, 76, 101| Aaker and Likert Scale
toward Extension Quality product. Keller, 1990
It will be in high standards. 52, 77, 1022aker and Likert Scale
Keller, 1990
I will think favorably about| 53, 78, 103| Aaker and Likert Scale
the product. Keller, 1990;
Klink and
Smith, 2001
Trust I will trust this product. 54, 79, 104 Aaker and Likert Scale
Keller, 1990
Performance It will be a product that| | 55, 80, 105| Adapted by the | Likert Scale
Satisfaction will advise to others. author
It will satisfy my 56, 81, 106| Dwyer et al., Likert Scale
expectations. 1987; Reast,
2005.
Brand Affect It will be a product that 57, 82, 107| Wu and Yen, Likert Scale
will make me happy when 2007
| use it.
Perceived It will be a differentand | 58, 83, 108| Martinez and Likert Scale
Innovation innovative product. Chernatony,
2004
It will be a pioneer 59, 84, 109| Martinez and Likert Scale
product. Chernatony,
2004
It will satisfy my 60, 85, 110| Developed by | Likert Scale
innovation desire. the Researcher
Perceived It will be an expensive 61, 86, 111| Developed by | Likert Scale
Image product. the Researcher
It will have a different 62, 87, 112| Martinez and Likert Scale
image from the substitute Chernatony,
products. 2004
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It will be a prestigious 63, 88, 113| Martinez and Likert Scale
product. Chernatony,
2004
It will be suitable with my | 64, 89, 114| Developed by | Likert Scale
personality the Researcher
It will reflect my 65, 90, 115| Developed by | Likert Scale
personality the Researcher
Purchase I will prefer this product 66, 91, 116| Developed by | Likert Scale
Intention among competitive the Researcher
products.
I will think of trying this 67, 92, 117| Klink and Likert Scale
product. Smith, 2001
I will think of purchasing | 68, 93, 118| Klink and Likert Scale
this product. Smith, 2001
V7 | Independent | FIT BETWEEN
THE PARENT
BRAND AND
EXTENSION
Extension X1 is suitable tq 69, 94, 119| Zimmer and Likert Scale
parent brand X brand name Bhat 2004,
and image. Oziipak 2008
Suitability
Extension X1 can join the | 70, 95, 120| Oziipak ,2008 Likert Scale
parent brand X product
group.
Complement Extension X1 and parent | 71, 96, 121| Aaker, 1990 Likert Scale
brand X products are
complement products.
Substitute Extension X1 and brand X| 72, 97, 122| Aaker, 1990 Likert Scale
products satisfy similar
needs.
Transfer Brand X has the competence| 73, 98, 123 Aaker, 1990 Likert Scale

of producing extension X1.
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APPENDIX I
1st PRETEST

1. Sampuan denince akliniza gelen markalar nelerdiabi@igi kadar cok marka
yaziniz. (En az 4 marka adi belirtiniz).
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APPENDIX Il
2" PRETEST

1. Asagida bazsampuan markalari verilmektedir. Lutfen her markayanina

akliniza gelen gaisimlari yaziniz.

PANTENE

ELIDOR

BLENDAX

2. Bu markalagu anda sahip olduklari Griin grubgidda yeni Urtnler Gretecek
olsalardi sizce bu yeni trtnler neler olabilirdiRliAiza gelen ilk 4 Grind

nedenleri ile yaziniz.

PANTENE

ELIDOR

BLENDAX
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APPENDIX IV

QUESTIONNAIRE

Merhaba,

Marmara Universitesi, Sosyal Bilimler Enstitiisiifngilizce Uretim Yonetimi ve Pazarlama Yiiksek Lisans
Programi'nda Yrd. Doc¢. Dr. A. Mige Yalgin dagmanliginda hazirlamakta oldgum tezimde kullaniimak tzere
yurittigim anket ¢algmama katildginiz igin tegekkir ederim. Vereggniz bilgiler, kesinlikle gizli tutulacak ve
yalnizca aratirma amach kullanilacaktir. Bu nedenle sagidaki sorularin tamamini objektif olarak
cevaplandirmanizi ve sorulari yanitlarken size eakyn olan secengin yanina carpl ‘X’ isareti koymanizi rica
ederim.

