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Abstract 

Brand extension strategies involve the use of an established brand to introduce 

similar (high fit) or dissimilar (low fit) new products related to the parent brand’s 

original offerings (e.g. by product category or class). For example, in terms of 

product category, Colgate’s electric toothbrushes and ready meals represent high- 

and low-fit brand extensions, respectively. While literature on new product 

development emphasises the influence of consumers’ emotional responses on their 

decision making, no research on brand extension has investigated the role of 

emotional responses. It is important to address this gap because, unlike new product 

development, brand extensions are associated with a specific parent brand. 

Therefore, the emotional responses are elicited through more complex cognitions that 

consider the attributes of the product and information associated with the parent 

brand. Consequently, introducing a brand extension that elicits negative emotional 

responses in consumers may not only hinder consumers’ adoption but also influence 

perceptions of the parent brand. Building on the cognitive appraisal theory, the 

present research aims to understand the cognitive appraisal process experienced by 

consumers to determine how their appraisal of brand extensions may elicit emotional 

responses and, consequently, their attitudinal and behavioural responses. The present 

research indicates that consumers’ emotional responses towards brand extensions are 

elicited by the appraisal dimensions of goal congruence, goal relevance and certainty. 

The product category fit of the brand extension can elicit both positive and negative 

emotional responses through the cognitive appraisal process. Consumers’ high 

(versus low) emotional attachment to the parent brand and sub-branding (versus 

family branding) can positively moderate the emotional responses induced by the 

product category fit of the brand extension. More importantly, emotional responses 

in the brand extension context can influence consumers’ attitudinal and behavioural 

responses towards the brand extension and the parent brand. Overall, the findings 

extend the brand extension literature by offering a new angle for investigating the 

influence of consumers’ emotional responses in the brand extension context. The 

findings can also guide marketing managers in managing and monitoring consumers’ 

emotional responses by helping them to consider the cognitive antecedents of 

emotional responses in their marketing practices.  
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Chapter 1. Introduction 

1.1 Research Background and Scope 

Brand extension (BE) refers to the “use of established brand names to introduce new 

products” (Keller and Aaker 1992, p. 35). For example, Tesco, a UK grocery store, 

extended to the telecommunication services and financial services markets by 

introducing Tesco Mobile and Tesco Bank, and Tiffany & Co, originally a jewellery 

and accessories manufacturer, opened a café called ‘The Tiffany Blue Box Café’. 

Because of fierce market competition, many brands extend their product offerings to 

new product categories by launching BEs. This makes BE a popular strategy for 

marketers because of its potential benefits for new product introduction. First, BE 

allows marketers to target new market segments with lower risks because the 

established brand name, the parent brand, can act as a quality cue for consumers 

(Farquhar et al. 1990, Tauber 1981, Smith and Park 1992, Volckner and Sattler 

2006). Second, BE reduces promotion costs because the communication strategies 

used to promote the core brand can also be shared with the BEs (Sullivan 1992). 

Third, BE enhances the visibility of the brand in the market (Aaker 1990). Last, BE 

creates new revenue streams for the brand, which can help the brand maintain its 

market power (Burt and Sparks 2003, Ian et al. 2002).  

Given the pivotal role BE plays when companies introduce new products, BE 

research has been one of the most popular topics in the marketing field (e.g. Desai 

and Keller 2002, Martinez and Pina 2010). Previous research on BE indicates that 

consumers’ cognitive information processing occurs when they are exposed to a BE, 

resulting in their evaluative judgement of the BE (Parker et al. 2018, Boush and 

Loken 1991). Focusing on such cognitive information processing, categorisation 

theory is used to explain the information processing mechanism of consumers to 

associate, recall, and assign a BE to their existing memories of the brand which 

introduced the BE, that is, the parent brand (Aaker and Keller 1990, Bottomley and 

Holden 2001). In other words, early BE research focuses on how likely it is for the 

BE to capitalise on the parent brand and influence consumers’ evaluations (e.g. Liu 

and Hu 2012, Gierl and Huettl 2011, Kim et al. 2014).  

According to previous research, based on the mechanism of cognitive 

processing, when consumers are exposed to BEs, certain factors influence the BEs’ 

success. One of the predominant factors is fit, which refers to the degree of similarity 
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between the BE and the parent brand (Aaker and Keller 1990). Fit has been 

recognised as one of the main determinants of a BE’s success (Martinez and Pina 

2010). For example, product category fit, which refers to the product category’s 

similarity between the BE and the parent brand, determines the degree to which 

consumers can mentally connect the BE with the parent brand through the product 

category cue (Milberg et al. 2010, Spiggle et al. 2012). When the product category fit 

is high, consumers are more likely to mentally categorise the BE with the parent 

brand, enabling information transfer from the parent brand to the BE (Volckner and 

Sattler 2007, Kim and Park 2019).  

While fit, especially product category fit, remains one of the most important 

factors in the BE studies, previous research also investigates how other BE 

characteristics factors, parent brand factors, consumers’ personal factors, and 

marketing strategies may influence the cognitive evaluations when consumers are 

exposed to a BE, which consequently on consumers’ attitudinal and behavioural 

responses.  

While previous research has predominantly focused on consumers’ cognitive 

evaluations of BEs, it remains unclear how such cognitions elicit consumers’ 

emotional responses (CER) towards BEs. Investigating CER in the BE context is 

important because previous research has discovered that they are an important 

antecedent to consumers’ attitudinal and behavioural responses towards products, 

which can potentially influence the success of BEs (Achar et al. 2016, So et al. 

2015). Moreover, the existing literature indicates that both brands and product 

attributes, in relation to consumers’ expectations, may elicit CER (Spinelli and 

Monteleone 2018). The elicitation of emotional responses in the BE context may be 

more complex than in the context of new product development because BEs are 

associated with a parent brand. In other words, the attributes of the BE will be taken 

into account in relation to the parent brand, preceding CER. More importantly, when 

a BE evokes strong negative emotional responses, this can affect not only the 

consumers’ adoption of the BE but also the parent brand. For example, consumers’ 

negative emotional responses towards the product category inconsistency in 

extensions (such as cigarettes and wine) offered by the French clothing brand ‘Pierre 

Cardin’ may have led to fewer sales of its existing products and negatively affected 

consumers’ brand image perceptions (Reddy and Terblanche 2005). Therefore, there 

is a need for marketers to understand how CER are triggered in order to manage and 
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monitor them in the BE context (Spinelli et al. 2014, Lerner et al. 2015). Based on 

these, CER can be induced by BEs, which may become another form of antecedent 

influencing consumers’ attitudinal and behavioural responses towards BEs. 

The importance of CER has been highlighted in previous marketing research 

on, for example, advertising (e.g. Holbrook and Batra 1987, Kemp et al. 2015, 

Derbaix 1995), experiential marketing (e.g. Ma et al. 2013), service recovery (e.g. 

Schoefer and Diamantopoulos 2009), service failure (e.g. Bonifield and Cole 2006, 

Smith and Bolton 2002, Gelbrich 2009), consumers’ complaint experiences (e.g. 

Schoefer and Diamantopoulos 2008), consumers’ satisfaction (e.g. Phillips and 

Baumgartner 2002, Soscia 2007), corporate social responsibility (CSR) (e.g. 

Antonetti and Maklan 2014a), price inequality (e.g. Gelbrich 2011), and product 

evaluation and consumption (e.g. Antonetti and Maklan 2014b, Winterich and Haws 

2011, Van de Ven et al. 2011). These studies point out the important role of CER not 

only as an affective reaction but a factor influencing consumers’ attitudinal and 

behavioural intentions. 

Research on emotions suggests that emotional responses arise from the 

individual’s cognitive interpretation of an incoming stimulus, be it from the social or 

physical surroundings (So et al. 2015, Achar et al. 2016). In other words, consumers’ 

cognitions on a BE stimulus may evoke emotional responses. Indeed, the elicitation 

of emotions by the introduction of BE can be seen in the case of Apple. Consumers 

feel excited and queue outside Apple stores overnight to purchase new Apple 

products such as watches, and digital TV boxes (Tan, 2015). Another example is 

Colgate, which was originally a toothpaste brand but decided to branch out to ready 

meal products. However, the products failed, probably because of consumers’ 

negative emotional responses, elicited by associating this ready meal extension with 

Colgate’s toothpaste products (cognition). Therefore, it is reasonable to predict that 

the cognitive mechanism behind consumers’ evaluations of a BE stimulus may 

potentially evoke CER towards the BE stimulus, and such CER may also influence 

BEs’ success. 

Marketing and psychology research suggests that more research should be 

conducted to investigate how brands and marketing contents elicit CER and how 

such CER further affect consumers’ decision making (Achar et al. 2016, Garg et al. 

2007, Bagozzi et al. 1999). Studies on the consumers’ emotional perspective find that 

consumers use various consumption-related behaviours to cope with and vent their 
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emotional responses towards a consumption encounter (Nyer 1997, Andrade 2005). 

For example, previous CSR literature suggests that consumers’ anger towards the 

company’s social irresponsible strategies can lead to boycott behaviours on the brand 

(Cronin et al. 2012), negative word of mouth (WOM) (Lindenmeier et al. 2012), and 

negative attitudes towards the organisation (Grappi et al. 2013). Some branding 

literature also indicates that consumers have CER when assessing various brand 

strategies, and such CER drives different behavioural intentions (Kervyn et al. 2012). 

Hence, going further to understand the potential CER to a BE can help brand 

managers take the CER perspective into account and manage and understand 

consumers’ CER as well as the attitudinal and behavioural responses caused by a 

CER toward a BE.  

1.2 Research Aims and Objectives 

Based on the discussion above, the current research aims to fill the BE research gap 

and extend the BE literature by examining consumers’ responses from the emotional 

perspective in the BE context. To achieve this research aim, the current research has 

three objectives:  

(1) To investigate factors explaining the elicitation of CER in the BE context;  

(2) To examine marketing practices and the boundary conditions influencing 

CER towards BEs; and  

(3) To examine the effect of CER towards BEs on consumers’ attitudinal and 

behavioural responses. 

The present research builds on the cognitive appraisal theory (CAT) to 

understand how CER are formed and how they affect consumers’ attitudes and 

behaviours in the BE context. CAT proposes that CER are caused by consumers’ 

cognitive evaluations (cognitive appraisal dimensions) of an event or object and are 

important predictors of consumer behaviours (Lazarus 1991, Folkman et al. 1986a, 

Smith and Lazarus 1993, Smith and Ellsworth 1985, Roseman 1996). For appraisal 

theorists, it is the “evaluations and interpretations of events, rather than events per se, 

[that] determine whether an emotion will be felt and which emotion it will be” 

(Roseman et al. 1990, p. 899). Therefore, in the BE context, CER are elicited by the 

BE stimulus and consumers’ personal interpretations of how the BE can achieve their 

consumption goals (Roseman 1996, Ma et al. 2013). Such personal interpretation is 
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identified as an appraisal dimension in CAT, which explains how consumers’ 

cognitions precede CER (Hosany 2012). Moreover, CAT delineates the motivational 

elements of emotional responses that lead to the adoption of behaviours to cope with 

their CER (i.e. coping strategies) (Folkman et al. 1986a, Johnson and Stewart 2005).  

Based on this, applying CAT can help us understand how (1) consumers 

cognitively appraise a BE introduction, (2) how such appraisal elicits CER, and (3) 

how CER affects behaviours. To this end, CAT has been recognised as a promising 

avenue for marketing scholars studying CER because it offers a more complete 

theoretically grounded explanation of the antecedents of CER and the effects of CER 

on consumer behaviours (Watson and Spence 2007, Moors 2013). Scholars have 

applied the theory in various marketing-related areas, for example, hedonic 

consumption (Hosany 2012, Ma et al. 2013), price inequality (Gelbrich 2011), post-

purchase behaviour (Nyer 1997), tendency to complain (Stephens and Gwinner 

1998), and product evaluation (MacInnis and Mello 2005).  

The model of the present research proposes that product category fit, 

emotional brand attachment, and brand name structure of the BE are potential 

antecedents that independently and interactively affect the cognitive appraisal 

dimensions and, consequently, CER and consumers’ attitudinal and behavioural 

responses. These factors affect CER through the following appraisal dimensions: 

goal relevance, goal congruence, and certainty (Lazarus 1991, Smith and Ellsworth 

1985). These appraisal dimensions explain individuals’ evaluations of how the BE 

stimulus is (1) important to consumers to achieve their needs (the appraisal 

dimension of goal relevance), (2) congruent with consumers’ expectations (goal 

congruence), and (3) able to provide a certain outcome of consumers’ desires 

(certainty) (Achar et al. 2016, Lazarus 1991b). In the BE context, consumers’ 

interpretations of information cues related to the BE may create these needs, 

expectations, and predictions, as suggested by CAT.  

To further explain this, product category fit, as one of the most important 

evaluative cues of BEs (Martinez and Pina 2010), is considered to be the BE stimulus 

factor that may elicit CER via consumers’ cognitive appraisals. In a consumption 

situation, when consumers are exposed to a BE, consumers may evaluate the 

importance of the BE to satisfying their needs. Previous BE research on product 

category fit suggests that high (versus low) product category fit BE allows 

consumers to mentally categorise the BE with other information about the parent 
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brand, enabling a knowledge transferral from the parent brand to the BE (Boush and 

Loken 1991, Parker et al. 2018). Therefore, higher product category fit BE may make 

it easier for consumers to discover the relevant elements linking their original 

consumption goal of the parent brand and the BE (goal relevance). Furthermore, high 

product category fit BE would be consistent with consumers’ expectations about the 

parent brand’s product category (goal congruence), enhancing the perceived 

manufacturing capability of the parent brand regarding the BE (certainty) (Martin 

and Stewart 2001, Milberg et al. 2010, Chang et al. 2011). Therefore, the current 

study proposes a positive relationship between product category fit and appraisal 

dimensions.  

It is also important to examine how the personal factors of consumers’ 

emotional brand attachment to the parent brand might influence their emotional 

reaction to the BE. This is a variable that not only reflects consumers’ affection 

towards the parent brand but is also a type of incidental emotion that allows the 

current research to examine how both incidental and integral emotions may influence 

consumers’ decision making in the BE context (So et al. 2015). The current study 

proposes that emotional brand attachment can strengthen positive CER when 

consumers receive a high (and low) product category fit BE stimulus because these 

consumers have a consumption goal of maintaining their emotional bonds with the 

parent brand. Consumers with a higher (versus lower) level of emotional brand 

attachment perceive the brand as a part of them, so they may possess stronger 

personal relevance to the BE (Fedorikhin et al. 2008). This is especially important 

when consumers can easily discover the linkage between the parent brand and the 

extended product in a high product category fit condition, so their personal relevance 

attached to the parent brand can be transferred to the BE (goal relevance). Moreover, 

for high (versus low) emotional brand attachment consumers, they possess a high 

level of trust in the brand’s strategies (Thomson et al. 2005). This trust towards the 

parent brand may be able to help consumers predict the outcome of using the BE 

(certainty). To maintain the emotion-laden relationship with the brand, high (versus 

low) emotional brand attachment consumers may perceive BEs as a way to support 

the brand (Thomson et al. 2005, Fedorikhin et al. 2008). Such an effect may be 

higher when the BE is more similar to the parent brand (goal congruence). Therefore, 

the study proposes that emotional brand attachment strengthens the relationship 

between product category fit and appraisal dimensions, consequently influencing 

consumers’ responses.  
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Branding factor also plays an important role because brands can use it to 

influence the mental associations between the BE and the parent brand. The use of 

different BNS has been identified as a marketing practice to influence consumers’ 

responses towards BEs (Sood and Keller 2012). The present study proposes that the 

use of sub-branding (versus family branding) may be able to reduce the impact of the 

negative effect of low product category fit BE on negative CER, whereas the use of 

family branding (versus sub-branding) may enhance the positive effect of high 

product category fit BE on positive CER. First, sub-branding involves the 

combination of an individual brand name and the parent brand name, such as 

Tropicana by Pepsi (Sood and Keller 2012). Sub-branding thus allows marketers to 

create a noticeable difference between the parent brand and the BE while capitalising 

on the reputation of the parent brand (Boisvert and Ashill 2018). Creating a distance 

with the parent brand while still maintaining the linkage may create appropriate 

expectations of the low product category fit BE (goal congruence) and reduce the 

quality uncertainty evoked by the low product category fit (certainty). Previous 

research has discovered that sub-branding is a useful way to avoid the negative 

impact of BE on the parent brand when launching BE with a low product category fit 

(Chang and Tseng 2015, Sood and Keller 2012). At the same time, using family 

branding by demonstrating the salient relations between the parent brand and the BE 

may encourage stronger mental categorisation, allowing stronger knowledge and 

affect transfer from the parent brand to the BE. This may strengthen the positive 

impact of product category fit on positive CER. Therefore, the present study 

proposes that when brands introduce a low (high) product category fit BE, the sub-

branding (family branding) may influence CER and consequently attitudinal and 

behavioural responses.  

1.3 Delineation of Research Scope 

As stated above, this research is mainly focused on the extension of the BE research 

to the CER perspective and on how such emotions towards BEs affect consumers’ 

attitudinal and behavioural responses. The current research aims to look at the 

business-to-consumer (B2C) market and contribute to the BE research from the B2C 

perspective. Although BE is acknowledged as a growing issue in the business-to-

business (B2B) market (Liu et al. 2018), it is rather difficult to measure emotional 

responses from the business perspective. Though, this could serve as a topic for 

future studies on BE.  
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 It is also important to recognise the definition of BE being considered in the 

current research. In line with previous BE research, BE is defined as the “use of 

established brand names to introduce new products” (Keller and Aaker 1992, p. 35). 

Based on this definition, new products introduced by a partnership or brand alliance 

are not counted as BEs in this research. For example, the headphones Apple and 

Beats produced through their partnership are not considered a BE, whereas the 

AirPods introduced solely by Apple are considered a BE.  

 Regarding the definition of emotional responses, the current research 

considers CER as an integral emotion in response to BE products. This means that 

CER is elicited by consumers’ interpretations of the introduction of a particular BE 

situation (Lazarus 1991, So et al. 2015, Achar et al. 2016). In the present research, 

incidental emotions such as emotional state and mood state, which are defined as 

those emotions induced by a BE-unrelated situation, are not considered as CER in 

the current research. However, addressing the call for further research in the 

marketing and psychology literature (So et al. 2015, Achar et al. 2016, Lerner et al. 

2015), the current research takes into account how both incidental emotions 

(emotional brand attachment of consumers to the parent brand) and integral emotions 

(CER towards the BE) influence consumers’ decision making.  

 Finally, it is important to emphasise the scope of the current research from 

the methodological perspective. First, the current research is cross-sectional research 

that aims to extend the existing BE research to the CER perspective. How emotional 

responses towards the BE change over time is not the main concern of this research, 

but it would be an interesting issue to explore in future studies. Second, the aim of 

collecting data from different countries with similar cultural backgrounds is to 

enhance the generalisability and robustness of the current research findings, so cross-

cultural differences are not considered. Third, the COVID-19 pandemic has greatly 

damaged the world economy and changed consumers’ consumption habits (He and 

Harris 2020). The data for this research were collected before the pandemic, but it 

should be noted that introducing new products through BE by capitalising on an 

existing and well-established brand may become even more important in the post-

pandemic situation (Volckner and Sattler 2006, Wang et al. 2020). For example, 

TikTok, originally a social media mobile application, introduced the on-demand 

movie and live-streaming classroom services during the pandemic in China (Wang et 



 

Page | 26  

al. 2020). Therefore, it is suggested that the findings of the current research can still 

provide significant values for marketers in the post-pandemic situation.  

1.4 Overview of Studies  

Table 1 provides an overview of studies that were consulted for the present research.  

1.4.1 Preliminary study  

The current research acknowledges that directly applying the CER scale from 

research conducted in other contexts has its limitations, such as a lack of relevant and 

contextualised emotion descriptors. The details of the discussion on the limitations of 

adopting the existing scale can be found in Chapter 6. Based on those limitations, 

before addressing the research objectives, a preliminary study was conducted that 

aims to develop a scale specifically for measuring CER in the BE context. This 

preliminary study can be considered a groundwork study for developing a reliable 

and valid scale for CER in the BE context.  

This preliminary study followed the scale development procedure and 

employed both qualitative and quantitative groundwork studies to explore and 

develop a scale with emotion descriptors that indicated CER in the BE context 

(Churchill 1979). Additionally, quantitative studies were conducted to ensure that the 

scale satisfied the necessary reliability and validity requirements. One of the validity 

requirements was whether the scale had the predictive ability to determine 

consumers’ behavioural responses, which are external to the measuring instrument. 

Addressing this, an experimental study was conducted to examine the effect of CER 

towards BE on consumers’ attitudinal and behavioural intentions regarding the BE. 

This provides initial support for the third research objective.  

The validated Consumers’ Emotional Responses to Brand Extension Scale 

(CERBES) was applied to the rest of the current research to address the research 

objectives. 

1.4.2 Main studies 

1.4.2.1 Study 1 – Research objective 1 

Study 1 aims to examine whether the cognitive appraisal process can be used to 

explain the CER in the BE context.  
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The study involves scenario-based experiments with written stories about a 

BE encounter to manipulate the appraisal dimensions. Because the study only 

involves manipulated scenarios of cognitive appraisal dimensions (coded by dummy 

variables) and CER measures on an interval scale, analysis of covariance 

(ANCOVA) (product category involvement and other non-manipulated cognitive 

appraisal dimensions were entered as covariates) was used to analyse the data. The 

results of Study 1 guide this research to further investigate whether the BE stimulus, 

consumers’ personal factors, or branding factors influence the elicitation of CER 

through the CAT mechanism.  
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Table 1. Overview of Studies 

Study Purpose Design Main Analysis Instrument Country 

Context 

BE Stimuli 

Used 

Preliminary 

study 

To explore CER 

dimensions in the BE 

context and develop 

valid and reliable BE 

context-specific CER 

measurement items to 

measure CER towards 

BEs  

Scale development 

procedure 

Exploratory and 

confirmatory 

factor analysis 

(EFA and CFA) 

Study 1a: 

Semi-

structured 

interview 

Study 1b: 

Open-ended 

questionnaire 

Study 1c: 

Online survey 

UK A list of real 

brand and real 

BEs 

→ Colgate’s 

Lasagne 

→ KFC’s KPro 

→ Armani 

Exchange 

→ Tesco Value 

Study 1 To examine whether the 

cognitive appraisal 

process can be used to 

explain the CER in the 

BE context. 

Experimental study 

(appraisal 

dimensions were 

manipulated 

through 

experimental 

vignettes) 

ANCOVA Online 

scenario-based 

experiment 

UK Fictitious brand 

and fictitious 

BEs 

Clothing and 

accessories 

(focal) 

→ Furniture and 

Homeware 

(extension) 

Study 2a & 

2b 

To investigate the 

impacts of product 

category fit and 

emotional brand 

attachment on the 

consumers’ cognition, 

emotion, attitudinal and 

Experimental study 

(product category fit 

was manipulated; 

emotional brand 

attachment was 

manipulated in 

Study 2b) 

Path analysis Online 

scenario-based 

experiment 

Study 2a: 

UK 

Study 2b: 

US 

(Replication 

of the 

interaction 

effect of 

Study 2a:  

Real brand 

(Colgate), 

fictitious BEs 

Toothpaste 

(focal) 
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behavioural responses 

toward BEs 

product 

category fit 

and 

emotional 

brand 

attachment) 

→ Instant 

noodles/chewing 

gum (extension) 

Study 2b: 

Fictitious brand, 

fictitious BEs 

Airlines (focal) 

→ Travel 

agency/hair 

salon 

(extension) 

Study 3 To investigate the effects 

of brand name structure 

on the relationship 

between product 

category fit and the 

cognitive appraisal 

process. 

Experimental study 

(both product 

category fit and 

brand name 

structure were 

manipulated) 

Path analysis Online 

scenario-based 

experiment 

US Fictitious brand, 

fictitious BEs 

Airlines (focal) 

→ Travel 

agency/hair 

salon 

(extension) 

Study 4 To replicate the results 

of Studies 2 and 3 and 

include behavioural 

measures  

Experimental study 

(product category fit 

and brand name 

structure were 

manipulated; 

emotional brand 

attachment was 

measured) 

Path analysis;  

logistic 

regression 

Online 

scenario-based 

experiment 

US Real brand 

(ASUS), 

fictitious BEs 

Laptop 

computer (focal) 

→ Digital 

camera/leather 

sofa (extension) 
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1.4.2.2 Studies 2, 3, and 4 – Research objective 2 and 3 

After establishing a scale measuring CER in the BE context and showing the roles of 

cognitive appraisal dimensions in CER, studies 2, 3, and 4 aim to test the integrated 

model to determine the relative importance of appraisal dimensions in various BE 

situations.  

Study 2 aims to investigate the impacts of product category fit and emotional 

brand attachment on the consumers’ cognition, emotion, attitudinal and behavioural 

responses toward BEs. First, Study 2a examines how different levels of product 

category fit as the characteristics of the BE stimulus may influence consumers’ 

cognition and emotional responses. It also measures emotional brand attachment as 

consumers’ personal factor to investigate the moderating role of emotional brand 

attachment in influencing the relationship between product category fit and CER 

through the cognitive appraisal process. Then, Study 2b aims to provide further 

generalisability and validity of the findings in Study 2a by (1) using written scenarios 

in the scenario-based experiment to manipulate different levels of emotional brand 

attachment, instead of measuring it as used in Study 2a, (2) extending the findings to 

a new product category. Consumers’ attitudinal and behavioural intentions are 

included in both Studies 2a and 2b. Including these allow to further evaluation the 

impact of CER on consumers’ attitudinal and behavioural intentions.  

Study 3 aims to investigate the effects of brand name structure on the 

relationship between product category fit and the cognitive appraisal process. The 

study involves a scenario-based experiment with both product category fit and brand 

name structure being manipulated in written scenarios. This study also involves a 

further examination of the relationship between CER and consumers’ attitudinal and 

behavioural intentions.  

Although the first three studies already address all three research objectives, 

Study 4 (1) provides further evidence on the generalisability and validity of the 

previous findings and (2) further examines consumers’ behaviour by including 

additional behavioural measures instead of intentional ones in the previous studies. 

The study also involves a scenario-based experiment with product category fit and 

brand name structure being manipulated and emotional brand attachment being 

measured.  
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The results of these studies provide valuable theoretical and managerial 

implications that will be discussed in the next section.  

1.5 Contributions of the Research 

Previous BE research has predominantly focused on the cognitive aspect of 

processing BEs. The potential impact of consumers’ cognitions on CER has not yet 

been investigated. By addressing this research gap and extending the BE literature to 

the emotional perspective, the present research becomes a pioneering work on CER 

towards BE. The development of a scale measuring CER in the BE context can 

benefit future research on BE from the CER perspective.  

The research also extends the BE literature by arguing that product category 

fit of BE is important for a new reason: emotional elicitation. More importantly, our 

findings show that consumers’ CER can cause their attitudinal and behavioural 

responses to the BE. These findings contribute to the existing BE literature on 

predicting consumers’ attitudinal and behavioural outcomes, such as purchase 

intention, attitude towards BE, attitude towards parent brand, and WOM tendency.  

The current research also contributes to CAT. Previous research has 

employed CAT in various contexts, such as CSR, service experience, and service 

recovery, and the current research adds to this list by suggesting that CAT may also 

be applied to the BE context. More importantly, the successful application of the 

cognitive appraisal process in the BE context can strengthen the external validity of 

the theory. Therefore, the current study contributes to the BE literature by 

demonstrating the potential antecedents of CER in accordance with the mechanism 

of CAT.  

Regarding this study’s practical implications, BEs have been recognised as a 

way for marketers to increase revenue streams by capitalising on the brand and 

introducing products in other categories, and the current research suggests that CER 

can determine the success of BEs. For example, consumers can easily express their 

emotional responses via social networking websites, such as the emoticons on 

Facebook (Oleszkiewicz et al. 2017). Such emotional responses being shared in the 

social networking websites may result in a large impact on the BE. Therefore, 

research on CER in the BE context is urgently needed to make marketers aware of 

the importance of CER’s role in BE success. Last, managing CER towards BE may 
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also allow marketers to protect the parent brand from potential dilution caused by the 

introduction of the BE.  

1.6 Thesis Structure 

This thesis is divided into eight chapters. The outlines are shown below:  

Chapter 1. Introduction 

The first chapter discusses the background of the research and the phenomenon of 

CER in the BE context. Research aims, objectives, and questions are also illustrated. 

An overview of the research design, brief summaries of the methodologies and 

findings, and the expected theoretical and practical contributions of the research are 

also discussed.  

Chapter 2. Literature Review 

A review of the BE literature will be provided in Chapter 2. The chapter will start 

with a broader review of the BE literature by providing a literature review table 

summarising the previous BE research. The related constructs, including product 

category fit, emotional brand attachment, and brand name structure, will be reviewed 

in detail and a discussion of the theoretical basis of these constructs will be 

conducted.  

Following the discussion of the BE literature, Chapter 2 will direct readers to 

the research gap regarding CER in the BE context and explain the rationale for 

investigating CER in the BE context. Some practical examples of CER towards BEs 

will also be provided to justify the importance of CER in the BE context.  

Chapter 3. Theoretical Foundation: Cognitive Appraisal Theory of Emotions 

Chapter 3 will initially discuss the definition of emotions. Then, a review of the CAT 

models developed by key authors in the field will be provided. Following this, a 

discussion of CAT application research in the marketing-related field will be 

conducted. Based on the discussion, the cognitive appraisal dimensions relevant to 

the marketing-related research will be summarised.  

Chapter 4. Conceptual Framework and Hypotheses Development 
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Having identified the research gap regarding CER in the BE literature and having 

summarised the relevant marketing-related cognitive appraisal dimensions, Chapter 4 

first narrows down the relevant cognitive appraisal dimensions in the BE context. 

Then, hypotheses are derived from the theoretical foundations of these cognitive 

appraisal dimensions as well as the relevant variables, including product category fit, 

emotional brand attachment, and brand name structure. These hypotheses are 

proposed to address the three research objectives. The chapter sums up with a 

presentation of the conceptual framework of the current research.  

Chapter 5. Philosophical Stance and Research Methods 

Chapter 5 will begin with an overview and comparison of the five leading 

philosophical paradigms in social sciences research. Based on the comparison, the 

chapter will state the research paradigm applied to the present research and justify 

the use of quantitative research methods. The chapter will then discuss the use of 

scenario-based experiments as the methodological strategy. Sampling design and 

data analysis techniques used throughout the various studies of the current research 

will be discussed. Finally, ethical considerations and data management will be 

discussed.  

Chapter 6. Preliminary Study – Measurement of Consumers’ Emotional Responses in 

Brand Extension 

Chapter 6 will follow the scale development procedure to develop a scale measuring 

CER in the BE context. This can be considered as laying the groundwork for the 

overall thesis. The rationale of developing this scale will be provided. Then, the 

chapter will outline methods used in the study and the items of the scale.  

Chapter 7. Main Studies 

Chapter 7 will consist of Study 1, which examines the CAT application in the BE 

context to indicate the predictive ability of the cognitive appraisal dimensions of 

CER in the BE context. The study addresses research objective 1.  

 Then, Studies 2 to 4 examine the conceptual framework of the research. As 

discussed before, these three studies aim to examine (1) the effect of product 

category fit on CER through the cognitive appraisal process (Studies 2a and 4), (2) 

the influence of emotional brand attachment on the relationship between product 

category fit and CER through the cognitive appraisal process (Studies 2a, 2b, and 4), 
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and (3) the influence of emotional brand attachment on the relationship between 

product category fit and CER through the cognitive appraisal process (Studies 3 and 

4). 

Chapter 8. Discussion and Conclusion 

Chapter 8 will summarise the key research findings and outline both the theoretical 

and practical implications. The limitations of the research will be discussed, and 

some recommendations will be made for future research.  

Appendices 

In the appendices section, the list of abbreviations and descriptions (Appendix 1), 

scenarios used in each of the experiments (Appendix 2 and Appendix 3), measures 

(Appendix 4) and experimental designs of Studies 2b, 3 and 4 will be provided 

(Appendices 9 to 11). The full questionnaire of the four studies can be found in 

Appendices 13 to 19.  
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Chapter 2. Literature Review 

2.0 Introduction 

After indicating the research objective in Chapter 1, this chapter aims to summarise 

and critically evaluate factors influencing the success of BEs. From this standpoint, 

the chapter also identifies how investigating the CER of BEs contributes to the BE 

literature.  

BE is defined as “use of an established brand name to enter new products” 

(Keller and Aaker 1992). Spiggle et al. (2012) provide a broader BE definition as the 

term ‘brand stretching’ which involves brands introducing products or services that 

are different from, but connected to, the parent brand. Based on these definitions, the 

current research defines BE as the use of an established brand to introduce new 

products. 

Therefore, this chapter provides an overview and a discussion of different 

factors influencing BEs success from previous BE literature. These factors are 

summarised into five main dimensions: (1) BE characteristics, (2) parent brand 

characteristics, (3) consumer factors, (4) marketing strategies and (5) market factors. 

To structure the review, BE characteristics will be discussed as the evaluative cues or 

stimuli of the BE strategy which consumers evaluate. For example, when Oreo 

introduces the new ice-cream product, the extended product becomes a stimulus to 

stimulate consumers’ evaluations. The theoretical underpinning of factors 

influencing consumers’ evaluations of BE will also be discussed.  

Apart from the effect of the parent brand on the BE, it is also important to 

note that introducing new products through an established brand name can also 

influence consumers’ evaluations of the parent brand, i.e. the dilution effects (Pina et 

al. 2013). These will also be discussed in this section. A literature review table 

summarising previous research factors influencing consumers’ evaluations of the BE 

and parent brand can be found in Table 4.  

In the following paragraphs, the Chapter will first introduce how consumers 

evaluate BEs and the parent brand. Then, the Chapter will review the parent brand, 

consumers and market situational factors affecting consumers’ responses on BEs and 

the parent brand. Based on the review of the literature, the Chapter delineates the 
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research gap and introduces a new angle of CER on BEs, which can potentially 

influence both the consumers’ responses to both the BE and the parent brand.  

2.1 Brand Extension Characteristics Factors 

When consumers are exposed to a BE, their evaluations are based on the features and 

attributes of the BE product, such as the product category and the parent brand 

equity. Hence, the characteristics of the BE often act as evaluative cues from which 

consumers’ evaluations are evoked.  

2.1.1 Brand extension fit 

As BEs involve brands introducing a new product, the new product becomes a 

stimulus or exemplar to consumers. Consumers often use the similarity between the 

BE and the current offerings of the parent brand as their evaluative cue, i.e. the fit 

between the parent brand and the BE (Aaker and Keller 1990, Martinez and Pina 

2010). Therefore, previous BE research has predominantly used the concept of fit as 

an antecedent affecting consumers’ judgement of the extended product (Martinez and 

Pina 2010).  

Previous research has used categorisation and schema theories to explain the 

theoretical and cognitive mechanism behind the concept of fit (e.g. Dens and De 

Pelsmacker 2010a, Morrin 1999, Bambauer-Sachse et al. 2011). Categorisation 

theory suggests that consumers conceptualise a brand in relation to various brand-

related information, such as what the brand sells and other brand-specific 

information, to form an overall brand concept (Park et al. 1991). Such a brand 

concept is stored in a consumer’s mind, called a ‘mental schema’. This mental 

schema informs consumers on what the parent brand is related to, i.e. the typicality 

of the brand (Parker et al. 2017, Aaker and Keller 1990). As consumers continuously 

receive new information from the brand, they develop, update, or modify these brand 

associations (mental schema). For example, in terms of product category, consumers 

first have the association of Colgate offering toothpaste products; when Colgate 

introduces toothbrushes and mouthwash, consumers learn from the consumption 

situation and add these products to their mental schema relating to Colgate.  

The Colgate example explains that consumers modify their mental schema 

about the parent brand when they receive a BE. Such categorisation processes also 

depend on the degree of typicality and similarity between the BE information and the 
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parent brand memories in the consumer’s mind (mental schema) (Boush and Loken 

1991). In general, previous research suggests that the higher the similarity (fit) of the 

BE to consumers’ existing memories of the parent brand (mental schema), the easier 

it is for consumers to categorise the BE with the parent brand (Martinez and Pina 

2010, Volckner and Sattler 2006). From here, the schematic fit concept indicates that 

schema-congruent processing of similar objects can elicit similar reactions (Boush 

and Loken 1991). If the BE is similar to the consumers’ knowledge related to the 

parent brand, consumers will be able to associate the BE with the parent brand. This 

association enables affect, information and knowledge transfer from the parent brand 

to the extended product (Martin et al. 2005, Mariadoss et al. 2010, Bambauer-Sachse 

et al. 2011). Meanwhile, it is important to note that the information or knowledge 

transferral happens in two directions: from the parent brand to the extended product 

and from the extended product back to the parent brand.  

First, in terms of the impact on the extended product, when the BE has a 

higher level of fit, previous research indicates that consumers are more likely to 

retrieve and access the available parent brand information in their mind when 

evaluating the BE (Parker et al. 2018, Meyvis and Janiszewski 2004). Hence, if the 

parent brand is being evaluated favourably, consumers will also evaluate the BE 

favourably (Kim and Park 2019). Other research also suggests that BEs with higher 

fit allow consumers to expend less cognitive effort to elaborate or process the BE 

information, which leads to a more favourable evaluation of the BE (Van Osselaer 

and Alba 2003, Parker et al. 2017). For example, when Colgate introduces a 

mouthwash (an extension), consumers can easily categorise this extension to their 

existing memories of Colgate because this extension is highly similar to Colgate’s 

original toothpaste products. Based on this categorisation process, the brand equity of 

Colgate in producing toothpaste products can be transferred to facilitate the 

introduction of the mouthwash. However, when Colgate introduces ready meal 

products, consumers are less likely to recall Colgate’s brand association, which 

makes such an atypical or dissimilar BE less likely to evoke a shared advantage from 

the parent brand (Morrin 1999).  

Second, categorising the extended product with the parent brand based on fit 

can also influence the parent brand. This dilution effect can be explained by the 

bookkeeping and typicality models of the categorisation theory. The bookkeeping 

model posits that consumers’ beliefs and knowledge about the parent brand will be 
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modified when they are exposed to new information related to the parent brand 

(Loken and John 1993). Based on this perspective of the theory, the degree of 

modification on the parent brand’s beliefs and knowledge is determined by the 

consistency between the BE and the parent brand (Pina et al. 2013). If Colgate 

introduces a mouthwash, the high similarity of this product with the original 

Colgate’s toothpaste product may cause less dilution on the associations of Colgate 

brand in consumers’ memories. However, if Colgate introduces ready meal products, 

the low similarity with Colgate’s toothpaste may dilute consumers’ beliefs and 

knowledge about Colgate as a brand by adding food products to their memories. 

Since the majority of previous BE research adopts and verifies the bookkeeping 

model of dilution effects, higher fit between the BE and the parent brand is generally 

preferred.  

Meanwhile, the typicality model argues that less similar extensions will not 

influence the parent brand because consumers tend to create a sub-type which is not 

directly associated to the parent brand (Loken and John 1993, Goedertier et al. 2015). 

Such sub-typing information processing creates a distance between the extended 

product and parent brand which can avoid consumers’ modification of their 

perceived parent brand knowledge, i.e. parent brand dilution (Loken and John 1993). 

This is confirmed by Klink and Smith (2001) that providing conceptually distant 

evaluation cues of the BE can evoke more favourable consumers’ evaluation of  BEs. 

Hence, the typicality model suggests a different information processing of BE with 

low fit and demonstrates that low fit is not essentially a “bad” extension (Parker et al. 

2018). This has led brands to introduce low fit extensions, such as BMW from an 

automobile brand to introduce skateboards; Tiffany from a jewellery brand to 

introduce stationery products and a café. By creating sub-typing information through 

conceptually distant BEs (i.e. low fit), the parent brand associations can be 

broadened and this enhances the extendibility of the parent brand in the long term 

(Chun et al. 2015, Parker et al. 2018).  

2.1.1.1 Product category fit 

Previous research has conceptualised fit from various perspectives, including product 

category (e.g. Kim et al. 2014, Parker et al. 2017, Yeo and Park 2006), brand 

image/concept (e.g. Moon and Sprott 2016, Mao et al. 2012, Pillai and Bindroo 

2014) and visual similarity (e.g. Keaveney et al. 2012), see Table 4. The most 

researched type of fit is product category fit; one of the pioneer empirical pieces of 



 

Page | 39  

BE research on product category fit is conducted by Aaker and Keller (1990). This 

study conceptualises product category fit through three different dimensions, 

including complementarity (the degree of the BE being consumed together with the 

other product offering of the parent brand to enhance consumers’ satisfaction), 

transfer (the capability of the parent brand to pass on the knowledge and expertise to 

manufacture the BE) and substitutability (whether the BE can be a replacement to 

satisfy consumers’ needs of using the original offerings from the brand) (Aaker and 

Keller 1990). This study discovers that transfer and complementarity are stronger fit 

predictors of consumers’ evaluations of BEs. Studies, such as Bottomley and Doyle 

(1996) and Sunde and Brodie (1992), replicate the results and confirm that these 

form the product category fit the dimension of BE significantly and positively 

influence consumer evaluation of BE: the consumers’ BE evaluations are more 

favourable when the product category fit is higher. Mao et al. (2012) suggest that 

such favourable evaluations are due to underlying concrete or abstract information 

processing. They indicate that complementary extensions evoke abstract level 

processing because the thematic relations of co-consumption with the parent brand 

will elicit abstract level processing on product usage. However, since substitute 

extensions involve the processing of more specific functional and physical features 

between the parent and extended brand, concrete processing will be evoked. When 

consumers are in a more concrete level process, they will be able to identify the 

manufacturing transferability from the parent brand to BEs and this, in turn, 

enhances the evaluation of the BEs than an abstract level process in the complement 

extension condition (Mao et al. 2012).  

