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ABSTRACT

Brand Management is a process of planning, impléimgrand monitoring brand strategies that enharces
successful marketing of products or services. TWauation of brand extension strategy can be dorgeutwo broad
categories Evaluation of Existing Brand Extensiand Evaluation of Prospective Brand Extensions. Jdper deals with
the dependent and independent variables that dmulesed by the researcher in a brand extensioarotsespecially the
consumer evaluation. The measures suggested patier gives a clear picture of concepts and coutiemtand extension

evaluation.
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INTRODUCTION

Brand Management is a process of planning, impléimgrand monitoring brand strategies that enharices
successful marketing of products or services. Breggkarch is an important function of brand managegmBrand
research refers to gathering, recording and anadyttie data pertinent to brand management thditéées the decision
making by the brand manager. Brand extension sxalusive brand strategy adopted by marketing fiamg the need for

research arises in the area of new extension ofdbfehis paper deals with the systematic approa@valuation of brand

extension strategy from the point of view of consusn

REVIEW OF LITERATURE

Brand Research especially in the context of brafidnsion has brought out exciting and very usefdifgs.

Some of such research highlights are

Vanitha Swaminathan et al (2001) has developedchmdwork for positive and negative reciprocal efeat
brand extension on parent brands. The brand extemsay be successful or failure but has an impadhe parent brand
as well the parent brand has an impact on the beatehsion. The major variables identified and gsed in the study

includes parent brand experience, Relative priegjgRocal effect, Advertisement and Displays.

Tom Meyvis and Chris Janiszewski (2004) have studie brand breadth and brand extension oppomsniti
A comparison of extension of a broad brand andreomebrand has been attempted and the results pinav¢he extension
of broad brands will be much more successful theneixtension of narrow brands. Piyush Kumar (20@)focused his

study based on hypothetical brand extension onteo@xtension of a brand.

Franziska Vdolckner & Henrik Sattler (2006) has gmatl the drivers of brand extension such as Quafitye
parent brand, History of previous brand extensi®@gent-brand conviction, Parent-brand experieklzketing support

and Retailer acceptance. It was found that the et@udk support, parent-brand conviction, retailecegtance, and
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parent-brand experience were particularly majortrdfoutors in driving brand extension success. Thestors deserve

managerial attention. The parent brand fit was @seal major factor to determine the driving forces.

N. Thamaraiselvan and J.Raja (2008) showed simelsgarch findings of Aaker and Keller (1990) wiglgard to
correlation of similarity fit variables in the cext of consumer evaluation of brand extension. Jtndy focused on how
consumers evaluate the brand extension for FastifgoZonsumer Goods and service categories in Indianket
conditions. It establishes the relationships amsinglarity fit, brand reputation, perceived servigeality and perceived

risk in extended product categories through appatgmultivariate analysis.
Consumer Evaluation of Brand Extension
The evaluation of brand extension strategy candme dinder two broad heads
« Evaluation of Existing Brand Extensions
« Evaluation of Prospective Brand Extensions

Evaluation of Existing brand extension is matrout to know the success or failure of the bramtension
strategy. The impact of newly extended producthengarent brand is brought out to check whetherbaagd dilution has
occurred. The prospective brand extensions alsd tede evaluated for the purpose of avoiding feilof the new

extended brand as well brand dilutions. Thus asprdy and a post study are preferred for brandheida strategies.

The process of carrying out such a research begthsidentification of dependent, independent armtierating
variables. These variables differ with productstioe relevant environment of the study. But a rodgsign of such

variables would be very useful to the researchigre.dependent, independent and moderating variabdes
Corporate Brand Identity

Corporate identity is a company's visual presemdgch involves the corporate logo and design siatior
corporate marketing. Corporate identity is besirgef as the soul of the company. A corporate itewntbes, however,
need to evolve with the times. Organizational aelfyproduct quality, service reputation, featulemefits, performance,

value and corporate social responsibility are sofithe key factors of corporate brand identity.

A corporate brand such as Tata, ITC or Sony hagws identity and the products manufactured by é¢hes

corporate reflect such identity. Corporate branéate visibility, awareness and greater exposuteemew products.
Parent Brand Awareness

Awareness refers to the strength of a brand’s peesén the consumer’s mind. Parent brand memougtsires
and retrieval processes are the major focus indbeagtension research. It is a way to tap into mariagconcern about
overextending brand names. The strength of brasdcasions in memory is a key element of brand namareness,
which in turn is a critical component of brand eguiAaker (1991) definebrand awareness in terms of the consumer's
ability to associate a brand with its product catgg Awareness can be measured on different lewelsiding the

following:
» Recognition (Have you heard the brand X?)
* Recall (What brand of soaps you can recall?)