Ozge Sirc

1. Yasinizi yaziniz.

2. Cinsiyetinizi karetleyiniz

Kadin

Erkek

3. Egitim durumunuzu geglya isaretleyiniz.

Herhangi bir diplomam yok 1

flkokul mezunu

Ortaokul mezunu

Universite mezunu

2

3

Lise mezunu 4
5
6

Yikseklisans ve Usti

4. Caliglp calsmadginizi isaretleyiniz.

[En

CALISANLAR

CALISMAYANLAR 2

5. Meslek Grubunuzisaretleyiniz

Kobi Profesyonel meslek sahipleri (Doktor, avukat, malsavir, mimar, vb.) 1

obi

Grubu | Kobi 2
Esnaf
Kamu Calgani (memur —sci) 4
Ozel Sektér MasakaCalsan (beyaz yakal) 5
Isci (6zel Sektor) 6
Emekli 7
Ev Kadini 8
Ogrenci 9
Calismayan, Dger 10
Bagimsiz / Sigortasiz / Gegici / Pargasivea calsanlar 11
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6. Medeni durumunuzyaretleyiniz.

BEKAR 1
EVLI 2
DUL / BOSANMI'S 3

7. Evinizin toplam aylik gelirini elinizdeki kartta yalan gelir araliklarindan hangisi en iyi tanifladitfen kira, faiz
vb. Tim gelirleri dglinerek yanitlayiniz.

1.000 YTL'den az 1
1.000-2.500 YTL arasi 2
2.501-5.000 YTL arasl 3
5.001-10.000 YTL arasl 4
10.001 YTL'den ¢ok 5

Asagidaki unsurlara katihmiZl-Kesinlikle Katilmiyorum, 5-Kesinlikle Katiliyorum skalasinda belirtiniz.
5| § e Ele|ocE
] S 2 5| 2|22
= = 22> 2|2
‘D E £ Z2Z ¢ = |o=
S| = 8 | 8|<E
8 3 ¥ 8| X V2
Surekli yeni fikir ve deneyimler ararim. 1 2 3 a 5
. Sdrprizleri severim. 1 2 3 4 5
10. Gunlik duzenimde d#siklik ve yenilikler yapmaktan
h 1 2 3 4 5
oslanirim.
11. Yeni ve Dgisik markalar denemekten kanirim. 1 2 3 4 5
12. En son ¢ikan Urinleri satin almaktarslaairim. 1 2 3 4 5
13. En son ¢ikan dranleri ilk ben satin alinm. 1 y 3 45
14. Yeni bir Griin piyasaya ¢ilginda dger tiketicilerin deneyip
g . 1 2 3 4 5
begenmelerini beklemeden hemen satin alirim.
15. En sik kullandginizsampuan markassagidakilerden hangisidir?

Sadecdek bir marka isaretleyiniz.

PANTENE 1
ELIDOR 2
BLENDAX 3

Asagidaki sorulari yukarida saretlemk oldugunuz sampuan markasindustinerek
cevaplayiniz.
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Isaretlemis oldugunuz markayi diisiinerek asagzidaki unsurlara katiimiz-Kesinlikle Katiimiyorum,

5-Kesinlikle Katiliyorum skalasinda belirtiniz.

Kesinlikle
Katilmiyorum

Katilmiyorum

Ne Katiliyorum

Ne
Katilmiyorum

Katiliyorum
Kesinlikle
Katiliyorum

16.

Bu markayi daha 6nce denedim.

[EnY

N

N

)]

17.

Bu markanin triinlerini sik sik satin alirim.

5

18.

Bu markanin bazi ézelliklerini kolayca hatirlayatiii.

19.

Bu markay! gordgiimde dger markalardan kolayca ayirt edebilirim.

P

20.

Bu markanin isim, renk, logo gibi 6zellikleri kolaydikkatimi ceker.

21.

Sampuan denince aklima bu marka gelir.

Isaretlemis oldugunuz markayi dilsiinerek asagidaki unsurlara katilimizL-Kesinlikle

Katilmiyorum,

5-Kesinlikle Katiliyorum skalasinda belirtiniz.

Kesinlikle
Katiimiyorum

Katilmiyorum

Ne
Katiliyorum
Ne

Katilmiyorum

Katiliyorum

Kesinlikle
Katiliyorum

22.

Bu marka yuksek kalitelidir.

[EEY

&)

23.

Bu markanin Grtnleri yliksek standartlarda tregtimi

D

ol

24.

Bu marka beklegim faydalari sglar.

25.

Bu markaya glvenirim.

26.

Bu marka dirist bir markadir.

(@l

27.

Bu marka glvenilir/zararsiz bir markadir.

w

28.

Bu marka samimi bir markadir.

($x]

29.

Bu marka miéteri sikyetleri konusunda duyarhdir.

NN N

=R

(61

30.

Bu markanin dgerleri benim dgerlerimle
benzeir/Ortuslir.

31.

Bu marka uzman bir markadir.

w

32.

Bu markadan daha 6nce memnun kaldim.

33.

Bu markayi satin aldim icin memnunum.

34.

Bu markayi uzun zamandir kullaniyorum.

OT

35.

Bu marka beklentilerime cevap vermektedir.

36.

Bu markanin kalitesi istikrarlidir.