Besides, more research considers product category fit as a one-dimensional 

construct which measures the similarity of the BE with the parent brand’s original 

offerings through a given scenario in the survey (e.g. Yorkston et al. 2010, Sood and 

Keller 2012, Milberg et al. 2010). By providing such a BE stimulus to respondents 

(consumers), these studies observe respondents’ evaluations and responses toward 

the BE in different levels of product category fit. Such consumers’ evaluations 

include both effects from the parent brand to the extended product and from the 

extended product to the parent brand (Sattler et al. 2010, Parker et al. 2018, Chun et 

al. 2015, Dens and De Pelsmacker 2010a).  
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2.1.1.2 Brand image fit 

Although product category is an important antecedent affecting BE success, the 

consistency between the parent brand image or concept and the extension is also 

being taken into consideration, i.e. the brand image fit (Volckner and Sattler 2007, 

Czellar 2003). This parent brand concept refers to the non-product-related 

associations of the parent brand. This can be the country-of-origin image of the 

parent brand and the general parent brand image. First, the parent brand origin-

extension fit refers to the consistency between the country-of-origin of the parent 

brand and the product category of the BE. For example, consumers may have a more 

favourable evaluation of technology products introduced by a brand from Japan or 

Germany. Such parent brand origin-extension fit can positively influence consumers’ 

perception of the BE quality and purchase intentions (Sichtmann and 

Diamantopoulos 2013).  

Park et al. (1991) and Bhat and Reddy (2001) find that brand image fit is 

especially important for prestigious brands when introducing BE because higher 

image fit enables higher extendibility of these brands. Puligadda et al. (2012) and 

Martinez and Pina (2010) also confirm that higher image fit contributes to more 

positive consumers BE evaluations. This can be explained by the categorisation 

theory that higher image fit enables consumers to trigger the association of positive 

parent brand associations, which enhances the purchase intentions of consumers 

(Carter and Curry 2013). It has also been found that brand image fit of the BE can 

cause parent brand dilution. For example, when a brand introduces a BE with an 

inconsistent market positioning or brand cues of the parent brand, the parent brand 

image will be negatively affected (Riley et al. 2013, Hagtvedt and Patrick 2009).  

2.1.1.3 Goal-derived fit 

While the majority of the BE literature has used categorisation theory to investigate 

the impact of product category and brand image similarity on BE responses of 

consumers, Martin and Stewart (2001) and Martin et al. (2005) extend this model and 

look at the goal-derived fit, i.e. the goal congruency between the BE and the parent 

brand. Here, the goal is defined as “abstract benefits sought by the consumer that are 

available through the (abstract or concrete) features of a product class that offer 

fulfilment of those goals” (Huffman and Houston 1993, p. 194). Such abstract or 

concrete features can be provided by the product category and brand image 
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consistency of the shared goals between the BE and parent brand (Martin and 

Stewart 2001). In other words, it is not the objective product category or brand image 

similarity between the parent brand and the extended product, but the shared purpose 

(goal) consumers possess when they evaluate the BE. This consumer goal allows the 

consumer to make sense of the BE by creating more cohesive information associated 

with the parent brand. For example, while the Tiffany & Co’s stationery and café 

extensions are low in product category fit compared to its original jewellery 

products, consumers possess the same goal when purchasing stationery products 

from the brand, i.e. to express social status. Therefore, consumers’ evaluations of BE 

goal-derived similarity depend on whether the BE can accomplish the goal possessed 

by consumers at the time of judgement (Martin et al. 2005).  

 Consumer responses to the BE with goal-derived fit are similar to that of 

product category and brand image fits. According to the categorisation theory, goal-

derived fit can also be explained by the concept of knowledge transferral; when the 

goal-derived fit is high or well-communicated by the BE or other marketing 

strategies on the BE, consumers’ knowledge and attitudes associated with the parent 

brand can be transferred to the evaluation of the BE (Martin and Stewart 2001, 

Martin et al. 2005). Therefore, consumers have a more favourable evaluation and 

high purchase intention for goal-congruent (versus goal-incongruent) BEs. In terms 

of the impact on the parent brand, these studies indicate that different levels of goal-

derived fit of the BE (goal-congruence versus goal-incongruence) do not show a 

significant difference in causing a dilution effect on the parent brand (Martin et al. 

2005).  

Although categorisation and schema theories remain the mainstream 

information processing mechanisms of BEs’ product category and brand image fit, 

other research suggests different types of fit derived fit from other theoretical angles. 

These include the dual-process model of fit (e.g. Estes et al. 2012, de Groote et al. 

2019) and two-process contingency model of fit (Mao and Krishnan 2006). The 

following paragraphs discuss these different models of fit as derived from other 

theoretical perspectives. 

2.1.1.4 Taxonomic and thematic fit 

The dual-process model provides a new categorisation of BE stimuli by arguing that 

the concept of fit is not only based on the common features between objects, i.e. 
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between the parent brand and BEs, but also the relations between objects (Estes et al. 

2012, de Groote et al. 2019). To be specific, the dual-process model distinguishes 

between features similarity (taxonomic similarity) and relations similarity (thematic 

similarity). Taxonomic similarity considers the common features between objects 

which are in a common category (Hampton 2006). For example, Cola and orange 

juice share the same feature in that they are both under the category of ‘drinks’. In 

contrast, thematic similarity concerns the complementary role of different objects to 

be consumed in the same scenario (Estes et al. 2012, Estes et al. 2011). For instance, 

Cola and chips may be similar in that they are often consumed together in a fast food 

restaurant. Based on this, the thematic similarity in the dual-process model justifies 

the success of some BEs even they have a low level of fit. Successful practical 

examples of thematic fit including Gillette extends from shaver to shaving foam, 

Hotel Chocolat from producing chocolate to selling ice-cream and EasyJet from the 

airline industry to the hospitality industry by introducing EasyHotel.  

The dual-process model of similarity in BE can also influence consumers’ 

responses to BEs. Compared to taxonomic similarity, BE with thematic similarity 

can evoke more rapid information processing in consumers. This rapid information 

processing allows consumers to connect between the BE and the parent brand and so 

induces more favourable evaluations of the BE (Estes et al. 2012). Another study 

conducted by de Groote et al. (2019) suggests that consumers’ evaluations of BE 

with different dual-process similarity depend on consumers’ cognitive styles. They 

find that consumers with intuitive cognitive style have a more favourable evaluation 

on BEs with thematic similarity because of they focus on the “big picture” and the 

imagination of the complementary usage of the BE in relation to the parent brand’s 

original offerings. Besides, consumers with systematic cognitive styles are more 

likely to evaluate the taxonomic extension more favourably because they focus more 

on the association of salient product attributes between the BE and the parent brand, 

such as the common features between the BE and parent brand.  

2.1.1.5 Prototype and exemplar fit 

Previous research has also employed the normative and comparative principles to 

constitute fit (Mao and Krishnan 2006). These principles are drawn from how 

individuals form a social group membership; either an individual matches the group 

norm (normative principle) or other group members (comparative principle) (Turner 

et al. 1994). Applying these to the BE context create a unidimensional fit; the BE 
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similar to the brand prototype (normative principle) or other product exemplars 

(comparative principle). In other words, the prototype fit is mainly related to the 

degree of similarity between the BE and the overall image of the parent brand. 

Exemplar fit, on the other hand, refers to the consistency of the BE with other 

product offerings of the parent brand. For example, the introduction of the “Blue Box 

Café” by Tiffany & Co is inconsistent with other product exemplars of the company 

but it does reflect the company’s “luxury and Tiffany blue” prototype. The 

introduction of stationery by Tiffany & Co is inconsistent with the overall image of 

the brand as stationery is often seen as a commodity, but it shares some features of 

Tiffany & Co exemplar, such as pens made of sterling silver. Therefore, the Tiffany 

& Co’s Blue Box Café extension has high prototype fit and low exemplar fit, while 

Tiffany & Co’s stationery extension has low prototype fit but high exemplar fit.  

The two-process contingency model can be used to explain consumers’ 

responses to BE with prototype and exemplar fit. The model also suggests a 

transference of knowledge through the parallel or top-down evaluation process, 

depending on the type of fit. Parallel information processing is adopted when the 

exemplar fit is high. Parallel processing enables information transfer from the 

product exemplar of the parent brand to the evaluation of the high exemplar fit BE 

(Gregan-Paxton and John 1997). On the other hand, when the prototype fit is high, 

the top-down evaluation process will be activated and the positive evaluation of the 

parent brand will be transferred to judge the BE (Hamilton and Sherman 1996). The 

research discovers that exemplar (prototype) fit contributes to a positive evaluation 

when consumers have a positive evaluation of the parent brand’s exemplar 

(prototype) (Mao and Krishnan 2006). The research also finds that compared to 

exemplar fit, prototype fit requires more cognitive resources from consumers to 

transfer the parent brand image to the evaluation of the BE.  

2.1.1.6 Parent brand association fit 

Parent brand association fit of BEs is a relatively new concept created by Michel and 

Donthu (2014), including central and peripheral parent brand associations. Central 

parent brand association is related to the core attribute of the brand which can 

communicate parent brand meaning. Peripheral parent brand associations are the 

attributes which are separable from the core concept of the parent brand. For 

example, in the case of Apple, ‘technology products’ is strongly associated with 

Apple’s image, but it is not central. The association of ‘innovative ideas’ may be 
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perceived as the central brand association of the brand Apple. It has been found that 

both high central (versus peripheral) parent brand association fit of the BE is more 

efficient in enhancing consumers’ evaluations of the BE. However, the low central 

parent brand association fit can also cause a stronger dilution effect on the parent 

brand image.  

2.1.1.7 Brand extension authenticity 

The study conducted by Spiggle et al. (2012) create the BE authenticity concept, 

which represents consumers’ perceived legitimacy of the BE regarding the parent 

brand. Although this concept does not contain the word ‘fit’, it is related to the 

consistency of the BEs with the overall parent brand concept. The consumers’ 

perceived BE legitimacy can be created by (1) maintaining a consistent style and 

standard of the parent brand; (2) honouring a parent brand’s heritage, such as through 

cultural associations, production process, designs and styles; (3) containing the 

fundamental values of the parent brand which reflects a consistent brand identity; (4) 

resisting over-commercialisation (Spiggle et al. 2012). Such BE authenticity can 

positively influence the consumers’ BE evaluations and the parent brand value.  

2.1.2 Vertical brand extensions 

Having discussed the concept of fit as used in most of the BE research, it is also 

important to note that BE characteristics are not limited to the similarity of attributes 

and features between the parent brand and the extended product. Previous research 

also investigates how products being introduced in different classes can influence 

consumers’ evaluations (Pontes 2018), i.e. ‘vertical extensions’. For example, higher 

versus lower price BEs, and higher versus lower technology levels of BEs.  

The first type of vertical extensions involves the product price level being 

extended upward (more expensive and higher classed) and downward (less expensive 

and lower classed) (Riley et al. 2015). For example, Ibis, a hotel brand, introduced a 

downward extension of Ibis Budget, offering lower priced hotel rooms with basic 

services; Best Western, on the other hand, introduced an upward extension of Best 

Western Plus and Premier by Best Western. Previous research generally suggests that 

consumers’ evaluations of vertical extensions depend on the underlying risks 

associated with the BE in terms of the uncertainties and consequences (e.g. Lei et al. 

2008, Pontes 2018). This can be explained by the market positioning of the parent 

brand. For example, since Best Western Hotel is associated mid-range hotel segment, 
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consumers are uncertain about whether a mid-range brand is capable of delivering 

the upward extension (e.g. Best Western Plus), which involves higher functional and 

emotional/hedonic expectations from consumers (Lei et al. 2008). Moreover, 

introducing upward extensions involves higher monetary sacrifices with a higher 

potential loss (Pontes 2018). These result in higher perceived risks by consumers. On 

the other hand, consumers have lower perceived risks toward downward extensions 

because they tend to believe that the brand possesses manufacturing expertise and is 

capable of satisfying the needs of a lower-priced segment, having served in a 

relatively higher-priced segment (Pontes 2018). Therefore, consumers have higher 

perceived risks on upward (downward) extensions which consequently lead to a less 

(more) positive evaluations of upward (downward) BEs. Also, to BE evaluations, 

introducing vertical extensions can also influence consumers’ evaluations of the 

parent brand. Previous research suggests that when a luxury brand introduces a 

downward extension, the inconsistent lower-priced brand cues from a luxury brand 

can negatively influence the luxury image of the parent brand (Riley et al. 2015). 

Adding to this, the negative impact on the parent brand also happens on prestige 

brands because of its original meaning of the brand and the conspicuousness of the 

consumers (Goetz et al. 2014).   

Second, Jun et al. (1999) and He and Li (2010) look into the technology level 

extension context and introduce upward and downward technology level extensions. 

This concept of technology extensions refers to a brand introducing a new product 

which requires a different level of technology. Upward (downward) technology 

extension involves a new product with more (less) advanced technology (He and Li 

2010). For example, Lenovo extending from producing computers to mobile phone is 

a downward technology extension whereas Canon extending from producing 

cameras to camcorders is an upward technology extension. Similar to the traditional 

vertical extensions, consumers evaluate whether the parent brand possesses the 

technological competence to produce the BE. Therefore, downward (versus upward) 

technology extensions are preferred because consumers are confident that the parent 

brand is capable of producing a lower technology level product (He and Li 2010). 

Moreover, technology extensions can also influence consumer perception of the 

parent brand. In particular, introducing upward technology extensions can enhance 

consumer evaluation of the parent brand while no relationship between downward 

technology extensions and the dilution effect on the parent brand has been found (Jun 

et al. 1999).  
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2.1.3 Brand extensions in a specific context 

Apart from vertical extensions, some previous studies have contextualised BEs and 

investigated how the characteristics of the BE in a specific consumption context can 

influence consumers’ evaluations. These contexts include cross-cultural BEs, cross-

gender BEs, and the consumption types of BEs. The first BE context is a cross-ethnic 

extension, which is described as multinational brands introducing products to a 

different cultural context (Aguirre-Rodriguez et al. 2014). The research finds that 

consumers have a more favourable evaluation to the BE when the extended product 

is blended with some local elements. This is based on the social identity theory, 

which illustrates that the local elements of the BE are an in-group cultural 

representation. This results in more favourable evaluation towards the extended 

product and the parent brand (Aguirre-Rodriguez et al. 2014).  

Research in BE has also addressed the market phenomenon of some gender-

salient brands introducing new products to target the opposite gender market, i.e. 

cross-gender BEs (Jung and Lee 2006). Studies in cross-gender BEs mainly discuss 

the effect of consumers gender-related identity influencing their acceptance of the 

cross-gender BEs. For example, in a qualitative study, Avery (2012) discovers that 

when male consumers realise a male brand is introducing a female brand, the male 

brand will be associated with the opposite gender identity and can no longer express 

the male consumers’ gender-related self-identity. From here, male consumers 

perceive this as a threat to their in-group masculine identity and they will react 

negatively towards the parent brand and distance themselves from the extended 

product. However, it is also found that male consumers are more likely to have a 

negative reaction to the cross-gender BE than female consumers (Jung and Lee 

2006). In line with this, a more recent study suggests that endorsed brand name 

strategy (such as H.E. by Mango, a new male clothing brand endorsed by a female 

clothing brand, Mango) cannot reduce the negative consumers’ perceptions of the 

parent brand because of the change in parent brand gender image and this effect is 

stronger for male consumers (Azar et al. 2018). Meanwhile, this effect depends on 

the gender role attitudes held by consumers (Ulrich 2013). She discovers that 

consumers with more traditional gender role attitudes will have a stronger negative 

attitude towards the parent brand and the BE.  

Another study conducted by Liu and Hu (2012) looks at the adolescent 

consumption context and uses the level of the conspicuousness of the BE (publicly 
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versus privately consumed) to investigate adolescent consumer evaluation. 

Particularly, publicly consumed extensions express consumers’ self-belonging to a 

specific reference group and consumers are highly motivated to use the BEs which 

can be easily identified by their peers. Therefore, compared to privately consumed 

extensions, consumers are more willing to pay more for publicly consumed 

extensions (Liu and Hu 2012). For example, adolescent consumers are more willing 

to pay (WTP) more if Nike introduces a new headphone (publicly consumed) rather 

than a new hi-fi system (privately consumed). The study also finds that a higher 

product category fit of the BE can elevate the effect of conspicuousness of the BE on 

adolescent consumers’ WTP for the BE.  

2.1.4 Product attributes of the extended product 

Having discussed BEs in a specific context and how the BEs are related to the parent 

brand, the previous literature also examines the how the role of the product attributes 

can also influence consumers’ evaluations. For example, whether the extended 

product is a service or tangible product, innovative benefits of the extended product, 

and specific product features of the extended product.   

First, the study conducted by Pina et al. (2013) offers another view on goods 

and service extensions, i.e. a tangible goods brand introducing service extensions 

(goods to services) versus a service brand introducing tangible goods extensions 

(services to goods). This can be explained by the service characteristics that an 

extension to services entails higher intangibility and heterogeneity (Rushton and 

Carson 1989). This results in higher consumers’ uncertainties toward the quality and 

performance of the service extension, which causes higher perceived risks (Hem and 

Iversen 2003). Therefore, it is more difficult for a tangible product brand to introduce 

a service extension than a service brand to introduce tangible product extension (Pina 

et al. 2013).  

The innovative benefits (versus ordinary benefits) of the BE can also affect 

consumers’ BE evaluations (Chun et al. 2015, Sinapuelas et al. 2015). Innovative 

benefits are the level of novel and useful ideas of the BE to consumers. The previous 

research suggests that consumers have stronger positive evaluations of BEs with 

innovative benefits (versus ordinary benefits) when the BE is introduced by a higher 

reputation brand, regardless of fit. It is because consumers have stronger trust 

towards the parent brand and are more open to accepting BE with innovative benefits 
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at any level of fit (Chun et al. 2015). They also discover that the high reputation 

parent brand can be significantly and positively influenced when it introduces a BE 

with high innovative benefits in the low fit condition. It is because, in this condition, 

surprise could be evoked, and such a feeling motivates consumers to adopt a deeper 

information processing of the BE with stronger appreciation on the parent brand 

(Chun et al. 2015). If the BE is introduced by a weak reputation brand, the positive 

relationship between product category fit and consumers’ evaluations of the BE can 

be strengthened by the innovative benefits (versus ordinary benefits). 

Finally, previous research suggests that the level of attributes changes of the 

BE from the parent brand can affect consumers’ responses to the BE, i.e. slot-filler 

versus new attribute extensions. Similar to the concept of fit, this concept is 

grounded on the schema theory in which consumers assess the similarity of the 

product concept of the BE in relation to the existing product concepts associated with 

the parent brand (Desai and Keller 2002). Slot-filler extension refers to a BE with 

incremental changes to the current product concept of the parent brand. New attribute 

extension involves an introduction of new attributes to the original product category 

of the parent brand. For example, Dettol introducing a new scent of disinfectant 

spray is a slot-filler extension, while a new anti-bacterial wipe product is a new 

attribute extension. The new attributes of the extension can be either introduced by a 

self-branded ingredient (e.g. Dettol’s disinfectant spray with its own citrus scent) or a 

co-branded ingredient (e.g. Dettol’s disinfectant spray with Dove’s scent). They find 

that self-branded ingredient of a slot-filler extension leads to more favourable 

consumer evaluation of the BE while using the self-branded ingredient to introduce a 

new attribute extension leads to less favourable consumer evaluation of the BE than 

using co-branded ingredient (Desai and Keller 2002).  

After discussing various BE-related factors which directly affect consumers’ 

judgements of BEs, the next section will review some factors which can both directly 

influence consumers’ evaluations of BEs and/or modify the relationship between 

those BE scenarios (such as fit) and consumers’ judgements.   

2.2 Parent Brand Factors 

As far as BEs as stimuli affecting consumer response is concerned, previous BE 

research has been indicating that consumers’ evaluations of the BE depend on parent 

brand factors (e.g. Park et al. 1991, Czellar 2003, Volckner and Sattler 2006, 
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Martinez and Pina 2010). Generally, characteristics and consumers’ perception of the 

parent brand are the two parent brand-related factors which have been identified to 

influence the consumers’ BE evaluations.  

2.2.1 Characteristics of the parent brand 

2.2.1.1 Parent brand breadth 

In terms of the characteristics of the parent brand, previous research looks at how 

different parent brand-related attributes can influence consumers’ BE evaluations. 

Previous research introduces a concept called parent brand breadth, which refers to 

the variability of products being associated with the parent brand (Boush and Loken 

1991). A narrow (broad) parent brand breadth is associated with small (various) 

product lines (Sheinin and Schmitt 1994). For example, EasyGroup started from the 

airline sector with a narrow brand “EasyJet” offering inter-city flight services. 

However, it would now be considered as a broad brand because EasyGroup has 

introduced other services outside of the aviation sector, such as providing airport 

shuttle bus services (EasyBus), hotel (EasyHotel) and cafés in the city centre 

(EasyCoffee). Parent brand breadth influences consumers’ evaluation of BEs through 

a category structure of the BE in relation to the existing parent brand’s category in 

consumers’ memories (Boush and Loken 1991). This concept posits that when 

consumers are exposed to the BE, they would evaluate the typicality or 

representativeness of the BE in relation to the original category of the parent brand. 

The accessibility-diagnosticity theory further explains: when consumers evaluate a 

BE by retrieving the information related to the parent brand (Meyvis and Janiszewski 

2004). Based on this, brands with broader brand breadth have higher potential to 

introduce products in a relatively dissimilar product category because broader 

product category attributes are being associated with the parent brand and consumers 

are able to retrieve more product category-based benefit associations from the parent 

brand to the BE (Sheinin and Schmitt 1994, Volckner and Sattler 2007). 

Consequently, compared to narrow parent brands, broader parent brands can 

contribute to a more favourable evaluation of BEs, especially with a lower fit 

(Sheinin and Schmitt 1994, Goedertier et al. 2015).  

2.2.1.2 Parent brand identity 

The study conducted by Vanhonacker (2007) investigates how parent brand identity, 

including faith (consumers’ trust on and confidence in the brand’s strategies to 
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handle an uncertain situation), predictability (the consistency of the brand’s strategies 

and the level of certainty that consumers have on the brand’s action) and 

dependability (the perceived vulnerability of the brand which reflects the brand’s 

quality and trustworthiness) can benefit on the BE introduction. The results indicate 

that parent brand faith and predictability can enhance consumers’ BE evaluations. 

However, such an effect does not occur if the parent brand has a high level of 

dependability (Vanhonacker 2007). Le et al. (2012) provide more support on these 

results and explain that, since the identity of the parent brand can be transferred the 

BE, consumers tend to have more favourable evaluations. However, they argue that 

such parent brand identity transferral is weakened when the product category fit of 

the BE is low.  

2.2.1.3 Parent brand positioning 

Previous BE research also indicates that the market positioning of the parent brand 

has different extendibility. Some studies indicate that luxury or prestigious brands 

are more extendible than functional or value brands because the former deliver 

stronger emotional and hedonic benefits to consumers (Hagtvedt and Patrick 2009). 

These benefits also develop a more abstract and hedonic brand concept amongst 

consumers. Using the affect-as-information theory and feeling-based evaluation, 

consumers evaluate the BE through what they feel is right rather than what makes 

sense to them (Hagtvedt and Patrick 2009). Moreover, the hedonic benefits of the 

brand have been found to be more transferrable across different product categories, 

which enhances the extendibility of the brand (Hagtvedt and Patrick 2009).  Indeed, 

Albrecht et al. (2013) agree that the degree of luxuriousness of the parent brand can 

enhance the extendibility of the parent brand. This explains the reason why Ferrari, a 

luxury automobile producer, has successfully introduced low product category fit 

BEs, such as suitcases and sunglasses. The same hedonic benefits can also be found 

from a parent brand with high prestigious (versus functional) image, enabling 

consumers to utilise the parent brand’s prestige concept to connect with the extended 

product and allow the parent brand to associate with a wider range of products with 

the parent brand (Monga and Gurhan-Canli 2012, Palmeira 2014).  

2.2.2 Consumers’ perception of the parent brand equity 

Similar to the positioning of the parent brand, previous research also indicates 

that the perceived parent brand equity is also an important factor influencing the 
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evaluation of BEs (e.g. Aaker and Keller 1990, Martinez et al. 2008, Buil et al. 

2009). Brand equity as discussed in the BE literature include perceived quality of the 

parent brand, brand awareness, and brand associations (Yoo et al. 2000).  

First, in terms of perceived quality of the parent brand, which is also the most 

researched area in parent brand factors from the BE literature (see Table 4), it can be 

summarised as the parent brand’s strength, perceived quality and consumers’ attitude 

towards the parent brand. Reddy et al. (1994) suggest that parent brand strength, 

which can be determined by the market dominance of the parent brand in the market. 

Such market dominance not only facilitates the positive transfer of the parent brand 

competence to the extended product, but it can also be able to reduce risks on the BE 

introduced in another product category. Therefore, a stronger brand can enhance 

consumers’ evaluations of BEs. In a similar vein, when consumers have a more 

favourable quality perception of the parent brand having more experts to produce the 

BE in a new product category, the BE evaluation can be enhanced (Vanhonacker 

2007). Previous studies also suggest that when the parent brand’s attributes are 

related to higher perceived brand quality, it can also affect the judgement of BEs 

(Volckner and Sattler 2006, Bottomley and Doyle 1996). Likewise, other studies also 

provide evidence that a positive parent brand image enhances the chance of success 

for BEs (Hem and Iversen 2003). The attitude towards the parent brand can be 

explained by the affect and knowledge transfer mechanism of the categorisation 

theory. When introducing a BE, consumers’ positive attitudes toward the parent 

brand can also be transferred to elevate the evaluation of the BEs (Bhat and Reddy 

2001, Sheinin and Schmitt 1994).  

Moreover, brand awareness or familiarity can also have an impact on BE 

evaluation because consumers are more likely to purchase products of brands with 

which they have previous experience. (Swaminathan 2003). Moreover, when the 

parent brand possesses a high brand familiarity, consumers are more likely to have 

more precise opinions about the parent brand and such a rich knowledge structure 

about the parent brand can benefit the parent brand to introduce BEs. This 

knowledge structure reflects the capability and reliability of the parent brand to 

introduce new products in the market (Martinez and Pina 2010). Therefore, higher 

parent brand familiarity contributes to higher parent brand image, which 

consequently influences BE evaluations (Martinez and Pina 2010, Klink and Smith 

2001).  
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The parent brand perception can also be evoked from other contexts and 

evaluative cues. From the international marketing perspective, Sichtmann and 

Diamantopoulos (2013), suggest that the parent brand origin image directly 

influences the introduction of BEs because such an image not only affects 

consumers’ perceived quality of the parent brand, but it also generates perceptions of 

whether the country-of-origin is consistent with producing high quality products of 

the BE’s product category.  

The study conducted by Kumar (2005) also indicates that the success of the 

previous BEs can help consumers develop the parent brand associations, beliefs, 

affect and quality perception of the parent brand introducing a BE. Therefore, the 

success of the previous BE can enhance the chance of success of the future BEs 

introduced by the parent brand (Kumar 2005). 

2.2.3 Perceptions of the parent brand’s ability to manufacture the extended product 

Perceived manufacturing difficulty of the BE is the comparison between the 

suitability and efforts of manufacturing the product extension in other product 

categories (Mariadoss et al. 2010). The consumers’ perceived manufacturing 

difficulty is crucial in affecting BE success because it directly affects consumers’ 

expected benefits of the extended product (Wood and Moreau 2006), and perceived 

efforts and motivations of the parent brand to launch the BE (Aaker and Keller 

1990). The relationship between different levels of extension difficulties and 

consumers' attitudes on BEs is also documented in other studies. In particular, Aaker 

and Keller (1990) in the context of high quality parent brand find that consumers 

evaluate the easy-to-make extensions as 'trivial', which is inconsistent with the brand 

image and they would pay less attention to such a BE. They tend to think that the BE 

is a blatant effort by the parent brand to capitalise on its brand name to introduce a 

new product in a new and easy-to-make product category. This evaluation leads 

consumers to have negative attitudes toward the easy-to-make BEs. On the other 

hand, consumers perceive higher manufacturing difficulty extensions as more 

congruence and quality promise of the high quality parent brand, which result in a 

favourable response toward the BE (Aaker and Keller 1990). However, an extension 

which is too difficult for the parent brand to produce may give rise to another issue in 

terms of whether the brand possesses sufficient resources and expertise to 

manufacture the extended product (Vanhonacker 2007).   
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Based on this, Mariadoss et al. (2010) and Pillai and Bindroo (2014) argue 

that the relationship between extension difficulty and BE evaluation should not be 

linear. They employ the concept of consumers’ perceived evaluation difficulty, 

which illustrates the degree of cognitive and behavioural difficulty for consumers to 

differentiate between options (Pillai and Bindroo 2014). In general, consumers are 

less likely to spend high cognitive efforts to learn about the BE in relation to the 

parent brand. At the same time, consumers do not explicitly process too simple 

information (Pillai and Bindroo 2014). Based on this, when BEs are with a high level 

of perceived manufacturing difficulty, consumers are required to spend very high 

cognitive efforts in order to make sense of the capability of the parent brand to 

produce the BE (Mariadoss et al. 2010). This does not mean that consumers will 

have favourable evaluations toward BEs with a low level of perceived manufacturing 

difficulty. This is because consumers perceive such extensions as too simple to 

process mentally and, thus, they are likely to neglect some differentiable 

characteristics of the products from other alternatives in the market (Mariadoss et al. 

2010). Therefore, the most favourable effect of the consumers’ perceived 

manufacturing difficulty on consumers’ responses toward BEs is when the BE is at a 

moderate level of manufacturing difficulty. Hence instead of a linear relationship, the 

relationship between extension difficulty and BE evaluation should be an inverted U-

shaped, curvilinear relationship, which has a peak at the extensions with a 

moderately difficult manufacturing level (Mariadoss et al. 2010). 

Based on the above curvilinear relationship, research has been conducted on 

enhancing the acceptance for more marginal BEs. As for moderate to extremely 

difficult extensions, Mariadoss et al. (2010) suggest that the transferral of core 

capabilities and features from parent brand to the extension can lower the cognitive 

loads and learning costs for consumers, which enhance the willingness to process 

more information from a high extension difficulty BE. This has been confirmed by 

Pillai and Bindroo (2014) that overlapping attributes can mitigate the effect of 

extension difficulty on BE evaluation. As for moderate to low extension difficulty, 

Pillai and Bindroo (2014) suggest that complementary BEs enhance the evaluation of 

low extension difficulty extensions because it elicits a more holistic thinking style, 

which encourages consumers to identify the relationship between objects. 
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2.3 Consumers’ Personal Factors 

Having considered the BE product and parent brand, it is also important to note that 

consumers’ individual factors can also influence the evaluation of BEs. Considering 

categorisation and schema theories influence how consumers process the BE 

information, previous research has considered when consumers’ factors, such as 

cognitive styles and resources, values and beliefs, motivation, affective state and 

previous knowledge and experience on the BE and the parent brand, can influence 

the categorisation and schematic mechanism and, ultimately, BE evaluations.  

2.3.1 Consumers’ cognition 

Consumers’ cognitive style refers to information processing through which 

individuals analyse incoming information and use it to regulate their behaviours 

(Nisbett et al. 2001, Cools and Van den Broeck 2007). Research in BE has shown 

that different consumers’ cognitive styles also influence how they scrutinise the 

incoming BE information and, consequently, affect their BE judgements, such as 

consumers’ brand schematicity, holistic versus analytical thinking (Monga and John 

2007, Ng 2010), systematic versus intuitive (de Groote et al. 2019), interdependent 

versus independent self-construal (Ahluwalia 2008) and high versus low construal 

level (Kim and John 2008).  

2.3.1.1 Brand schematicity 

As mentioned before, consumers rely on their mental schema about the parent brand 

to evaluate BEs; Puligadda et al. (2012) suggest the brand schematicity concept 

which represents the readiness for consumers to process the incoming stimuli of the 

brand using their existing parent brand-related memories. They suggest that 

consumers with a higher level of brand schematicity are more likely to retrieve the 

parent brand-related attributes to evaluate BEs and, thus, enhance consumers’ 

evaluation of BEs. 

2.3.1.2 Consumers’ thinking styles 

In terms of information processing and the explicitness of the incoming BE 

information, previous studies consider holistic and analytical thinking as a way 

influencing BE evaluations. These thinking styles are derived from the social 

environment that consumers are involved in. Holistic thinkers are those who have 

many social relationships and these relationships influence them to draw 
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relationships between objects. Therefore, when processing BE information, they 

focus on the thematic, the relational and the abstract (Monga and John 2010). 

Analytic thinkers, on the other hand, are those who have fewer social connections 

and, thus, they tend to detach the stimuli from the overall context which allows them 

to focus on the specific attributes of the stimuli and apply different criteria to 

evaluate the stimuli (Monga and John 2010). Therefore, holistic thinkers, in general, 

have higher perceived BE fit and consequently more favourable evaluation of the BE 

than analytical thinkers (Monga and John 2007). Monga and John (2010) add to the 

results by showing that it depends on the type of parent brand; holistic thinkers have 

greater perceived fit between the parent brand and the extended product and 

subsequently more favourable evaluation of the BE only in the functional brand 

condition because for prestige brands’ BEs, both holistic and analytic thinkers are 

able to easily transfer positive parent brand associations to the BE.  

Another study by Ng (2010) argues that the evaluations also depend on the 

level of motivation to process the information and they suggest that such an effect 

can also influence the parent brand, i.e. dilution effect. When motivation is high 

(low), holistic (analytical) thinkers have a less negative perception towards the parent 

brand, when the brand introduces a below expectation, but a high fit, extension. 

2.3.1.3 Systematic versus intuitive information processing 

Similar to holistic and analytical processing, systematic versus intuitive information 

cognitive styles have been applied to analyse the taxonomic and thematic fit of the 

BE (de Groote et al. 2019). The systematic processing style involves analytical, rule-

based information processing whereas intuitive processing is more intuition-based 

and visual information-driven (Kozhevnikov 2007). Some research argues that 

consumers with systematic cognitive style tend to use the information cues on the BE 

and memories of the parent brand to evaluate the BE (de Groote et al. 2019). On the 

other hand, the intuitive cognitive style leads to a more imaginative evaluation of 

BEs because consumers with an intuitive cognitive style are less dependent on 

existing information processing rules and disciplines (Scott and Bruce 1994). 

Previous research discovers that a systematic cognitive style can enhance the 

evaluation of taxonomic extensions because these extensions are related to the 

existing common features with the parent brand and, consequently, enable cognitive 

matching with a systematic cognitive style (de Groote et al. 2019). On the other 

hand, consumers with a higher intuitive cognitive style are more likely to have more 
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favourable evaluations toward the BEs with thematic fit because they are more likely 

to be able to use their creative and innovative cognitive style to imagine the co-

occurrence of the BE in relation to other products from the parent brand (de Groote 

et al. 2019).  

2.3.1.4 Consumers’ self-construal 

Meanwhile, information processing explicitness can also be evoked by self-construal, 

which is related to how a person perceives his/herself and defines his/herself 

independently or interdependently with others (Cross et al. 2002). Consumers who 

hold independent self-construal define themselves as a separate entity from others 

and stress the uniqueness of the self when comparing with others, whereas 

interdependent individuals are more relationship-driven and focus more on social 

connectedness and interpersonal relationships (Markus and Kitayama 1991). These 

types of self-construal also affect how individuals perceive the broader world and 

BEs. For example, Ng and Houston (2006) suggest that interdependent individuals 

focus more on the interrelated brand beliefs and social connectedness of the BE with 

the brand instead of the product category and other product attributes. Therefore, 

these individuals are more likely to adopt relational information processing with 

higher flexibility to identify relationships between the BE and the parent brand, 

which enhances the evaluation of BEs with a lower level of fit (Ahluwalia 2008).  

2.3.1.5 Construal level 

Apart from the level of social separateness of the individual (i.e. self-construal) 

which leads to different information processing and influences the evaluation of BEs, 

a construal level which is determined by psychological distance can also contribute 

to the abstractness of information processing. Abstract or high-level construal 

interprets only the core BE information and focuses on the general features, whilst 

concrete or low-level construal focuses on the specific and details of all available BE 

information (Labroo and Patrick 2008). In the context of BE, consumers with high-

level construal have a greater emphasis on the fit than those with low-level construal 

because low-level construal consumers look at the specific and contextual details of 

the BEs (Kim and John 2008).  

2.3.1.6 Consumers’ cognitive loads 

Since BE research has been focusing on how consumers cognitively process the BE 

stimuli, the cognitive efforts required to process the BE information can also 
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influence consumers’ evaluation of BEs. Mao and Krishnan (2006) focus on the 

prototype and exemplar fit of BE and suggest that cognitive loads are the efforts 

required when transferring information from either other product exemplars 

(exemplar fit) or the parent brand prototype (prototype fit). As mentioned the 

previous section, exemplar fit refers to the similarity between the BE and the other 

products introduced by the parent brand, whereas prototype fit is defined as the 

similarity of the BE with the overall image of the parent brand. They find that 

exemplar fit requires less effortful cognition because consumers can directly transfer 

attitudes from the existing product exemplar to the BE (Mao and Krishnan 2006). 

However, for the prototype fit condition, higher cognitive efforts are required of 

consumers by retrieving the parent brand prototype, such as brand reputation and 

equity, to judge the BE. Therefore, a higher level of cognitive efforts/loads can lead 

consumers to recall their existing memories about the parent brand, which can 

facilitate the attitude transfer from the parent brand to the BE. Consequently, the 

evaluation of the prototype fit BE can be enhanced (Mao and Krishnan 2006).  

2.3.1.7 Mating mindset 

Previous research in BE has also investigated how a specific situation would 

influence consumers’ mindsets and cognition of the BE. The mating mindset 

emerges from the presence of a desirable person of the opposite sex and research has 

shown that the mating mindset can enhance consumers’ creativity (Griskevicius et al. 

2006). Applying this to the BE context, the creativity induced by the mating mindset 

can enhance consumers’ evaluations of BEs with a moderately low fit, particularly 

for male consumers. This is because the mating mindset can arouse male consumers’ 

relational processing by cognitively connecting the BE with the parent brand (Monga 

and Gurhan-Canli 2012).  

2.3.2 Motivation 

Motivating consumers to more explicitly process the attributes and features of the BE 

is another important area in which BE evaluations can be elevated (Czellar 2003). In 

the case of high motivation, consumers tend to process every piece of information 

about the extended product in detail. In the case of low motivation, consumers adopt 

less elaborative and abstract-level information processing (Gurhan-Canli and 

Maheswaran 1998).  
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One of the most researched areas is to enhance consumers’ involvement with 

the extended product category in the BE situation (e.g. Maoz and Tybout 2002, 

DeRosia et al. 2011). These studies explain that consumers who are highly involved 

tend to perform more explicit categorisation tasks for the BE in relation to the parent 

brand. Through this, the evaluation of BEs can be elevated. This is because if 

consumers are highly involved, they will contribute the required effort to elaborate 

and categorise the BE information with the parent brand (Barone 2005). However, 

some studies argue that consumers’ product category involvement only influences 

the BEs with a moderately low fit and the relationship between fit on BE evaluation 

with consumers’ product category involvement is an inverted U-shaped relationship 

(Maoz and Tybout 2002, Barone 2005). This is because when consumers have high 

involvement, the high fit extensions similarity can be easily spotted with low 

cognitive efforts; involvement does not make a difference in enhancing consumers’ 

evaluations of the BE. The impact of consumers’ involvement on BE evaluations is 

maximised when the BE is with a moderately low level of fit because the high 

involvement, by enhancing consumers’ creativity to evaluate Bes, can help 

consumers to detect the similarity of the BE in relation to the parent brand (Maoz and 

Tybout 2002). In a similar vein, Monga and Gurhan-Canli (2012) find that when 

consumers’ goal satiation is high, they are less motivated to have the creative 

mindset to process the BE with lower product category fit.  

Furthermore, some studies suggest that increasing consumers’ efforts to 

evaluate the BE can also benefit consumers’ BE evaluations. This can be done by 

priming or through a designed survey procedure. The motivation priming studies 

indicate that a higher level of motivation can enhance consumers’ discovery of 

relationships between the BE and parent brand and, consequently, the perception of 

fit (Ng 2010, Ahluwalia 2008). Other studies adopt the experimental procedures of 

asking participants to cognitively evaluate the similarity or commonality between the 

BE and the parent brand before (versus after), indicating their attitudinal and 

behaviour intentions (Barone 2005, Zhang and Sood 2002). When respondents are 

asked to evaluate similarity first, their BE evaluations focus on the level of product 

category fit (Zhang and Sood 2002). However, if respondents are not motivated to 

process similarity first, their evaluation of the BE is more likely to be affected by 

other factors than the product category fit, such as mood state. To stimulate 

consumers to more effortful cognition, Shen et al. (2011) find that when a similar 

brand case is provided at the BE evaluation situation, consumers can conduct 
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analogical reasoning and other sources of similarity cues, which can increase 

consumers’ perception of BE fit and favourability of the BE.  