» Top of mind(The first named brand in recall task)



A Systematic Approach to Evaluation of Brand Exten®n Strategy from Consumer Perspective 13

« Brand dominance (The only brand recalled)

e Brand familiarity

» Brand knowledge or salience(Opinion about the brand
» Parent Brand Preference

Brand preference is the behavior exhibited by coress in which there is prioritization of one bramcr another
in the same category. It is related to attitude suemments based upon beliefs about and relativeortanpce of

product-specific attributes. The measures thatccbalused are:
* Brand beliefs like Esteem, Value
+ Attitude towards the brand

Parent Brand Loyalty

The extent of the faithfulness of consumers to diqdar brand, expressed through their repeat hages,
irrespective of the marketing pressure generatedhbycompeting brands. Brand loyalty is a key aibesition when
placing a value on a brand that is to be bouglsotd, because a highly loyal customer base carxpected to generate

very predictable sales and profit stream. The nreasef brand loyalty broadly includes
* B rand insistence
+ Brand Recommendation
e Brand experience

Parent Brand Equity

Brand equity is a set of assets linked to a brandiee and symbol that adds to the value provided fmpduct or
service to a firm and its customers. Brand equity et of assets and it involves investment tatereses assets. It links

to the name and symbol of the brand. The meastitesuod equity includes
e Brand loyalty
+ Brand asset
e Brand leadership
*  Market behavior
* Brand differentiation
Parent Brand Personality

The brand in a person perspective suggests a lufantty that is richer and more interesting thaire dased on
product attributes. Like a person, a brand can dregived as being upscale, competent, impresgiustwiorthy, fun,
active, humourous, casual, formal, youthful orlietgtual. A brand personality can create a stromigand by creative self
expressive benefits. The four measures suggested ar

e Sincerity

» Excitement
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« Competence

e Sophistication

* Ruggedness
Brand Relationship Quality

Brand relationship quality deals with interpersométionship among the brand and consumers. ineefjuality
as a set of intangible values that brings expeetathanges between a buyer and a seller and insrgasduct sales.
Relationship quality is described as a higher-omrstruct with several distinct but related diniens. But there are
diverse views on its dimensions Vein, Fournier @98uggests that brand relationship is an emotiteslresulting from
the interaction between the consumer and his/rerdbrTherefore, brand relationship should be thboflas a result of
the interactive process between the consumer gaasonified brand rather than a simple patterreptirchase based on
the consumer’s satisfaction with a product or &iser Fournier lays an integrative theoretical grdwork for the research

in this area and proposes six factors leadinglém@-lasting brand relationship:
* Love and Passion
» Self-Connection
* Interdependence
+  Commitment
e Intimacy and
e Brand Partner Quality
Perceived Quality

Perceived quality is a brand association that evatbd to the status of a brand asset. Among alhdbr
associations, only perceived quality has shownrieedinancial performance. It's a major stratetficust of a business.
It is linked to brand perception. Perceived quatiflects a measure of goodness that spreads dvelements of the

brand. The measures include:
e Brand expectations
e Brand perception
» Brand evaluation
» Brand performance consistency
» Brand comparison
Perceived Extension Fit

Perceived fit can be based on the extension beirg product category similar to other products dmtdthe
parent brand or complementing the use with othedyxets. The parent brand can contribute an appeatinibute to the
extended brand. A parent brand with the skill axpkeetise to make the extension product, and anéntlaat is compatible
with the extension will perfectly match each otheerceived fit can also be heightened by commubpitsitproviding a

plausible link between the extension and paremdyréhereby giving consumers more opportunity &cover possible
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links, or countering negative inferences about ¢lension. Perceived fit, no matter how it is definis the most

important determinant of brand extension successrenmmportant than marketing support, retailer ataege, and

quality of the parent brand. The measures include:

Evaluation of extended brand
Familiarity

Prior affect

New Brand-Brand fit

New product- Product fit
New brand-Product fit

New product-Brand fit

CONCLUSIONS

Leveraging a brand with extensions create advantagie marketers. The analysis of good and bagesss

involved in brand extension decision helps the m@is. The consumers evaluate the new brand estensi different

levels. Thus a systematic approach of evaluatiegctnsumer perception and attitude towards theiegisr proposed

brand extensions is suggested by providing propeasores ranging from brand awareness to brandtyogad also

perceived quality and fit. The researcher can chdbs best measures suitable to the product andttidly, there by

facilitating brand extension decisions.

REFERENCES

1.

Boush, D. M., & Loken, B. (1991). A process-tracstgdy of brand extension evaluation. Journal ofkdang
Research, 28, 16-28.

David A. Aaker (2010), Building Strong Brands, PetBooks, ¥ edition, pp 330-357

Franziska Volckner & Henrik Sattler Drivers of BdarExtension Success Journal of Marketing Vol. 70
(April 2006), 18—-34

Keller, K. L., & Aaker, D. A. (1992), "The effectsf sequential introduction of brand extensions” rdal of
Marketing Research, 29, 35-50.

Piyushkumar, Brand Counter extensions: The Imp#&dBrand Extension Success versus Faildoernal of
Marketing Research Vol. XLII (May 2005). 18. V194

Tom Meyvis, Chris Janiszwski, When Are Broader BisStronger Brands? An Accessibility Perspectivehen
Success of Brand Extensions, Journal of Consumsed®eh, 2004, pp 346-357

Vanitha Swaminathan, Richard J. Fox, & SrinivaRéddy (2001), The Impact of Brand Extension Intiiun
on Choice Journal of Marketing Vol. 65 (October), 1-15