37.

Bu markay aile/arkagazevrem kullanir.

38.

Bu markay! aile/arkagazevreme tavsiye ederim.

39.

Bu markayi kullaninca kendimi iyi hissediyorum.

40.

Genel olarak bu markay! seviyorum.

OT

41.

Bu marka yenilikgidir.

42.

Bu marka yeni ggtler gelistirmede éncudir.

43.

Bu markanin saygin bir imaji vardir.

44.

Bu markanin bir kiili gi vardir.
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45. Bu markanin kiili gi benim kiili g§ime uygundur. 1 2 3 4

46. Bu marka dier markalardan farkli bir imaja sahiptir. 1 2 3 4

47. Bu markanin Urinleri ucuzdur. 1 2 3 il

48. Bu marka 6dedim paraya dgecek urlnler
sunmaktadir.

Anketin bundan sonraki kismi igin;

*Sectiginiz sampuan markasi PANTENE ise_sadece 49—&asindaki sorulari
cevaplayiniz.

*Sectiginiz sampuan markasi ELIDOR ise,_sadece 74—9&asindaki sorulari
cevaplayiniz.

*Sectiginiz sampuan markasi BLENDAX ise, sadece 99-12&asindaki sorulari
cevaplayiniz.
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Asagidaki unsurlara katilimiZl-Kesinlikle Katilmiyorum, 5-Kesinlikle Katiliyorum_skalasinda belirtiniz.
(Sadece PANTENE Markasini secenler cevaplamalid)r

1S
o5 € s & £ | oE
X 95 5] SO 2 | X2
T2 > S S| E8
gE | B | BTE |Z|3:
49. Pantene markasi bana “yusallig” ¢agristirir 1 > 3 4 5
50. Yumpsa}kllk, bir el kreminden beklegim bir 1 5 3 4 5
Ozelliktir.

AsagidaPANTENE markasinin tretmeyi giindigu yeni drtnle ilgili ifadeler yer
almaktadir. Bu ifadelere katilm diizeyinizi behiti. (Sadece PANTENE Markasini
secenler cevaplamalidiy)

PANTENE El Kremi_ Uretseydi,

Kesinlikle
Katiimiyorum

Katiimiyorum

Ne Katiliyorum

Ne
Katilmiyorum

Katiliyorum

Kesinlikle
Katiliyorum

51.

Yuksek kaliteli bir tiréin olurdu.

[

N

N

¢

52.

Yiksek standartlara sahip bir Grtin olurdu.

o

53.

Uriin hakkinda olumlu diiintrimdim.

54.

Guvenilir bir Grin olurdu.

55.

Baskalarina da tavsiye edegm bir triin olurdu.

56.

Beklentilerime cevap verebilecek bir triin olurdu.

57.

Kullandigimda beni mutlu edecek bir triin olurdu.

58.

Farkl ve yenilikgi bir Grtin olurdu.

59.

Onci bir Gruin olurdu.

60.

Degisiklik yapma istgimi tatmin edecek bir Grtin olurdu.

61.

Pahali bir trtin olurdu.

62.

Diger markalarin benzer Grtnlerinden farkh bir imséénip olurdu.

63.

Prestijli bir Grtin olurdu.

64.

Kisili gime uygun bir Grin olurdu.

a1

65.

Kisili gimi yansitacak bir triin olurdu

66.

Rakip urlnler arasinda tercih edg@oe bir Grtin olurdu.

67.

Denemeyi dilinecgim bir Griin olurdu.

68.

Satin almay! dgiinecgim bir triin olurdu.

69.

El Kremi, PANTENE marka ismi ve imajina uygun bindir.

RN

alo|loa|o

70.

El Kremi PANTENE uriin grubuna katilabilir.

71.

El Kremi veSampuan birbirini tamamlayan trinlerdir.

72.

El Kremi veSampuan birbirine benzer ihtiyaclar kdar.

73.

PANTENE, el kremi yapabilecek lretim teknolojissehiptir.
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Asagidaki unsurlara katilimiZl-Kesinlikle Katilmiyorum, 5-Kesinlikle Katiliyorum_skalasinda belirtiniz.
(Sadece EIDOR Markasini secenler cevaplamalidiy)

Kesinlikle
Katiimiyorum

Katiimiyorum

Ne Katiliyorum
Ne

Katilmiyorum

Katiliyorum

Kesinlikle
Katiliyorum

74. Elidor markasi bana “parlakil’ cagristirir. 1

N

N

)]

75. Parlaklk, bir sa¢ boyasindan bekigdi bir

ozelliktir.