Moreover, scholars demonstrate that motivation can also be evoked through 

individuals’ motivational tendencies. First, the need for cognition, which is defined 

as individuals’ tendency to find the enjoyment of and engagement in processing 

information in an effortful way (Cacioppo et al. 1984), leading consumers to process 

information in a more detailed manner. Based on this, Nan (2006) points out that 

when consumers have a high need for cognition, they are more willing to spend 

effortful information processing to resolve the inconsistency between the BE. Thus, 

these consumers possess a more favourable evaluation of BEs with a lower fit.  

Second, individuals’ disposition to emphasise on the positive or negative side 

of an incoming stimulus can be reflected in their self-regulatory focus from which 

individuals’ promotion or prevention orientations are created. Promotion-oriented 

consumers are less concerned about risk than the ideals, accomplishment and 

aspiration, whereas prevention-oriented individuals tend to focus on safety and the 

likelihood of a negative outcome (Higgins et al. 1997). This self-regulatory focus 

affects consumers’ evaluations of BEs by their willingness to take risks; promotion-

oriented consumers have greater acceptability of the BE with a lower level of product 

category fit (Yeo and Park 2006). It is important to note that promotion-oriented is 

not superior to prevention-oriented consumers. Particularly, prevention-oriented 

consumers have more favourable BE evaluations than promotion-oriented consumers 

when the product category fit is high (Chang et al. 2011). Apart from the BE fit, 

Shine et al. (2007) indicate that how the extended product is presented to consumers 

can also influence the impact of self-regulatory focus on consumers’ BE evaluation. 

They demonstrate that promotion-oriented consumers have a more favourable 

evaluation only when the extended product is presented with a complementary-

extension than an unrelated product category extension or same product category 

extension (Shine et al. 2007, Chang et al. 2011). This self-regulatory focus can be 

found from consumers with different cultural values. For example, Asian (Western) 

consumers are more (less) likely to perceive BE with a low fit as higher risk and 

consequently evaluation the extension less (more) favourably (Kim and Park 2019). 

Finally, consumers’ new product adoption tendencies are another 

motivational tendency factor which influences consumers’ evaluation and responses 

to BEs. Compared to the later adopters, earlier adopters are more willing to take risks 
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and less likely to be affected by the fit between the BE and the parent brand. 

Therefore, for earlier adopters, the negative impact of low fit extensions on BE 

evaluation and adoption can be reduced (Klink and Smith 2001).  

2.3.3 Consumers demographics 

2.3.3.1 Age 

Age of consumers is one of the factors influencing the evaluation of the BEs. This 

can be explained by the evaluative cues that different ages of consumers emphasise 

on when exposed to a BE. The focus of different evaluative cues of the BE is also 

related to the cognitive development of consumers of different ages. For children, 

research has shown that the surface cues, such as the brand name and packaging, 

catch children’s attention the most when evaluating the BE because their knowledge 

and mindset are not yet developed to make a judgement on the BE’s similarity with 

the parent brand (Zhang and Sood 2002). For example, children may be attracted by 

Nike’s introduction of a headphone because of the brand name and a “cool” package, 

regardless of the dissimilarity between Nike’s original sportswear and headphone.  

In the adolescent stage, which refers to individuals aged from 11-16 years 

old, individuals started to develop critical and deep thinking, which allows them to 

detect similarities between the BE and the parent brand (Liu and Hu 2012). In 

addition, these individuals are also more likely to acquire knowledge and meaning of 

external stimuli from their peers and consequently, they are more susceptible to the 

influence of peers’ opinion when evaluating BEs (Liu and Hu 2012).  

Finally, adults have more developed knowledge about brands and products as 

well as retrieving information from their memories. As such, adults are more likely 

to be affected by the fit of the extended product in relation to the parent brand 

(Zhang and Sood 2002).  

2.3.3.2 Ethnicity 

Previous research suggests consumers with the same ethnicity are highly motivated 

to promote and express their ethnic group’s status (in-group status) by purchasing 

products which allow them to express their in-group values (Escalas 2004). Brands 

with in-group values are perceived as a valuable resource for consumers’ self-

concept building. The study conducted by Aguirre-Rodriguez et al. (2014) indicates 

that when an in-group brand introduces an out-group BE to another ethnic group, the 
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original ethnic group will have a more negative effect on the parent brand evaluation. 

However, when an out-group brand introduces an in-group BE with relevant ethnic 

evaluative cues, such as ethnic spokespersons, an ethnic-specific symbol in product 

packaging and advertising, can enhance the ethnic embeddedness of the parent brand. 

Consequently, in-group consumers will better appreciate the extension and have a 

more favourable evaluation of the out-group parent brand as well as the BE.   

2.3.4 Personal values and beliefs  

2.3.4.1 Implicit theory of personality 

Individuals have different interpretations, predictions and controls of their social 

worlds and lay belief or theory explains how individuals understand and interpret 

things based on their human nature (Levy et al. 2006, Park and John 2012). Implicit 

theory is the lay belief that individuals do not explicitly express to others but store 

deeply in their minds (Snyder 1999). The implicit theory implies the perceived 

malleability of the attributes and characteristics of an individual (Snyder 1999, 

Burnette et al. 2013).  

Implicit theory suggests two types of personalities, incremental and entity 

theorists, which show different perspectives on personal goals, values and 

characteristics, as shown in Table 2. Incremental theorists believe that their abilities 

and characteristics are malleable through learning and contributions (Sevincer et al. 

2014). Therefore, incremental theorists focus on improving themselves through self-

development and gaining experience (Murphy and Dweck 2016). From this, since 

incremental theorists perceive that mistakes are part of the learning process, they are 

more willing to take risks even if the mistake may make them look stupid (Murphy 

and Dweck 2016). On the other hand, entity theorists believe that their abilities are 

stable and fixed (Sevincer et al. 2014). They focus on signalling and proving their 

positive abilities to others but hiding their negative abilities in order to exhibit their 

‘good sides’ to others (Hong et al. 1999).  
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Table 2. Incremental and Entity Theorists 

Incremental Theorists Entity Theorists 

Ability and characteristics can be 

changed through learning and gaining 

experience 

 

All human traits are fixed and stable 

Concern about whether they have a 

good trait or not  

Willing to accept failure and perceive 

failure as a process of learning 

Tend to take less risk when making 

decisions 

Focus on process and efforts Focus on outcome 

Aims to improve their abilities Aims to prove their abilities 

 

Based on the attributes of different personalities as depicted by implicit 

theory, more malleable theorists, i.e. incremental theorists, are more likely to accept 

the change to the parent brand. Empirically, a work conducted by Flaherty and 

Pappas (2000) suggests that incremental theorists are more likely to activate parent 

brand equity transfer in the BE context, depending on the level of fit. Particularly, 

they discover that in a high fit condition, entity theorists, rather than incremental 

theorists, will trigger parent brand equity transfer. This is because the parent brand 

has already signalled a certain quality of its products and extensions with high fit 

have shown its assured outcome to entity theorists. However, Mathur et al. (2012) 

empirically elaborate that incremental theorists do not appreciate high fit extension 

because it shows a lack of effort and growth from the parent brand. On the other 

hand, in the low fit condition, incremental theorists are more likely to appreciate the 

efforts conducted by the parent brand to introduce the BE. Such appreciation enables 

incremental theorists to relate the BE to the parent brand which triggers brand equity 

transfer to the BE in the low fit condition (Flaherty and Pappas 2000). In addition, 

contribution and efforts of incremental theorists also explain the findings by 

Yorkston et al. (2010) who suggest that incremental theorists generally perceive 

brands as more malleable and accept more number of BEs than entity theorists. 

However, incremental theorists do not always have favourable evaluation 

towards low fit extension. Previous research takes the parent brand personality 

consistency and product category fit into account to examine the number of 

evaluative cues for incremental and entity theorists to draw a connection with the 
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parent brand (Yorkston et al. 2010). To be specific, they discover that even 

incremental theorists need to have sufficient cues, either physical or personality 

congruence, in an attempt to retrieve association of the parent brand in their mental 

schema and identify the linkage between BEs and parent brand. Therefore, in an 

extreme BE condition (both product category and parent brand personality image 

being inconsistent with the parent brand), the potential positive effect of incremental 

theorists (versus entity theorists) to evaluate the BE will be undermined as these 

individuals still need to rely on some consistent evaluative cues to facilitate the 

parent brand transferral (Yorkston et al. 2010). Based on this, Park and John (2012) 

recommended that in addition to the parent brand personality and fit, such evaluative 

cues to help implicit theorists to evaluate the BE is to use an appropriate advertising 

strategy. They find that signalling and self-improvement advertisement appeal are 

more effective on the entity and incremental theorists, respectively.  

In terms of brand personality information dilution, Mathur et al. (2012) note 

that incremental theorists are more sensitive to personality cues on whether efforts 

have been put to launch the extension and so they update the brand personality 

information more favourably with low fit extensions (Mathur et al. 2012). On the 

other hand, entity theorists tend to focus only on the outcome and they tend to update 

personality information only when the BE outcome is favourable (Mathur et al. 

2012).  

2.3.4.2 Cultural values 

Having previously discussed concepts of cognitive styles and self-regulation, it is 

also important to note that these can also be reflected at the collective level of 

various cultural values. This can be explained by the social differences between 

cultures which lead to different types of information processing (Buil et al. 2009). In 

terms of cognitive styles, previous research suggests that Asians are more likely to 

adopt relational thinking while Westerners are more likely to adopt analytic thinking 

(Kim and Park 2019, Monga and John 2007). In terms of self-regulation, previous 

research suggests that Asians tend to be prevention-focused while Westerners are 

promotion-focused. Whether consumers of different cultural values will be driven by 

their cognitive style or self-regulation depends on the psychological distance of the 

BE. When the BE is psychologically distant (close), self-regulatory focus (cognitive 

styles) will dominate their evaluation of the BE (Kim and Park 2019).  
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2.3.5 Personal traits  

2.3.5.1 Consumer innovativeness 

Similar to implicit theory, consumer innovativeness is another variable which 

demonstrates consumers’ susceptibility to purchasing new products and processing 

new ideas (Roehrich 2004). Previous research has found that consumers with higher 

innovativeness are more likely to take risks in their consumption (Martinez and Pina 

2010). In this case, consumers with higher innovativeness do not mind purchasing 

products which have low similarity with the core business. Therefore, innovative 

consumers are more likely to have higher evaluations toward BEs, especially those 

with a low fit (Klink and Smith 2001). In other words, consumer innovativeness can 

weaken the impact of fit on consumer evaluations of BEs (Salinas and Perez 2009). 

In terms of evaluations, previous research indicates that high consumer 

innovativeness can reduce the effect of fit on the perceived quality, purchase 

intention and attitude towards the BEs of both tangible goods and services (Hem and 

Iversen 2003, Volckner and Sattler 2007).  

2.3.6 Consumers’ knowledge and experience 

2.3.6.1 Consumer’s knowledge and experience in the extended product category  

The consumers’ knowledge and experience can influence the evaluations of BEs 

from the knowledge/usage experience associated with the parent brand and/or the 

extension product category. These have an impact on consumers’ mental associations 

of the BE with the parent brand. First of all, consumers who are experts in the 

product category tend to utilise their knowledge related to the BE and take into 

account some specific product attributes information when evaluating the BE (Smith 

and Park 1992). In this case, expert consumers in the extension product category will 

rely on their knowledge with the product category and have more positive responses 

to the BE (Sattler et al. 2010). Research also suggests that consumers’ knowledge 

about the extension product category can influence the perceived fit of the BE. 

Consumers who have richer knowledge about the extension product category will 

also have more knowledge about the brands in the product category. Such knowledge 

with brands in a specific product category will be used by consumers to evaluate the 

perceived fit of the BE and the original offerings of the parent brand (Hem et al. 

2014).  
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2.3.6.2 Consumers’ previous use of the parent brand product/ experience  

Other studies focused on the effect of consumers’ knowledge and usage experience 

on the parent brand. These studies suggest that the greater the experience with the 

parent brand, the more favourable the evaluation of the parent brand (Swaminathan 

2003). Based on this, consumers are more likely to have a more well-developed and 

favourable association with the parent brand, which can increase consumers’ 

confidence towards accepting a BE from the parent brand (Swaminathan et al. 2001).  

2.3.6.3 Consumers’ sophistication/knowledge about the parent brand 

In a similar vein, greater knowledge about the parent brand can also enhance the 

consumers’ accessibility of knowledge associated with the parent brand when 

evaluating the BE (Miniard et al. 2018). This easily accessible knowledge can 

strengthen the role of the parent brand on the evaluation of the BE (Miniard et al. 

2018).  

2.3.7 Affect 

2.3.7.1 Mood states 

Another area of BE research has focused on how consumers’ affective state at the 

time of evaluating the BE influences their evaluations. These affective states can be 

general mood states (e.g. Barone 2005, Barone and Miniard 2002, Barone et al. 

2000).  

Previous research indicates that mood states affect consumer categorisation 

processing. Affect-as-information theory explains that consumers with positive mood 

states tend to evaluate the environment as benign with little potential danger, and 

they would assume that they do not need to process the incoming information in 

great detail (Schwarz 2000, Schwarz and Clore 1983). However, when consumers 

are in negative mood states, they tend to believe that there are potential harms from 

the environment and this evokes more careful information processing (Sar et al. 

2011). From this theory, Barone et al. (2000) state that mood states affect consumers’ 

categorisation processes in terms of assigning the exemplar to an existing mental 

schema because a positive mood state allows more flexibility of categorisation. To 

further explain the underlying process of mood states, Sar et al. (2011) identify that 

consumers with positive mood states elicit abstract or relational information 

processing styles, which can increase cognitive flexibility and chances of identifying 
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the relationship between parent and the extended brand. On the other hand, Sar et al. 

(2011) also discover that a concrete or item-specific processing style is adopted when 

consumers are in negative mood states, which is not favourable to perceived fit 

evaluation. 

Having explained the theoretical mechanism behind mood states, previous 

studies identify the effect of mood states on consumers’ BE evaluations. Barone et al. 

(2000) find that a positive mood enhances the evaluation of both moderate and high 

fit BEs because positive valence enhances the willingness for the individual to 

contribute higher cognitive efforts to process the BE and recognise the relationship 

between the parent brand and extended product (Barone et al. 2000). However, mood 

states do not significantly affect the evaluation of low fit extensions because they 

argue that the consumers cannot enhance their evaluation when the linkage between 

the parent brand and the BE is non-existent (Barone et al. 2000). Therefore, mood 

states generate an inverted U-shaped curve on the evaluation of BEs based on fit, i.e. 

peaked at moderate fit extension evaluation. Although the results have been re-

examined and verified by later studies (e.g. Barone 2005, Barone and Miniard 2002, 

Sar et al. 2011), these indicate that mood states impact on consumers’ BE 

judgements depending on situational factors. For example, Barone and Miniard 

(2002) claim that positive mood states can only improve consumers’ evaluations of 

moderate fit BEs when the parent brand is favourable to consumers. Mood does not 

have any impact on any type of BEs in the undesirable brand condition due to parent 

brand inferences in the categorisation process. Besides, Barone (2005) also argues 

that under the low-evaluation involvement condition, positive mood states, while 

enhancing the evaluations of high fit BEs, also worsen evaluations for low fit BEs.  

2.3.7.2 Emotional attachment and relationship with the parent brand 

Apart from mood states, another area of the BE literature also suggests that parent 

brand-elicited affect can also influence consumers’ BE judgements. Such affect can 

be evoked by the prestige value of the brand or previous negative or positive 

experiences with the brand (Yeung and Wyer 2005). Parent brand-elicited affect can 

be reflected from parent brand loyalty (e.g. Yeung and Wyer 2005, Swaminathan 

2003, Swaminathan et al. 2001), self-brand relationship quality (e.g. Kim et al. 2014) 

and emotional brand attachment (e.g. Fedorikhin et al. 2008, Thomson et al. 2005). 

The underlying mechanism is that consumers with strong parent brand affect tend to 

link and associate the parent brand to the self and create a strong self-brand 
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relationship (Thomson et al. 2005). Moreover, they are also highly motivated to 

identify the relationship between the BE stimuli and existing mental schema because 

they believe that purchasing the BE is a way to maintain the relationship with the 

parent brand (Fedorikhin et al. 2008).  

The impact of parent brand emotional attachment on evaluations of the 

subsequent BE has been empirically examined by previous studies. A study 

conducted by Yeung and Wyer (2005) prove that when the positive affective 

attachment towards the parent brand is elicited, the BE evaluation will be enhanced 

regardless the fit between parent and extended brands. In a similar vein, Abosag et al. 

(2012), in the context of football club’s BEs, agree that when club supporters have a 

strong emotional attachment towards the football club, they support the BEs 

introduced by the football club. Fedorikhin et al. (2008) add that parent brand 

emotional attachment also has an impact on subsequent behavioural intentions of 

consumers, including purchase intention, WOM, willingness to pay and forgiveness 

to the brand. Nevertheless, Kim et al. (2014) investigate more specific fit 

components and argue that there is an acceptable limit; when both product category 

fit and attribute fit are low, the moderating effect of brand relationship quality on 

evaluations becomes insignificant.  

2.4 Marketing Strategies Factors 

2.4.1 Advertising content 

Advertising support on the BE has been found to influence consumers’ responses to 

BEs. Previous research finds that the content of the advertising strategy can be used 

as an elaboration of the BE to evoke consumers’ cognition, which allows them to 

uncover the fit between the BE and the parent brand (Monga and John 2010). More 

specifically, the use of informational advertising appeal by providing and 

emphasising relevant BE information for consumers to evaluate the extended product 

can prime consumers to adopt a rational thinking style, which enhances consumers’ 

perceptions of the BE’s fit and consequently more favourable responses to the BE 

(Dens and De Pelsmacker 2010a, Dens and De Pelsmacker 2009). When using 

positive (versus negative) emotional advertising, consumers will focus on the 

execution of the advertising message. If the advertising has been well-executed, it 

will enhance consumers’ favourability of the parent brand. Therefore, using 
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emotional advertising allows an easier transfer of attitude towards the parent brand to 

consumers’ evaluation of the BE (Dens and De Pelsmacker 2010a).  

 Similar to informational advertising, some studies suggest that advertising 

messages can be used to focus and provide explicit information on either the parent 

brand or the extended product. These studies indicate that advertising messages can 

provide consumers with an evaluative cue and consumers tend to either transfer their 

favourable evaluation of the parent brand to the BE (relational thinking) or explicitly 

analyse information about the BE (elaboration thinking). These strategies can 

enhance consumers’ evaluations of the BE (Martinez and Pina 2010). Focusing on 

the parent brand-centred advertising message, the research conducted suggests that to 

enhance favourable evaluation of BEs with low fit, parent brands should consider 

communicating peripheral (versus primary) parent brand associations by portraying 

surface level information cues related to the parent brand, such as package, logo and 

colour. This can effectively encourage consumers to non-analytic thinking and lead 

to a more favourable evaluation of BEs with low fit (Lane 2000). However, there is a 

boundary condition in which communicating the parent brand attributes does not lead 

to a more favourable evaluation, or even has a negative influence on BE evaluation. 

Such a boundary condition occurs when there is an overuse of parent brand attribute 

information to promote BEs, especially when the attributes of the parent brand are 

irrelevant to the BE (Van Osselaer and Alba 2003).  

 Yorkston et al. (2010) also suggest that advertising efforts can also be used to 

prime or manipulate the belief of consumers, i.e. incremental or entity belief. By 

priming incremental (versus entity) beliefs, consumers are more likely to have 

favourable evaluations of lower fit BEs. Such a result is also verified by Park and 

John (2012). This kind of manipulation can also be used to demonstrate the 

complementarity of the BE compared to other products by the parent brand. Previous 

research finds that using a complementary extension in an advertising appeal allows 

consumers to complete the set of related products. Such a synergy effect by leading 

consumers to discover the complementary fit of the extension can undermine the 

impact of the physical or functional fit (Shine et al. 2007).  

Apart from the general advertising content, research has also identified the 

specific advertising message to be used. In general, advertising messages which are 

strongly and typically associated with the parent brand can enhance the perceived fit 

of the BE and arouse more favourable evaluation of a low or moderately low fit BE 
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(Bambauer-Sachse et al. 2011). The study conducted by Gierl and Huettl (2011) 

uncovers the difference in the effectiveness of different advertising messages. They 

suggest that slogan, celebrity endorsement and pictures of core product portrayal can 

be used to help consumers to identify fit of the BE. This can positively affect 

attitudes toward BE in the high fit and favourable parent brand condition (Bambauer-

Sachse et al. 2011). When the fit of BE is low, the use of slogans and similarity 

prime as an advertising message can still enhance attitude toward extension in the 

favourable parent brand condition. This is in line with the study conducted by Boush 

(1993) which suggests that the use of slogan in advertising can make the benefits and 

quality of the extended product attributes more salient. Similarly, advertising content 

can be used as reinstatement of benefits of the BE through reminding consumers of 

the parent brand association (Miniard et al. 2018). Based on this, the key of 

advertising content to enhance consumers’ evaluations of BEs is to use coherent 

advertising content about the BE in relation to the parent brand image as it can 

facilitate the categorisation process, allowing the transfer of parent brand’s equity to 

the BE (Martinez et al. 2009). 

It is also important to note that an advertising message by associating the BE 

and the parent brand closely can also increase the effect of the parent brand dilution. 

Particularly, the use of information appeal by providing more relevant information 

about the parent brand and the extended product can increase the susceptibility 

towards dilution of the parent brand. On the other hand, using either a positive 

emotional advertising appeal which only highlights the parent brand, undermining 

the attributes of the extension, can reduce the negative dilution (Dens and De 

Pelsmacker 2010a).  

2.4.2 Advertising exposure 

Advertising exposure focuses on whether an advertising message, serving as one of 

the information cues, is available when consumers evaluate the BE (Kim and John 

2008). Similar to the previous section on advertising message content, the presence 

of advertisements about the BE can be seen as part of the information cues, 

communicating more extension-parent brand benefits associations to consumers. 

Such information can facilitate the transfer of brand equity from the parent brand to 

the extended product (Van Osselaer and Alba 2003). In other words, it can enhance 

the favourable evaluation of a low or moderately low fit BE. Meanwhile, such an 

effect depends on consumers’ construal level at the time of evaluating the BE. When 
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consumers possess a concrete and low-level construal, the information cues provided 

in the advertisement will have a stronger positive impact on the evaluation of a high 

fit extension. This is because having the information cue of the BE can achieve 

information consistency, which allows consumers with low-level construal to quickly 

and more effectively realise the perceived fit (Kim and John 2008).  

 Apart from content and exposure, the frequency of advertising can also 

influence consumers’ evaluations of BEs. Previous research suggests that the 

repetition of advertisements can enhance the amount and valence of message 

elaboration, leading to a stronger positive effect of the advertisement (Lane 2000). 

This effect allows consumers to recede the inconsistent thoughts about the BE and 

reinterpret the BE to be consistent with schema valence created by the repetition of 

the advertisement (Lane and Fastoso 2016). Moreover, the repetition of the 

advertisement can also make the fit between the extended product and the brand 

clearer and enhance a favourable evaluation of the BE (Lane 2000). Another study 

also suggests that the repetition of the advertisement can reduce or even change the 

negative impact on the parent brand from a low fit extension to a positive (Lane and 

Fastoso 2016).   

2.4.3 Marketing mix strategies 

2.4.3.1 Promotion message 

Apart from the advertising strategy, previous research has also suggested some 

general promotional strategies to communicate the BE. First, the study conducted by 

Ahluwalia and Gurhan-Canli (2000) suggests that information valence of the BE can 

influence consumers’ evaluations of the BE. Particularly, negative information of the 

extension can cause dilution on the parent brand, especially for BE with high fit due 

to its close association with the parent brand (Nan 2006, Ahluwalia and Gurhan-

Canli 2000). In the low fit BE condition, positive information of the extension can 

significantly enhance consumers’ evaluations of the BE (Nan 2006).  

 Second, similar to the advertising strategy, the content of the promotion can 

also provide relevant information for consumers to recognise the fit between the 

parent brand and the extended product. For example, using elaboration strategy in the 

promotion by providing enhancing the salience of explanatory links between the BE 

and the parent brand allows consumers to interpret the fit more accurately, which 

consequently strengthens the extendibility of the parent brand (Bridges et al. 2000). 
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However, while elaboration strategy can result in a higher perceived quality of the 

BE, too much product information explicitly linking the BE and the parent brand can 

also cause a stronger dilution to the parent brand (Van Osselaer and Alba 2003). The 

study conducted by Monga and John (2010) indicates that elaboration strategy only 

works on consumers who adopt analytic thinking. They reveal that the key to 

enhancing persuasiveness of promotional strategies is to consider the match between 

the promotional strategies with consumers’ thinking styles (Monga and John 2010). 

In a similar vein, Martin et al. (2005) suggest that considering consumers’ goals at 

the time of making the BE judgement is important in designing an effective 

promotional strategy. They find that using a consumer goal-congruent promotional 

message can facilitate affection and information transfer from the parent brand to the 

evaluation of BEs, especially for BEs with a low fit.  

 Another core element in the promotional strategy is visual information. 

Previous research discovers that visual product information can elicit more concrete 

information processing because more core features of the product can be illustrated 

or explained. By providing a comparison brand within the BE’s product category in 

the promotional strategy as part of the visual cues, consumers are able to link the BE 

to other brands in the product category rather than in isolation. This allows 

consumers to focus more on the comparison of the parent brand quality and 

undermine the influence of the parent brand-extension fit on consumers’ evaluations 

of the BE (Meyvis et al. 2012).  

2.4.3.2 Product design 

Product design provides an evaluative cue to consumers to evaluate the BE. For 

example, having salient product differentiation attributes of the BE can enhance 

consumers’ perceived meaningfulness, novelty, quality and value of the BE. This can 

undermine the effect of low fit on the consumers’ BE evaluation (Sun 2010). 

Moreover, product design can influence consumers’ categorisation processes through 

having visually (dis)similar product attributes connect the extended product with the 

parent brand (Keaveney et al. 2012). Having too similar visual product attributes 

between different product lines would result in a categorisation mistake by 

consumers. Such a categorisation mistake can change consumers’ perception of 

another product introduced by the parent brand. To mitigate this, Keaveney et al. 

(2012) suggest that providing specific information about the products when 

introducing the BE or making some salient changes on the product attribute design 
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can effectively reduce negative attitude towards the parent brand as well as the 

extended product.  

2.4.3.3 Pricing 

Consumers tend to consider more relevant information when evaluating a product. 

The price level of the BE is one of the information cues which reflects the product’s 

quality. When there is a lack of other objective and more relevant information, such 

as the fit between the parent brand and the BE, the price level of the product becomes 

important information for consumers to judge the BE’s quality (Taylor and Bearden 

2002). In the low BE fit condition, given the lack of product attribute information 

available for consumers to determine the product quality, higher (versus low) price 

level can enhance consumers’ perceived quality of the BE.  

2.4.4 Brand naming 

2.4.4.1 Brand name structure 

There are two types of brand name structures being generally recognised and 

employed by brands when launching BE; traditional family branding and sub-

branding (Sood and Keller 2012). These two different brand name structures impact 

consumer categorisation processing which fosters different BE evaluation. Using 

family branding by directly applying the parent brand name to the BE such as 

“Colgate’s Lasagna”, the mental schema of the parent brand can be evoked in a more 

straightforward manner (Sood and Keller 2012). By directly associating with the 

parent brand which facilitates the transferral of parent brand equity to the BE, 

consumers have a more favourable evaluation of the high fit BE introduced by family 

branding (Sood and Keller 2012). However, when it comes to a low fit BE, using 

family branding not only have a lower consumer evaluation of the BE but it also 

results in a stronger dilution effect on the parent brand (Sood and Keller 2012). 

Sub-branding strategy, which refers to the use of a combination of an 

individual brand name and the parent brand name such as “Chef by Colgate”, not 

only creates a noticeable difference from the established memories of the parent 

brand but it also allows a sub-typing information processing with the linkage of the 

BE with the parent brand name (Sujan and Bettman 1989). Previous research finds 

that this sub-branding strategy can reduce the dilution effect on the parent brand 

caused by low fit extensions on the parent brand, especially for prestige and luxury 

brands (Boisvert and Ashill 2018, Monga and Gurhan-Canli 2012). Moreover, the 
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research conducted by Monga and John (2010) indicates that the positive effect of 

sub-branding on low fit BE evaluation is particularly useful for analytic thinkers 

because sub-branding creates a distance from the parent brand, which can reduce 

analytic thinkers’ focus on the product attributes inconsistency. Based on this, using 

the sub-branding strategy on low fit extensions can reduce consumers’ negative 

evaluation of the BE (Sood and Keller 2012). 

2.4.4.2 Brand name structure of movie’s brand extensions 

Having discussed the differences between family and sub-branding concepts in BE 

through the concept of categorisation sub-typing and distancing, Sood and Dreze 

(2006) specifically investigate how such an effect can occur in the movie industry in 

order to reduce consumers’ stereotypes and expectations of story element 

consistency for movie sequels. When using a numbered sequel title, such as The 

Hunger Games 2, consumers strongly expect elements from the original movie (The 

Hunger Games) to be linked with the sequel. However, using a named sequel title, 

such as The Hunger Games: Catching Fire, can help consumers to create a sub-type 

under the original movie’s category. Therefore, using named (versus numbered) 

sequel movie title results in a more favourable evaluation of a dissimilar movie’s 

extensions (Sood and Dreze 2006).  

2.4.4.3 Linguistic aspect of the brand extension’s brand name 

Previous research suggests that adopting a rhyming and non-rhyming BE’s brand 

name can influence children’s evaluation of the BE (Zhang and Sood 2002). This is 

because when children are learning a language, they use rhymes to learn how to read 

and rhyme has also been found to be a surface cue which consists of sensory 

characteristics, which can be used as a salient cue for children to make their 

judgement of a stimulus (McQuarrie and Mick 1996). Therefore, it has been found 

that when children are evaluating BEs, they tend to focus on a rhyming name as an 

evaluative cue and BEs with a rhyming name are evaluated more favourably than 

BEs with a non-rhyming name, regardless of the BE fit with the parent brand. On the 

other hand, since adults have already developed critical thinking skills, rhyming 

(versus non-rhyming) brand name does not play a significant role in their BE 

evaluations. They tend to use deep cues, such as product attributes and BE fit with 

the parent brand, to determine their evaluation of the BE (Zhang and Sood 2002).  
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2.5 Market Characteristics Factors 

2.5.1 Market competition information 

Market competition information involves competitive (versus non-competitive) 

market setting and the availability of competitive product information being revealed 

to consumers. Such market competition information affects consumers’ completeness 

of informative cues to evaluate the BE. In the non-competitive market setting, where 

there is only one brand dominating the product category, the fit between the BE and 

the parent brand become the only evaluative cue for consumers (Milberg et al. 2010). 

In the competitive market setting, as brands compete with each other, there are more 

salient evaluative cues for consumers to diagnose the BE’s performance. One of 

these cues is the familiarity of the brand in the extension product category, as this 

plays a significant role in reducing perceived risks and enhancing evaluation of the 

BE. Previous research reveals that if consumers are unfamiliar with the other brands 

in the extension product category, a familiar brand is more likely to find success in 

such a product category (Milberg et al. 2010). However, if the extension product 

category has full of well-known brands, the fit of the BE becomes more important to 

consumers. For example, the dominating brands in the washing machine are 

Thompson and Brandt, which are less known to consumers. The brand familiarity of 

Samsung can arouse consumers’ attention and consequently result in a more 

favourable BE evaluation. However, if Samsung were to extend to DSLR cameras, 

Canon and Nikon are the dominant brands of this product category and are well-

known to consumers. As such, Samsung will not be able to capitalise on its brand 

familiarity in the DSLR camera product category and fit of the BE becomes a more 

important evaluative cue to consumers.  

 Another type of market competition information is related to the availability 

of the competitor’s product information. Consumers tend to evaluate the perceived 

differentiation of the BE in relation to other competitors’ products (Meyerslevy et al. 

1994). If this competitive information is being communicated to consumers, it 

becomes an important diagnostic cue for consumers to judge the performance of the 

BE. If the BE is favourably differentiated from its competitors, it can enhance the 

consumer evaluation of moderately low fit BE (Maoz and Tybout 2002). 
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2.5.2 Availability of the product and product information 

The availability of product information at the time of purchase can influence 

consumer focus when evaluating BEs. If there is expanded product information about 

the BE available to consumers, the increased consumer knowledge can guide them to 

take more specific product attributes as the diagnostic cue instead of focusing on the 

fit alone (McCarthy et al. 2001). Hence, when there is expanded (versus limited) BE 

product information available, consumers will have a more favourable evaluation of 

the BE (McCarthy et al. 2001).  

 Another study conducted by Sattler et al. (2010) investigates the effect of the 

availability of the product which can influence consumers’ perceived quality and 

uniqueness of the BE. They suggest that if the BE is available in retailers, it can 

serve as a diagnostic cue signalling high product quality as well as increasing 

consumers’ awareness in the market. Therefore, the availability of the BE in the 

market can positively affect consumers’ attitudes toward the BE.  

2.5.3 B2B market 

In terms of the market situation, previous research in BE has also examined how 

B2B businesses differ from B2C businesses when serving business customers. The 

research conducted by Liu et al. (2018) adopts the complementary and substitute fit 

factors to uncover how the B2B is different from the B2C market on the parent 

brand’s profitability. They find that complementary fit BEs are important for B2B 

businesses to increase their profitability because business customers consider how 

the extended product can enhance the performance of the initial offerings by the 

parent brand as well as increasing the usage of the initial product complemented by 

the BE (Liu et al. 2018). For example, IBM, as a computer and technology company, 

distributes desktop computers to its business customers. If IBM introduces cloud 

storage, it may be able to not only provide extra a functional cloud storage benefit, 

but it can also maximise the original functionality of the desktop computers, such as 

avoiding problems of insufficient storage.  

2.6 Research Gap 

As stated in Chapter 1, the current research aims to examine how CER can influence 

consumers’ attitudinal and behavioural outcomes toward BEs. After summarising 

findings and factors influencing consumers’ evaluations of BE from the previous 
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research, this section derives the under-addressed CER perspective from the BE 

literature. Finally, this section reinstates the objectives of the current research.  

2.6.1 The role of affect in brand extension research 

As discussed in the previous sections, while the previous BE research has 

predominantly focused on how consumers’ reason-based evaluations influence their 

evaluative judgement of BEs, affect-based evaluation plays an important role and has 

become an emerging topic in BE literature (e.g. de Groote et al. 2019, Butcher et al. 

2019, Johnson et al. 2019). Affect is an abstract term of moods, attitudes and 

emotions (Johnson and Stewart 2005). To illustrate the effect of affect-based 

evaluation, previous research has investigated how consumers’ affect towards the 

parent brand, general mood states and attitudes can influence their evaluations of 

BEs. First, some studies show that the brand-elicited affect can influence consumers’ 

evaluation by illustrating the affect transfer from the parent brand to the evaluation of 

BEs introduced by the parent brand. For example, the feelings toward the parent 

brand (Yeung and Wyer 2005, Bhat and Reddy 2001), the hedonic potential of 

luxury parent brands (Hagtvedt and Patrick 2009, Albrecht et al. 2013), the nostalgia 

feelings associated with the parent brand (Butcher et al. 2019), and the corporate 

social responsibility reputation of the parent brand (Johnson et al. 2019). Second, 

mood states of consumers have also been taken into account and these studies 

suggest that consumers with a more positive mood state can enhance the evaluation 

of relatively low fit BEs (Barone et al. 2000, Barone and Miniard 2002, Barone 

2005, Sar et al. 2011, de Groote et al. 2019). Third, the attitude towards BE has also 

been found to positively affect consumers’ evaluations of extended products 

(Albrecht et al. 2013, Martinez and Pina 2010, Sattler et al. 2010). While mood and 

attitude, as sub-categories of affect, have been discussed in the previous BE 

literature, the role of integral emotions or emotional responses elicited by the BE 

remains an under-researched area.  

2.6.2 Identifying emotional responses to brand extensions as a research gap 

It is important to note the differences between the three types of affects in order to 

demonstrate the research gap of the BE literature, also see Table 3. Generally, 

emotions are defined as the complex multi-dimensional feelings that are evoked by 

the physical and social surroundings of individuals as well as the individuals’ 

interpretations of the relationship between these surroundings and personal well-
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being (So et al. 2015, Achar et al. 2016, Lazarus 1991b). In other words, emotion is a 

feeling towards a specific referent, such as an object, a person, the self and the 

environment. Moods, on the other hand, are not evoked by a specific referent, which 

could be a general state of the individual and involve a less intense feeling than 

emotions (Johnson and Stewart 2005). Meanwhile, attitude is mainly evaluative in 

nature and it comprises a knowledge structure of beliefs of an individual, whereas 

emotions are more related to consumers’ feelings towards the phenomenological 

experience (Johnson and Stewart 2005). These two terms are not mutually exclusive; 

it has been found that more positive emotions toward an object result in a more 

favourable attitude as an evaluative judgement on the object (Batra and Ray 1986, 

Allen et al. 1992).  

From the consumer emotions perspective, psychology research has identified 

two types of emotions, i.e. incidental and integral emotions. These two types of 

emotions have been found to influence consumer behaviours (Achar et al. 2016). 

Incidental emotion is defined as the feelings being carried over and unrelated to the 

decision making object (i.e. the BE) (Lerner et al. 2015). Previous affect-related 

research is conducted in BE with incidental emotions (Table 3), including emotional 

brand attachment (Abosag et al. 2012, Fedorikhin et al. 2008), consumers’ emotional 

states (de Groote et al. 2019, Chowdhry et al. 2015), and valence of the advertising 

message (Dens and De Pelsmacker 2009). As opposed to incidental emotions, 

integral emotions refer to the emotions caused by the decision making object (i.e. the 

BE) (Lerner et al. 2015). In other words, integral emotions are evoked by the 

perceived features of the BE when consumers are exposed to an extended product 

(Barnum and Solomon 2019, Hillebrandt and Barclay 2017). To avoid confusion, the 

current research uses CER and integral emotions interchangeably and suggests that 

the decision making object (the BE) causing such integral emotions is the BE 

stimulus. Table 3 and Figure 1 show the umbrella term of affection and demonstrate 

the research gap of the role of integral emotions in the BE literature. 
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Table 3. The research gap in relation to previous BE studies related to affect 

 Affect 

 Attitude Mood Emotion 

Author Attitude 

towards the 

parent 

brand 

Attitude 

towards the 

extended 

product 

Mood state Emotional 

state 

Emotional 

brand 

attachment 

Emotional 

advertising 

message 

Emotional 

responses 

toward the 

BE 

de Groote et al. (2019)    x    

Chowdhry et al. (2015)    x    

Kim et al. (2014)     x   

Knapp et al. (2014) x       

Albrecht et al. (2013) x x      

Abosag et al. (2012)  x   x   

Spiggle et al. (2012)     x   

Gierl and Huettl (2011) x       

Sar et al. (2011)   x     

Dens and De 

Pelsmacker (2009) 

x x    x  

Martinez and Pina 

(2010) 

x x      

Sattler et al. (2010)  x      

Hagtvedt and Patrick 

(2009) 

x x      

Martinez et al. (2009) x x      
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Ahluwalia (2008)  x      

Martinez et al. (2008)  x      

Nan (2006) x       

Barone (2005)  x x     

Yeung and Wyer (2005) x       

Barone and Miniard 

(2002) 

x  x     

Bhat and Reddy (2001) x x      

Ahluwalia and Gurhan-

Canli (2000) 

     x  

Barone et al. (2000)   x     

Gurhan-Canli and 

Maheswaran (1998) 

x       

Herr et al. (1996) x       

Broniarczyk and Alba 

(1994) 

x       

Sheinin and Schmitt 

(1994) 

x       

The current research       x 
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Figure 1. Consumers’ affections in BEs and the research gap 

 

Although no research has empirically addressed the role of integral emotions 

of BE influencing consumers’ responses toward the BE, some studies in BE and 

marketing have implicitly indicated the potential of a BE stimulus eliciting CER. For 

example, the Yeung and Wyer (2005, p. 496), investigate how consumers’ feelings 

toward the parent brand influence their evaluation of BEs, stating that “a product’s 

physical appearance can often elicit affective reactions spontaneously as soon as 

consumers encounter the product, and consumers could use these reactions as a basis 

for both evaluations of the product and decision to acquire it”. This shows the 

potential of BE as a stimulus to arouse CER and such emotional reaction can also 

influence consumers evaluations and behaviours. Similar to this, Hagtvedt and 

Patrick (2009, p. 611), in a study looking at the extendibility of luxury brands, 

describe a more specific emotional response in the product consumption setting and 

they state that a “consumer may be delighted and feel sensory and emotional 

gratification through the consumption of virtually any product category”. From this, 

BEs in any product category has the potential to elicit CER. Another study describes 

football fans’ emotional responses towards BEs introduced by their beloved football 

club and states that “certain supporter segments may be more positive towards BEs 

than others” (Abosag et al. 2012, p. 1237). This study not only suggests the CER of 

BEs, although not empirically tested, but it also indicates that in a certain context 

(i.e. when football fans are emotionally attached to the football club), the positive 

emotional responses to the BE introduced by the football club may be stronger. Other 
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marketing studies also indicate that consumers’ emotional reactions can be elicited 

when consumers are exposed to a product or brand (Pham et al. 2001). Holbrook and 

Hirschman (1982) and Sheth et al. (1991) suggest that all tangible and utilitarian 

products also have emotional values and BE also elicit CER.  

2.6.3 Importance of investigating consumer’s emotional response in brand 

extensions 

The importance of investigating CER toward BE can be justified by the influence on 

consumers’ attitudinal and behavioural responses (Shiv and Fedorikhin 1999, Yeung 

and Wyer 2004). A growing body of research has begun documenting how CER can 

be the antecedent of various consumer behaviours (So et al. 2015, Agrawal et al. 

2013, Agrawal et al. 2007). Firstly, CER toward BE may alter consumers’ 

perceptions of the parent brand (Izard 2010). For example, by overextending the 

brand, Pierre Cardin lost its core customers and luxury status by BEs such as 

introducing causal clothes, shirts, cigarettes, baseball caps etc. This dilution effect of 

the BE may emerge from consumers’ negative emotional responses to the BE 

strategies introduced by Pierre Cardin. Secondly, CER also has motivational 

elements that would further influence the behaviours of consumers (Kleinginna and 

Kleinginna 1981, Izard 2010). For example, consumers’ anger towards service 

dissatisfaction in the post-consumption stage will be more likely to conduct negative 

WOM, brand boycotting, complaints and other consumer revenge behaviours 

(Antonetti 2016, Bougie et al. 2003). Consumers’ happiness, on the other hand, will 

enhance brand loyalty, willingness to pay more and positive WOM (Fredrickson and 

Branigan 2005). Thirdly, CER can result in an explicit emotional expression. 

Particularly, with the advancements in technology and popular use of social media, 

every consumer can now express their emotions more explicitly and accurately 

through the advanced development of emoji and emoticons (Kaye et al. 2017, 

Williams 2017). For example, when Tiffany & Co introduces its everyday object 

range, such as tin cans and other accessories, some consumers also share their 

emotional responses through social media (Danziger 2017). 

Recognising the importance of CER, previous marketing or business-related 

studies have explored the role of CER in advertising (Holbrook and Batra 1987, 

Derbaix 1995, Agrawal and Duhachek 2010); experiential marketing (Ma et al. 

2013); service recovery (Maxham and Netemeyer 2002, Smith and Bolton 2002, 

Schoefer and Diamantopoulos 2009); consumers’ satisfaction and post-consumption 



 

Page | 82  

situation (Phillips and Baumgartner 2002, Soscia 2007); and product evaluation 

(Winterich and Haws 2011, Van de Ven et al. 2011). Surprisingly, no research has 

investigated CER in the BE context. Having reviewed the BE literature, it is 

important to point out that the elicitation of CERs is different in the BE context from 

other non-BE contexts in that consumers have multiple attributes to analyse when 

they are exposed to a BE, such as the BE similarity with the original offerings of the 

parent brand and consumers’ perceptions of the parent brand. In other words, the 

cognitive component is stronger to induce CERs according to the emotional 

psychology literature (e.g. Moors 2013, Kranzbühler et al. 2020). Addressing such a 

research gap is important as understanding the CER caused by consumers’ cognitive 

evaluations of BEs can provide valuable insights to marketing managers about how 

to manage and monitor CERs, which consequently affecting behaviours (Allen et al. 

1992). Therefore, the current research aims to address the research gap of uncovering 

consumers’ responses to BEs from the emotional perspective. It is important to 

identify the below objectives, as also stated in Chapter 1: 

(1) To investigate factors explaining the elicitation of CER in the BE context;  

(2) To examine marketing practices and the boundary conditions influencing 

CER towards BEs; and 

(3) To examine the effect of CER toward BEs on consumers’ attitudinal and 

behavioural responses.  

To address these objectives, the current research employs CAT which 

illustrates how consumers’ cognition of the BE may elicit emotional responses 

(objective 1) (Lazarus 1991). Such a cognitive component is important as it has 

dominated the theoretical aspect of consumers evaluating the BEs. The theory also 

explains that motivational elements of emotions can foster consumers’ attitudinal and 

behavioural responses (objective 3). This theoretical foundation provides guidance 

for marketers to enhance positive or mitigate negative CER toward BEs by using 

various marketing strategies (objective 2). In Chapter 3, an overview of the CAT and 

the conceptual framework will be provided.  

2.7 Chapter Summary 

In this chapter, relevant studies and factors influencing consumers’ evaluation of BEs 

have been reviewed. These are summarised by five abstract level dimensions: (1) BE 
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factors, (2) parent brand factors, (3) consumers factors, (4) marketing strategies 

factors, and (5) market characteristics factors. The literature review table (Table 4), 

shows a summary of previous BE research investigating these dimensions. The 

theoretical backgrounds and rationale of these dimensions are also discussed in the 

literature review.  

Having reviewed the previous BE literature, the chapter also indicates the 

research gap that the current research aims to address. The author examines the 

missing component of the BE literature from the affection perspective. While the 

mood, attitude and incidental emotions of affection have been investigated in 

previous BE research, research on BE-elicited emotional responses (i.e. integral 

emotion) is scarce. How CER are elicited in the BE context and whether such CER 

can influence consumers’ behavioural and attitudinal outcomes are unaddressed 

questions in the BE literature. Given the cognitive component dominating the BE 

literature, the current research adopts CAT to explain how the CER in BE can be 

elicited by consumers’ cognition when they are exposed to the BE. The details of the 

theory will be discussed in Chapter 3. Chapter 6 will examine address whether CER 

exist in the BE context. Chapter 7 will examine the application of CAT in the BE 

context. Chapter 8 will test whether building stronger emotional brand attachment 

and using sub-branding strategy to introduce the BE will be able to enhance positive 

CER and reduce negative CER, respectively.    
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Table 4. A summary of previous BE literature 

Dimensions Component Key findings References 

BE characteristics factor 

Fit between the 

parent brand and 

the BE 

Product category fit Product category fit represents the degree of 

product category similarity between the 

extended product and the original offerings by 

the parent brand. BEs with a high product 

category fit lead to a more favourable 

consumer’ evaluations than those with low 

product category fit. Such evaluations include 

both the BE and the parent brand.  

Aaker and Keller (1990); Park et 

al. (1991); Boush and Loken 

(1991); Keller and Aaker (1992); 

Sunde and Brodie (1993); 

Broniarczyk and Alba (1994); 

Herr et al. (1996); Bottomley and 

Doyle (1996); Jun et al. (1999); 

Ahluwalia and Gurhan-Canli 

(2000); Lane (2000); Barone et al. 

(2000); Bhat and Reddy (2001); 

Bottomley and Holden (2001); 

Flaherty and Pappas (2001); Klink 

and Smith (2001); McCarthy et al. 

(2001); Swaminathan et al. 

(2001); Barone and Miniard 

(2002); Maoz and Tybout (2002); 

Taylor and Bearden (2002); 

Zhang and Sood (2002); Meyvis 

and Janiszewski (2004); Riel et al. 

(2004); Barone (2005); 

DelVecchio and Smith (2005); 

Yeung and Wyer (2005); 

Echambadi et al. (2006); Monga 

and John (2006); Nan (2006); Yeo 

and Park (2006); Shine et al. 
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(2007); Volckner et al. (2007); 

Ahluwalia (2008); Fedorikhin et 

al. (2008); Kim and John (2008); 

Buil et al. (2009); Salinas and 

Perez (2009); Dens and 

Pelsmacker (2010); Martinez and 

Pina (2010); Milberg et al. (2010); 

Sattler et al. (2010); Bambauer-

Sachse et al. (2011); Chang et al. 

(2011); Gierl and Huettl (2011);  

Sar et al. (2011); Shen et al. 

(2011); Le et al. (2012); Liu and 

Hu (2012); Mao et al. (2012); 

Meyvis et al. (2012); Puligadda et 

al. (2012); Sood and Keller 

(2012); Spiggle et al. (2012); 

Albrecht et al. (2013); Pina et al. 

(2013); Kim et al. (2014); Hem et 

al. (2014); Pillai and Bindroo 

(2014); Goedertier et al. (2015); 

Wu et al. (2015); Lane and 

Fastoso (2016); Moon and Sprott 

(2016); Parker et al. (2017);  

Huang et al. (2017); Liu et al. 

(2018); Kim and Park (2019)  

 
Brand image fit  Brand image fit refers to the consistency 

between the parent brand image or concept and 

the extended product. High (versus low) brand 

image fit extension leads to a more favourable 

Park et al. (1991); Bhat and 

Reddy (2001); Volckner and 

Sattler (2007); Martinez et al. 

(2009); Salinas and Perez (2009); 
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consumer response to the BE and the parent 

brand. 

Martinez and Pina (2010); 

Puligadda et al. (2012); Carter and 

Curry (2013); Riley et al. (2013); 

Riley et al. (2015) 

 
Parent brand origin-

extension fit 

Parent brand origin-extension fit refers to the 

consistency between the country-of-origin of 

the parent brand and the product category of 

the BE. Higher parent brand origin-extension 

fit can enhance consumers’ perception of the 

BE quality and purchase intentions.  

Sichtmann and Diamantopoulos 

(2013) 

 
Goal-derived fit Goal-derived fit refers to the degree of shared 

consumption purpose with the parent brand 

when consumers evaluate the BE. Consumers 

have a more favourable evaluation and high 

purchase intention of goal-congruent (versus 

goal-incongruent) BEs. 

Martin and Stewart (2001); 

Martin et al. (2005) 

 
Taxonomic versus thematic 

fit 

Taxonomic fit considers the common features 

between the BE and other offerings of the 

parent brand while thematic fit concerns the 

complementary role of the BE and other 

offerings of the parent brand to be consumed in 

the same scenario. Consumers with systematic 

(intuitive) cognitive styles are more likely to 

evaluate taxonomic (thematic) extensions more 

favourably.  

Estes et al. (2012); deGroote et al. 

(2018) 

 
Prototype versus exemplar 

fit 

Prototype fit is the degree of similarity between 

the BE and the overall image of the parent 

Mao and Krishnan (2006) 
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brand. Exemplar fit refers to the consistency of 

the BE with other product offerings of the 

parent brand. Exemplar (prototype) fit 

contributes to a more positive evaluation when 

consumers have a positive evaluation of the 

parent brand’s exemplar (prototype).  

 Brand association fit 

(Central versus peripheral 

brand association fit) 

It has been found that both high central (versus 

peripheral) parent brand association fit of the 

BE is more efficient in enhancing consumers’ 

evaluations of the BE. However, the low 

central parent brand association fit can also 

cause a stronger dilution effect on the parent 

brand image. 

Michel and Donthu (2014) 

 BE authenticity Consumers’ perceived legitimacy of the BE in 

relation to the parent brand can positively 

influence consumers’ evaluations of the BE.  

Spiggle et al. (2012) 

Vertical 

extensions 

Vertical extensions  

(upward versus downward 

extension) 

The introduction of upward (versus downward) 

extensions involves higher perceived risks. 

Therefore, consumers have less favourable 

evaluations of upward than downward 

extensions.  

Kirmani et al. (1999); Kim et al. 

(2001); Lei et al. (2008); DeRosia 

(2011); Carter and Curry (2013); 

Riley et al. (2013); Goetz et al. 

(2014); Boisvert and Ashill 

(2018); Pontes (2018) 

 Technological extension 

direction  

(upward versus downward) 

Downward technological extensions are 

preferable to upward extensions because 

consumers are more confident in the 

technological capability of the parent brand to 

produce downward technological extensions.   

Jun et al. (1999); He and Li 

(2010) 
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BEs in a specific 

context 

Cross-ethnic extension When multinational brands introduce products 

to a different cultural and ethnic context, 

products blended with local elements can 

enhance favourable evaluations of the target 

consumers, i.e. consumers of a different 

cultural group.  

Aguirre-Rodriguez et al. (2014) 

 Cross-gender BE 

(male to female versus 

female to male extensions) 

Cross-gender BEs happen when a parent brand 

possesses a strong gender brand identity to 

introduce products to the opposite gender 

group. Research suggests that male consumers 

are more likely to perceive a male product from 

a female brand more negatively than females 

would perceive a female product from a male 

brand.  

Jung and Lee (2006); Avery 

(2012); Ulrich (2013); Azar et al. 

(2018) 

 
Consumption type of 

extended product (public 

versus private) 

Consumers, especially adolescent consumers, 

are willing to pay more for publicly than 

privately consumed BEs.  

Liu and Hu (2012) 

Product 

attributes of the 

extended product 

Extension direction (goods 

to services versus services 

to goods) 

It is more difficult for a tangible product brand 

to introduce a service extension than for a 

service brand to introduce tangible product 

extension 

Pina et al. (2013) 

 Slot-filler versus new 

attribute extensions 

Self-branded (versus co-branded) ingredient of 

a slot-filler extension leads to more favourable 

consumer evaluation of the BE. For new 

attribute extensions, using the co-branded 

(versus self-branded) ingredients is preferable.  

Desai and Keller (2002) 
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 Innovative benefits of the 

BE 

(innovative versus ordinary 

benefits) 

BEs with innovative (versus ordinary) benefits 

can enhance consumers’ positive evaluations, 

especially when the BE has a high product 

category fit with other product offerings from 

the parent brand.  

Chun et al. (2015); Sinapuelas et 

al. (2015) 

Parent brand factors 

Characteristics 

of the parent 

brand 

Parent brand breadth versus 

parent brand portfolio 

Compared to narrow parent brands, broader 

parent brands (which involve various product 

lines) can contribute to a more favourable 

evaluation of BEs, especially for BEs with a 

lower fit.  

Boush and Loken (1991); 

Broniarczyk and Alba (1994); 

Dacin and Smith (1994); Sheinin 

and Schmitt (1994); Dawar 

(1996); Meyvis and Janiszewski 

(2004); Volckner and Sattler 

(2007); Park et al. (2013); 

Goedertier et al. (2015) 

 
Parent brand identity The parent brand identity transferral occurs to 

benefit consumers’ evaluations of BEs. 

Particularly, research indicates that the parent 

brand faith and predictability can enhance 

consumers’ BE evaluations. 

Vanhonacker (2007); Batra et al. 

(2010); Le et al. (2012); Ulrich 

(2013) (cross gender BEs); Azar 

et al. (2018) 

 
Parent brand positioning 

(Prestige versus functional 

brand)  

(premium versus value)  

The market positioning of the parent brand 

affects extendibility; luxury or prestigious 

brands are more extendible than functional or 

value brands.   

Park et al. (1991); Kim et al. 

(2001); Hagtvedt and Patrick 

(2009); Shen et al. (2011); Monga 

and Gurhan-Canli (2012); Liu and 

Hu (2012); Albrecht et al. (2013); 

Pina et al. (2013); Riley et al. 

(2013); Kim et al. (2014); 
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Palmeira (2014); Moon and Sprott 

(2016); Pontes (2018) 

Consumers’ 

perceptions of 

the parent brand 

equity 

Brand familiarity versus 

awareness 

Higher parent brand familiarity can indicate the 

capability and reliability of the parent brand in 

introducing the BE, which can positively 

influence consumers’ evaluations of the BE.  

Kiink and Smith (2001); Martinez 

and Pina (2010) 

 
Perceived parent brand 

quality/strength/attitude 

towards parent brand 

The positive perceived parent brand strength, 

quality and consumers’ attitudes towards the 

parent brand can be transferred to the 

consumers’ evaluations of the BEs introduced 

by the same parent brand. This can 

consequently arouse more favourable 

evaluation of the BE.  

Aaker and Keller (1990); Boush 

and Loken (1991); Park et al. 

(1991); Keller and Aaker (1992); 

Rangaswamy et al. (1992); Sunde 

and Brodie (1993); Dacin and 

Smith (1994); Reddy et al. (1994); 

Sheinin and Schmitt (1994); 

Bottomley and Doyle (1996); 

Herr et al. (1996); Bhat and 

Reddy (2001); Bottomley and 

Holden (2001); Barone and 

Miniard (2002); Desai and Keller 

(2002); Osselaer and Alba (2003); 

Kumar (2005); Echambadi et al. 

(2006); Nan (2006); Pina et al. 

(2006); Volckner and Sattler 

(2006); Volckner and Sattler 

(2007); Volckner et al. (2007); 

Martinez et al. (2008); Buil et al. 

(2009); Martinez et al. (2009); 

Salinas and Perez (2009); 

Martinez and Pina (2010); 
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Milberg et al. (2010); Sattler et al. 

(2010); Bambauer-Sachse et al. 

(2011); Gierl and Huettl (2011); 

Abosag et al. (2012);  Albrecht et 

al. (2013); Carter and Curry 

(2013); Tsai et al. (2014); Hem et 

al. (2014);  

 Success or failure of 

previous BEs 

The success of the previous BE can enhance 

the chance of success of the future BEs 

introduced by the parent brand.  

Sullivan (1992); Kumar (2005); 

Volckner and Sattler (2007) 

 Perceived parent brand 

country of origin image 

The perceived parent brand country of origin 

image can reflect both the quality of the parent 

brand as well as the general perceived quality 

of the product category of the BE.  

Sichtmann and Diamantopoulos 

(2013) 

Perceptions of 

the parent 

brand’s ability to 

manufacture the 

extended product 

 Consumers tend to have a more favourable 

response to the moderately high (versus low 

and extremely high) perceived manufacturing 

difficulty extensions. This is because 

consumers perceive that the brand has not 

made enough effort to introduce an ‘easy to 

make’ extension. On the other hand, they are 

not willing to expend too much cognitive effort 

to make sense of the BEs with extremely high 

perceived manufacturing difficulty. 

This can also be explained by consumers’ 

perception of whether the parent brand has 

sufficient resources and expertise to 

Aaker and Keller (1990); Barone 

et al. (2000); Bottomley and 

Holden (2001); Vanhonacker 

(2007); Volckner and Sattler 

(2007); Mariadoss et al. (2010); 

Martinez and Pina (2010); Mao et 

al. (2012); Pillai and Bindroo 

(2014) 
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manufacture a BE which is too far from the 

product categories that the parent brand is 

capable to manufacture. Therefore, they have 

more negative evaluations of the BEs which 

have a high perceived manufacturing difficulty. 

Consumers' personal factors 

Cognition Brand schematicity 

(Schematic versus 

aschematic) 

Consumers with a higher level of brand 

schematicity are more likely to retrieve the 

parent brand-related attributes to evaluate BEs 

and, thus, enhance consumers’ evaluations of 

BEs. 

Puligadda et al. (2012) 

 Consumers’ thinking styles 

(analytical versus holistic) 

(abstract versus concrete) 

Holistic thinkers (who are more likely to be 

able to identify relationships between objects), 

in general, have higher perceived BE fit and 

consequently more favourable evaluation of the 

BE than analytical thinkers.  

Monga and John (2006); Monga 

and John (2010); Ng (2010) 

 
Systematic versus intuitive 

information processing 

Systematic processing style involves analytical, 

rule-based information processing whereas 

intuitive processing is more intuition and visual 

information-driven. Consumers with a higher 

intuitive (systematic) cognitive style are more 

likely to have more favourable evaluations 

toward the BEs with the thematic (taxonomic) 

fit.  

deGroote et al. (2019) 

 
Construal level Construal level represents the psychological 

distance of the BE to consumers. Consumers 

Kim and John (2008) 
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(high versus low level 

construal) 

with high construal level (perceive the BE as 

psychologically distanced) have a greater 

emphasis on the overall level of fit between the 

parent brand and the BE because they focus on 

the general features of the BE. In contrast, 

consumers with low-level construal tend to 

look at the specific and contextual details of the 

BEs and put less emphasis on the effect of fit 

between the parent brand and the BE. 

 
Consumers’ self-construal 

(Interdependence versus 

independent) 

Self-construal represents the social 

connectedness of consumers. Consumers with 

interdependent (versus independent) self-

construal are more likely to adopt relational 

information processing with higher flexibility 

to identify relationships between the BE and 

the parent brand, which enhance the evaluation 

of BEs with a lower level of fit.  

Ahluwalia (2008) 

 Cognitive loads  

(effortful versus 

uneffortful) 

Cognitive loads refer to the cognitive efforts 

required to make sense of the BE stimulus. 

When consumers expose to a prototype 

(exemplar) fit BE, the more (less) cognitive 

effort is required to recall the knowledge and 

feelings about the parent brand and transfer it 

to the evaluation of the BE.  

Mao and Krishnan (2006) 

 Mating mindset The creativity evoked by the mating mindset 

can enhance consumers’ evaluation of BEs 

Monga and Gurhan-Canli (2012) 
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with a moderately low fit. This effect is 

particularly significant for male consumers.  

Motivation Consumers’ product 

category involvement 

Consumers who are highly involved tend to 

perform more explicit categorisation tasks to 

make sense of the BE with the parent brand. 

Hence, consumers with high (versus low) 

product category involvement are more likely 

to have a more favourable evaluation of 

moderately low fit BEs.  

Maoz and Tybout (2002); Barone 

(2005); Volckner and Sattler 

(2007); Sun (2010); DeRosia et al. 

(2011) 

 
Goal satiation When consumers’ goal satiation is high, they 

are less motivated to adopt a creative mindset 

to process the BE with lower product category 

fit.  

Monga and Gurhan-Canli (2012) 

 Motivation priming 

(Unconstrained versus 

commonality) 

(Similarity first versus last)  

When consumers are asked to evaluate 

commonality first, their BE evaluations focus 

on the level of fit. However, if respondents are 

not motivated to process similarity first, their 

evaluation of the BE is more likely to be 

affected by other factors than the product 

category fit, such as mood state. 

Gurhan-Canli and Maheswaran 

(1998); Zhang and Sood (2002); 

Barone (2005); Ahluwalia (2008); 

Ng (2010); Estes et al. (2012)  

 
Case-based reminding When a similar brand case is provided at the 

BE evaluation, consumers can reason 

analogically to recognise similarity cues, which 

can increase consumers’ perception of BE fit 

and favourability of the BE 

Shen et al. (2011) 
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 Need for cognition When consumers have a high need for 

cognition, they are more willing to spend 

effortful information processing to resolve the 

inconsistency between the BE. Thus, these 

consumers possess a more favourable 

evaluation of BEs with a lower fit. 

Nan (2006); DeRosia et al. (2011) 

 Self-regulatory focus  

(promotion versus 

prevention) 

Promotion-oriented consumers (who are more 

willing to take risks) have greater acceptability 

of the BE with a lower level of product 

category fit than prevention-oriented 

consumers.  

Yeo and Park (2006); Shine et al. 

(2007); Chang et al. (2011) 

 Consumers’ new product 

adoption tendency  

(early versus late) 

Earlier adopters (versus later adopters) are 

more willing to take risks to adopt new 

products. Therefore, the negative impact of low 

fit extensions on BE evaluation and adoption 

can be reduced.  

Klink and Smith (2001) 

Demographics Age Children consumers are more likely to use 

surface cues to evaluate a BE, such as brand 

name and packaging. Adolescent consumers 

are more likely to be influenced by external 

stimuli when evaluating BEs, such as user-

generated content on social media. Adult 

consumers are more likely to be affected by the 

fit of the extended product.  

Zhang and Sood (2002); Liu and 

Hu (2012) 

 Ethnicity Consumers with the same ethnicity are highly 

motivated to promote and express their ethnic 

group’s status (in-group status) by purchasing 

Aguirre-Rodriguez et al. (2014) 
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products which allow them to express their in-

group values. When an in-group brand 

introduces an out-group BE to another ethnic 

group, the original ethnic group will have a 

more negative effect on the parent brand 

evaluation. 

However, when an out-group brand introduces 

an in-group BE with relevant ethnic evaluative 

cues, in-group consumers will better appreciate 

the BE and more favourably evaluate the BE 

and the out-group parent brand.  

Personal beliefs Implicit theory of 

personality 

(entity versus incremental 

theorists) 

Implicit theory implies the perceived 

malleability of the attributes and characteristics 

of an individual. Entity theorists are more 

appreciative of BEs with a high level of fit 

because they are less willing to take risks and 

accept radical change. Incremental theorists, on 

the other hand, more prefer low fit BEs because 

they represent the willingness to change and 

grow of the parent brand.  

Falherty and Pappas (2000); 

Yorkston et al. (2011)  

 
Cultural values Consumers from a different cultural 

background will have different cognitive styles 

and self-regulation at the collective level. 

Asians are more likely to possess relational 

thinking and are prevention-oriented, whereas 

Westerners adopt analytic thinking and are 

promotion-oriented. When the BE is 

psychologically distant (close), self-regulatory 

Monga and John (2006); Buil et 

al. (2009); Ng (2010); Kim and 

Park (2019)  
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focus (cognitive styles) will dominate their 

evaluation of the BE.  

Personal traits Consumer innovativeness Consumers with high innovativeness are more 

willing to accept new ideas and products. Such 

personal traits can weaken the effect of fit on 

the perceived quality, purchase intention and 

attitude towards the BEs of both tangible goods 

and services 

Klink and Smith (2001); Volckner 

and Sattler (2007); Salinas and 

Perez (2009); Martinez and Pina 

(2010); Wu et al. (2015) 

Consumers' 

knowledge and 

experience 

Consumer’s knowledge and 

experience in the extended 

product category 

Consumers with rich experience and 

knowledge of the extended product category 

will judge the BE from the perspective of the 

specific product attributes.  

Sattler et al. (2010) 

 
Consumers’ previous use of 

the parent brand product 

versus experience 

The greater the experience with the parent 

brand, the more favourable the evaluation of 

the parent brand. This can increase consumers’ 

confidence towards accepting a BE from the 

parent brand 

Swaminathan et al. (2001); 

Swaminathan(2003); Miniard et 

al. (2018); Parker et al. (2018) 

 
Consumers’ 

sophistication/knowledge 

about the parent brand 

Consumers with greater knowledge of  the 

parent brand can also enhance their 

accessibility of knowledge associated with the 

parent brand, which can positively influence 

their evaluation of BEs 

Broniarczyk and Alba (1994); 

Volckner and Sattler (2007); Lei 

et al. (2008); Sattler et al. (2010); 

Spiggle et al. (2012); Hem et al. 

(2014) 

Affection Mood states Mood states generate an inverted U-shaped 

curve on the evaluation of BEs based on fit, i.e. 

peaked at moderate fit extensions evaluation.  

Barone et al. (2000); Barone and 

Miniard (2002); Barone (2005); 

Yeung and Wyer (2005); Sar et al. 

(2011) 
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Emotional attachment and 

relationship with the parent 

brand 

Consumers who are emotionally attached to the 

parent brand can strengthen the positive 

relationship between fit and consumers’ 

evaluation of the BE.  

Boush et al. (1987); Broniarczyk 

and Alba (1994); Bhat and Reddy 

(2001); McCarthy et al. (2001); 

Swaminathan et al. (2001); 

Swaminathan(2003); Yeung and 

Wyer (2005); Fedorikhin et al. 

(2008); Abosag et al. (2012); 

Spiggle et al. (2012); Kim et al. 

(2014) 

Marketing strategies factors 

Advertising 

content 

Advertising message 

valence 

(informational versus 

positive /negative 

emotional) 

The use of informational advertising can 

provide more BE-related information for 

consumers to evaluate the BE. This arouses 

consumers’ rational thinking and focuses on 

how the BE fits with their expectation of the 

parent brand. When using positive (versus 

negative) emotional advertising, it is easier for 

consumers to transfer their attitude towards the 

parent brand to their evaluation of the BE.  

Pryor and Brodie (1998); Dens 

and Pelsmacker (2009); Dens and 

Pelsmacker (2010); Monga and 

John (2010) 

 
Advertising message focus  

(brand-centred versus 

extension-centred) 

Both brand-centred and extension-centred 

advertising messages can enhance consumers’ 

evaluations of the BE because it explicitly 

demonstrates the core features of the BE or 

associations of the parent brand.  

Martinez et al. (2009); Miniard et 

al. (2018) 

 
Advertising message 

linking with the parent 

brand 

When introducing a BE with a low fit, an 

advertising message communicating peripheral 

(versus primary) parent brand associations can 

Lane (2000); van Osselaer and 

Alba (2003) 
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(primary versus peripheral 

parent brand association) 

arouse consumers’ non-analytic thinking and 

evaluation of the BE.  

 Advertising to prime 

consumers’ beliefs 

(incremental versus entity) 

By priming incremental (versus entity) beliefs, 

consumers are more likely to have favourable 

evaluations of lower fit BEs 

Yorkston et al. (2010) 

 
Advertising synergy effect  

(BE alone versus with a 

complementary extension 

versus with an unrelated 

extension) 

Using a complementary extension in an 

advertising appeal allows consumers to 

complete the set of related products. Such 

synergy, through leading consumers to discover 

the complementary fit of the extension, can 

undermine the impact of the physical or 

functional fit.  

Shine et al. (2007) 

 
Advertising elements  

(Slogan, celebrity 

endorsement, picture of 

core product of the parent 

brand) 

Slogans, celebrity endorsements and a picture 

of the core product of the parent brand as 

advertising elements can be used to help 

consumers to identify fit of the BE. This can 

positively affect attitudes toward BE in the 

high fit and favourable parent brand condition. 

When the fit of BE is low, the use of slogan 

and similarity prime as an advertising message 

can still enhance attitude toward extension in 

the favourable parent brand condition. 

Boush (1993); Bambauer-Sachse 

et al. (2011); Gierl and Huettl 

(2011) 

Advertising 

exposure 

The presence of 

advertisements about the 

BE 

Information cues about the BE in the 

advertising message can cause consumers to 

associate more extension-parent brand benefits 

and such information can facilitate the transfer 

of brand equity from the parent brand to the 

Aaker and Keller (1990); Klink 

and Smith (2001); Osselaer and 

Alba (2003); Volckner et al. 

(2007); Kim and John (2008); 
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extended product. Therefore, the presence of 

advertisements about the BE can enhance the 

favourable evaluation of a low or moderately 

low fit BE. 

Sattler et al. (2010); Yorkston et 

al. (2011) 

 
Advertising frequency The repetition of advertisements can enhance 

the amount and valence of message 

elaboration, leading to a stronger positive effect 

of the advertisement. Moreover, repeating the 

advertisement can more explicitly 

communicate with consumers the fit between 

the extended product and the brand. Therefore, 

repetition of advertisements can enhance the 

favourable evaluation of the BE. 

Lane (2000); Klink and Smith 

(2001) 

Marketing mix strategies 

Promotion Promotion message:   
 

 
BE information valence  Positive (versus negative) information on the 

extension can significantly enhance consumers’ 

evaluations of the BE, even in a case of low fit.  

Negative information on the extension can also 

cause dilution of the parent brand, especially 

for BE with high fit due to its close association 

with the parent brand.  

Keller and Aaker (1992); 

Ahluwalia and Gurhan-Canli 

(2000); Nan (2006) 

 
Elaboration communication 

strategy 

Using elaboration strategy in the promotion, by 

enhancing the salience of explanatory links 

between the BE and the parent brand, allows 

consumers to interpret the fit more accurately, 

Bridges et al. (2000); Monga and 

John (2010) 
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which consequently strengthens the 

extendibility of the parent brand 

 
Presence of goal congruent 

message 

Consumer goal-congruent promotional 

messages can facilitate affection and 

information transfer from the parent brand to 

the evaluation of BEs, especially for BEs with 

a low fit.  

Martin et al. (2005) 

 
Availability of a 

comparison brand 

Providing a comparison brand within the BE’s 

product category in the promotional strategy as 

part of the visual cues, consumers can link the 

BE to other brands in the product category 

rather than in isolation. This allows consumers 

to focus more on the comparison of the parent 

brand’s quality, and to undermine the influence 

of the parent brand-extension fit on consumers’ 

evaluation of the BE.  

Meyvis et al. (2012) 

Product Product design Designing the BE with salient product 

differentiation attributes can enhance 

consumers’ perceived meaningfulness, novelty, 

quality and value of the BE. Such an effect can 

also weaken the effect of fit on consumers’ 

evaluations of the BE.  

Sun (2010); Keaveney et al. 

(2012) 

Pricing Price level of the extended 

product  

(high versus low) 

In the low BE fit condition, given the lack of 

product attribute information available for 

consumers to determine the product quality, a 

higher (versus low) price level can enhance 

consumers’ perceived quality of the BE. 

Taylor and Bearden (2002) 
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Brand naming Brand name structure  

(family-brand versus sub-

brand) 

By directly associating the parent brand with 

the BE, using family branding can enhance the 

effect of fit on consumers’ evaluations of BE. It 

also strengthens the dilution effect from the BE 

to the parent brand. The use of sub-branding 

can reduce the negative impact of low fit 

extensions on both the dilution effect of the 

parent brand and consumers’ evaluations of the 

BE with a low fit. 

McCarthy et al. (2001); 

Vanhonacker (2007); Monga and 

Gurhan-Canli (2012); Monga and 

John (2010); Le et al. (2012); 

Sood and Keller (2012); Chang 

and Tseng (2015); Boisvert and 

Ashill (2018) 

 
Movie name structure  

(numbered title versus 

named title) 

Using named (versus numbered) sequel movie 

titles results in a more favourable evaluation of 

a dissimilar movie’s extensions. 

Sood and Dreze (2006) 

 
Linguistic aspects of the 

BE's brand name 

For children consumers (who focus on the 

surface cues when evaluating BEs), BEs with a 

rhyming name will be evaluated more 

favourably than BEs with a non-rhyming name, 

regardless of the BE’s fit with the parent brand.  

Zhang and Sood (2002) 

Market characteristics factor 

 
Market competition 

information 

(non-competitive versus 

competitive) 

Market competition information affects the 

completeness of consumers’  informative cues 

in evaluating the BE. In the non-competitive 

(versus competitive) market setting, where 

there is only one brand dominating the product 

category, the fit between the BE and the parent 

brand becomes the only evaluative cue for 

consumers. 

Maoz and Tybout (2002); Milberg 

et al. (2010) 
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Availability of the product 

and product information 

Increased consumer knowledge can guide 

consumers to take more specific product 

attributes as the diagnostic cue instead of 

focusing on the fit alone. Hence, when there is 

expanded (versus limited) BE product 

information available, consumers will more 

favourably evaluate the BE. 

McCarthy et al. (2001); Sattler et 

al. (2010)  

 
B2B market Complementary fit BEs are important for B2B 

businesses to increase their profitability 

because business customers consider how the 

extended product can enhance the performance 

of the initial offerings by the parent brand as 

well as increasing the usage of the initial 

product complemented by the BE 

Liu et al. (2018) 
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Chapter 3. Theoretical Foundation: The Cognitive Appraisal Theory of 

Emotions 

3.0 Introduction 

Having reviewed the BE literature and having identified the research gap in CER 

towards BE in Chapter 2, Chapter 3 aims to discuss the theoretical foundation of the 

CAT and discuss how BE-related stimuli can be used as the antecedents of emotions 

elicitation, based on the core concepts of the theory.  

This chapter first discusses the definition of emotions. Such a definition is 

applied to the entire thesis. Also, by defining emotions, it is important to indicate the 

differences between emotions and affect, mood and attitudes.  

The second part of this chapter will provide an overview of some influential 

theories of emotions in the context of consumer behaviour. By critically evaluating 

these theories, the rationale of adopting CAT in the current research will be provided. 

Then, four CAT models as postulated by four cognitive appraisal theorists will be 

reviewed, including Lazarus, Roseman, Smith and Ellsworth, and Scherer. 

Reviewing these key models of CAT provides (1) the discussion of the core 

mechanism across the cognitive appraisal theorists; and, (2) a summary of the 

commonly used cognitive appraisal dimensions, which precede emotional responses.  

The third part of this chapter reviews the previous applications of the CAT in 

marketing. The conceptual papers by Watson and Spence (2007) and Johnson and 

Stewart (2005) will also be reviewed, as these papers provide valuable insights of 

how CAT can be applied in marketing, such as the use of relevant cognitive appraisal 

dimensions in the marketing context. Then, a review of papers which investigate 

CER through the application of CAT will also be reviewed. This section highlights 

and narrows down the appraisal dimensions relevant to the marketing context.  

The broad review of CAT and CAT in the marketing context provides 

justification for the current research to select relevant appraisal dimensions in the 

next chapter examining how BE can also influence CER via the CAT mechanism.  
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3.1 A Matter of Definition: Affect, Emotions, Mood and Attitudes  

Previous research on emotions has recognised the major issue of the inconsistent use 

of the definition of emotion (Izard 2010, Richins 1997). Indeed, some research in 

psychology and marketing has employed the terminologies of affect, mood and 

emotions interchangeably (Bagozzi et al. 1999). While the purpose of the current 

research is not to explore or redefine these terminologies, it is important to clearly 

define the meaning of those terminologies which will be used throughout the entire 

research. Also, conceptualising and distinguishing the terminologies here can help 

the research to better operationalise variables, identify research gaps and provide a 

clearer interpretation and contribution of the research findings. 

As summarised from the previous research and the exposition of the current 

research, emotion is defined as complex multi-dimensional feelings that are evoked 

by physical and social surroundings of the individual as well as the interpretation of 

the individual on the relationship between these surroundings and personal well-

being (Lazarus 1991b, So et al. 2015, Achar et al. 2016, Schmidt et al. 2010, 

Kleinginna and Kleinginna 1981).  

Based on this definition, the first component of the definition is that emotions 

are caused by a situation (in the present research, the BE pre-consumption situation) 

which can potentially influence an individual’s well-being or goals (i.e. consumption 

needs). Hence, the emotions used here, as also stated in the previous chapter, are 

related to a specific referent (the BE product) as an integral emotion rather than an 

emotion being carried over from a BE consumption unrelated situation (Lerner et al. 

2015).  

The second component is that emotion is the affective reaction with valence 

or feelings towards a personal perception of the situation (i.e. BE pre-consumption 

situation in the present research) (Richins 1997). The terms which illustrate a (1) 

nonvalenced feeling, such as interest and surprise, (2) a cognitive state, such as 

confused (3) physical state, such as tired, sleepy, and (4) “emotion-like” descriptors 

by adding the word “feeling”, such as “feeling distracted” and “feeling confident” are 

not considered as emotions (Nunnally 1978, Ortony et al. 1988, Richins 1997, 

Shaver et al. 1987, Clore and Tamir 2002).  
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The final core component of the definition of emotion is that emotions arise 

from individual’s evaluative judgements and interpretations of events (de Hooge 

2014). This is also in line with the CAT in which emotions are caused by the 

cognition of an individual towards the situation (here the BE pre-consumption 

situation) (Forgas et al. 2001). The definition from Bagozzi et al. (1999, p. 184) also 

emphasises the importance of the individual’s cognition of the situation which 

precedes emotion elicitation by suggesting that emotion is “a mental state of 

readiness that arises from cognitive appraisals of events or thoughts”.  

One of the concepts most confused with emotion is “affect”. Affect is 

recognised as an umbrella terminology of a feeling state which includes moods, 

attitudes and emotions (Johnson and Stewart 2005). Another definition by Cohen et 

al. (2008) also suggests that affect is a valence feeling state of which emotions, 

moods and attitudes are the examples of such state. As illustrated in the previous 

chapter, previous BE research has addressed two of the three sub-components of 

affect, i.e. mood and attitude, but the role of emotions, particularly integral emotions 

or emotional responses towards the BE, is an under-researched area and also the 

purpose of the current research.  

While moods and attitudes are also classified as affect, they are conceptually 

different from emotions. Moods are the feeling states which can easily be induced 

but are not attributable to the referent of decision making, i.e. the BE product 

(Gardner 1985). For example, mood can be the feeling state induced by a watching a 

sad movie and such a negative feeling state influences consumers’ evaluation of BEs 

(Barone 2005). Also, moods are mild and transient affective states (Hosany and 

Gilbert 2010). The definition of moods can be summarised as a low intensity feeling 

state without a specific referent and with little cognition (Forgas et al. 2001). In 

comparison to emotions, as stated before, emotions are attributable to a specific 

referent and are more intense than moods (Cohen et al. 2008). Such a specific 

referent (here the BE product) evokes consumers’ cognition and the corresponding 

emotions (Hosany and Gilbert 2010). For example, consumers may feel disgusted 

(emotional response) when Colgate introduces ready meal products (the BE referent) 

because they cannot associate a food product with an oral hygiene brand (cognition).  

Attitude and emotion are also conceptually different. Attitude is mainly 

evaluative in nature and it composes knowledge structure of beliefs of an individual 

towards an object (Johnson and Stewart 2005). Although some psychologists suggest 
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that, as part of the affective components, attitude also possesses two overlapping 

dimensions as emotion; the affective (positive or negative feeling state) and cognitive 

(evaluation towards an object) dimensions (Cohen and Areni 1991), it is distinct 

from emotion in that the affective component of attitude is highly evaluative and 

rational whereas emotion is the state of physiological arousal of a phenomenological 

experience (Bagozzi et al. 1999). In addition, Hirschman and Holbrook (1982, p. 

136) also state that attitude “represents only a tiny subset of the emotions and 

feelings of interest to the experiential view”. Therefore, it is important for the BE 

research to evaluate the role of emotion as the physiological arousal towards the BE 

because the behavioural prediction between the two conceptually distinct 

terminologies, attitude and emotion, can be different (Bagozzi et al. 1999, Watson 

and Spence 2007). Another study indicates that emotion can be the feeling state and 

provide emotional information for individuals to make a judgement of attitude 

towards an object (Allen et al. 1992). Based on this, the current research investigates 

the impacts of CER towards the BE on consumers’ attitudinal and behavioural 

responses.  

3.2 The Emotion-Cognition and Cognition-Emotion Debate 

The previous psychology literature debates whether emotions are elicited by the 

cognition of people or emotions are elicited first which further influence people’s 

cognition (Hosany et al. 2020). Early research by Zajonc (1980) suggests that 

emotions are independent of cognition. However, Lazarus (1999) later argues that 

cognitions determine emotions, and he states that emotions are responses from an 

individual’s personal interpretation of a situation. Another school of thought in the 

psychology literature further claims that emotions may precede cognition, especially 

when an individual has an emotional experience first and such emotion influence 

his/her further cognition towards the emotional object (Lerner and Keltner 2000). 