AsagidaELIDOR markasinin tretmeyi giindiii yeni triinle ilgili ifadeler yer

almaktadir. Bu ifadelere katilim diizeyinizi betiiti. (Sadece EIDOR Markasini

secenler cevaplamalidi)

ELIDOR SAC BOYASI Uretseydi,

Kesinlikle
Katiimiyorum

Katiimiyorum

Ne Katiliyorum

Ne
Katilmiyorum

Katiliyorum

Kesinlikle
Katiliyorum

76.

Yiksek kaliteli bir trtin olurdu.

BN

N

N

a1

77.

Yiiksek standartlara sahip bir Grtin olurdu.

™~

78.

Uriin hakkinda olumlu diintrddim.

79.

Guvenilir bir Grdn olurdu.

80.

Baskalarina da tavsiye edegim bir trtin olurdu.

81.

Beklentilerime cevap verebilecek bir triin olurdu.

82.

Kullandigimda beni mutlu edecek bir tiriin olurdu.

83.

Farkl ve yenilikci bir Grtin olurdu.

84.

Oncu bir wriin olurdu.

85.

Degisiklik yapma istgimi tatmin edecek bir triin olurdu.

86.

Pahali bir triin olurdu.

87.

Diger markalarin benzer trtnlerinden farkli bir imsgdaip olurdu.

88.

Prestijli bir rtin olurdu.

89.

Kisili gime uygun bir triin olurdu.

90.

Kisili gimi yansitacak bir Girtin olurdu

91.

Rakip urilinler arasinda tercih edgice bir triin olurdu.

92.

Denemeyi diiinecgim bir Griin olurdu.

93.

Satin almay! diiinecgim bir trin olurdu.

94.

Sag Boyas!, EIDOR marka ismi ve imajina uygun bir trinddr.

95.

Sag Boyasl, EIDOR iiriin grubuna katilabilir.

96.

Sac Boyas! v&ampuan birbirini tamamlayan Urunlerdir.

97.

Sag BoyasI v8ampuan birbirine benzer ihtiyaclari kdar.

98.

ELIDOR, Sac Boyas! yapabilecek iiretim teknolojisinepstahi
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Asagidaki unsurlara katilimiZl-Kesinlikle Katilmiyorum, 5-Kesinlikle Katiliyorum_skalasinda belirtiniz.

(Sadece BLENDAX Markasini secenler cevaplamalidiy

S
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99. Blendax markasi bana “dolguglu’ ¢cagristirir. 1 5 3 4 5
100.?o|gyn_luk, bir sa¢ jolesinden bekIgin bir 1 5 3 4 5

ozelliktir.

AsagidaBLENDAX markasinin Uretmeyi dindigi yeni aranle ilgili ifadeler yer
almaktadir. Bu ifadelere katilm dizeyinizi behiti. (Sadece BLENDAX Markasini

secenler cevaplamalidi)

BLENDAX SAC JOLESI Uretseydi,

Kesinlikle
Katiimiyorum

Katiimiyorum

Ne Katiliyorum

Ne
Katilmiyorum

Katiliyorum
Kesinlikle
Katiliyorum

101.Yuksek kaliteli bir triin olurdu.

[

N

N

ol

102.Yuksek standartlara sahip bir Griin olurdu.

o

103.Uriin hakkinda olumlu diintrdiim..

104.Giivenilir bir Griin olurdu.

105.Bagkalarina da tavsiye edegim bir Grtin olurdu.

106.Beklentilerime cevap verebilecek bir Griin olurdu.

107.Kullandigimda beni mutlu edecek bir triin olurdu.

108.Farkh ve yenilikgi bir Grtin olurdu.

109.Onci bir triin olurdu.

110.Degisiklik yapma istgimi tatmin edecek bir triin olurdu.

111. Pahal bir triin olurdu.

112.Diger markalarin benzer trinlerinden farkl bir imsgeaip olurdu.

113. Prestijli bir Grtin olurdu.

114. Kisili gime uygun bir Grin olurdu.

N

w

a1

115. Kisili gimi yansitacak bir Griin olurdu.

116. Rakip Urunler arasinda tercih edgoe bir triin olurdu.

117. Denemeyi diiinecgim bir Uriin olurdu.

118. Satin almay! dftinecgim bir Urlin olurdu.

119.Sac Jolesi, BLENDAX marka ismi ve imajina uygunimiandur.

Il

NININ|N

Wlw|lw|w

RN
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120.Sa¢ Jolesi, BLENDAX (irin grubuna katilabilir.

121.Sa¢ Jolesi v€ampuan birbirini tamamlayan trinlerdir.

122.Sac Jolesi v8ampuan birbirine benzer ihtiyaclari kear.

123.BLENDAX, Sag¢ Jdlesi yapabilecek tretim teknolojissahiptir.

ANKETE KATILIMINIZ ICIN TESEKKUR EDERIZ.
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