Although there is no absolute answer as to whether cognition precedes emotions or 

emotion fosters cognition, both two schools of thoughts were adapted by psychology 

and marketing researchers.  

Researchers who support the first school of thought, i.e. the emotions-

cognition mechanism, have conceptualised how emotions may influence cognition. 

The previous psychology literature claims that cognition does not necessarily cause 

emotions and there are various other non-cognitive factors that would elicit 



 

Page | 108  

emotions, including bodily feedback or unconscious priming (Lerner and Tiedens 

2006). Therefore, the emotion-cognition perspective does not focus on explaining the 

elicitation of emotions, but the influence of emotions (Berkowitz and Harmon-Jones 

2004, Parkinson 1996). The appraisal tendency framework and affect-as-information 

theory are two of the popularly applied models in marketing that support the 

emotion-cognition school of thought (Kranzbühler et al. 2020). These models 

suggest that specific emotions influence cognition in two ways: content effects and 

depth-of-processing effects. First, the content effects are mainly related to the 

appraisal tendency framework. The framework indicates that emotions are related to 

the cognitive and motivational components which influence people’s judgements and 

decision makings (Han et al. 2007). For example, the research conducted by Motoki 

and Sugiura (2018) finds that the negative emotion of disgust has a stronger negative 

effect on food consumption than sadness. This is because the appraisal tendency 

framework suggests that disgust is associated with a person thinking that he/she is 

being close to an incomprehensible food product whereas sadness is related to the 

cognition of loss from consuming the food product (Motoki and Sugiura 2018). This 

indicates the personal evaluation after his/her emotional experience and such an 

evaluation forms a content effect to influence consumers’ decision making (Han et 

al. 2007). The second perspective is that emotions can affect the depth or efforts of 

cognitive processing. A study conducted by Sar et al. (2011) suggests that a 

consumer in a positive emotional state will adopt relational processing, comparing to 

item-specific processing in a negative emotional state. Adding to this, the appraisal 

tendency framework specifies that when consumers feel the emotions associated with 

certainty appraisal, such as angry and happy, they are more likely to adopt heuristic 

processing (Han et al. 2007). Recent research conducted by Kranzbühler et al. (2020) 

finds that, in the service marketing context, marketing managers need to understand 

cognition as an output of a specific emotion experience and conduct a marketing 

strategy which can enhance the positive future managerial implications of the firm, 

such as service recovery strategies.  

The other school of thought which support cognition precedes emotions 

focuses predominantly on the characteristics of the stimulus and how an individual 

process it to elicit emotions (Lazarus 1991, Moors et al. 2013). The cognition-

emotion paradigm has been widely applied in previous marketing literature. 

Conceptually, some previous studies in retail marketing examined and confirmed the 

model of cognitions precede emotions (Walsh et al. 2011). Research on customer 
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satisfaction also suggests that the cognitive congruence between the customers’ 

expectations and the actual performance of the firm determine the affective responses 

of customers (Wirtz et al. 2000, Cai et al. 2018). The CSR literature also suggests 

that consumers analyse the CSR activities conducted by a firm that elicits their 

emotional responses (Grappi et al. 2013, Romani et al. 2012).  

As this is pioneering research in BE to investigate the consumers’ responses 

from the emotional perspective, the current research adopts the cognition-emotion 

paradigm for two reasons. First, since the previous BE literature has predominantly 

focused on consumers’ cognition on the characteristics of the BE stimulus (see Table 

4), this is consistent with the cognition-emotion paradigm that emotional responses 

may result from the consumers’ interpretation of the BE stimulus. As the aim of the 

current research is to investigate the emotional responses toward the BE per se, 

consumers have to be exposed to the BE stimulus and such exposure may foster 

conscious or unconscious cognition. Therefore, even if the cognition is unconscious 

to consumers, cognition still exists and precedes emotional responses. Second, the 

current research focuses on the BE pre-consumption context, the cognition-emotion 

paradigm could be more useful in indicating what marketing managers can do to 

enhance the positive and reduce the negative emotional responses before consumers 

are first exposed to the new extended product. Based on these, the following sections 

of this chapter focuses on discussing the emotion theories by using the cognition-

emotion perspective.  

3.3 An Overview of Emotion Theories 

In this section, a selection of emotion theories which has been applied to the 

consumer behaviour context will be critically evaluated, including dimensional 

theory, basic emotions approach and attribution theory. The discussion here will 

highlight the limitations of these emotion theories and justify the rationale of using 

CAT as the theoretical foundation in the current research.  

3.3.1 Dimensional theory 

The dimensional theory of emotion is developed to simplify affective responses by 

generalising and differentiating emotions into two sets of common dimensions. 

These two dimensions are affective arousals and affective valence (Watson and 

Tellegen 1985, Mano and Oliver 1993). For example, happy and unhappy can be 
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represented as the two poles of the valence dimension, and excited and delighted are 

the example of the two ends of the arousal dimension. Examples of this model 

include the pleasure, arousal and dominance (PAD) model (Russell and Mehrabian 

1977), and the circumplex model (Watson and Tellegen 1985). The dimensional 

theory of emotion has provided a simplified way to measure and record individuals’ 

emotional responses and has been applied in many studies in marketing to investigate 

consumers’ elicited emotions (Eroglu et al. 2001), including advertising (Holbrook 

and Batra 1987, Holbrook 1990), webpage design (Chang et al. 2014, Hsieh et al. 

2014), and service experience (Tantanatewin and Inkarojrit 2018). However, this 

model has been criticised, in that two dimensions are not comprehensive enough to 

explain, accommodate and differentiate various emotions. Also, the theory lacks the 

theoretical background to support the elicitation process of emotions (Bagozzi et al. 

1999, Massara et al. 2010).   

3.3.2 Basic emotions approach 

To overcome the limitations of dimensional theory by including a richer set of the 

subjective experience of emotion, the basic emotions approach is suggested. This 

approach has been widely recognised as a set of emotions which is innate to human 

beings (Johnson and Stewart 2005). This approach is verified across various cultures 

and is proven to accurately measure individuals’ emotional responses in many 

different situations (Richins 1997). Moreover, this approach overcomes one of the 

limitations of the dimensional theory by providing more specific descriptors of 

emotions, which allow researchers to differentiate between subtle emotional 

responses (Johnson and Stewart 2005). Laros and Steenkamp (2005) advanced the 

theory of the basic emotions that they proposed a hierarchical structure model from 

which more specific emotions can be derived, such as fear, anger, sadness, 

contentment, happiness, love and pride.  

However, the basic emotion approach has been criticised in the following 

perspective. First, similar to the dimensional theory, the theoretical grounding of the 

basic emotion approach is weak and it does not explain antecedents of emotional 

experiences (Roseman 1984). The lack of theoretical guidance for researchers has 

resulted in researchers adding too many descriptors of such basic emotions (Johnson 

and Stewart 2005). Second, previous research has criticised the claim of the universal 

set of basic emotions. Since this approach relies on the labelling of emotional 

experiences or responses across different cultures, it does not take into account the 
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effect of a specific context (Johnson and Stewart 2005). For example, the set of 

emotions elicited by a consumption situation differs from what a person experiences 

in everyday life (Han et al. 2009). Third, the lack of theoretical foundation limits the 

basic emotion approach to explain the relevant causes and consequences of emotions. 

Instead, this approach only focuses on summarising the descriptors of emotional 

experiences which can be generalised across different contexts (Johnson and Stewart 

2005). To address the limitation of the basic emotion approach, the attribution theory 

illustrates, to some extent, the causes and consequences of emotional responses.  

3.3.3 Attribution theory 

The original development of attribution theory was to understand the causal 

mechanism from which the internal (self) or external (another party) causes an 

outcome of a specific situation (Hamilton 1980). Apart from “who” causes the 

outcome, attribution theory also postulates what causes the outcome and the possible 

behavioural consequences. By understanding these, the attribution theory has been 

extended to explain the emotional responses elicitation through the (1) causes of a 

particular outcome of an event, (2) likelihood to control the outcome of an event, (3) 

likelihood that the same event and outcome will happen again (Weiner 1985). These 

dimensions are used to differentiate emotional responses. For example, if an 

individual causes a negative outcome of an event which is controllable, the 

individual will feel guilty (Weiner 1985). The three dimensions which explain the 

elicitation of emotional responses also explain the behavioural intention of an 

individual to repair (achieve) a negative (positive) outcome of the event (Johnson 

and Stewart 2005). For example, if an individual perceiving a negative outcome of an 

event is attributed to the individual self, the individual may be more motivated to 

obtain more information and improve self-capability to make a better decision in the 

future.   

This theory has been applied to different marketing-related contexts. From 

the CSR perspective, consumers’ perception of companies’ motives to invest in CSR 

activities can elicit different emotional responses. For example, if consumers 

perceive the motive of the company as profit-driven, they are more likely to be angry 

(Hillebrandt and Barclay 2017), whereas the consumers attribute the CSR strategies 

as society-driven, they more likely to arouse admiration and happiness (He et al. 

2019, Lange and Washburn 2012, Hillebrandt and Barclay 2017). Another example 

is the situation where consumers encounter a service failure. It has been found that 
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consumers are more likely to be angry when consumers attribute the service failure 

to the service provider (versus consumers’ own action) (Soscia 2007).  

 Although attribution theory has addressed the limitations of both the 

dimensional theory and basic emotion approach by having a theoretical background 

and explaining the causes and consequences of emotional responses, the theory is not 

primarily developed as an emotion theory (Johnson and Stewart 2005). However, 

attribution theory has indicated the important role of cognition in shaping emotional 

responses. In this case, the development of CAT provides a more comprehensive 

explanation of individuals’ cognitive processes through various cognitive appraisal 

dimensions, including a dimension on individuals’ attribution of the outcome of a 

situation, which indicates a better prediction of emotional responses than using 

attribution theory alone (Smith 1993).  

3.4 The Cognitive Appraisal Theory of Emotions 

In response to the limitations of the other theories of emotion, CAT is developed as a 

theory of emotion which not only describes and summarises various emotional 

response descriptors but it is also theoretically grounded to explain the causes and 

consequences of such emotional responses (Ellsworth 2013). Watson and Spence 

(2007, p. 488) also state that “cognitive appraisal approach offers a more complete 

explanation of consumers’ behavioural responses to emotions”. The theory does not 

just suggest that emotional responses are elicited from the situation like the 

dimensional theory and basic emotions approach, but it also explicitly explains the 

emotional responses construction process (Ellsworth 2013). The theory suggests that 

the elicitation of emotional responses depends on how an individual subjectively 

evaluates the situation (Folkman et al. 1986a, Schmidt et al. 2010). Such evaluation 

is described as appraisal dimensions, which precede emotional responses. By going 

through the cognitive process of evaluation, the situation can either be appraised as 

causing benefit or harm to the individual’s personal well-being, and positive or 

negative emotional responses will be elicited respectively. Based on this, different 

emotional responses are elicited through the individual’s subjective cognitive 

appraisal process (Soscia 2007), “it is not the specific events or physical appearance 

that produce emotions, but rather the unique psychological appraisal made by the 

person evaluating and interpreting the events and circumstances” (Bagozzi et al. 

1999, p. 185). 
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The theory also postulates a coping process in which the individual deals with 

their emotional responses through appropriate behavioural action, such as to avoid, 

minimise or alleviate harm or to seek, maximise and maintain benefit (Smith and 

Lazarus 1993). For example, individuals who have negative emotional responses 

elicited will adopt negative word-of-mouth (WOM) as well as avoiding the same 

situation in the future (Nyer 1997, Yi and Baumgartner 2004).  

To summarise, CAT delineates (1) the antecedents of emotional responses 

through the individuals’ subjective evaluation of a situation/stimulus (cognitive 

appraisal dimensions), (2) the behavioural consequences of emotional responses 

(coping process), also see Figure 2. The next section will summarise the major 

models of CAT and discuss the cognitive appraisal dimensions adopted from these 

studies.  

Figure 2. Cognitive appraisal theory 

 

3.4.1 A review of major models of cognitive appraisal theory 

The origin of the CAT can be traced back to the study conducted by Arnold (1960). 

In this pioneering research, the core elements of the CAT as explained in Figure 2 

are considered. To elicit emotional responses, Arnold (1960) indicates three 

cognitive appraisal dimensions; (1) whether the incoming stimulus is more likely to 

result in harm or benefit (suitability), (2) whether the appraising situation has 

happened (presence), and (3) whether the appraising situation is easy or difficult to 

achieve or avoid (degree of difficulty in attaining or rejecting). However, this work 

has achieved little empirical examination due to its radical theoretical advancement 

of the impact of cognition on emotions of its time (Roseman et al. 1990).  

The CAT is popularised until the 1980s with the series of developmental 

work and empirical examination by Richard Lazarus and his colleagues (Folkman et 

al. 1986a, Lazarus and Smith 1988, Lazarus 1991, Lazarus 1991b, Smith and Lazarus 

1993). The development of the CAT does not stop there; a plethora of research has 

been published by using the core elements of CAT and creating their own models of 

appraisal theories (Roseman 1984, Smith and Ellsworth 1985, Scherer 1993). These 

studies have not only extended the numbers of appraisal dimensions in a different 

context, but they have also empirically examined and further verified the causal 
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relationship between appraisal dimensions, emotional responses and action 

tendencies (Moors 2013).  

Previous research has adopted two ways to empirically examine the CAT 

process. The use of self-reporting cognitive appraisal process is one of the ways to 

examine the model. These studies instruct respondents to imagine or recall a 

particular emotional experience and ask respondents to report their cognitive process 

through a survey (Smith and Ellsworth 1985). This method has been criticised on its 

accuracy, recording respondents’ cognition a long time after the event happened 

(Frijda 1993). Another way is to provide a manipulated scenario or vignette to 

respondents and ask respondents to rate their cognitive process and emotional 

responses (Roseman 1984). Although this method has been criticised for its artificial 

manipulation (as with most scenario-based experiments), it has been recognised to 

effectively provide accurate appraisal dimensions to address contextualised research 

objectives, which can be used to explain the causes of emotions (So et al. 2015).  

  The sub-sections below will provide a review of the major CAT models. The 

current research adopts the three CAT evaluative criteria to select CAT models to 

review as suggested by Omdahl (2014), including the scope of the theory, the 

explicitness of the testability, and amount of empirical support. First of all, the scope 

of the theory is related to whether the model includes a broader range of appraisal 

dimensions. For example, the model suggested by Lazarus (1991b) has more 

appraisal dimensions compared to the three appraisal dimensions model suggested by 

Arnold (1960). Second, the model needs to have a clear rationale of a testable 

relationship between the appraisal dimensions and emotional responses. Finally, the 

model needs to have empirical support. After considering these criteria, the current 

research has selected to discuss the CAT models from Lazarus and colleagues, 

Roseman, Smith and Ellsworth, and Scherer.  

3.4.1.1 Richard S. Lazarus and colleagues 

Lazarus (1991b) decomposes the appraisal process into primary and secondary 

appraisals. Primary appraisal involves an evaluation of whether the person has a 

stake in the potential outcomes of the appraisal situation. The primary appraisal 

consists of three individual evaluations of the situation, including the personal 

relevance of the situation, whether the situation is harmful or beneficial to the person 

and how the content of the appraisal situation is related to personal ego-involvement 
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(Folkman et al. 1986a, Lazarus 1991b). These three evaluations form the three 

dimensions of primary appraisal, including goal relevance, goal congruence, and type 

of ego-involvement. First, goal relevance refers to whether an individual has any 

stake in relation to their personal goals and needs in the appraisal situation (Lazarus 

1991b). This appraisal dimension can determine the magnitude of emotional 

responses (Smith and Lazarus 1993). For example, compared to final-year 

undergraduate students, first-year undergraduate students have weaker emotional 

responses to their exam results because such results do not influence their final 

degree classification.  

Second, goal congruence is defined as the evaluation of the situation on 

whether it is beneficial or harmful in relation to what an individual is expected to 

obtain (Lazarus 1991b). In other words, whether the outcome of the situation can 

enhance personal well-being (Lazarus and Folkman 1984). From here, Lazarus and 

his colleagues suggest that this dimension can be used to differentiate positive and 

negative emotions. Particularly, when a beneficial (harmful) outcome is evaluated, 

positive (negative) emotional responses will be elicited. For example, if a final year 

undergraduate student receives a first-class grade on his/her assignment, he/she will 

have a positive emotional response as it is beneficial to their personal target of 

getting a good degree.  

The final primary appraisal dimension is type of ego involvement, which 

refers to whether the situation can influence the individual’s self-esteem, moral 

values or other personal values (Lazarus and Folkman 1984). The damage to the 

personal values of an individual can result in the situation being appraised as 

negative. For example, a hard-working student may feel very negatively if he/she 

fails one of the assignments. It is because the result damages their self-esteem or 

personal values of working hard for a good result. As it is related to personal values, 

this appraisal dimension has been used in many of the studies in the CSR context to 

differentiate various moral emotions (He et al. 2019, Tangney et al. 2007).  

The secondary appraisal is the evaluation of what actions might or could be 

done to prevent loss or improve benefits in the encounter (Lazarus 1991b). Although 

Lazarus and his colleagues separate the appraisal into primary and secondary 

appraisals, it is important to note that primary and secondary appraisals are not 

mutually exclusive, but they happen at the same time to determine the magnitude and 

content of emotional responses (Lazarus and Folkman 1984). While the labels of 
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secondary appraisal dimensions changes as the theory develop, there are three main 

dimensions, including certainty, agency and coping potential. The certainty 

dimension is also called future expectancy or outcome expectancy in various work 

from Lazarus and his colleagues (Lazarus and Folkman 1984, Lazarus 1991b, Smith 

and Lazarus 1993). This dimension represents the likelihood for an individual to 

predict the outcome of a situation (Lazarus and Folkman 1984). For example, if a 

student has already received formative feedback on his/her assignment with a 

tentative first-class grade, the outcome of the final assignment submission is more 

certain. Such an appraisal dimension can be used to induce both positive and 

negative anticipated emotions (Bagneux et al. 2012).  

The second dimension is agency, also labelled as ‘blame or credit’ or 

‘accountability’. Similar to the attribution theory, this dimension involves the 

evaluation of who or what should take responsibility in the situation (Smith and 

Lazarus 1993). For example, when a student fails an assignment, they may evaluate 

whether it is their fault not to work harder or it is the fault of the lecturer not giving 

concrete information about the assignment.  

The final secondary appraisal is coping potential, which refers to whether an 

individual can obtain or alter the outcome of the situation (Lazarus and Folkman 

1984). This involves whether the individual possesses sufficient resources to obtain 

the outcome of the situation or psychologically readjust the expectation of the 

situation (Smith and Lazarus 1993). For example, if the individual does not have 

sufficient time to work on the assessment and obtain the most desirable outcome of 

getting a good grade, the coping potential would be low.  

Apart from the appraisal-emotion relationship, the Lazarus model also 

illustrates the emotion-action relationship, i.e. the coping process. The coping 

process delineates the psychological effect of what an individual would do after 

having the emotional response. Such a process involves two types of coping, 

including emotion-focused and problem-focused coping. Lazarus (1996) explains 

that these two types of coping are not opposed to each other but rather have a 

complementary nature. Moreover, since emotional responses depend on the cognitive 

appraisal process, changes in the appraisal process would not only change the 

emotion being elicited but also influence the coping process (Lazarus 1991b).  
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Emotion-focused coping involves regulating emotions, revising personal goal 

in accordance with the actual outcome of the situation and reappraise the information 

(Johnson and Stewart, 2005). Lazarus and Folkman (1984, p. 151) also indicate that 

emotion-focus coping is to “to maintain hope and optimism, to deny both fact and 

implication”. From here, emotion-focused coping involves focusing on the positive 

sides in a negative encounter in order to regulate emotions. Examples of emotion-

focused coping include mental and behavioural (dis)engagement, such as approach 

(denial or distancing), and pursuance (avoidance) of the situation (Yi and 

Baumgartner 2004).  

On the other hand, problem-focused coping involves planned actions to alter 

the troubling person-environment relationship causing negative emotions (Folkman 

et al. 1986a). In other words, it is not to alter the personal goal or lowering the 

expectation of the situation but to complete the original goal through actions, such as 

complaining and boycotting. Problem-focused coping can also happen with an 

elicited positive emotion. By successfully achieving the personal goal, positive 

emotions will further motivate the individual to continue pursuing a successful goal, 

through purchasing the product. 

In terms of empirical support, the study conducted by Smith and Lazarus 

(1993) has verified the appraisal-emotion relationship. This study asks respondents to 

imagine an appraisal situation as well as provides experimental vignettes to validate 

the suggested appraisal dimensions on emotional responses elicitation. Although this 

study addresses the criticism that Lazarus’s model lacks empirical support, it only 

verified the appraisal-emotions relationship but not the coping process until other 

studies conducted by other authors (Yi and Baumgartner 2004, Nyer 1997). 

Moreover, the typologies of primary and secondary appraisal are not examined 

empirically. Having said that, it is important to note that this model suggests one of 

the most comprehensive conceptualisations of the CAT (Winter and Kuiper 1997). 

The other models that will be discussed below also have some overlapping appraisal 

dimensions in relation to that of Lazarus.  

3.4.1.2 Ira J. Roseman 

The Roseman model contains seventeen different positive and negative emotional 

responses which are elicited by six cognitive appraisal dimensions, including 

situational state (motive consistency), motivational state (aversive or appetitive), 
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probability (certainty), agency, coping potential and unexpectedness (Roseman 1984, 

Roseman et al. 1990, Roseman 1991, Roseman 1996). Figure 3 shows the model of 

the latest model coined by Roseman with the illustration of the appraisal-emotion 

relationship.  

 Situational state refers to an assessment of whether the situation is consistent 

with the individual’s motivation. This is similar to Lazarus’s model of goal 

congruence to determine the valence of the emotional response. In addition, the 

Roseman model also adds a motivational state to further divide discrete emotion, i.e. 

whether the individual is appetitive or aversive to achieve the outcome of the 

situation (Roseman 1996). For example, if the motivation state is consistent with the 

individual, having an appetitive motivation can elicit joy whereas having an aversive 

motivation will elicit relief.  

Probability dimension is similar to the certainty dimension as suggested by 

Lazarus, which is related to whether an individual is able to predict the outcome of 

the situation (Roseman 1991). As mentioned in the previous section, the probability 

dimension is used to differentiate the anticipated emotions, such as hope and joy or 

sadness and fear. Since the empirical research suggests that extreme uncertainty 

cannot accommodate the feeling of surprise, Roseman (1996) creates the dimension 

of unexpectedness to illustrate the differentiation of surprise in her model.  

The agency dimension is similar to Lazarus’s model but Roseman has 

specified this dimension into self-caused, other-caused and circumstance-caused. As 

shown in Figure 3, when the situation is caused by self, regret, guilt and shame will 

be elicited; when the situation is caused by another person, anger, contempt and 

dislike will be evoked; when the situation is beyond the individual’s control and 

caused by the circumstance, frustration, disgust, sadness, distress, surprise, joy, hope 

and relief will be elicited.  
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Figure 3. Roseman's model of cognitive appraisal theory 

 

Adopted from: Roseman (1996, p. 269) 

3.4.1.3 Craig A. Smith and Phoebe C. Ellsworth 

The model proposed by Smith and Ellsworth contains fifteen different emotional 

responses. The positive emotions include happiness, hope, interest, surprise, 

challenge and pride while negative emotions include sadness, anger, fear, disgust, 

boredom, contempt, frustration, shame and guilt. In terms of appraisal dimensions, 

through empirical studies using principal component analysis (PCA) and 

multidimensional scaling, this model suggests that only of the proposed eight 

dimensions have the predictive ability on the included emotional responses, 

including pleasantness, anticipated effort, certainty, attentional activity, control, and 

responsibility. These dimensions are very similar to those proposed by the earlier 

cognitive appraisal theorists as well as Lazarus.  

The first dimension is pleasantness, which refers to whether the situation is 

pleasant or unpleasant (Smith and Ellsworth 1985). The definition of this dimension 

is similar to the goal congruence and situational state dimensions by Lazarus and 

Roseman. The anticipated effort is a dimension to determine the intensity of an 
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emotional response. This is also similar to the goal-relevant dimension in Lazarus’s 

model. The dimension refers to the degree of effort needed to deal with the situation. 

Smith and Ellsworth (1985) also emphasise the importance of such an appraisal 

dimension to the physiological activation of various emotions. The certainty 

dimension is the same as that of the Lazarus and Roseman models, representing the 

likelihood for the individual to predict the outcome of the situation. Attentional 

activity refers to the degree to which an individual is aware of the situation (Smith 

and Ellsworth 1985). Control refers to whether the individual has the ability to deal 

with the situation. This dimension is similar to the coping potential dimension from 

the Roseman and Lazarus models. Finally, responsibility refers to who is responsible 

for initiating the situation.  

Although the Smith and Ellsworth (1985) model is one of the key cognitive 

appraisal models and it has empirically tested the appraisal-emotion relationship, it is 

important to note that one of the authors, Craig A. Smith, has later collaborated with 

Lazarus (Lazarus and Smith 1988, Smith and Lazarus 1993, Smith et al. 1993). His 

proposition on CAT has been influenced by Lazarus. For example, in one of his 

latest publications he used Lazarus’s appraisal dimensions, such as goal congruence, 

goal relevance, agency, future expectancy (Yih et al. 2020).  

3.4.1.4 Klaus R. Scherer  

Consistent with the overall direction of CAT in terms of emotions being elicited by 

the individual’s subjective evaluation of the situation (appraisal dimensions) is the 

Scherer’s CAT model. This explains seven discrete positive and negative emotions 

through an individual’s appraisal process, including joy, fear, anger, sadness, disgust, 

shame and guilt (Scherer 1997). In terms of the appraisal, like other theorists, 

Scherer revises the appraisal dimensions as well as argues for the operationalisation 

of the appraisal process. Specifically, Scherer (1982) proposes a component process 

model in which individuals go through a sequence of different, discrete appraisal 

dimensions to evaluate the situation. This model is different from other CAT 

theorists in that it emphasises the rapid occurrence, automatically or even 

unconsciously, of the sequence of appraisal dimensions (Scherer 1984b, Scherer 

1984a). Such a sequence of the appraisal process is called “stimulus evaluation 

checks” (SECs) (Scherer 1997). It is important to note that the SECs play a core role 

in the model and that the appraisal dimensions are the contents being evaluated in the 

SECs process. In a more recent book published by Scherer (2001), Scherer clearly 
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indicates that appraisal dimensions are the sub-group of the SECs, which is guided 

by four evaluative objectives, including relevance, implications, coping potential and 

normative significance.  

The first objective is related to the relevance of the situation. Individuals need 

to appraise whether the situation is relevant to themselves or directly influences 

themselves or their social reference groups. This dimension contains the appraisal 

dimensions of novelty, intrinsic pleasantness and goal relevance. Novelty is the 

extent to which the individual is familiar with the situation (Scherer 2001). This 

involves the degree of physical, social or mental changes experienced when exposed 

to the situation (Scherer 1982). Intrinsic pleasantness involves the evaluation of 

whether the individual would experience pleasure or distress from the situation 

(Scherer 1982). This is the same as the goal congruence, motive consistency or 

pleasantness dimensions from Lazarus, Roseman and Smith and Ellsworth, which 

also determine the valence of the emotional responses. The final appraisal dimension 

of this objective is goal relevance, which is the evaluation of the pertinence and 

importance of the situation in achieving an individual’s needs (Scherer 2001). Given 

that an individual may possess many goals concurrently, the degree of relevance 

depends on the relative status of the goal in the goal hierarchy (Scherer 2001).  

In the second objective, implications is defined as how an individual should 

evaluate the consequences of the situation in relation to the individuals’ well-being, 

short-term and long-term goals (Scherer 2001). Appraisal dimensions involved here 

include agency, outcome probability, goal conduciveness and urgency. Agency, as 

also proposed by the aforementioned theorists, involves the assessment of who is 

responsible for the occurrence of the situation (Scherer 1982). Outcome probability 

is also called certainty and is adopted from Lazarus, Roseman and Smith and 

Ellsworth. This refers to the likelihood of predicting the outcome of the situation. 

Finally, goal conduciveness represents whether the outcome of the situation can help 

the individual to attain or block a personal goal (Scherer 1993). Urgency is similar to 

the goal relevance dimension in the previous evaluative objective in terms of 

evaluating the priority of the goal in the goal hierarchy of the individual. When the 

urgency is high, the goal relevance will also be high. However, if the urgency is low, 

it does not mean it is irrelevant to the individual but it is just not a prioritised goal for 

the individual (Scherer 2001).  
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For the coping potential objective, it involves the likelihood for an individual 

to cope with or adjust the consequences of the situation (Scherer 2001). In terms of 

coping potential, individuals appraise under three sub-dimensions, including control, 

power and adjustment. The control dimension refers to whether the outcome of the 

situation is influenced by a controllable object. For example, if an outcome is caused 

by a friend of the individual, the level of control is higher than that caused by the 

weather (Scherer 2001). Power, on the other hand, is related to the resources an 

individual possesses to change the outcome of the situation, such as money, time and 

physical strength. Adjustment dimension relates to the degree of an individual to 

adapt to or live with the outcome of the situation. This dimension comes after the 

control and power dimensions because individuals may come to a conclusion that 

they may have changed, to some extent, the outcome of the situation through the 

control and power dimensions. In this case, an individual needs to assess whether 

they can live with, or adapt to, the consequences of the situation.  

Finally, the normative significance evaluative objective is related to an 

individuals’ self-concept and self-interpretation of socio-cultural norms and values 

(Scherer 2001). Under this objective, the individual goes through an internal standard 

appraisal, which involves comparing the outcome of the situation with self-ideal and 

moral values. Then, the external standard appraisal refers to the degree of the 

outcome of the situation is consistent with the perceived sociocultural values from 

the reference group.   

3.4.1.5 Summary of major cognitive appraisal dimensions 

As summarised above, the core concept of cognitive appraisal is that the emotions 

elicitations depend on the individual’s subjective evaluation of how the appraised 

situation can influence their well-being (Moors et al. 2013, Moors 2013). Although 

there has been criticism of the fact that various CAT models have proposed different 

cognitive appraisal dimensions and there is no consensus on the number of cognitive 

appraisal dimensions, Moors (2013) argues that such arguments do not directly 

impact on the causal effect of the appraisal on emotional responses. Moreover, the 

appraisal dimensions discussed above are verified by empirical support, such as 

through scenario-based manipulation and/or imagination or recall of a situation. 

Therefore, a summary of appraisal dimensions can indicate which of the appraisal 

dimensions are commonly suggested and validated in different models.  
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  In general, appraisal dimensions can be categorised into four main types 

(Ellsworth and Scherer 2003). First, some appraisal dimensions emphasise how the 

appraised situation is evaluated in relation to the individual’s needs or goals, such as 

goal congruence and goal relevance. Second, appraisal dimensions related to the 

characteristics of the appraised situation and prediction of the outcome, such as 

novelty and certainty. Third, the compatibility of the appraised situation relative to 

personal values or socio-cultural norms. Finally, the individual’s ability to cope with 

the outcome of the appraised situation, such as agency. Based on these four criteria, 

Table 5 provides a summary of the appraisal dimensions suggested by the major 

cognitive appraisal theorists.  

Table 5. A summary of major cognitive appraisal dimensions 

Lazarus and his 

colleagues 

Roseman Smith and 

Ellsworth 

Scherer 

Goal congruence Situational state 

(motive 

consistency) 

Pleasantness Intrinsic 

pleasantness 

Goal relevance Motivational state Attentional 

activity 

Goal relevance, 

Urgency 

Type of ego 

involvement 

  Compatibility 

standard (internal 

and external) 

Certainty Certainty Certainty Outcome 

probability 

Agency Agency (self-

caused, other-

caused, 

circumstances-

caused) 

Responsibility Agency 

Coping potential Coping potential, 

power 

Control Coping potential 

(control, power, 

adjustment) 

 Unexpectedness  Novelty 

Edited from: Scherer (1993) 

 As shown in Table 5, despite the criticism regarding the labelling of appraisal 

dimensions used by different theorists, a high degree of consistency can be found in 
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relation to the appraisal dimensions suggested by various theorists (Scherer 1997). 

For example, goal congruence, goal relevance, certainty, agency and coping potential 

are commonly suggested and supported by different theorists. This has further 

indicated the plausibility and validity of the CAT through the theoretical and 

empirical support from each series of publications by different theorists.  

3.4.1.6 More recent development of the cognitive appraisal theory 

The previous section summarised the views of the major authors of the cognitive 

appraisal theorists. While the theory has been widely recognised by psychology and 

marketing researchers to explain the causes of emotional responses (Sander et al. 

2018, Moors et al. 2013), it is also important to recognise the more recent 

development of the theory. The recent development focuses on (1) extending and 

developing new cognitive appraisal dimensions, (2) investigating factors influencing 

the cognitive appraisal process, and (3) connecting the underlying mechanism of 

CAT with the latest technologies in psychology research.  

 First, while the core content of appraisal is widely recognised in the 

psychology literature (see Table 5), more recent research in CAT suggests that the 

existing appraisal dimensions may not be sufficient enough to explain the elicitation 

of various types of emotions (Ellsworth 2013). Although it is recognised that the 

existing appraisal dimensions can explain a great deal of emotional elicitations, 

emotional responses can be infinite as recognised by scholars who support the basic 

emotions theory (Ellsworth 2013). Hence, to explain all more emotional responses, it 

is important to develop more appraisal dimensions with the consideration of a 

particular context (Moors et al. 2013, So et al. 2015). In the context of tourism, 

previous studies argue that the core appraisal dimensions oversimplified the 

complexity of various tourism consumption situations (Jiang 2019). For example, 

given that the cultural values of visitors are the core concerns when they perceive the 

hotel service, the research conducted by Wen et al. (2018) suggests that the cultural 

values of visitors are the new appraisal dimensions that can evoke positive emotional 

responses of pleasure and pride. Another study conducted by Jiang (2019) suggests 

that the tourists’ perceived authenticity of the travel experience and the helpfulness 

of tourism-related staff are the appraisal dimensions to elicit tourists’ delight. Other 

more specific information processing variables are also considered as the new 

appraisal dimensions, such as construal level, which cause guilt and shame as well as 

hubristic pride or authentic pride (Han et al. 2014, Huang et al. 2014). 
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 Second, the application research of CAT in marketing focuses more on the 

personal and situational factors which influence the cognitive appraisal process 

(Ellsworth and Scherer 2003). This is because these factors may provide significant 

managerial implications to marketing practitioners in terms of managing CER 

(Watson and Spence 2007). For personal factor, implicit morality beliefs have been 

taken into account to understand the influence of personal factors on the appraisal 

process (He et al. 2019). Another study in the CSR context confirms that consumers’ 

individual social justice values can influence the appraisal process (Xie et al. 2014). 

Some conceptual papers of CAT also suggest that future research can investigate the 

interaction between incidental and integral emotions (So et al. 2015, Achar et al. 

2016, Lerner et al. 2015). For situational factor, previous research examines how 

different marketing stimuli influence the cognitive appraisal process (Antonetti 

2016). For example, different aesthetic principles of a product stimulus (Kumar and 

Garg 2010), corporate environmental responsibility versus irresponsibility (Xie et al. 

2014). 

 Finally, more recent research in CAT incorporates the latest development of 

technologies in psychology to better understand the appraisal process. The use of 

facial expression technology allows appraisal theorists to strengthens the 

understanding of facial actions of people with a given situation of appraisal 

dimension (Krumhuber and Scherer 2011). Some studies used the stimulus onset 

asynchronies (SOAs) to compare people’s reaction time on emotional responses 

under different appraisal dimension situations (Flykt et al. 2009). The neuroscience 

technologies are also incorporated to examine the whole appraisal process to 

examine the relationship between the appraising brain and the emotional brain 

(Sander et al. 2018).  

3.4.1.7 Limitations of the cognitive appraisal theory 

The CAT is not without limitations. While the content of appraisal dimension is 

generally consistent, one of the major issues of CAT is that previous research has 

predominantly focused on the interaction or combination of appraisal dimensions to 

elicit emotional responses, but the relative importance of each of the dimensions 

predicting emotion remains under-researched (Ellsworth and Scherer 2003). Based 

on this, Scherer (1997, p. 117) argues that “it seems an important task for further 

studies in this area to determine systematically the relative weight of the various 

dimensions proposed in predicting the quality and intensity of emotional reactions”.  
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Secondly, it has been criticised that the definition of emotions is not clear 

across different research. Some of the emotion terms used by the previous research 

may not be defined as emotions or as just describing an emotion-like phenomenon 

(Ellsworth and Scherer 2003). To address this issue, the definition of emotion is 

clearly stated in the current research and it is defined as the complex multi-

dimensional feelings that are evoked by physical and social surroundings of the 

individual as well as the interpretation of the individual on the relationship between 

these surroundings and personal well-being. The current research also indicates 

criteria to be emotions and excludes (1) non-valence feelings, (2) physical state 

descriptors, and (3) emotion-like descriptors (Richins 1997). According to such a 

definition of emotion, emotion descriptors such as surprise, desire, wanting, liking, 

relief, love and distress are not classified as emotions.  

Finally, it is important to realise the role of the situational context in the 

CAT. Different context with different appraisal situation or stimulus can influence 

the causal relationship between appraisal and emotions, i.e. the stimulus-appraisal-

emotion relationship (So et al. 2015). Based on this, in the next section, the 

application research of CAT in marketing will be discussed. Such an overview 

provides an idea of how previous marketing research has adopted the CAT which 

helps the current research to narrow down to the relevant appraisal dimensions to be 

adopted in the BE context.  

3.4.2 Applications of cognitive appraisal theory in marketing 

While marketers have recognised the growing importance of emotional responses on 

consumer behaviours, it is important to realise why emotions arise and when and 

how do the psychological process behind emotions influence consumer decisions (So 

et al. 2015, Achar et al. 2016). Such issues are still not very well addressed in the 

existing marketing literature. Johnson and Stewart (2005) state that the existing 

marketing literature lacks a systematic investigation of the causes of emotional 

responses supported by a theory explaining the psychological process of emotion 

elicitation and its impact on consumer behaviours. Based on this, it has been 

recognised that CAT provides a robust theoretical foundation which “offers a more 

complete explanation of consumers’ behavioural responses to emotions” (Watson 

and Spence 2007, p. 488). In addition, other research also suggests that CAT is an 

especially relevant theory to understand CER (Bagozzi et al. 1999, Johnson and 

Stewart 2005). From here, unlike the CAT models discussed in the previous sections 
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which exclusively focused on the empirical support of the appraisal-emotion 

relationship, the application research of CAT in marketing-related areas also 

empirically examine the behavioural outcome of CER, i.e. the coping process.  

Although the application of CAT in the marketing-related area is still at the 

fledgling stage, it has been gradually applied in the marketing-related area. For 

example, there are some conceptual papers published to guide marketing researchers 

to apply CAT in various contexts (Johnson and Stewart 2005, Watson and Spence 

2007). Furthermore, some empirical studies have applied the CAT in the CSR 

context (e.g. Antonetti and Maklan 2014b, Antonetti 2016), tourists experience (e.g. 

Ma et al. 2013, Hosany 2012), service experience (e.g. Soscia 2007, Zourrig et al. 

2009), and product consumption (e.g. Gelbrich 2011, Bee and Madrigal 2013). Table 

6 summarises CAT application research in marketing-related areas.  

 Both Johnson and Stewart (2005) and Watson and Spence (2007) have 

suggested different sets of appraisal dimensions preceding emotional responses in a 

marketing context. Figure 4 provides a summary of these appraisal dimensions and 

depicts the process of stimulus-appraisal-emotion-behaviour process. These 

dimensions are mainly in line with the most commonly suggested dimensions from 

the previously discussed models in CAT (see Table 5). The only difference is that the 

model looks at fairness/normative comparability instead of the coping potential. It is 

reasonable because in a consumption situation, consumers have less control but 

passively compare whether the consumption situation is consistent with personal 

values or expectations (Watson and Spence 2007, Jiang et al. 2018). The paragraphs 

below discuss the marketing-related empirical findings of these appraisal 

dimensions. See also Table 6.  

Figure 4. Summary of cognitive appraisal theory conceptual framework in marketing 
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Source: Johnson and Stewart (2005) and Watson and Spence (2007) 

First, goal congruence or outcome desirability is recognised as the most 

important and fundamental appraisal dimension (Watson and Spence 2007). This 

dimension illustrates whether the incoming stimulus is consistent with the 

consumer’s personal needs. They suggest that marketing information about the 

stimulus, such as consumers’ existing memories about the brand, can lead to 

different expectations being set in the consumption situation, i.e. the consumption 

goal (Johnson and Stewart 2005). Regarding this, Huffman and Houston (1993, p. 

194) state that goals are “abstract benefits sought by the consumer that are available 

through (abstract or concrete) features of a product class that offer fulfilment of these 

goals”. The evaluation of whether the product or service (the stimulus) can achieve 

their consumption goal leads to positive or negative emotional responses. In the 

context of goods consumption, goal congruence can elicit positive emotions 

(gratitude, happiness and pride) while goal incongruence evokes negative emotions 

(guilt, anger and sadness) (Soscia 2007). Another study conducted by Gelbrich 

(2011) suggests that when a consumer realises that he/she has taken a price 

advantage over others by paying less on a product, this results in a money-saving 

goal being satisfied and such a goal congruency can elicit positive emotional 

responses. Goal congruence has also been applied to the context of service 

experience. For example, Cai et al. (2018) finds that when a consumer perceives 

other consumers’ disruptive behaviours as the service experience that they expect to 

obtain from the service provider, he/she will have negative emotional responses. 

Goal congruence has also been applied in the branding-related context, Kähr et al. 

(2016) find that goal incongruent brand strategies can evoke negative emotional 

responses. The goal congruence dimension has also been applied in the context of 

CSR. These studies adopt corporate social responsible (versus irresponsible) 

experimental scenarios to examine how consumers cognitively evaluate their goal 

congruence. For example, Antonetti (2016) finds that when consumers are exposed 

to a corporate social irresponsible stimulus and they evaluate it as inconsistent to 

their personal values, such goal incongruence can elicit anger. 

The second dimension is goal relevance, which refers to the relative 

importance or urgency of achieving the desired outcome of the product or service 

stimulus (Ma et al. 2013). Although it has only been mentioned in the conceptual 

framework by Johnson and Stewart (2005) as goal importance, previous research has 
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widely used this appraisal dimension in various marketing-related contexts. While 

previous research has predominantly focused on the interaction of goal congruence 

and goal relevance to predict emotional responses, goal relevance can determine the 

intensity of the emotional response and independently evoke emotional responses 

(Scherer 1997). In fact, research in psychology has already begun to identify the 

direct effect of goal relevance on emotions elicitation (Levine and Edelstein 2009). 

This is because consumers have a higher motivation to process the incoming 

information when they find the situation more relevant or urgent to their goals and 

values (Koivisto and Revonsuo 2007). Moreover, the accessibility of information 

about the stimulus in the consumer’s memory is stronger (Nairne et al. 2008). 

Therefore, stronger goal relevance can elicit a higher positive or negative emotional 

response. In terms of application in the marketing-related context, Ma et al. (2013) 

suggest that higher goal relevance can elicit stronger consumer delight towards the 

service experience of a travel destination. Another study investigating the emotional 

responses of local residents toward local tourism development indicates that the local 

residents’ desires to preserve and promote local culture can elicit positive emotional 

responses towards the local tourism development (Zheng et al. 2021). Apart from 

positive emotional response, the study conducted by Cai et al. (2018) indicates that in 

the when the overall perceived service experience of the focal consumer is being 

disrupted by other consumers’ behaviours but the focal consumer has high level of 

desire to receive good service experience (i.e. high level of goal relevance), this will 

elicits high level of negative emotions comparing to consumers with low level of 

goal relevance. These findings suggest that goal relevance may independently 

influence emotional responses. 

The third dimension is certainty, which is defined as the likelihood for 

consumers to predict the outcome of using a product or service stimulus (Watson and 

Spence 2007). In the marketing-related context, this dimension is especially relevant 

to the consumption situations which involve anticipated outcomes, such as pre-

service experiences or other pre-consumption situations (Watson and Spence 2007). 

For example, some studies used certainty to predict emotional responses towards a 

pre-service experience of a travel destination (Hosany 2012). Another study focuses 

on the predictability of the service recovery outcome and suggests that when such an 

outcome is uncertain, the service recovery intention of a company is more likely to 

elicit positive CER, i.e. gratitude (Lastner et al. 2016). The study which investigates 

the local residents’ emotional responses towards local tourism development suggests 
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that the local residents’ certainty on the benefits of tourism development on the local 

community can lead to grateful (Zheng et al. 2019). However, they also find that 

certainty of the tourism development of negatively changing the local community 

can elicit the negative emotional response of worry (Zheng et al. 2019). These 

findings indicate that certainty appraisal may predict both positive and negative 

emotional responses.   

Agency represents who or what (self, others or circumstances) has control 

and should take responsibility for an experiential outcome (Ma et al. 2013). This 

dimension explains why something happened in a situation as it attempts to assign 

the responsibility of why an outcome of a situation occurred (Watson and Spence 

2007). This can mainly be divided into two contexts: the service experience or failure 

and CSR. For example, Soscia (2007), in the context of service consumption, 

suggests that the failure of the service caused by the self (versus the seller) can elicit 

stronger guilt. In the service recovery context, when consumers perceive that the 

positive service recovery outcome is caused by the service provider (the customers 

self), positive emotional responses of gratitude (pride) will be elicited. In the CSR 

context, when consumers think the company is responsible for the irresponsible 

strategy, strong negative emotional responses will be evoked towards the company, 

such as anger and outrage (Antonetti and Maklan 2014a). Another study conducted 

by Breitsohl and Garrod (2016) adds that if consumers think the travel destination 

should be responsible for unethical incidents occurred, they will have strong negative 

emotional responses towards the travel destination, such as anger, disgust and 

contempt.  
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Table 6. Cognitive appraisal dimensions applied in the marketing-related research 

Reference Context Goal congruence/ 

Outcome desirability 

Goal relevance/ 

importance 

Certainty Agency Fairness/ 

Normative or 

moral 

comparability 

Johnson and Stewart 

(2005) 

Conceptual paper x x x x  

Watson and Spence 

(2007) 

Conceptual paper x  x x x 

Nyer (1997) Consumption experience x x 
   

Stephens and Gwinner 

(1998) 

Consumer complaints on 

a dissatisfying experience 

x x 
 

x 
 

Ruth et al. (2002) Consumption experience x x x x x 

Soscia (2007) Consumer service 

consumption and post-

consumption behaviours 

x 
  

x 
 

Zourrig et al. (2009) Consumer revenge 

behaviour to the service 

provider 

x x 
 

x 
 

Kumar and Garg 

(2010) 

Product design x x 
   

Gelbrich (2011) Price inequality x x 
 

x 
 

Hosany (2012) Tourists destination x 
 

x x 
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Bee and Madrigal 

(2013) 

Prospective consumption 
  

x 
  

Ma et al. (2013) Theme park experience x x x x 
 

Antonetti and Maklan 

(2014a) 

CSR 
   

x x 

de Hooge (2014) Gift giving 
   

x 
 

Breitsohl and Garrod 

(2016) 

Unethical incidents in 

tourists destinations 

   
x 

 

Antonetti (2016) CSR x 
  

x 
 

Kähr et al. (2016) Consumer brand sabotage x x 
 

x x 

Lastner et al. (2016) Service recovery x 
 

x x 
 

Obeidat et al. (2017) Online service failure x     

Choi and Choi (2018) Tourists destination x x 
   

Cai et al. (2018) Service experience x x    

Zheng et al. (2019) Local residents’ reactions 

on tourism development 

x  x  x 

Zheng et al. (2021) Local residents’ reactions 

on tourism development 

x x x x x 

Current research* Brand extension x x x   

*: The rationale of selecting these three cognitive appraisal dimensions will be discussed in Chapter 4
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 Finally, fairness or normative comparability refers to the product or service is 

compatible with consumers’ moral values (Watson and Spence 2007). Since this 

dimension is more related to the concept of justice, it is more relevant to and has 

been applied in the CSR contexts. For example, consumers’ perceived unfairness of 

corporate behaviours can elicit negative emotional responses (Antonetti and Maklan 

2014a, Lindenmeier et al. 2012).  

 Apart from the stimulus-appraisal-emotion relationship, some studies also 

investigate the coping process from which consumers’ behaviours are caused by 

different emotional responses (Yi and Baumgartner 2004, Nyer 1997). These studies 

not only provide empirical support to the coping process section of the Lazarus’s 

CAT model, but they also illustrate how emotional responses can predict different 

consumers’ behaviours. Following this, it is important to realise the sets of consumer 

behaviours that are associated with the emotion and problem-focus coping strategies 

in previous marketing-related CAT research (Yi and Baumgartner 2004, Stephens 

and Gwinner 1998).  

From the emotion-focused coping perspective, it is about some mental 

responses to the problem making oneself feel better (Stephens and Gwinner 1998). 

These responses do not involve other consumers but it is about self-deception 

(Lazarus and Folkman 1984). For example, consumers may deny as well as 

approach/distance themselves from the negative consumption situation (Yi and 

Baumgartner 2004). In other words, whether consumers would purchase the product 

or service (Yi and Baumgartner 2004). Positive emotional responses (happiness) can 

also enhance customer loyalty towards the brand (Gelbrich 2011, Lastner et al. 

2016).  

In terms of problem-focused coping, this involves more aggressive actions 

which can influence other parties, such as the brand and other consumers (Stephens 

and Gwinner 1998). For example, consumers’ negative (positive) emotional 

responses can lead to negative (positive) WOM (Soscia 2007, Antonetti and Maklan 

2014a, Gelbrich 2011). Another study suggests that strong negative emotional 

responses can evoke consumers’ boycotting behaviours and retaliation (Kähr et al. 

2016).  

In addition to the coping process which illustrates the behavioural aspect, the 

study conducted by Bee and Madrigal (2013) finds that the emotional responses 
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evoked by a consumption situation can also influence consumers’ attitudinal 

outcomes. Indeed, previous research has recognised that CER is an antecedent to 

attitudinal outcomes (Allen et al. 1992).  

This section has discussed previous CAT research in marketing and provided 

an idea of how CAT can be applied to various marketing-related contexts. It is also 

important to realise that the appraisal process depends upon the characteristics of 

various contexts from which emotional responses are elicited (So et al. 2015). 

Consequently, Chapter 4 will discuss how the current research will apply CAT in the 

BE context and the conceptual framework will be presented.  
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3.5 Chapter summary 

Having identified the CER as the research gap in the BE literature, this chapter 

started with an overview of different emotion theories and justifies why CAT is more 

appropriate than other theories as the theoretical foundation of the current research. 

Then, the chapter discussed and compared the major models postulated by various 

cognitive appraisal theorists, including Lazarus and his colleagues, Roseman, Smith 

and Ellsworth and Scherer. By doing so, several most commonly used appraisal 

dimensions by these models were summarised. To further specify the CAT in 

marketing, the chapter discussed how CAT has been applied in the marketing-related 

contexts and further narrows down and summarised the appraisal dimensions which 

are relevant to the marketing-related contexts.  

More importantly, this chapter also discussed how consumers’ attitudinal and 

behavioural responses can also be influenced by their CER toward the BE through 

the theoretical lens of the CAT’ coping process and the previous research discussion 

of CER as an antecedent of attitudes.  

The discussion of appraisal dimensions and coping process of CAT also shed 

lights on how the current research can apply CAT to explain (1) the antecedents of 

CER, and (2) the effect on consumers’ behavioural and attitudinal responses of CER. 

The details of contextualising CAT in the BE context will be discussed in the next 

chapter. The next chapter will also use the theoretical narratives of BE and CAT to 

derive hypothesis statements which will be examined in the current research. Based 

on this, the conceptual framework will also be presented in the next chapter. 
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Chapter 4. Conceptual Framework and Hypotheses Development 

4.0 Introduction 

In the previous chapter, CAT was discussed in great detail, from a general overview 

of the key models postulated by CAT theorists to its application in marketing. 

Although CAT has been applied in various marketing-related contexts, the topic of 

how the theory can be used in the BE context remains under-researched. Applying 

this theory in the BE context can explain how consumers’ cognition of processing 

BE stimuli may elicit their emotional responses, further influencing their attitudinal 

and behavioural responses.  

The purpose of this chapter is to explain the rationale for selecting variables 

that are related to the BE context based on the CAT mechanism, that is, the cognitive 

appraisal process. Following this, the derivation of hypotheses demonstrating the 

relationships between variables, in particular, how the cognitive appraisal dimensions 

may explain the elicitation of CER in the BE context. Then, focusing on 

characteristics of BE as a stimulus (product category fit), it may elicit CER through 

the cognitive appraisal process, will be discussed. The current research also takes 

into consideration how personal and branding factors may moderate the relationship 

between product category fit and CER through the cognitive appraisal process 

(Lazarus and Folkman 1984, Ellsworth and Scherer 2003). The purpose of doing so 

is to further investigate factors that can elevate positive CER and reduce negative 

CER.  

The proposed hypotheses in this chapter address the three research objectives 

in Chapter 1. After the hypotheses are proposed, the conceptual framework of the 

current research is presented at the end of this chapter (Figure 6).  

4.1 Application of Cognitive Appraisal Theory to Consumers Emotional 

Responses in Brand Extensions  

4.1.1 Rationale of adopting cognitive appraisal theory 

The current research aims to investigate how CER are elicited in the BE context and 

whether they can influence consumers’ attitudinal and behavioural outcomes. Based 

on this aim, the current research sets the CAT as the main theoretical framework for 
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three reasons. First, the CAT has been recognised as one of the most influential 

theory to investigate emotional responses with the appraisal process being verified by 

various methodologies, including neuroscience and facial expression technologies 

(Sander et al. 2018, Scherer 2013). Second, CAT advances and incorporate elements 

from other emotion theories, such as basic emotions and attribution theory, by 

explaining the causes and effects of emotional responses (Moors et al. 2013, 

Ellsworth 2013). In terms of the causes of emotional responses, the cognitive 

appraisal process illustrates a comprehensive assessment of the person-environment 

interaction (Cai et al. 2018). For the current research, it assumes that consumers are 

situated in a BE pre-consumption situation and are exposed to a BE stimulus. How 

consumers evaluate the BE stimulus may elicit emotional responses. This forms a 

person-environment interaction in which consumers interpret (person) the 

characteristics of the BE stimulus (environment). Third, following the second point, 

understanding causes of consumers’ emotional responses may provide valuable 

insights to marketing practitioners in terms of monitoring and controlling emotional 

responses when they introduce a BE to the market. Indeed, appraisal theory does not 

only explain emotional responses, but it is also highly influential in the coping 

literature that explain the impact of emotional responses on consumers behaviours. 

Therefore, the theory can help the current research to shed light on the (1) BE 

characteristics that may influence emotional responses, (2) changes in personal-

environment interaction may also change emotional responses, (3) impact of 

emotional responses on consumer behaviours.  

4.1.2 Selection and justification of cognitive appraisal dimensions 

As discussed in the previous chapter, CAT postulates that it is the individual’s 

subjective evaluation of the situation that evokes emotional responses. The appraisal 

dimensions reflect such an evaluation (Moors 2013). Because the current research is 

the first research to look at CER in the BE context through the CAT lens, it is 

important to select the relevant marketing-related cognitive appraisal dimensions in 

the BE context. As summarised in Chapter 3, five cognitive appraisal dimensions 

have been applied in the marketing-related context: goal congruence, goal relevance, 

certainty, agency, and fairness. These application studies, as shown in Table 6 in 

Chapter 3, involve different marketing-related contexts. Since the current research 

focuses on BEs’ pre-consumption context, previous research conducted on 

prospective consumption (Bee and Madrigal 2013), product design (Kumar and Garg 
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2010), product price inequality (Gelbrich 2011), and service pre-consumption 

(Soscia 2007) are more relevant references to select cognitive appraisal dimensions. 

These studies have adopted goal congruence, goal relevance, certainty, and agency.  

The current research adopts three cognitive appraisal dimensions relevant to 

the BE context: goal congruence, goal relevance, and certainty, see Figure 5. 

Justifications of adopting these dimensions and not adopting agency and fairness are 

given below. 

First, goal congruence is related to consumers’ assessment of whether the 

consumption situation can achieve their consumption goals (Johnson and Stewart 

2005). This cognitive appraisal dimension is adopted because it is recognised as the 

evaluation that consumers use to determine the valence of their emotional reactions 

(Roseman et al. 1990). In the BE context, the concept of goal congruence has been 

proven to significantly affect consumers’ evaluations of BEs (Martin and Stewart 

2001, Martin et al. 2005), but its influence on CER has not been examined. These 

studies indicate that consumers’ consumption goals are consumption context- and 

task-specific (Murphy and Medin 1985). Therefore, in a particular consumption 

situation, consumers may use product features and benefits to determine whether a 

product can fulfil their consumption goal (Martin and Stewart 2001). In a similar 

vein, when a brand introduces a new product, consumers are likely to use the parent 

brand or other product-related information to evaluate whether the BE is consistent 

or inconsistent with their consumption goals or needs (Martin et al. 2005).  

Second, goal relevance refers to the relative importance of achieving the 

desired outcome of the product or service stimulus (Ma et al. 2013). This dimension 

is related to the urgency of consumers to achieve their consumption goals (Johnson 

and Stewart 2005). Previous research has discovered that goal relevance and its 

underlying urgency can determine consumers’ motivation to process the information 

surrounding the appraisal situation (Koivisto and Revonsuo 2007). As discussed in 

Chapter 2, motivation is one of the core BE research dimensions and determines the 

capability of consumers to process information related to the extended product 

(Czellar 2003). In general, when consumers are highly motivated to process 

information, they are more likely to make more positive evaluations of an extended 

product. 
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Third, the certainty dimension refers to the likelihood of consumers 

predicting the outcome of using a product or service stimulus (Watson and Spence 

2007). This cognitive appraisal is related to the BE context and, as stated in Chapter 

3, especially to the pre-consumption context, in which consumers are more likely to 

anticipate the outcome of using a product or service (Watson and Spence 2007). In 

these pre-consumption situations, consumers need to rely on the available 

information related to the product or service to be able to anticipate the product or 

service quality (Bagozzi et al. 2016). The pre-consumption of BEs is one of these 

consumption situations in which consumers do not have previous experience of using 

the BE or decision making experience (Shapiro 1982). Moreover, previous research 

indicates that the certainty of a consumption situation is associated with perceived 

risks (Watson and Spence 2007). Following this, the previous BE literature suggests 

that when a brand introduces new products, consumers undertake a certain degree of 

risks when making their purchase decisions (Martinez and Pina 2010, Volckner and 

Sattler 2006). Such perceived risks can also influence consumers’ evaluations of the 

BE (Volckner and Sattler 2006). 

The dimensions of fairness and agency are not considered in the current 

research because they are less relevant to the BE context. First, the agency dimension 

is highly relevant to the post-consumption situation because it refers to who or what 

is responsible for an event (Johnson and Stewart 2005). Arguably, in a pre-

consumption situation, consumers only attend to and appraise products available in 

the market (Qian et al. 2015). To make a judgement about a product in the pre-

consumption situation, consumers rely on the tangible information communicated by 

the brand, such as the product features or branding (Jiang et al. 2018). Consumers are 

less likely to blame or assign responsibility to different parties in the pre-BE 

consumption context.  

Second, as discussed in the previous section, fairness is related to the concept 

of justice and moral values (Watson and Spence 2007). It is more relevant to post-

consumption or CSR contexts in which consumers evaluate how they are treated in a 

service condition (Lastner et al. 2016), or in which irresponsible behaviour by a 

brand violates consumers’ moral values (Antonetti and Maklan 2014a). In the BE 

pre-consumption context, it is unlikely that consumers will compare the BE product 

with their moral values. Moreover, BEs in the market are unlikely to involve CSR 
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information. At any rate, the present research aims to investigate how a normal BE 

stimulus can elicit CER.  

Figure 5. Cognitive appraisal process in the BE context 

 

 

4.1.3 Relationship between cognitive appraisal dimensions and emotional responses 

in the brand extension context 

Goal congruence in the BE context refers to whether the BE is harmful or beneficial 

to the achievement of consumers’ consumption needs. As stated in Chapter 3, this 

appraisal dimension is regarded as the most fundamental dimension in the CAT 

model, which differentiates between positive and negative CER (Johnson and 

Stewart 2005). For example, consumers who expect to travel on a budget may find 

EasyHotel (introduced by EasyJet), which offers budget accommodation, beneficial 

to achieving their consumption goals or needs. According to CAT, such goal 

congruence can elicit positive CER. This example illustrates the consumer’s 

cognitive process of BE for analysing product features and attributes (here, a budget 

hotel) to determine how the extended product is consistent with personal 

expectations and needs (Boush and Loken 1991, Martin and Stewart 2001). Another 

example is KFC’s introduction of KPro, a health-conscious restaurant. Consumers 

who have the consumption goal of purchasing healthy food may have more positive 

CER because the product features and attributes of KPro can help them to achieve 

this goal. This is consistent with the argument in the previous BE research that 

consumers analyse a BE by comparing whether the BE can accomplish the 

consumption goals or needs the consumer possesses at the time of purchase (Martin 

and Stewart 2001, Martin et al. 2005). At the same time, consumers indulging in 

luxury travel may find the EasyHotel inconsistent with their consumption goals or 

needs, which may elicit negative CER. Similarly, consumers who expect to purchase 
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unhealthy food, such as fried chicken, may feel rather negatively towards KPro. 

Therefore, the following hypothesis is proposed:  

H1: A goal congruent BE consumption situation would elicit (a) higher positive CER 

and (b) lower negative CER compared to a goal incongruent BE consumption 

situation. 

Second, goal relevance in the BE context is related to the degree of 

importance or urgency of the BE product to achieving consumers’ consumption 

needs. Previous CAT research indicates that if the consumer finds a product more 

relevant to his or her needs, the consumer will make more information processing 

effort to analyse the product attributes and other related information (Kumar and 

Garg 2010). Such processing effort will enable the consumer to determine how the 

BE can satisfy his or her consumption needs. This is relevant to the concept of 

consumers’ motivation for processing BE information (Czellar 2003). For example, 

if a consumer has a serious obesity issue, he or she may find KFC’s KPro, which 

offers healthy food, relevant and urgent to achieving his or her consumption goals of 

staying and eating healthy. This may elicit stronger CER (Ellsworth and Scherer 

2003).  

On the other hand, if the extended product is irrelevant to the consumer’s 

needs, it may create an inattentional blindness in which the BE stimulus would be 

less likely to capture consumers’ attention (Levine and Edelstein 2009). Abela 

(2014) adds that inattentional blindness can obstruct consumers to realise some 

features about a product. Hence, it may elicit weaker CER. For example, when 

EasyJet introduces a new EasyHotel service, consumers who are local residents to 

the destination (versus tourists of the destination) are more likely to find the BE 

irrelevant to them. Such an irrelevance may lead consumers not to seriously process 

the information and attributes about the extended product (i.e. inattentional 

blindness).  

Hence, consumers who interpret the BE relevant to their goal (versus 

irrelevant), have a stronger motivation to identify relevant information to process the 

BE. This provides higher likelihood for consumers to identify more positive 

(negative) information about the BE, which may help to elicit the stronger positive 

(negative) CER may be elicited (Johnson and Stewart 2005, Lazarus 1991b). 

Consequently, it is proposed that:  
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H2: A goal relevant BE consumption situation would elicit stronger (a) positive CER 

and (b) negative CER compared to a goal irrelevant BE consumption situation.  

  The final dimension is certainty, which refers to the probability of consumers 

to predict the outcome of using the BE. In the BE context, since consumers involve 

in evaluating a novel product stimulus introduced by an established brand, they are 

more likely to be engaged in the anticipation of outcome in the BE pre-purchase 

condition (Milberg et al. 2010). DelVecchio and Smith (2005, p. 185), also state that 

BE involves “risk related to the certainty of the outcome”. Therefore, certainty 

appraisal dimension can be explained by the perceived risk of the BE (Watson and 

Spence 2007). Particularly, to anticipate the risk of a new BE product, consumers 

may look for intrinsic and extrinsic product attributes, expert advice and other 

information surrounding the BE to determine the product quality (Milberg et al. 

2010). Apart from functional risk which is related to the consumers’ anticipation 

product quality or performance, DelVecchio and Smith (2005) also indicate that 

evaluating a new BE product may also involve high financial and social risk. Such 

higher risks associated with the BE will lead to less favourable evaluation (Kim and 

Park 2019). Previous research also suggests that consumers may feel discomfort 

when the outcome of the BE is uncertain due to the perceived underlying risk (Bee 

and Madrigal 2013), which may evoke higher negative CER. For example, 

consumers who have not stayed at an EasyHotel may question its service quality. 

This example further highlights the perceived uncertainty about the product/service 

quality outcome of the BE in the pre-consumption condition (Volckner and Sattler 

2007). According to CAT, this uncertainty regarding service or product quality of the 

BE can be associated with more negative emotional responses, such as worry and 

fear (Watson and Spence 2007).  

 At the same time, if consumers are able to predict the outcome of using the 

BE, they will have a positive CER, such as happiness and hope. For example, if 

consumers are confident about KFC offering high-quality food, they may be more 

likely to feel happy or hopeful about KPro. Additionally, Tiedens and Linton (2001) 

suggest that consumers feel more positive when experts review and prove the quality 

of a new product. Therefore, a more uncertain (certain) BE condition associated with 

higher (lower) risk is more likely to elicit negative (positive) CER. Consequently, it 

is proposed that 
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H3: A certainty-based BE consumption situation elicits (a) higher positive CER and 

(b) lower negative CER compared to an uncertainty-based BE consumption situation.  

4.2 Consumers’ Emotional Responses on Attitudinal and Behavioural 

Responses 

The coping process of CAT also proposes that consumers employ various behaviours 

to cope with their positive and negative CER (Folkman et al. 1986b). ‘Coping’ refers 

to consumers’ cognitive and behavioural efforts to manage their emotions through 

various actions (Yi and Baumgartner 2004, Johnson and Stewart 2005). CAT 

suggests that emotion-focused and problem-focused strategies are the two types of 

coping strategies that result from positive and negative CER (Folkman et al. 1986b). 

These two types of coping strategies have obtained empirical support from previous 

marketing-related research (Yi and Baumgartner 2004, Carver et al. 1989). Carver et 

al. (1989) developed a ‘COPE’ scale outlining the emotion and problem-focused 

coping strategies that individuals adopt after experiencing an emotional response, 

such as acceptance/denial, behavioural and mental (dis)engagement, and pursuit of 

social support.  

First, emotion-focused coping involves consumers’ actions to regulate their 

emotions (Yi and Baumgartner 2004). For example, if negative (or positive) CER is 

elicited on the BE, consumers may want to seek social support and regulate their 

emotions by sharing the BE with others on social media (i.e. WOM) (Duhachek and 

Iacobucci 2005). Soscia (2007) finds that both positive (negative) CER will evoke 

WOM tendency, and positive (negative) CER will lead to positive (negative) WOM. 

Moreover, some consumers may mentally deny (or engage in) a BE situation in 

which they feel negative (or positive) (Schmidt et al. 2010). Although the coping 

process proposed by CAT focuses only on behaviours, the ‘COPE’ scale and 

Lazarus’s model also implicitly indicate the possibility of CER’s prediction of 

consumers’ attitudinal responses. Specifically, these studies suggest that after having 

an emotional response, individuals may change their expectations for their future 

appraisal of the same situation (Carver et al. 1989, Lazarus 1991b). Allen et al. 

(1992) also conceptually distinguished the concept of emotions and attitude, finding 

that emotional responses are antecedents to consumers’ attitudinal responses. 

Research on advertising also suggests that when consumers have negative emotional 

responses towards an advertisement, they will have a less favourable attitude towards 
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the advertisement (Fisher and Dubé 2005, DeSteno et al. 2004). Further, previous 

research indicates that when consumers react negatively to information about a 

brand, they will have a negative attitude towards the brand (Van Steenburg et al. 

2013). This suggests that CER towards the BE may also alter consumers’ perception 

of the parent brand (Childs 2017).  

Problem-focused coping involves actions to solve the problem and to advance 

or approach the goals of the consumer (Johnson and Stewart 2005). For example, 

previous research suggests that negative CER is strongly associated with consumers’ 

brand switching behaviours (Romani et al. 2012). Therefore, if the BE elicits 

negative (positive) CER, consumers are likely to have lower (higher) purchase 

intention towards the BE. The ‘COPE’ scale also indicates that CER influences the 

individual’s behavioural engagement (Carver et al. 1989). Indeed, empirical research 

on marketing suggests that CER can influence consumers’ purchase intentions 

regarding a product (Soscia 2007). Apart from purchase intentions, CER may 

influence consumers’ behavioural intentions towards the parent brand. Research on 

CSR also finds that consumers with strong negative CER towards a corporate social 

irresponsible event lead consumers to boycott the parent brand to force it to withdraw 

the irresponsible strategy (Lindenmeier et al. 2012, Antonetti and Maklan 2014a). 

This may also happen in a BE context, where consumers may boycott the parent 

brand and force the parent brand to recall the BE. Harley Davidson’s wine coolers, 

aftershaves, and perfumes BEs in the 1990s are classic examples that aroused 

negative CER from loyal customers because of their inconsistency with the parent 

brand’s associations. This resulted in loyal customers criticising and boycotting 

Harley Davidson, eventually, withdrawing these BEs from the market (Eborn 2017). 

Finally, in terms of behavioural actions, previous research suggests that positive 

(negative) CER can enhance (or reduce) consumers’ willingness to pursue an action 

related to the appraised situation, such as willingness to pay (WTP) and willingness 

to sign-up to obtain more information or a free sample (Bigné et al. 2008, Morales et 

al. 2017, Arechar et al. 2018). Therefore, we propose:  

H4: Positive CER will lead to positive attitudinal and behavioural responses, 

including (a) higher WOM tendency, (b) lower boycotting tendency on the parent 

brand, (c) higher purchase intention, (d) higher attitude towards the parent brand, (e) 

higher attitude towards the BE, (f) lower parent brand avoidance, (g) lower BE 
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denial, (h) higher WTP, (i) higher willingness to sign up for future BE information, 

and (j) higher willingness to sign up for a free BE sample.  

H5: Negative CER will lead to negative attitudinal and behavioural responses, 

including (a) lower WOM tendency, (b) higher boycotting tendency on the parent 

brand, (c) lower purchase intention, (d) lower attitude towards the parent brand, (e) 

lower attitude towards the BE, (f) higher parent brand avoidance, (g) higher BE 

denial, (h) lower WTP, (i) lower willingness to sign up for future BE information, 

and (j) lower willingness to sign up for a free BE sample. 

4.3 Characteristics of the Brand Extension Stimulus – Product Category Fit 

as an Independent Variable (IV) 

Although the previous section explained the rationale of the appraisal process 

through a general BE situation, it is also important to contextualise the BE stimulus 

variable. Consumers are likely to evaluate and examine the characteristics of the BE, 

resulting in the elicitation of CER. As summarised and discussed in Chapter 2, there 

are many variables that can describe the characteristics of a BE stimulus. Since the 

current research is pioneering research investigating CER in the BE context, it adopts 

the most commonly used IV, product category fit, to represent the BE stimulus. The 

popularity of IV in the previous BE research indicates that consumers consider 

product category similarity between the parent brand’s original offerings and the 

extended product as one of their main evaluative cues when they are exposed to a BE 

stimulus (Milberg et al. 2010). Martinez and Pina (2010) also suggest that product 

category fit is one of the main determinants to influence the success of BEs. 

Additionally, the cognitive process underlying product category fit is in line 

with the stimulation of the cognitive appraisal process according to CAT. The CAT 

literature suggests that to activate the cognitive appraisal process in a consumption 

situation, it is important to provide a certain degree of unexpectedness in relation to 

the original consumption goal (Ellsworth and Scherer 2003). The theoretical 

background of product category fit also highlights the categorisation and mental 

schema processing, which compares consumers’ consumption goals with that they 

possess with the original offerings of the parent brand (Dens and De Pelsmacker 

2010a, Morrin 1999, Park et al. 1991). In this case, the consumption goals or needs 

in the BE context are created through the features of the product, including the parent 
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brand-related associations in the consumers’ memories (Huffman and Houston 

1993). In particular, a BE in a new product category leads to a certain degree of 

inconsistency with consumers’ schematic memories about the product categories 

related to the parent brand (Parker et al. 2017). For example, consumers may find it 

difficult to match the BE of Colgate’s ready meal products with Colgate existing 

dental product categories, and this difficulty may stimulate the appraisal process and 

elicit emotional responses. Therefore, considering the cognitive categorisation and 

mental schema mechanism of product category fit, the current research uses product 

category fit as an IV to represent the BE stimulus, activating the cognitive appraisal 

process.  

As stated in the previous paragraph, when consumers are exposed to a BE, 

they evaluate it by looking at the available information, such as the parent brand and 

product category fit. The degree of product category fit can be perceived as the 

information that provides one of the most salient and accessible product attributes 

linking the parent brand and the extended product (Martin and Stewart 2001). As 

such, in the BE context, consumers often use parent brand associations, regardless of 

whether they are functional or imagery attributes, to assess the BE (Martinez and 

Pina 2010, Czellar 2003). Using the product category fit as information, consumers 

can assess whether the BE can help achieve their consumption goals associated with 

the parent brand (Martin et al. 2005).  

In the high product category fit condition, the salient product category 

linkage of the BE with the parent brand enables consumers to draw inferences about 

the BE by linking their existing memory associations with the existing product 

offerings of the parent brand (Martin et al. 2005, Sheinin and Schmitt 1994). 

Consumers are more likely to acknowledge that the BE can help achieve a common 

or similar consumption goal as the parent brand’s original offerings (Martin and 

Stewart 2001, Martin et al. 2005). For example, when Colgate introduces a 

mouthwash product, consumers can easily associate it with common product 

categories such as Colgate’s toothpaste and other dental products. Kumar and Garg 

(2010) also support this argument and suggest that the more consistent a new 

product’s design is with consumers’ expectations, the more goal congruent the new 

product will be.  

Because consumers use parent brand associations as an information cue to 

create their consumption goals, a BE with high product category fit may indicate that 



 

Page | 147  

the BE is important to further achieving consumers’ consumption goals related to the 

parent brand. Previous research suggests that consumers perceive consumption goals 

or needs aroused by the parent brand to be easier to accomplish by a BE with a high 

product category fit (Aaker and Keller 1990, Sheinin and Schmitt 1994). Moreover, 

with a high product category fit, consumers can find the consumption situation more 

relevant to their consumption goals in relation to the parent brand (Martinez and Pina 

2010). For example, when Colgate introduces a mouthwash product (high product 

category fit compared to other dental products from Colgate), consumers are more 

likely to perceive that the mouthwash product is important and relevant to achieving 

their consumption goal associated with Colgate, such as maintaining oral hygiene.  

Further, according to categorisation theory, by strongly connecting the BE 

with the parent brand, the reliability of the quality of the parent brand can also be 

transferred to the BE (Morrin 1999, Martinez and Pina 2010). Flaherty and Pappas 

(2000) indicate that this connection does not only mean that knowledge and quality 

are transferred from the parent brand to the BE; the connection is also a cue for risk 

reduction. Similarly, Milberg et al. (2010) suggest that high (versus low) product 

category fit of the BE stimulus is one of the information cues through which 

consumers can determine a more certain product performance based on their 

perceived parent brand’s expertise to produce products in a similar (versus 

dissimilar) product category. Previous research finds that the higher the product 

category fit, the lower the perceived risk (Milberg et al. 2010, Kim and Park 2019). 

Therefore, a higher product category fit may lead to higher certainty regarding the 

outcome of the BE. 

Meanwhile, in the low product category fit condition, a weak product 

category association of the BE with the parent brand makes it difficult to draw 

inferences with the parent brand because the BE is inconsistent with the brand-

specific associations stored in consumers’ memories (Morrin 1999). The typicality 

model of categorisation theory also states that when consumers are exposed to a BE 

with low product category fit, the inconsistency of the BE information with 

information related to the parent brand will lead consumers to create a sub-type or ad 

hoc category to accommodate the BE information (Loken and John 1993). Because 

of the mental distancing of the low product category fit BE from other direct parent 

brand associations, consumers are less likely to recognise the congruency of their 

consumption goal between the BE and the other products of the parent brand (Martin 
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et al. 2005), resulting in a low product category fit BE incongruent with their 

consumption needs.  

Similarly, when a BE has a low product category fit, a weak common 

consumption goal as evoked by the parent brand-specific association may lead to a 

low goal relevance (Martin et al. 2005). For example, when Colgate introduced its 

ready meal products, consumers were less likely to think it was important or urgent 

to purchase it to fulfil their consumption goals associated with Colgate (i.e. oral 

hygiene).  

The mental schema theory also states that when the BE is inconsistent with 

the existing product category associations of the parent brand, consumers find it 

difficult to retrieve the knowledge of the parent brand when evaluating the BE 

(Morrin 1999). Thus, a weak BE-parent brand connection enhances the perceived 

risk because consumers are not able to infer that the parent brand quality benefits the 

prediction of the BE quality or usage outcome (Milberg et al. 2010). Therefore, 

consumers may find the situation more uncertain when the BE has low product 

category fit.  

Consequently, the current research proposes the following hypotheses: 

H6: High (versus low) product category fit can lead to higher positive CER; such an 

effect is mediated by cognitive appraisal dimensions, i.e. (a) goal congruence, (b) 

goal relevance, and (c) certainty.  

H7: High (versus low) product category fit can lead to lower negative CER; such an 

effect is mediated by cognitive appraisal dimensions, namely, (a) goal congruence, 

(b) goal relevance, and (c) certainty.  

4.4 Personal Factor – Emotional Brand Attachment as a Moderating 

Variable 

Because CAT emphasises person-environment interactions, personal factors play a 

significant role in CAT and these factors can influence the appraisal process (Lazarus 

and Folkman 1984). The core question here is how the characteristics of the decision 

makers in the BE context influence their cognitive appraisal of the BE stimulus 

(here, product category fit) and emotional responses towards the BE, and how this 

consequently affects their decision making (Lerner et al. 2015). Lazarus and 
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Folkman (1984) indicate that consumers’ commitment in the appraisal situation can 

(1) determine what consumption needs are important to them in the BE encounter, 

(2) provide the appraisal basis for evaluation in relation to the BE encounter, and (3) 

shape consumers’ interpretations of the BE stimulus. Ellsworth and Scherer (2003) 

also agree with this line of argument and suggest that consumers’ commitment can 

influence their information processing, such as the degree of processing efforts, 

thoroughness, and completeness.  

Moreover, more recent psychology research suggests that emotional response 

studies should consider how the combination of both incidental and integral emotions 

can influence consumers’ decision making (Lerner et al. 2015, So et al. 2015, Achar 

et al. 2016). The argument of incidental emotions in the BE context is based on the 

affect-as-information theory, which postulates that consumers’ emotional state can 

act as a signal influencing consumers’ information processing efforts (Sar et al. 2011, 

Schwarz and Clore 2003). Indeed, previous research on BE finds that consumers’ 

positive (negative) mood state can influence them to adopt relational (item-specific) 

information processing or high (low) elaboration of BE stimulus (Barone 2005, Sar 

et al. 2011). Other BE studies have also pointed out that consumers’ feelings towards 

the parent brand can influence their evaluation of the BEs that the same brand 

introduces (Bhat and Reddy 2001, Yeung and Wyer 2005).  

 Emotional brand attachment is a variable that indicates consumers’ 

commitment to processing information from the parent brand (Belk 1988). It 

addresses the argument by cognitive appraisal theorists that personal commitment-

related variables can be moderators influencing the cognitive appraisal process 

(Lazarus and Folkman 1984, Ellsworth and Scherer 2003). It is important to note that 

emotional brand attachment is a form of incidental emotion which is related to the 

parent brand, but the extended product per se. It refers to the emotional bonds 

connecting an individual with the parent brand (Fedorikhin et al. 2008). Different 

from integral emotions or emotional responses, emotional brand attachment can be 

manipulated in an experimental study (Fedorikhin et al. 2008). Therefore, the 

consideration of emotional brand attachment provides an angle for the current 

research to address the call for further research on the combination of incidental and 

integral emotions influencing consumers’ decision making (So et al. 2015, Achar et 

al. 2016).  
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 Emotional brand attachment involves the concept of attachment, which refers 

to the emotional bonds between the consumer and the parent brand (Thomson et al. 

2005). Such an attachment influences consumers’ degree of cognitive efforts towards 

analysing BE information from the parent brand in the following ways (Fedorikhin et 

al. 2008). First, the attachment is tied to the self, and such a self-brand connection 

creates a perception that information related to the parent brand is highly relevant to 

the self (Thomson et al. 2005). This strong relevance of the BE to the consumer 

enhances the accessibility of the parent brand memory (i.e. mental schema) related to 

the parent brand (Fedorikhin et al. 2008). Hence, consumers with high emotional 

brand attachment possess a richer set of parent brand schema, and these consumers 

may be more likely to be able to identify the connection between the parent brand’s 

original offerings and the BE. Based on this, when the BE has a low product category 

fit, consumers may still be able to infer the quality of the parent brand and reduce 

their perceived uncertainty regarding the outcome of the BE. When the BE has high 

product category fit, the high accessibility of the parent brand memories and 

associations may lead to a even higher recognition of how the BE can help achieve 

consumers’ consumption goals associated with the parent brand and of the certainty 

of the outcome of using the BE. 

Second, consumers with a high level of emotional brand attachment are 

willing to invest in and defend the information from the parent brand because of their 

personal commitment in and self-connection with the parent brand (Thomson et al. 

2005). The motivation to maintain a relationship with the parent brand may become a 

consumption need than the functional needs that the product fulfils (Lazarus and 

Folkman 1984). Therefore, when the parent brand introduces a BE with high product 

category fit, consumers with high emotional brand attachment are more likely to 

make an effort to process the BE stimulus introduced by the parent brand and to 

perceive BE as an opportunity to maintain and strengthen their emotional bonds with 

the parent brand (Thomson et al. 2005). At the same time, if the BE has a low 

product category fit, consumers may be more willing to defend the situation from the 

parent brand perspective and to try to make sense of the BE situation.  

Third, emotional brand attachment can also be considered an incidental 

emotion that can be carried over from the parent brand evaluation to the BE 

evaluation. Previous research suggests that emotion-based attachment can be 

transferred to the evaluation of other related objects (Feeney 2004). According to 
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categorisation theory, the evaluation of BE with high product category fit can benefit 

from such affective-laden memories related to the parent brand (Fedorikhin et al. 

2008). On the other hand, because a BE with low product category fit is still utilising 

the parent brand name, consumers with high emotional brand attachment can transfer 

their positive emotions from the parent brand to evaluate the BE. Additionally, the 

affect-elicited high elaboration of the BE may also allow these consumers to make 

sense of the BE even in the low product category fit (Yeung and Wyer 2005, Barone 

2005).  

To summarise, emotional brand attachment may create an appraisal bias in 

relation to the BE stimulus (both high and low product category fit conditions) and 

influence the cognitive appraisal process (Ellsworth and Scherer 2003), by allowing 

consumers to (1) uncover the consumption goal consistency between the parent 

brand and the BE (goal congruence), (2) perceive the BE as an important way to 

maintain their emotional bonds with the parent brand (goal relevance), and (3) 

transfer quality reliability from the parent brand to the BE and enhance the certainty 

of the BE outcome (certainty). Consequently, the following hypotheses are proposed: 

H8: Emotional brand attachment positively moderates the effects of product category 

fit on cognitive appraisal dimensions, i.e. (a) goal congruence, (b) goal relevance, 

and (c) certainty, so that the effects of product category fit on positive CER are 

stronger for consumers with higher (versus lower) emotional brand attachment. 

H9: Emotional brand attachment positively moderates the effects of product category 

fit on cognitive appraisal dimensions, i.e. (a) goal congruence, (b) goal relevance, 

and (c) certainty, so that the effects of product category fit on negative CER are 

weaker for consumers with higher (versus lower) emotional brand attachment.  

4.5 Branding Factor – Brand Name Structure as a Moderating Variable 

It is important to investigate how changes in other BE features – apart from product 

category fit as the core BE characteristic in the present research – can influence 

consumers’ interpretations of cognitive appraisals and, consequently, emotional 

responses and attitudinal and behavioural outcomes (Lazarus and Folkman 1984). 

CAT suggests that the cognitive appraisal process relies on the consumer’s 

familiarity with the situation (Ellsworth and Scherer 2003). In other words, the 

familiarity of a situation is generated by the features and attributes of the extended 
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product, such as parent brand association. Such general knowledge or inference of 

the parent brand association guides consumers to make evaluative judgements of BE 

and start the appraisal process (Lazarus and Folkman 1984). If there is insufficient 

knowledge for consumers to process the situation, this may not result in negative 

CER (Lazarus and Folkman 1984). The current research proposes that the brand 

name structure (family branding or sub-branding), that a brand adopts to introduce 

the BE, may link or separate parent brand associations with consumers’ evaluations 

of high (versus low) product category fit BEs. Therefore, brand name structure may 

have a moderating effect on the relationship between product category fit of the BE 

and CER through the cognitive appraisal process.  

Family branding involves the direct use of the parent brand name to introduce 

the BE, such as ‘Colgate Lasagne’. Such a strategy can further connect the parent 

brand with the BE through a more straightforward recall of the mental schema 

associated with the parent brand (Sood and Keller 2012, Morrin 1999). By easily 

connecting with the parent brand’s mental schema and categorising the BE with 

other memories of the parent brand using family branding, consumers can develop a 

stronger recognition of how a high product category fit BE can achieve a common 

consumption goal with other product offerings from the parent brand. This can 

enhance their evaluation of goal congruence. Similarly, using family branding by 

closely connecting the extended product with the parent brand enables consumers to 

strengthen their recognition of the importance of a high product category fit BE to 

achieving their consumption goals associated with the parent brand. This can 

enhance the appraisal of goal relevance. Additionally, using a family brand to 

connect the high product category fit BE and the parent brand can lead to stronger 

information and knowledge of the product quality transfer from the parent brand to 

the evaluation of the BE. This, in turn, can further enhance the level of certainty 

appraisal. Supporting this view, previous research discovers that high product 

category fit BEs that adopted a family branding strategy evoked more favourable 

evaluations (Sood and Keller 2012).  

Sub-branding strategy refers to a brand name structure that involves a 

combination of the parent brand name and the individual brand name, such as ‘Chef 

by Colgate’ (Sood and Keller 2012). Previous research on BE shows that a sub-

branding strategy can effectively create a noticeable distance between the parent 

brand associations and the extended product (Sood and Keller 2012, Monga and John 
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2010). This line of argument is based on the typicality model of categorisation 

theory, which postulates that the BE is more thoughtfully processed as a sub-type to 

the parent brand (Sujan and Bettman 1989). This enhances the level of novelty of the 

appraised BE situation and prevents consumers from inferring memories related to 

the parent brand through their mental schema system (Sujan and Bettman 1989). 

Following this argument, when a brand introduces a low product category fit 

extension, the sub-branding strategy may prevent the BE’s direct linkage with the 

consumers’ mental associations about the parent brand while still allowing the use of 

the parent brand’s reputation to refer to the new product (Sood and Keller 2012). 

Therefore, the use of a sub-branding strategy may reduce consumers’ perception of 

the consumption goal incongruence in the low product category fit condition. By 

reducing the linkage with the parent brand and the associated consumption goals, 

consumers may adopt more effortful or analytical information processing by 

analysing other attributes of the BE to determine how the low product category fit 

BE can help achieve their consumption goals. Additionally, previous research states 

that retaining the parent brand name may be perceived as a credible product quality 

signal to low product category fit BEs (Erdem and Swait 2001) and may reduce 

uncertainty. Consequently, the following hypotheses are proposed:  

H10: Family branding strategy, compared to sub-branding, can positively moderate 

the effects of product category fit on cognitive appraisal dimensions, i.e. (a) goal 

congruence, (b) goal relevance, and (c) certainty, so that the effects of product 

category fit on positive CER will be stronger. 

H11: Sub-branding strategy, compared to family branding, can positively moderate 

the effects of product category fit on cognitive appraisal dimensions, i.e. (a) goal 

congruence, (b) goal relevance, and (c) certainty, so that the effects of product 

category fit on negative CER will be weaker. 

4.6 Chapter Summary and Conceptual Framework 

After summarising the major models of CAT and reviewing the application of CAT 

in marketing in Chapter 3, this chapter narrowed down the cognitive appraisal 

dimensions in the BE context and discussed the theoretical reasoning for choosing 

these dimensions in the current research. It concluded that three cognitive appraisal 

dimensions emerge in the BE pre-consumption situation: goal congruence, goal 
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relevance, and certainty. Table 7 summarises the definitions of these cognitive 

appraisal dimensions used in the present research.  

Having revealed the relevant cognitive appraisal dimensions, this chapter 

discussed and proposed hypotheses for how (1) CAT may be applied to the BE 

context and may explain the elicitation of CER (research objective 1), (2) CER may 

influence consumers’ attitudinal and behavioural responses (research objective 3), 

(3) the BE stimulus, that is, product category fit, may influence CER through the 

cognitive appraisal dimensions (research objective 2), and (4) personal factor (i.e. 

emotional brand attachment) and branding factor (i.e. brand name structure) may act 

as moderators to elevate positive CER or attenuate negative CER as elicited by the 

BE’s product category fit through cognitive appraisal dimensions (research objective 

2).  

Table 7. Summary of the study’s applied definitions of cognitive appraisal 

dimensions in the BE context 

Appraisal Dimensions Definition 

Goal congruence Whether the BE situation is harmful or beneficial to 

achieve consumers’ consumption needs. 

Goal relevance The degree of importance or urgency of the BE situation 

to achieving consumers’ consumption needs. 

Certainty The probability of consumers predicting the outcome of 

using the BE. 

 

To summarise, the final conceptual framework of the current research 

contains an IV, the product category fit representing the characteristics of the BE 

stimulus. This BE stimulus leads to the cognitive appraisal dimensions of goal 

congruence, goal relevance, and certainty, which can evoke CER. Such CER 

influences consumers’ attitudinal and behavioural responses. The model also 

considers emotional brand attachment (personal factor) and brand name structure 

(branding factor) as moderators influencing the relationship between the product 

category fit and cognitive appraisal dimensions. The final conceptual framework can 

be found in Figure 6. The current research conducts a preliminary study to develop 

the CER measurement for subsequent studies of the current research to be able to 

measure CER in the BE context (Chapter 6). Next, Chapter 7 includes four main 
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studies that examine the proposed hypotheses. Study 1 examines the role of appraisal 

dimensions as antecedents of CER in the BE context. Then, Study 2 examines how 

product category fit and emotional brand attachment can independently and 

interactively influence CER through the cognitive appraisal process. Study 3 

examines how product category fit and brand name structure can independently and 

interactively influence CER through the cognitive appraisal process. Finally, Study 4 

examines the integrated model. All four studies as well as the preliminary study will 

provide evidence on whether CER can influence consumers’ attitudinal and 

behavioural responses. 
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Figure 6. Conceptual framework 
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Chapter 5. Philosophical Stance and Research Methods 

5.0 Introduction 

The observation of, reflection on, and description of social phenomena and 

behaviours can be classified as social science research (Kuper 2013). The current 

research aims to investigate the social phenomenon of how consumers emotionally 

respond to BE stimuli. When conducting research, a research process framework is 

needed to inform readers about the plan or proposal to conduct research (Creswell 

2017). In this framework, two key components form the foundation of research: 

philosophical paradigm and research design. Saunders et al. (2019) research onion 

model (Figure 7) outlines the logical structure of a research plan, with the outer 

layers of the model (philosophical paradigm and approach to theory development) 

informing the inner layers (research design, including methodological choice, and 

strategy).  

Figure 7. The research onion model 

  

Source: Saunders et al. (2019) 
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The philosophical paradigm not only describes the scientific beliefs that 

precede the methodological choice but also outlines the research assumptions (Guba 

and Lincoln 1994). These assumptions include (1) the interpretation of reality 

(ontology), (2) the assumption of knowledge (epistemology), and (3) the role of 

values (axiology) (Saunders et al. 2019). Researchers who adopt the same 

philosophical paradigm share common scientific beliefs, assumptions, languages, and 

processes of conducting research (Johnson and Clark 2006). More importantly, these 

beliefs inform researchers of the way they should understand their research 

questions, the research method they should adopt, and the way the findings should be 

interpreted (Crotty 1998). 

Research design refers to the overall plan for the research to answer the 

research questions or examine the research hypotheses (Saunders et al. 2019). As the 

research onion model shows, research design involves specifying the method and 

procedure for collecting and analysing data for the research study. The selection of 

the research philosophical paradigm can influence the selection of the inner layers of 

the research onion (Crotty 1998).  

To meet the research aims and objectives confidently, this chapter will follow 

the structure and logical flow of the research onion model to discuss the process of 

the current research. It will start by discussing the commonly used philosophical 

paradigms in social science research and provide a rationale for the choice of the 

philosophical paradigm adopted in the current research. Based on the philosophical 

paradigm selected for the current research, the chosen research approaches to theory 

development will be discussed. The choices of the outer layers of the research onion 

will lead to a discussion of the selected methodological choice and strategy. Finally, 

the data collection method and data analytical technique used in the current research 

will be discussed.  

5.1 Philosophical Stance 

Before looking into the key philosophical paradigms, it is important to understand 

the assumptions that differentiate research philosophies. These are ontology, 

epistemology, and axiology. Each of these assumptions involves a continuum of the 

objectivist and subjectivist extreme of how the researcher perceives social reality. 

This perception yields valid discipline knowledge of the social phenomenon (Böhme 

et al. 2012).  
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5.1.1 Assumptions that distinguish research philosophies 

Ontology refers to how the researcher interprets the nature of the existence of reality. 

The ontological assumption influences how the researcher sees the existence of a 

social phenomenon and affects the subject the researcher wants to investigate. 

Although previous research has predominantly looked at how consumers’ cognitions 

influence their evaluations and behavioural intentions regarding BEs, the current 

research investigates the role of CER in the BE context. This emotional response 

perspective has resulted in a new strand of research and proposed a new nature of 

reality. From the objectivist view, such a reality does not depend on individual 

interpretations and experiences, but is generally accepted as true knowledge in the 

social world by all social actors (i.e. universalism) (Saunders et al. 2019). However, 

from the subjectivist view, social reality is created by the perceptions and 

interpretations of each of the social actors (i.e. relativism). Therefore, it is important 

for the researcher to explore the perceptions and actions of each of the individuals in 

society (Saunders et al. 2019).  

 Epistemology refers to assumptions about knowledge. What is an acceptable 

and convincing way to acquire such knowledge, and how can the knowledge be 

communicated to others (Burrell and Morgan 1979). Epistemology considers the 

acceptability and legitimacy of data by asking the question, ‘How do we know what 

we claim to know?’ Objectivists posit that knowledge is a factual and observable 

phenomenon of society that can be measured objectively by numbers, whereas 

subjectivists argue that knowledge involves opinions of each of the individuals in 

society and rely on written, spoken, and visual data to reflect attributed meanings. 

Therefore, the epistemological standpoint can govern the legitimacy and beliefs of 

the researcher regarding reality and his or her use of an appropriate method to 

investigate that reality. 

 Axiology focuses on the role of values. These values include the values that 

the researcher possesses and the values of respondents or other people involved in 

the research. Both these values guide the choice of research methodology for 

addressing the research hypotheses (Heron 1996). Objectivists believe that their 

values may influence or bias their findings, so they tend to detach their own values 

from the relatively rigorous research process (Saunders et al. 2019). Subjectivists, 

meanwhile, believe that their own values play a significant role in research and that 

knowledge or reality is established through social interaction, including the 
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interaction between the researcher and the research subject (Saunders et al. 2019). 

Therefore, when the researcher actively reflects on a research question, he or she 

tends to update the question and integrate his or her own values into the research 

(Cunliffe 2003).  

5.1.2 Approaches to theory development 

Having discussed the assumptions that distinguish different research philosophies, it 

is also important to understand that different philosophies have different views 

regarding the use of existing theories and the generation of knowledge (Habermas 

1968). The two theoretical reasoning approaches of deduction and induction depict 

whether the research project involves theory testing or theory building, respectively. 

Figure 8 shows the concepts of deductive and inductive reasoning.  

 Deductive reasoning involves logically deriving a conclusion from the 

existing theory in a way that the truth of the conclusion can be guaranteed (Ketokivi 

and Mantere 2010). Deductive reasoning is suitable for quantitative research that 

involves examining the causal relationship among concepts and variables by proving 

research hypotheses (Saunders et al. 2019). This approach of theoretical reasoning is 

related to the positivist research paradigm, which will be discussed in the next 

section.  

 Inductive reasoning emphasises that the gap in existing theories and research 

needs to be explored to solve a particular problem (Ketokivi and Mantere 2010). 

Inductive research involves the formulation of a new theory or conceptual framework 

by discovering and exploring the reasons for a problem. Inductive reasoning forms 

the basis of the interpretivist research paradigm, which will be discussed in detail in 

the next section.  
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Figure 8. Approaches to theory development 

 

5.1.3 Research paradigm and philosophies 

After discussing the assumptions that distinguish research philosophies, this section 

outlines the five major research philosophies in social science research through the 

lens of ontology, epistemology, and axiology.  

5.1.3.1 Positivism 

Positivism refers to the philosophical stance that knowledge and social reality can be 

observed, and such social reality exists in different contexts; in other words, 

observation can produce law-like generalisations (Saunders et al. 2019). Positivism 

emphasises on the word ‘posit’, which indicates that the social reality is a given, and 

the nature of the data should not be influenced by human bias or interpretation.  

1. Ontology: Positivists believe that there is only a single reality and all social 

entities act in the same way, so phenomena can be generalised.  

2. Epistemology: Positivists use a scientific method of discovering social realities 

and observe and measure facts and regularities. They possess the mindset of 

objectivists that credible and legitimate data are observable and measurable 

from phenomena (Crotty 1998). Positivists focus on investigating causal 

explanations of social reality and believe that the outcome of the investigation 

can achieve law-like generalisations.  

3. Axiology: Positivists adopt objectivism and believe that the values of the 

researcher should be detached from the data and the data’s interpretation 

(Blaikie 2000). In doing so, positivists rely on objective numerical data and the 

independent thinking of research participants. 

Regarding their methodology, positivists employ a quantitative research 

method in which all the involved hypotheses and variables are measurable. The 

research questionnaire has to be highly structured and to rigorously control any 

possible bias that may influence the findings. The deductive approach is often 

adopted to explain the objective observation of the researched phenomena. Examples 
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of research approaches being adopted by positivists include experiments in which the 

researcher can not only control irrelevant variables that may influence the results but 

also examine the causal relationships among variables by manipulation.  

5.1.3.2 Critical realism 

Critical realism is developed from the direct realism philosophy (Reed 2005). The 

original direct realism suggested that human action reflects how humans think, so 

researchers could perceive reality simply based on what individuals experienced and 

felt. Evolving from this, critical realism believes that social realities are formed by 

explaining individuals’ experiences and feelings (Bhaskar 2013).  

1. Ontology: Critical realists believe that realities cannot be directly obtained 

through observation. Reality is empirical and depends upon how individuals 

perceive things in the real world rather than the surface of the issues. This 

reality can be changed over time and is shaped by personal or collective values 

or beliefs, such as social, political, cultural, economic, ethical, and gender 

values (Guba and Lincoln 1994). 

2. Epistemology: Knowledge of critical realism is constituted by an 

understanding of the underlying social structure that precedes a phenomenon. 

Therefore, epistemology aims to provide an explanation of an observable 

phenomenon and identify the causes and mechanism of the phenomenon 

(Saunders et al. 2019). Critical realists adopt a mild subjectivist approach to 

knowledge. They emphasise on the impact of social constructions in the 

evolution of social facts. 

3. Axiology: Critical realist research is classified as value-laden research in which 

knowledge is a result of social conditioning and must be explored through 

interactions with social actors (i.e. respondents). Critical realists will try to 

minimise the negative impact of biases on the results.  

The methodologies used by critical realists vary. They involve methods and 

data that allow recognition of the discourses in social structures (Williams 2003). 

The methodologies may include the qualitative method, which allows critical realists 

to explore social discourse, and quantitative research, which allows critical realists to 

examine the causal mechanism of the patterns of social phenomena (Fletcher 2017).  
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5.1.3.3 Interpretivism 

Interpretivism indicates that research should not emphasise physical or social 

phenomena but rather how each social actor (i.e. individuals in society) create 

meanings (Saunders et al. 2019). In particular, interpretivists argue that individuals 

under different conditions, such as those from cultural backgrounds and 

circumstances, interpret a social event differently (O'Reilly 2009). As such, they 

create and experience different social realities. This is in contrast to positivists, who 

emphasise on law-like generalisations.  

1. Ontology: There is no single and fixed reality that exists. The nature of reality 

is created by the interpretation of social worlds and contexts (Macionis and 

Gerber 2011). Interpretivists emphasise on the construction of knowledge by 

understanding specific social actors in society.  

2. Epistemology: Interpretivists focus on narratives, stories, and interpretations of 

experiences. These can only emerge from interactions with social actors, such 

as conversations, meetings, and teamwork (Saunders et al. 2019). Therefore, 

social interaction plays a crucial role in interpretivism because it allows the 

interpretivist researcher to uncover what the social actor feels towards a social 

event and what the social actor’s underlying opinions about the event are. 

3. Axiology: Because interpretivists focus exclusively on creating meaning 

through the complexity and richness of interpretations of research participants’ 

experience, they are predominantly subjectivists whose research values and 

beliefs have become inseparable in research (Saunders et al. 2019).  

The methodological approaches of interpretivists involve qualitative methods 

to allow interactions between researchers and social actors. The complexity of 

interpretations motivates interpretivists to adopt inductive reasoning to construct new 

knowledge. The sample size is often relatively small. Approaches include in-depth 

interviews and focus groups (O'Reilly 2009).  

5.1.3.4 Postmodernism 

Postmodernism emphasises on the role of language and on how the inadequacy of 

language hinders individuals from expressing and describing social realities (Chia 

2003). Postmodernism aims to describe such a marginalised view and challenge 

individuals’ ways of thinking through the limitations of language.  
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1. Ontology: Similar to interpretivism, postmodernism aims to explore complex 

and rich socially constructed meanings, but it argues that these meanings 

emerge from power relations. For example, absences and silences are often 

neglected by the general knowledge (Saunders et al. 2019). 

2. Epistemology: Knowledge is created by collective ideologies in a particular 

context and should include absent and silent voices in society (Foucault 2008). 

Therefore, legitimate data for postmodernists is data that were previously 

marginalised and excluded (Chia 2003).  

3. Axiology: Value-constitute research challenges what has been excluded in 

previous views and opinions. New knowledge should emerge from the research 

process.  

Postmodernists are often open to deconstructing any forms of data, including 

images, text readings, and conversations. Postmodernists often employ in-depth 

investigation to achieve a comprehensive inclusion of anomalies, silences, and 

absences (Saunders et al. 2019).  

5.1.3.5 Pragmatism 

Pragmatism considers the practical values of research and focuses on concepts and 

realities that support relevant actions (Kelemen and Rumens 2008).  

1. Ontology: Pragmatists perceive realities as the practical consequences of ideas 

because they believe that realities are only relevant to people if the realities can 

contribute to practical actions being carried out successfully (Saunders et al. 

2019).  

2. Epistemology: Pragmatists often start with practical research that can inform 

future practice. They consider legitimate data or knowledge as that which can 

effectively address research questions (Saunders et al. 2019). Therefore, 

pragmatists adopt a reflexive process of inquiry of knowledge by incorporating 

both objectivism and subjectivism and facts and values.  

3. Axiology: Value-driven research is used because the objective of the research 

is to answer a practical research question and contribute to practical outcomes.  

Methodologically, pragmatists are not in favour of a particular type of 

research method and are open to working with different types of methods, including 

qualitative, quantitative, or action research methods, or a mix of these methods.  
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5.1.4 The current research: The adoption of positivist research paradigm 

Having discussed five different research paradigms and philosophies, the present 

research adopts positivism. The current research aims to examine the effects of 

consumers’ responses from the emotional response perspective in the BE context. 

The current research believes that the social reality of emotional responses can be 

observed and measured. The application of CAT and its application research in 

marketing (Chapter 3) shows that CER is a social reality that can be measured. It is 

evident that previous emotional response research indicates that emotions can be 

measured through the use of surveys (e.g. Hosany and Gilbert 2010, Spinelli et al. 

2014, Roseman et al. 1990). Moreover, the majority of the BE literature suggests that 

the effects of consumers’ BE exposure on consumers’ attitudinal and behavioural 

outcomes can be observed and measured through scientific methods, such as 

scenario-based experiments (e.g. Parker et al. 2017, Monga and Gurhan-Canli 2012). 

By reviewing the BE literature and CAT (Chapters 2 and 3), the current research 

derives relevant hypotheses to address the research aim (Chapter 4), i.e. deductive 

reasoning. These hypotheses are then being tested in an attempt to generalise them to 

the wider population and more diverse situations.  

Epistemologically, the current research believes that CER in the BE context 

is a measurable fact, constituting legitimate data and knowledge. The current 

research considers causal relations between BE stimuli and the elicitation of CER as 

its core contribution to the literature.  

From the axiology perspective, the current research believes in value-free 

research because the current research aims to record as neutral and unbiased CER in 

the BE context as possible. The use of quantitative scenario-based experimental 

research allows the researcher to collect external data by detaching the researcher’s 

values and beliefs from the research process and objectively analysing the data 

through statistical analyses. That way, little can be done to bias the data (Saunders et 

al. 2019). Table 8 summarises the research paradigm and the philosophies adopted in 

the current research.  
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Table 8. The adoption of positivism in the current research project 

Research Aim To examine the effects of consumers’ responses from the 

emotional response perspective in the BE context 

Research 

Paradigm 

Positivism: Social reality is a given, and the nature of the data 

should not be influenced by human bias or interpretation 

Ontology 

(Nature of reality) 

Reality • Real, external, and independent 

• There is only one true reality, and it is 

generalisable to a wider population and 

situations. Consumers possess similar 

emotional reactions towards a 

particular BE stimulus  
Observable 

events 

• Consumers’ CER in the BE context are 

measurable constructs 

Epistemology 

(What constitutes 

acceptable 

knowledge) 

Knowledge • Consumers’ CER in the BE context are 

observable and measurable. 

Consumers’ CER are credible and 

legitimate data from social phenomena  

 
Mechanism • Causal relations between consumers’ 

BE stimuli exposure and consumers’ 

CER and attitudinal and behavioural 

responses  

Axiology 

(Role of value) 

Value • Value-free research 

• Researcher’s values and beliefs are 

detached from the research to record as 

neutral and unbiased CER in the BE 

context as possible 

• Quantifiable data and statistical 

analyses are relied on to reduce 

interpretation bias 

Approach to 

theory 

development 

Approach • Deductive reasoning 

• CAT is used as the theoretical 

foundation 

• Hypotheses are developed by 

reviewing the previous BE and CAT 

literature 

Methodology Choice • Quantitative method 

 
Strategy • Scenario-based experiment 
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5.2 Research Design 

5.2.1 Methodological choice – Quantitative method 

There are two main methodological choices: quantitative and qualitative. These 

methods allow the researcher to generate useful information, but the adoption of 

either the qualitative or quantitative method depends on how the researcher perceives 

knowledge and on the nature of the research question that the researcher is trying to 

answer (Malhotra et al. 2012). Its adoption of positivism indicates that the current 

research aims to collect measurable facts from social phenomena, namely, CER in 

the BE context and how CER influence consumers’ attitudinal and behavioural 

responses. The variables included in the current research are measurable. The 

research questions and hypotheses can be addressed by examining the causal 

relations among these variables and concepts.  

 Quantitative research is associated with deductive reasoning. Figure 9 shows 

the research pattern of a typical quantitative research study. To be specific, the 

research first reviews the BE literature and identifies a research gap with regard to 

investigating the effects of CER in the BE context. Then, CAT and its underlying 

mechanism are adopted to explain the potential antecedents and consequences of 

CER in the BE context through deductive reasoning. Based on this, hypotheses are 

proposed to demonstrate the relationships between variables and show how these 

variables are manipulated or measured in the study (i.e. operationalisation). 

Following this, data are collected and analysed to examine the proposed hypotheses. 

Finally, the researcher interprets the research findings and discusses their potential 

theoretical and practical contributions to the research.  
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Figure 9. The general linear pattern of quantitative research 

  

Adapted from: LeCompte and Goetz (1982) 

5.2.2 Research strategy – Scenario-based experiments 

Experimentation is one of the quantitative research strategies commonly used in 

psychological and marketing research (Kirk 1995, Viglia and Dolnicar 2020), 

including research on emotions and BEs. Experimentation is considered a suitable 

research strategy to determine the nature of the proposed hypotheses of the current 

research as well as examine the existence of the causal relationships between 

variables (Malhotra et al. 2012). Table 9 provides descriptions of the different 

variables used in the proposed hypotheses. The graphical illustration of the 

relationship amongst these variables in different studies are also shown in Table 10. 

Experimental research usually involves examining changes or modifications to 

different levels of IV and changes to the dependent variable (DV) (Saunders et al. 

2019).  
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Table 9. Types of variables used across different studies 

Types of 

variables 

Meaning Study 1 Study 2 Study 3 Study 4 

Independent 

(IV) 

The variable that is 

being manipulated or 

changed to influence 

DV 

Goal congruence;  

goal relevance;  

certainty 

Product category fit 

(high versus low) 

Product category fit 

(high versus low) 

Product category fit 

(high versus low) 

Dependent  

(DV) 

The outcome variable in 

response to the change 

in the other variables 

Positive CER;  

negative CER 

Positive CER;  

negative CER;  

consumers’ 

attitudinal and 

behavioural 

outcomes 

Positive CER;  

negative CER;  

consumers’ 

attitudinal and 

behavioural 

outcomes 

Positive CER;  

negative CER;  

consumers’ attitudinal 

and behavioural 

outcomes 

Mediator Variable(s) that 

transmit or explain the 

effect of IV on DV 

N/A Goal congruence;  

goal relevance;  

certainty 

Goal congruence;  

goal relevance;  

certainty 

Goal congruence;  

goal relevance;  

certainty 

Moderator Variable that can 

influence the 

relationship between IV 

and DV. It explains the 

boundary condition 

within which IV affect 

DV  

N/A Emotional brand 

attachment (high 

versus low) 

Brand name 

structure (family 

branding versus sub-

branding) 

Emotional brand 

attachment (high versus 

low);  

Brand name structure 

(family branding versus 

sub-branding) 

Control Observable factors that 

need to be kept constant 

to avoid a causal effect 

of IV on DV 

Product category 

involvement; 

other non-

manipulated 

cognitive appraisal 

dimensions 

Product category 

involvement 

Product category 

involvement 

Product category 

involvement; deal 

proneness 
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Table 10. Graphical summary of variables across different studies 

Study 1 – The effects of cognitive appraisal dimensions on consumers’ emotional 

responses in the context of launching brand extensions 

 

Study 2 – The independent and interaction effects of product category fit and 

emotional brand attachment on the cognitive appraisal process 

 

Study 3 – The interaction effect of product category fit and brand name structure 

on the cognitive appraisal process 

 

Study 4 – A replication study of Studies 2 and 3 
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Manipulation involves randomly allocating respondents to different experimental 

conditions in which they are exposed to different manipulations, such as one with the 

cause (IV) and the other without the cause (control) (Field and Hole 2003). By doing 

so, researchers can compare the differences among DVs in different conditions and 

observe the causal effects of IVs. A scenario-based experiment is adopted in the 

current research. Stories are used as the experimental condition and respondents are 

asked to imagine or recall their personal experiences of similar situations. Then, their 

reactions to those stories are recorded (Carroll 2000).  

Experiments that involve randomly allocating respondents to an experimental 

or control condition are known as between-subject design experiments, whereas 

experiments that require respondents to participant in experimental conditions are 

called within-subject design experiments (Howitt and Cramer 2014). Between-

subject design is adopted across all the main studies of the current research because 

(1) it can reduce experimental demand effects, where respondents’ responses are 

elicited by only one experimental scenario or manipulation (Zizzo 2010), and (2) the 

purpose of the research is to investigate the effect of CER in the BE context rather 

than the changes of CER across different periods. Figure 10 shows the concept of 

between-subject design used in the current research.  

Figure 10. The concept of between-subject design 

 

It is also crucial to enhancing the validity of the experiment (i.e. whether the 

findings accurately reflect what the experimental design is supposed to measure) 

(Vercruyssen and Hendrick 2011). Two validities should be considered in 

experimental studies, including internal and external validities. Internal validity looks 

at whether the causal effect is actually due to the experimental manipulation and not 

other factors (Field and Hole 2003). Meanwhile, external validity is concerned with 
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the representativeness of the causal effect (Lynch 1982). In other words, the findings 

of the experiment need to be reproducible in different situations irrespective of time 

and place (Lucas 2003). Table 11 shows the potential threats to internal and external 

validities and lists what the current research has done to mitigate the threats.  
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Table 11. Threats to validities and strategies to mitigate threats in the current 

research 

Internal validity 

Threats Action(s) to mitigate threats in the 

current research 

Selection of sample differs between 

groups 

Random allocation of respondents to 

one of the experimental conditions is 

applied in all studies 

Respondents who have not experienced 

a manipulated situation may find it 

difficult to provide a valuable reaction 

using their imaginations 

The current research involves a 

consumption situation. The researcher 

expects respondents to have made 

consumption decisions in their lives.  

Also, to reduce the effect of personal 

experience to a particular BE product, 

the BE scenarios used in the 

experiments involve fictitious BE 

products.  

The experimenter may influence a 

causal relationship. For example, the 

experimenter’s age, gender, race, and 

other characteristics can influence the 

results of the experiment. Additionally, 

the experimenter’s attitude to the 

presentation of the manipulation 

scenario may affect the manipulation 

(Rosental and Rosnow, 1969).  

The use of an online experiment in the 

current research allows the researcher 

to stay independent of the experimental 

process and reduce experimenter 

effects.  

External Validity 

Overuse of a particular group of 

respondents can reduce the 

generalisability of the experiment 

The current research uses replication 

studies and recruits respondents from 

different data collection panels (section 

5.3.2). Previous research indicates that 

these data collection panels provide 

high quality data that are representative 

of the general population (Peer et al. 

2017).  

The sample size of the experiment may 

influence the representativeness of the 

results 

The sample sizes of all studies in the 

current research meet the minimum 

sample size requirement suggested by 

the statistical guidance of the analytical 

technique.  

Further, replication studies with 

different samples are used to enhance 

the external validity of the results.  
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5.3 Sampling 

5.3.1 Study context 

The UK and US were selected as the targeted sample population. These countries 

share a similar culture, so when replicating the results, cultural differences are not a 

major concern. Additionally, according to the World Bank’s (2018) report on 

household final consumption expenditure, the number of US and UK consumers is 

among the highest in the world. This shows that consumers in these countries not 

only possess high purchasing power but also have a certain degree of exposure to 

different brands in the consumption context. Regarding consumers’ exposure, BEs 

are commonly used strategies in the two markets, so US and UK consumers are not 

unfamiliar with the concept of BEs. For example, there are Hotel Chocolat’s Café, 

EasyJet’s EasyGym, and Tesco’s Tesco Mobile in the UK; and Tiffany’s Blue Box 

Café, Starbucks’ chewing gum, and Dunkin Donuts’ instant coffee in the US. This 

popular BE phenomenon also allowed the researcher to overcome the personal 

experience issue, which was mentioned as one of the internal validity issues in Table 

11.  

5.3.2 Data collection panel 

Previous research finds that student samples are one of the most used samples in 

marketing research; 70% of research related to human behaviour uses student 

samples (Henrich et al. 2010, Ashraf and Merunka 2017). However, the use of 

student samples has been criticised because of concerns over the representativeness 

of the sample characteristics in relation to general consumers and individuals (Ashraf 

and Merunka 2017). Regarding the demographic characteristics of student samples, 

the majority of students in the samples are aged twenty to twenty-four. They are less 

financially independent and cannot represent individuals in different life stages or 

with different employment statuses. Psychologically, students may be more likely to 

be influenced by their peers, to have greater attitude-behaviour inconsistency, and to 

have a weak self-definition when they make their consumption decisions (Sears 

1986). Previous BE research also indicates that external validity can be limited by 

the use of student samples (Ashraf and Merunka 2017). 

 To overcome the student sample issue, previous research suggests that it is 

important for marketing research to use heterogeneous adult samples from the 
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general population because such samples are more relevant to the application side of 

a wider consumption phenomenon (Winer 1999). Following advice from previous 

research (Ashraf and Merunka 2017), the current research collected heterogeneous 

adult samples from two online crowdsourcing websites: Amazon’s Mechanical Turk 

(MTurk) and Prolific Academic (ProA). These two data collection panels have been 

recognised to provide high quality and representative adult samples in previous 

research (Buhrmester et al. 2016). Two panels were adopted because the present 

research consists of studies that collected data in the UK and US, and ProA is more 

effective at collecting data in the UK whereas MTurk is more effective at collecting 

data in the US (Peer et al. 2017). These data collection panels have also been used in 

articles published in high quality journals, such as the Journal of Marketing Research 

(Amar et al. 2011), Journal of Consumer Research (Smith et al. 2013), and Journal 

of Consumer Psychology (Paolacci et al. 2011).  

 A set of filters was used to ensure the samples are consistent with the 

research design. First, only participants from the UK (and the US) were allowed to 

take part in the studies conducted by ProA (or MTurk). Second, participants aged 

below eighteen and above sixty-five were not allowed to participate because of 

ethical considerations, which will be discussed in greater detail in section 5.6. Third, 

the researcher selected participants who had an approval rating of ninety-seven or 

above in ProA and a ‘Master level’ (the top level of the MTurk membership system) 

to ensure sample quality and participants’ valid submission history (Peer et al. 2017).  

 Data were collected between Jun 2018 and Jun 2019. Incentive was provided 

to participants upon completing each of the studies via the data collection panels. 

The incentive ranged from £1 to £2, depending on the length of the experimental 

questionnaire. All data were anonymised, and the researcher and participants could 

only identify each other through Prolific IDs or MTurk IDs, in response to the 

position of research-respondents independency of the positivism.  

5.4 Questionnaire Design and Measurement 

As mentioned in the previous section, the current research employed a scenario-

based experiment to manipulate the causal effects. Therefore, the questionnaire was 

designed to not only include the traditional measures of variables, but these measures 

are preceded by the manipulated scenario.  
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Regarding the overall procedure of different studies, data were collected from 

either ProA or MTurk and from respondents from the UK or the US, respectively. In 

each of the studies, respondents were randomly assigned to either the control or 

experimenter group(s). This random assignment us one of the key elements of a true 

experiment and enhances the internal validity, as discussed in section 5.2.2. After the 

random assignment, respondents received the assigned experimental treatment for 

the manipulated variables, including IVs and moderators. This was followed by a 

manipulation check that aimed to verify that the experimental treatment had the 

intended effect (Viglia and Dolnicar 2020). Then, respondents were asked to rate a 

set of questionnaire items measuring DVs. Respondents’ demographics were 

recorded at the end of the experimental questionnaire across all four studies. Finally, 

all respondents were debriefed and thanked for their participation upon the 

completion of the study. More detailed experimental questionnaire procedures for 

each study will be provided in Chapter 7. The sections below discuss the adoption of 

various manipulation scenarios in the four studies and are followed by a summary of 

the questionnaire measures used in the current research.  

5.4.1 Manipulation of scenarios 

The scenarios used across the four main studies were text-based because using 

pictures or videos to manipulate a scenario may create possible confounding effects 

of the perceptions of the pictures or videos (Liu et al. 2019, Lynch 1982). The 

scenarios used to manipulate different variables across the four studies will be 

discussed next.  

5.4.1.1 Study 1 – Manipulation of cognitive appraisal dimensions 

CAT research suggests that there are two ways to record cognitive appraisal 

dimensions. First, researchers can ask respondents to imagine or recall a relevant 

scenario and report their cognitive appraisals in the survey (Smith and Ellsworth 

1985). However, this method has received criticism for its accuracy and for failing to 

record respondents’ cognition immediately after an event occurs (Frijda 1993). 

Therefore, the current research provided an experimental vignette and asked 

respondents to rate their cognitive appraisals on the relevant measures as a 

manipulation check. This method has been commonly used in previous research (e.g. 

Nyer 1997, Gelbrich 2011, Roseman 1984, Smith and Lazarus 1993).  
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 As discussed in Chapter 4, the current research uses the appraisal dimensions 

of goal congruence, goal relevance, and certainty as the core appraisal dimensions in 

the BE context. Study 1 aims to examine whether these appraisal dimensions can 

independently influence CER in the BE context. To avoid the confounding effect, 

respondents across the three manipulated cognitive appraisal dimensions received the 

same core scenario and the only things that were different were the keywords 

manipulating the respective cognitive appraisal dimension. Moreover, a fictitious 

brand (ABC brand) was used to avoid the influence of the idiosyncratic properties of 

the real brand (Fedorikhin et al. 2008). The core scenario involved a clothing and 

accessories brand introducing furniture and homeware products in the UK market. 

Respondents were asked to imagine that they were planning to move home and 

looking for some furniture as a consumption situation. The UK market was 

considered because the targeted sample population of Study 1 consisted of UK adult 

respondents and because many clothing and accessories brand in the UK have 

introduced furniture and homeware products, such as Zara Home and H&M Home. 

This allowed respondents to possess a certain degree of personal exposure to relevant 

extensions, enhancing internal validity. The full experimental vignette of Study 1 can 

be found in Appendix 2. 

To manipulate goal congruence, it was determined whether the BE was 

consistent with personal values or ideals concerning consumers’ consumption needs. 

In line with the manipulation vignette by Nyer (1997), the consistency of the 

personal needs regarding the product quality was used to represent goal congruence 

conditions. For goal congruence, the vignette suggested that furniture and homeware 

products looked great and had the ideal stylish designs the respondents wanted for 

their new homes. In the goal-incongruent condition, respondents were told that the 

furniture and homeware products looked tacky and did not have the ideal stylish 

designs they wanted for their new homes. 

Goal relevance refers to the degree of importance of the BE product to 

achieving consumers’ consumption needs. Previous research indicates that this 

cognitive appraisal dimension can be manipulated by stating the urgency of the 

consumption situation (Nyer 1997). Therefore, in the goal relevant condition, 

respondents were told that they were going to move home in two months, that the 

place they were living in would be going out of contract, and that they had not 

ordered any furniture for their new home. In the goal irrelevant condition, 
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respondents were told that they were going to move home in two years and that the 

place that they were living in was still under contract.  

Finally, certainty is defined as the probability of consumers predicting the 

outcome of the BE. The core element to manipulate the certainty dimension is to 

emphasise the possible gain or loss of the BE situation (Bagneux et al. 2012). The 

experimental vignette used by Bee and Madrigal (2013) indicates that the certainty of 

a consumption situation can be manipulated by projecting consumers’ confidence 

onto the outcome of the product. In the certainty condition, respondents were told 

that they had been to the store, had looked at and touched the BE, and that they were 

very confident that the ABC branded furniture and homeware could meet their 

expectations. Meanwhile, respondents assigned to the uncertainty condition were told 

that they only searched online about the new furniture and homeware product 

introduced by the ABC brand and they were not sure if the extension could meet 

their expectations.  

5.4.1.2 Studies 2, 3, and 4 – Manipulation of product category fit 

The manipulation of the product category fit of the BE scenario relied on the process 

of pre-testing. This was in line with pertinent studies in the BE field (e.g. Monga and 

Gurhan-Canli 2012, Parker et al. 2017). The researcher first selected a focal product 

category. Then, a pre-test was employed to select two scenarios representing high 

and low product category fits. The perceived product category fits of these two 

scenarios needed to be significantly different from each other. Details of the pre-

testing process for each of the studies can be found in Chapter 7.  

5.4.1.3 Study 2 – Manipulation of emotional brand attachment 

A set of experimental vignettes was employed for the manipulation of emotional 

brand attachment in Study 2. Previous psychology research on the theory of 

attachment has used scenarios to examine the concept of attachment bonds. Scenario-

based manipulation can effectively reduce confounding effects (Hazan and Zeifman 

1999). In particular, emotional brand attachment involves consumers’ emotional 

bond with a particular brand. Using scenario-based manipulation through an 

experimental vignette involving a fictitious brand may reduce the influence of the 

brand ownership effect (Kirmani et al. 1999).  

 To effectively create a vignette for the manipulation of emotional brand 

attachment, the current research adapts the vignette created and validated by 
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Fedorikhin et al. (2008). The vignette mainly concerns the concept of separation 

distress or negative reactions due to being separated from an emotionally attached 

parent brand (Berman and Sperling 1994, Weiss 1988). Similar to the manipulation 

of the cognitive appraisal dimensions in Study 1, all respondents were given the 

same core scenario, and emotional brand attachment was manipulated through a 

sentence conveying emotional bonds or separation distress (Appendix 3).  

5.4.1.4 Studies 3 and 4 – Manipulation of brand name structure 

The experimental scenario used to manipulate brand name structure involved 

choosing a new sub-brand name for the sub-branding in the high and low product 

category fit of the BE scenarios. The manipulation process of the scenario was 

adapted from Sood and Keller (2012). The process involved (1) selecting the core 

product category, (2) selecting the extension product categories representing high 

and low product category fit, and (3) selecting sub-brand names for the extended 

product categories. Details of the process and the series of pre-tests can be found in 

Studies 3 and 4. The favourability of sub-brand names in the high and low product 

category fit conditions was ruled out due to a possible confounding effect.  

5.4.2 Overview of measurements for key variables 

This section aims to provide an overview of the measurements used in the main 

studies. Details of the measurements can be found in Appendix 4. Reliability and 

validity tests were conducted in each of the main studies to ensure that the scales 

were reliable and valid. The results of these tests can be found in the discussions of 

each of the studies.  

Like previous research (Hosany and Gilbert 2010), the current research 

acknowledges the limitations of previous measures of emotional responses. To 

overcome the limitations, the current research adopted the scale development process 

and established a contextualised CER scale in the BE context before conducting the 

four main studies. Chapter 6 provides more details about the justification for 

developing the scale and about the process of scale development. The twenty-four 

emotional descriptors representing the two dimensional positive and negative CER in 

the subsequent main studies can be found in Appendix 4. 

 The subsequent measurements were adopted from the existing literature on 7-

point scales. The details of the measures can be found in Appendix 4. For cognitive 
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appraisal dimensions, goal congruence measures were adapted from Hosany (2012) 

with three-item; goal relevance was adapted from Ma et al. (2013) with four-item; 

and certainty was adapted from Lerner and Keltner (2000) with three-item. Product 

category fit, mostly used as a manipulation check, was adapted from Aaker and 

Keller (1990) with three-item. Emotional brand attachment was adapted from 

Thomson et al. (2005) with ten-item.  

The DVs were also adapted from the existing literature. Purchase intention 

was adapted from Dall'Olmo Riley et al. (2013) with three-item. Attitude towards BE 

was adapted from Aaker and Keller (1990) and Pryor and Brodie (1998) with three-

item. Attitude towards the parent brand was adapted from Grohmann (2009) with 

three-item. Boycotting tendency on the parent brand was adapted from Xie et al. 

(2014) and Lindenmeier et al. (2012) with four-item. WOM tendency was adapted 

from Frenzen and Nakamoto (1993) and Zhang et al. (2014) with three-item. Brand 

avoidance was adapted from Sengupta et al. (2015) with three-item. BE denial was 

adapted from Sengupta et al. (2015) with three-item. 

Apart from intentional measures, behavioural measures were used in Study 4. 

WTP was adapted from Fedorikhin et al. (2008) by asking respondents to write down 

the amount they are willing to pay for the BE. Then, WTP was calculated by 

comparing the percentage difference to the anchor price collected from the pre-test. 

Willingness to sign-up for future BE information and willingness to sign-up for a 

free BE sample were determined based on Arechar et al. (2018) and Morales et al. 

(2017) by asking respondents whether they would be interested in being included on 

an email list for future BE information or in receiving a free BE sample; 1 = yes and 

0 = no.  

5.5 An Overview of Data Analytical Techniques 

Inferential statistics were used to analyse the data in the four main studies and to 

address the proposed hypotheses. Unlike descriptive statistics, which only summarise 

and display the characteristics of the data, inferential statistics can predict and 

forecast hypotheses to help researchers decide whether to reject or accept the 

proposed hypotheses (Malhotra et al. 2012). Four different inferential statistics were 

involved across the four studies. They were analysed through IBM SPSS 23 and IBM 

AMOS 23 for Windows.  
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 The use of different data analytical techniques depends on the level of 

measurement of the data. First, categorical variables include nominal and ordinal 

scales. Nominal scales involve numbers that are assigned to different categories 

(Malhotra et al. 2012). For example, manipulated scenarios, as mentioned in the 

previous section, involve dummy coding. Ordinal scales refer to the ranking order 

scale (Malhotra et al. 2012). This type of scale has not been used by the current 

research. Second, continuous variables include interval and ratio scales. Interval 

scales involve the differences between numbers on the scale are meaningful and 

comparable. Examples of these types of scales include Likert and semantic scales, 

which have been used to measure the majority of DVs. Finally, ratio scales involve 

ratios of scale values that can be computed (Saunders et al. 2019). Collecting 

absolute number can be considered as ratio data; for example, the current research 

collected respondents’ ages through an open-ended question asking respondents to 

write down their absolute ages. The data analytical techniques used in the current 

research are set out below.  

 First, independent samples t-test was used in most of the pre-tests across the 

four studies. This analytical technique aims to compare the means of two 

independently collected samples (Howitt and Cramer 2014). These independently 

collected samples (IV) should be categorical variables, and the DV needs to be a 

continuous variable. The significance of the t-statistics, informed by the p-value, 

suggests that the two means are significantly different. 

 Second, analysis of covariance (ANCOVA) was used in Study 1. This 

analytical technique is similar to the independent samples t-test, where IV needs to 

be the categorical variable and DV needs to be the continuous variable. However, 

ANCOVA allows researchers to statistically control for the effect of an irrelevant 

variable (i.e. covariate) (Howitt and Cramer 2014). As shown in Table 9, Study 1 

involved manipulated cognitive appraisal dimensions (dummy variables) as IVs and 

CER (continuous variables) as DVs with product category involvement as a 

covariate.  

 Third, path analysis was used to examine linear causal models. Previous 

research suggests that path analysis should be used when the research involves more 

complex models with both moderation and mediation being tested (He et al. 2019, 

Edwards and Lambert 2007). Path coefficient (β) is a regression weight and is used 

to determine the strength of the relationship between variables (Duncan 1966). Path 
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analysis was used in Studies 2, 3, and 4 when testing the effect of a moderated 

mediation model.  

 Finally, logistic regression was used in Study 4. The logistic model refers to a 

binary regression in which DV is categorical. It is used to examine the probability of 

consumers’ willingness to sign up for future BE information and free BE samples 

(categorical IV) when they have positive or negative CER towards the BE 

(continuous DV). The higher regression coefficient represented a higher probability 

of willingness to sign-up for future BE information or a free BE sample.  

5.6 Ethical Considerations and Data Management 

Research ethics refers to “what is/is not legitimate to do, or what ‘moral’ research 

procedure involves” (Neuman 2000, p. 90). It is important to take ethical issues into 

account in every study because they protect the individual’s right to take part in a 

research project, and they ensure the knowledge discovered in the research is in line 

with the general standing of the scientific community and is ethically obtained 

(Jennings 2001). In the current study, all data were protected under the Data 

Protection Act 1998, and the data management plan and ethical consideration plan 

were approved by the University of Manchester Senate Committee on the Ethics of 

Research on Human Beings.  

Jones (1998) suggests four key ethical considerations for collecting data via 

the Internet. The below shows how these are being addressed in the current research:  

1. Openness – The existence of the data collection panel needs to be explicitly 

communicated to readers. The present research used ProA and MTurk to 

collect data. These data collection panels were open-access platforms, and 

participants needed to agree to the policies of the platform before taking part 

in the research. All participants were voluntary participants (Babbie 2010). 

Brief information about the study was provided so that potential participants 

could decide whether they wanted to take part in the study.  

2. Collection limitation and relevance – Data collected should be used for only 

one specific and legitimate purpose. Surveys of all studies did not ask for any 

personal information about the participant to ensure confidentiality and 

anonymity (Proctor 2005). Participants and researchers could contact each 

other using the ProA or MTurk assigned IDs and the inbox functions of the 
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platforms. This allowed participants to complain or leave feedback about the 

study.  

3. Use limitations – Data should be used for the purpose agreed to by 

respondents at the time of data collection. At the beginning of the 

questionnaire, all participants were provided with an information sheet stating 

the aim, objective, and academic purpose of the data. The information sheet 

acted as an informed consent form.  

4. Disclosure limitation and security – Personal data should not be 

communicated with others without the consent of the participants, and all 

data should be reasonably guarded. All data collected were only used and 

stored by the researcher. The data were stored in a secure external drive that 

was not accessible by other people except the researcher. 

5.7 Chapter Summary 

This chapter followed the structure of the research onion model and outlined the 

essential elements to be communicated with readers about the research methodology. 

The chapter started with an overview of the commonly used philosophical paradigm 

in social science research. Building on the positivist research paradigm, the current 

research adopted quantitative, scenario-based experiments to address the proposed 

research hypotheses.  

 After discussing the research design, the sampling method involving online 

data collection panels was discussed. Then, the overall questionnaire design was 

discussed, and a justification for the use of various manipulated scenarios was 

provided. Measurements were summarised and were mainly adapted from existing 

literature. Based on the levels of the measurements, the adoption of various data 

analytical techniques was discussed. Finally, ethical and data management 

considerations were discussed.  

 The next chapter will consist of a preliminary study involving developing a 

scale to measure CER in the BE context. The chapter will also discuss the scale 

development rationale and process. The successful development of this scale will 

allow the subsequent main studies in Chapter 7 to measure CER in the BE context 

more effectively.  
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Chapter 6. Preliminary Study – Measurement of Consumers’ Emotional 

Responses in Brand Extension 

6.0 Introduction 

The aim of the current research involves uncovering CER towards BEs. To address 

this aim, it is important to provide an appropriate measurement to measure such CER 

in the BE context. Developing a measurement for the BE context can be considered 

as the preliminary step in order to accurately measure the CER structure towards 

BEs. This chapter provides a detailed explanation of the rationale and procedure of 

developing such a scale. To achieve this, the present study follows the scale 

development procedure to explore CER items in the BE context (Churchill 1979). 

This Consumers’ Emotional Responses to Brand Extension Scale (CERBES) will be 

applied to the subsequent studies in the current research, i.e. Chapter 7. 

 The first part of this chapter will discuss the limitations of the existing 

emotional scales from existing studies. This provides the rationale for developing a 

new measure. Then, the second part will discuss the research design and results of 

the scale development process. In particular, the process includes (1) exploratory 

studies to generate emotion descriptors for the scale, (2) select emotion descriptors 

through the definition and criteria of emotions as used in the current research as well 

as checks from independent judges, (3) quantitative study using exploratory factor 

analysis (EFA) and confirmatory factor analysis (CFA) to explore and confirm the 

latent structure of the emotional response dimensions in the BE context, (4) examine 

the reliability and validity of the CERBES. An overview of this chapter and the 

process of the scale development can be found in Figure 11.  
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Figure 11. Chapter overview and scale development process 
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6.1 Rationale for Developing a New Measurement 

6.1.1 An overview of emotion measures 

To address the increasingly important phenomenon of CER in various contexts, 

previous research has either applied existing emotional measurement from 

psychology research or established its own scales to measure CER. The former 

includes the application of the Pleasure, Arousal and Dominance (PAD) scale 

(Mehrabian and Russell 1974), differential emotion scale (Izard 1977) and the 

Positive And Negative Affect Schedule (PANAS). As discussed in Chapter 3, the 

PAD scale is part of the dimensional theory of emotions. The PAD model postulates 

that emotions can be differentiated by three bipolar dimensions, i.e. pleasure, arousal 

and dominance (Hosany and Gilbert 2010). Pleasure refers to whether an individual 

enjoys the situation, which determines positive and negative emotions. Arousal 

represents whether the situation stimulates the individual. Dominance refers to 

whether the individual has control. This scale has been applied to various marketing-

related contexts, such as advertising (Holbrook and Batra 1987), retail marketing 

(Donovan et al. 1994, Donovan and Rossiter 1982), service experience (Jang and 

Namkung 2009), and online consumption (Chang et al. 2014, Hsieh et al. 2014).  

 The differential emotion scale is part of the basic theory approach which 

contains ten emotional items, including interest, joy, anger, contempt, sadness, fear, 

shame, guilt, and surprise. This scale has been applied and validated in different 

marketing-related research, such as product consumption (Oliver and Westbrook 

1993), and post-purchase satisfaction (Westbrook 1987, Westbrook and Oliver 

1991).  

 Finally, PANAS is developed to record an individual’s mood state through 

the lens of two-dimensional affect: positive and negative (Watson et al. 1988). This 

scale is also recognised as part of the basic emotion approach as it outlines twenty 

emotion items measuring positive and negative affects (Huang 2001). PANAS has 

been applied to product and service consumption (Camilleri 2019, Kuesten et al. 

2014, Gountas et al. 2007, Pugh 2001), and post-purchase satisfaction (Mano and 

Oliver 1993).  

While adapting measurement from the existing literature is common in the 

previous marketing research because it is recognised as easier to use and cheaper 
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than developing a context-specific measure (Ng et al. 2013), the appropriateness of 

directly using emotion measures is questioned by previous research because those 

measures are not developed in a consumption-related context (Bagozzi et al. 1999). 

In particular, when applying these measures in a consumption context, previous 

research claims that the empirical application and comparison of these emotion 

measures in the same consumers’ consumption contexts have produced different 

results, which indicates low external validity (Havlena and Holbrook 1986, Machleit 

and Eroglu 2000). Based on this, some scholars have developed their own emotion 

measures to record the CER in the consumption-related context. The Consumption 

Emotion Set (CES) scale invented by Richins (1997) is one such scale attempting to 

contextualise emotions in the marketing-related setting with sixteen discrete emotion 

items aiming to generalise CER in the consumption context. However, it has been 

criticised on the generalisability of the scale as the emotion elicitation process differs 

in a different consumption context (Han and Back 2007, Hosany and Gilbert 2010). 

The study conducted by Bagozzi et al. (1999) also debates the discriminant validity 

of the scale, given some similar emotion items being considered, such as sexy love 

and love.  

Having recognised the limitations and the generalisability issues of a general 

emotion measure, more and more studies have developed their own emotion measure 

in a specific context, including tourists’ perceptions of a destination’s service 

experience (Destination Emotion Scale, DES) (Hosany and Gilbert 2010), product 

development (Geneva Emotions and Odour Scale, GEOS) (Porcherot et al. 2013), 

product attributes (Essence Profile TM) (King and Meiselman 2010), product 

experience (EmoSemio) (Spinelli et al. 2014), and service recovery (Schoefer and 

Diamantopoulos 2009, Schoefer and Diamantopoulos 2008).  

6.1.2 Developing a new emotion measure in the brand extension context 

Following the approach to establish an emotion measure specifying the CER in the 

BE context, the current research develops a CER measure in the BE context based on 

three reasons. First, although previous psychology literature has generally agreed 

with the cognition-emotion-action relationship, there is still an ongoing debate on the 

definition of emotions (Widen and Russell 2010, Wierzbicka 2010, Izard 2010); what 

should be included as an emotion descriptor varies in previous research. 

Consequently, it is recognised that one of the best ways to overcome this issue is to 
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use the definition developed in the current research (see Chapter 3) and contextualise 

a new set of emotion descriptors specifically in the BE context (Gendron 2010).  

Secondly, emotional responses are evoked by consumers’ mental information 

processing when they assess the BE and the parent brand (Kleinginna and Kleinginna 

1981). While some existing research has been done on emotions in marketing or 

other business-related areas, different evaluation processes under a specific context 

make the existing studies unsuitable to be directly used in the BE context. That is to 

say, some of the emotion descriptors may not be relevant to consumers to describe 

CER in the BE context (Spinelli et al. 2014).  

Thirdly, the existing scales on emotional responses in marketing were 

developed either in psychology literature or in a specific marketing-related context 

(Richins 1997, Schoefer and Diamantopoulos 2008). For example, Richins (1997) 

argues that the intensity and quality of emotional response will be different in the 

service marketing context than in a branding strategy context because of the 

interpersonal element involved in the service marketing context. Moreover, as stated 

earlier, there are concerns about the appropriateness, relevance and validity of 

directly adapting emotion scales from psychology literature (Hosany and Gilbert 

2010). Hence, it is more appropriate to develop a tailored emotion measure in the BE 

context.  

The aim of this preliminary study is to develop this CERBES and offer a 

generalisable measurement scale of CER in the BE context. BE is defined as the use 

of an established brand name to introduce products in a different product category or 

class (Keller and Aaker 1992). Therefore, both vertical (BEs in different product 

classes) and horizontal (BEs in different product categories) scenarios will be 

considered while, as stated in Chapter 1, brand alliance and partnership are not 

considered as part of BEs.  

6.2 Item Generation 

In order to uncover the relevant CER in the BE context, the first step is to explore 

and generate appropriate emotion items. By doing so, the current research conducted 

an extensive literature search and exploratory studies (i.e. in-depth interview and 

open-ended survey) to explore relevant emotion descriptors (Hinkin 1998).  
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6.2.1 Literature search 

To develop a broad set of emotional descriptors which would emerge in the BE 

context, previous emotion literature is reviewed. An initial item pool was derived 

from the existing literature on emotions. The field of literature included advertising 

(Holbrook and Batra 1987), consumption experience (Gardner and Rook 1988, 

Richins 1997), tourism marketing (Hosany 2012), brand attachment (Schnebelen and 

Bruhn 2018), emoticons research (Oleszkiewicz et al. 2017), service failure and 

recovery (Schoefer and Diamantopoulos 2009, Schoefer and Diamantopoulos 2008), 

experiential marketing (Ding and Tseng 2015), specific emotion research (Antonetti 

2016, MacInnis and Mello 2005), pricing (Gelbrich 2011), product information and 

design (Mello et al. 2007), corporate social responsibility (Antonetti and Maklan 

2014a), consumer outrage and retaliation (e.g. Schneider, 1999), cognitive appraisal 

theory (Roseman et al. 1996, Lazarus 1991a, Stewart and Johnson 2005), affective 

states (Babin et al. 1998, Aurier and Guintcheva 2014), PANAS scales (Watson et al. 

1988), DES scale (Izard 1977), NEB scale (Romani et al. 2012) and basic emotions 

(Ortony and Turner 1990). From this stage, we have generated a preliminary list of 

150 emotional items.  

To further contextualise emotion descriptors, the current research follows 

pertinent studies to apply a qualitative inquiry through open-ended survey and in-

depth interview (Widen and Russell 2010). The main purpose of conducting 

qualitative research is to (1) explore the relevance of existing items as collected from 

the literature search stage, (2) discover additional items, and (3) eliminate items 

which are not frequently used in the BE context. 

6.2.2 Open-ended survey 

As part of the purposes of the exploratory pilot study in Chapter 3, the current 

research initially employed an open-ended survey to identify emotional descriptors 

toward BE strategies. A similar exploratory study has also been conducted by 

Richins (1997) in the study of discovering consumption-related emotions and other 

scale development research in business and marketing (Bearden et al. 2006, Bottger 

et al. 2017, Zhu et al. 2017). Three advantages of an open-ended survey can be 

identified in this early stage of the exploratory inquiry (Roberts et al. 2014, 

Mossholder et al. 1995, Adejimi et al. 2010); (1) it allows the collection of a larger 

sample size, (2) it is more efficient to explore a relatively structured research 
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question while still allowing respondents to express their opinions of the emotion 

descriptors, (3) it reduces possible response bias by reducing direct one-to-one 

interaction with the researcher so as to collect a more accurate set of emotion 

descriptors. 

The survey was conducted in a pen-and-paper format, with postgraduate 

students as part of the class activity in a university in the UK. Respondents (n = 85) 

were instructed to answer the questionnaire independently with no conversations 

between them. In terms of the respondents’ demographics, 32% were male and more 

than 90% of the respondents were aged from 18-34. Respondents were from 20 

different countries which provides more diversified answers.  

At the beginning of the survey, respondents were briefly introduced to the 

emotion and BEs definitions. Then, respondents were given four real BE scenarios in 

the market as stimuli to elicit their CER. These scenarios include Colgate’s Lasagne 

(horizontal extension), KFC’s KPro (horizontal extension), Armani’s Armani 

Exchange (vertical extension) and Tesco’s Tesco Value (vertical extension). All 

these brands are popularly used by consumers in of the targeted population, i.e. UK 

adults. Both vertical and horizontal extension examples were used because these two 

types of BEs represent the majority of the BEs in the market and have been 

researched by the majority of the previous BE research. Moreover, the brands 

selected are in various sectors and product classes, which allow the researcher to 

include a more comprehensive list of emotion descriptors. After reading the 

scenarios, respondents were asked to report their immediate emotional response 

towards these BE strategies in a free-writing task. As a result, another 68 emotion 

items were generated to the item pool. 

6.2.3 In-depth interviews 

In-depth interviews are one of the most commonly used item generation methods in 

scale development literature (Bearden et al. 2001, Freling et al. 2011, Walsh and 

Beatty 2007, Zhu et al. 2017). The in-depth interviews were conducted after the 

open-ended survey because it aims to (1) discover more BE situations which could 

elicit CER by asking interviewees to recall BE scenarios prior to the interview; (2) 

explore further emotional descriptors.  

Prior to the main interviews, 2 pilot interviews were conducted with two 

doctoral students who study marketing-related subjects to (1) review the interview 
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guide, (2) provide feedback on the interview process, and (3) review the 

appropriateness of the probing and other interview questions stated in the interview 

guide (Saunders et al. 2009). The main study recruited full-time workers and 

postgraduate students (n = 30) who were studying non-business and psychology-

related subjects. This allows the study to avoid response bias by having interviewees 

with less marketing or psychology-related theoretical knowledge in the subject area 

so as to reduce the chance of guesswork and of answering responses to please the 

interviewer (Atkin and Chaffee 1972, Freling et al. 2010). Moreover, following 

pertinent scale development studies in marketing (e.g. Strizhakova et al. 2008, 

Arnold and Reynolds 2003), obtaining a sample from a more diversified background 

of participants, such as age, gender and nationalities, can provide a deeper and more 

accurate understanding of the phenomenon (Hudson and Ozanne 1988). The 

interview involved respondents from 15 different countries with an almost balanced 

gender, i.e. 47% male. The majority of the respondents were aged from 18-34 (75%). 

A total of 32 interviews were conducted because data saturation was observed in 

about 27 interviews and 5 additional interviews were conducted to verify the data 

saturation (Francis et al. 2010). Interviews were conducted in English and they 

ranged from 39 minutes to 1.5 hours. All interviews were audio-recorded and 

transcribed for the purpose of data analysis. 

Throughout the process of the interviews, participants were asked to (1) 

describe the BE situations that they have recalled and prepared before the interview; 

(2) describe their perception to the core brand; (3) describe their emotions on the BE 

strategies; (4) emotional descriptors best explaining this pre-consumption situation 

on the BE strategies. All participants were also reminded that they should report their 

pre-consumption emotional responses elicited by the BE, service or product usage 

experience should not be taken into consideration. Consequently, 68 items were 

generated to the item pool from the exploratory in-depth interviews.  

6.3 Item Selection 

From the item generation process, a total of 286 emotion descriptors were collected. 

This second step of the scale development process involves eliminating inappropriate 

items from the item pool (Churchill 1979). By doing so, all emotion descriptors from 

the three exploratory studies were transcribed and analysed. The analysis of the data 

follows the criteria of the item selection or readability check process and the 
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definition of emotion as suggested by pertinent studies (Nunnally 1978, Ortony et al. 

1988, Zhu et al. 2017, Richins 1997, Shaver et al. 1987, Clore and Tamir 2002): (1) 

deleting emotional descriptors which do not have clear meaning; (2) combining 

similar emotional descriptors into the same item; (3) deleting items which are not 

mentioned in the in-depth interviews and open-ended survey because those items are 

regarded as irrelevant in the BE context; (4) deleting items which describe bodily 

states (e.g. sleepy), behaviour (e.g. crying) and action tendency (e.g. tempted); (5) 

deleting the “emotion-like” items which are adjectives with the word “feeling” (e.g. 

feeling confident); (6) deleting items that are highly cognitive in nature or describing 

a cognitive state (e.g. interested and confused); (7) deleting items which are 

describing a motivational state (e.g. desire); (8) deleting items which cannot be 

represented by affective or intrinsic valence, i.e. positive or negative (e.g. neutral and 

indifference). After this initial procedure, the item pool is reduced to 44 emotion 

descriptors, see Table 12, and they are used for further face and content validity 

check in the next stage; see Table 14. 

In the second stage, the face and content validity of the 44 emotion 

descriptors were assessed by 5 independent judges, including 3 marketing academics 

and 2 PhD students in consumer psychology. First, face validity is used to assess the 

extent to which the generated items “look valid” to measure emotions (Nunnally 

1978, Rossiter 2002, Johnson 2013). Based on this, independent judges were 

provided with the definition of emotions and criteria (6) to (8) used in the first stage 

and asked whether they think the 42 emotion descriptors can be classified as 

emotions. In the face reliability stage, 3 items are deleted for items with less than 

three of the five judges perceiving it as comprising an emotion.  
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Table 12. 44 emotion descriptors used in the item selection stage 

Emotion descriptors for the item selection process 

amazed hopeful 

amused humiliated 

angry/anger ironic 

annoyed irritated 

anxiety joy 

content/discontent like/dislike 

delighted love 

disappointed miserable 

disgusted optimism 

disproval pessimistic 

distressed pleased 

embarrassed put off 

enthusiastic sad 

envy sarcastic 

excitement/unexcited shame/ashamed 

fear surprised 

frustrated terrible 

glad thrilled 

grateful unpleasant 

gratitude upset 

guilty wishful 

happy worried 

 

The remaining 39 items were further processed to a reliability check. Given 

the criteria and definition of emotions, another 5 independent judges, who are 

marketing academics specialised in consumer psychology, were asked to categorise 

the remaining items into two categories, i.e. “emotion” and “non-emotion”. By 

calculating the proportional reduction in loss (PRL) reliability measure as suggested 

by Rust and Cooil (1994), the study reached reliability of 0.99 which shows an 

adequate level for advanced marketing research (Rust and Cooil 1994). In this stage, 

7 emotion descriptors are removed from the item pool.  

Then, content validity is applied to ensure that all emotional items accurately 

and adequately reflect the emotions toward BE strategies (DeVellis 2003, Snow 

2013). By assessing this, judges were asked to evaluate whether the 39 emotion 

descriptors can emerge in the BE encounter through a scale developed by 

Zaichkowsky (1985) with one item; “How representative is this emotion item at 

gauging consumers' emotional responses toward BE strategy?” on a three-point 



 

Page | 194  

scale, “clearly representative”, “somewhat representative” and “not representative”. 

Particularly, emotional items were retained if three of the five judges rated them as 

being “somewhat representative” or “clearly representative” in the BE context. This 

method is also employed by the previous scale development literature, including 

Webb and Peck (2015), Walsh and Beatty (2007) and Hosany and Gilbert (2010). 8 

items are deleted in the content validity check stage, which leaves 24 emotion 

descriptors in the item pool.  

6.4 Item Purification 

Having collected the 24 emotion descriptors in the item pool, the next step is to 

purify the measure by further eliminating or confirming the structure of the emotion 

measure (Churchill 1979). This is also a process to empirically examine the emotion 

measure with a BE-related dataset (Netemeyer et al. 2003). To purify the measure, 

both EFA and CFA were employed. The purpose of EFA is to (1) explore the factor 

structure of the measure and detect the relationship between variables and (2) 

eliminate some items from the measure which do not represent the BE context 

through the empirical BE data (Gorsuch 1988, Hair 2010). Conway and Huffcutt 

(2016, p. 147) state that EFA is “useful for refining measures, evaluating construct 

validity”. After exploring the factor structure, CFA can be used to confirm and 

validate the factor structure as well as examining the overall fit of the model to the 

data (Floyd and Widaman 1995). Therefore, through EFA and CFA, a parsimonious 

structure of the CER measure in the BE context can be finalised. 

6.4.1 Exploratory factor analysis 

6.4.1.1 Pretest – Stimuli selection 

To enhance the generalisability of the scale, the current study applied a scenario-

based approach by using real brands and BEs to record more accurate CER in the 

real consumption setting. Such an approach is commonly used in the previous scale 

development (e.g. Holbrook and Batra 1987, Sweeney and Soutar 2001, Spiggle et 

al. 2012), and BE research (e.g. Monga and Gurhan-Canli 2012, Monga and John 

2010). While a self-recall approach (asking respondents to recall their BE 

experience) is also commonly employed in previous scale development research (e.g. 

Hosany and Gilbert 2010, Bottger et al. 2017), it is suggested that such a recall 

technique may have some drawbacks, especially in a self-administered survey 
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(Bowling 2005). For example, respondents may be either unable to recall any 

relevant BE scenarios or take an incorrect example into account (Bowling 2005), 

such as brand alliance and other forms of partnership. In order to examine more 

accurate CER in the BE context for the purpose of establishing a BE-related 

measurement scale, the current study has decided to employ real brand and real BE 

scenarios.  

The real BE scenarios were collected from the previous qualitative inquiry 

stage. For the in-depth interview, the author asked participants to prepare some BE 

examples that they have seen prior to their interviews while for the open-ended 

questionnaire; the author asked respondents to write down some BE examples in a 

free-writing task. After analysing and selecting the right examples which are 

consistent with the definition of BE in the current research, 29 real BEs from 19 

brands are collected. To further select some of these BE examples for the main study, 

a pre-test was conducted by selecting those parent brands with the highest familiarity 

amongst consumers.  

UK adult respondents (n = 66) were recruited via ProA. This sample size has 

exceeded the ‘n = 25-30’ pre-test sample size criteria suggested by Aaker and Keller 

(1990). ProA was chosen because (1) the sample frame of the current study requires 

consumers in the UK and ProA provides more accessible subjects from the UK 

compared to other platforms such as MTurk; (2) the platform has high data quality 

and respondents’ naivety, which reflects the reliability of the panel (Peer et al. 2017); 

(3) this platform has also been used in previous marketing research (e.g. Harnish et 

al. 2018). In order to assure the quality of respondents, the current study recruits only 

respondents with an approval rate higher than 97%. Moreover, respondents who have 

lived in the UK for less than three months were not allowed to participate.  

Respondents were shown the 19 selected brands and asked about their 

familiarity with the brand (“Are you familiar with the brand?”), on a 7-point Likert-

type scale with anchors 1 = not familiar at all to 7 = very familiar (Mao et al. 2012). 

Following Monga and Gurhan-Canli (2012) and Riley et al. (2013) to select the most 

familiar brands, Tesco (M = 6.82, SD = .43), Apple (M = 6.70, SD = .58), KFC (M = 

6.76, SD = .66), Colgate (M = 6.67, SD = .64), and Cheeto (M = 6.07, SD = .53) 

were selected. To enhance the generalisability of the resulting scale, both vertical and 

horizontal BE stimuli were included, i.e. Tesco’s Finest (upward vertical extension), 

Apple’s iPhone 5C (downward vertical extension), Colgate’s Lasagne (horizontal 
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extension), KFC’s KPro (horizontal extension), and Cheeto’s Lip Balm (horizontal 

extension) were used. These stimuli can be found in Appendix 12. 

6.4.1.2 Sample Selection and Survey Administration 

UK adult respondents (n = 1309) were recruited via ProA. This sample size satisfies 

the subject-to-items ratio of 10:1 (Hair 2010) and the ratio of 2:1 and 5:1 (Kline 1979, 

MacCallum et al. 1999) respectively. These respondents were evenly and randomly 

allocated to one of the 5 versions of the questionnaire, containing one of the five 

pretested scenarios. This between-subject design is applied because (1) it can 

effectively avoid the “carry-over”, primacy and learning effects which would distort 

the measurement of emotional responses (McFadden 1986); (2) it can also avoid 

having a lengthy questionnaire which could yield fatigue effect (Field and Hole 2002); 

(3) the other scenarios involved in the questionnaire may be recalled by respondents 

and create response bias (Field and Hole 2002).  

For each of the versions, respondents were asked to report their emotional 

responses towards the BE strategy on a 7-point Likert-type scale, from “1=not at all” 

to “7=extremely”, with the statement “Please indicate to what extent do you feel each 

of these emotional reactions as a result of seeing this brand extension strategy?”. This 

follows other emotional response scale development studies (Nyer 1997, Hosany and 

Gilbert 2010). These emotional response items are drawn from the 24 remaining items 

from study 1. Considering recency, question order effects and common method bias, 

all items in the questionnaire were randomised (MacKenzie and Podsakoff 2012). 

6.4.1.3 Common factor analysis 

Common factor analysis was applied in the current study because it allows for 

exploring whether items belong to a construct through common variance while 

considering and removing the specific variance and measurement error. Conversely, 

the principal component analysis only summarises a large number of items and reduces 

them into different components without considering measurement error, which may 

affect the accuracy of estimation (Fabrigar et al. 1999, Matsunaga 2010). 

6.4.1.4 Method of extraction and rotation 

Maximum Likelihood (ML) was employed in the current study because it provides 

various indexes to illustrate the goodness-of-fit of the model and “allows statistical 

significance evaluation of the factor loadings and correlations among factors and the 
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computation of confidence intervals” (Fabrigar et al. 1999, p. 277). It is also 

suggested that ML can perform a more accurate estimation with continuous and 

multivariate normal data (Field 2013, Bollen 2014). This is consistent with the 

measurement of CER in the current research which follows the pertinent emotional 

scale development studies to record emotional responses through a continuous scale 

on 7-point Likert scales (Hosany and Gilbert 2010, Nyer 1997). Moreover, ML also 

provides the closest estimation and a smaller bias on the real population (Williamson 

and Slatkin 1999). For the rotation method, Direct Oblimin was used because it 

allows correlation between factors, which is recognised as more suitable for social 

science research (Osborne et al. 2008).  

6.4.1.5 Factor solution selection criteria 

There are various criteria to determine the number of factors, including Kaiser's 

eigenvalues-greater-than-1 rule, scree plot and Horn’s parallel analysis (Horn 1965, 

Kaiser 1974). Despite the most frequently use of Kaiser criterion and scree plot, 

previous literature has shown that parallel analysis can identify the most accurate 

number of factors (Henson and Roberts 2006, Dinno 2009). In addition, the 

following criteria were also considered in order to extract the most plausible factor 

solution (Osborne et al. 2008, Matsunaga 2010, Tabachnick et al. 2007, Fabrigar et 

al. 1999): 

1. A factor must have at least three items.  

2. Salient factor loading must be > .30. 

3. Factors should be interpretable and measuring the same construct with a 

high level of reliability (i.e. Cronbach alpha > .7).  

4. There should be sufficient (.3) discrepancy between salient and secondary 

or cross-loadings.    

6.4.1.6 Results – Two factors solution 

As shown in Table 13, the results indicate a two factors solution according to 

Kaiser's eigenvalue-greater-than-one rule. Based on this solution, the Kaiser-Meyer-

Olkin (KMO) is classified as ‘Marvelous’ as it is greater than .95 (Kaiser 1974). The 

Bartlett’s test of sphericity also suggests a significant level of factorability to conduct 

EFA (2 (276) = 27667.05, p < .001) (Hair 2010). This factor solution also explained 

65.79% of the total variance. To further determine the factor solution, the scree plot 

was inspected. It indicates a ‘big jump’ at the two factors solution while the third 
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factor only explains 2.96% of the additional variance. Horn’s parallel analysis was 

conducted using the SPSS syntax. The result further supports the two factors 

solution. Since items loaded on the two factors have satisfied the five criteria listed in 

the previous section, no further item is removed from this purification stage.  

Table 13. Eigenvalues, % of variance explained and loadings of questionnaire items 

on nine factors from a maximum likelihood analysis with a Direct Oblimin rotation 

(N = 1309) 

Items Positive emotions Negative emotions 

Delighted .88 
 

Joyful .88 
 

Glad .87 
 

Excited .87 
 

Pleased .86 
 

Happy .86 
 

Thrilled .86 
 

Hopeful .85 
 

Pleasant .81 
 

Optimistic .81 
 

Content .75 
 

Upset 
 

.83 

Angry 
 

.81 

Frustrated 
 

.81 

Miserable 
 

.81 

Sad 
 

.81 

Annoyed 
 

.80 

Distressed 
 

.77 

Irritated 
 

.77 

Anxious 
 

.77 

Shamed 
 

.72 

Worried 
 

.71 

Disappointed 
 

.70 

Disgusted 
 

.57 

Eigenvalue 11.02 5.45 

Total variance explained 45.90% 22.69% 

Cronbach alpha .97 .95 

Composite reliability (CR) .96 .95 

Average Variance Extracted 

(AVE) 

.71 .59 

Note: All loadings <.3 were suppressed. 
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 Factor 1 is labelled as ‘positive CER’ because it contains positive emotion 

descriptors, such as thrilled, happy, pleased, delighted. The factor accounts for 

45.90% of the total variance explained with an eigenvalue of 11.02. This factor 

contains 11 items with factor loadings ranging from .75 to .88. The commonalities 

ranged from .58 to .79 with an average of .71 which exceeds the required .6 criteria 

with a sample size above 250 (Field 2013). Cronbach Alpha shows an excellent 

internal consistency (α = .97) (Hair 2010).  

 Factor 2 is labelled as ‘negative CER’ because it contains negative emotion 

descriptors, such as angry, annoyed, distressed, anxious. The factor accounts for 

22.69% of the total variance explained with an eigenvalue of 5.45. This factor 

contains 13 items with factor loadings ranging from .57 to .83. The commonalities 

ranged from .47 to .71 with an average of .60 which still exceeds the required .6 

criteria. The Cronbach Alpha also reaches an excellent level of internal consistency 

(α = .95) (Hair 2010). 

6.4.2 Confirmatory factor analysis  

Following pertinent scale development studies (Spiggle et al. 2012, Zhu et al. 2017, 

Bottger et al. 2017), CFA was performed to examine (1) the latent structure of the 

CER scale and (2) the reliability and validity of the scale using AMOS 23 (Byrne 

2013). The current research conducts the CFA by using the same dataset as the EFA 

because of several reasons. First, the result from the EFA offers the simple two-

factor solution, i.e. positive and negative emotional responses. Such latent structure 

has already been verified by previous research (e.g. Watson et al. 1988). Therefore, 

there is limited contribution and implication of examining the latent structure using a 

new dataset. Second, the purpose of testing reliability and validity as well as the 

model fit indices will be reported in the subsequent studies. Third, the procedure of 

analysing both EFA and CFA using the same dataset has been informed by the 

previous scale developing research in marketing (e.g. Spiggle et al. 2012, Arnold and 

Reynolds 2003).  

The CFA results show that the two-factor model achieves adequate model fit 

(X2 = 727.24, df = 206, X2/df = 3.53, CFI = .98, SRMR = .06). The factor loadings 

are between 0.89 and 0.68. Another measurement model was also considered for 

comparison purposes by examining the one factor structure (He et al. 2019, Spiggle 

et al. 2012). The result indicates that the one-factor model has a worse model fit than 
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the original two-factor model ((ΔX2 (1) = 4863.02, p < .001): X2 = 5590.16, df = 

207, X2/df = 27.01, CFI = .81, SRMR = .21).  

6.4.3 Reliability and convergent validity 

Apart from this, the CFA model can also be used to further assess the 

reliability and convergent validity of the scale (Bottger et al. 2017). Reliability is the 

extent to which items of the same construct are measuring the same thing (Freling et 

al. 2010). This can be tested through the Cronbach’s Alpha (α) and composite 

reliability (CR). Convergent validity of the scale represents that the items of the same 

construct should be highly correlated with each other (Puligadda et al. 2012, 

Anderson and Gerbing 1988). Following pertinent scale development research, this 

can be reflected by the level of average variance extracted (AVE) by comparing with 

the threshold of .5 (Fornell and Larcker 1981). The results show that α, CR and AVE 

were all above the thresholds (α > .6; CR > .6; AVE > .5), indicating evidence for 

reliability and convergent validity (Voorhees et al. 2016), see Table 14.  

Having obtained support for reliability and convergent validity, the next 

application study using a scenario-based experiment will examine discriminant and 

predictive validities.  

6.5 Discriminant and Predictive Validities 

An application study was conducted through a scenario-based experiment with a real 

brand introducing a fictitious BE. This experimental design is commonly adopted in 

previous BE research (e.g. Dens and De Pelsmacker 2010a, Chang and Tseng 2015, 

Monga and Gurhan-Canli 2012). The purpose of collecting a second study is 

twofold. First, it can replicate and further validate the measurement model measuring 

the CER towards BEs in a scenario-based experiment setting with fictitious BE. 

Second, the questionnaire of the second study can include some attitudinal and 

behavioural variables which allow the current research to examine the discriminant 

and predictive validities. Discriminant validity refers to the fact that theoretically 

distinct constructs should be unrelated to other dissimilar or non-conceptually 

overlapping constructs (Zhu et al. 2015, Freling et al. 2010). This can be used to 

differentiate between CER and attitude towards the BE. Predictive validity is to 

examine whether the established scale can predict behaviours which are external to 

the measuring instrument itself (Nunnally 1978). 
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6.5.1 Experimental study 

6.5.1.1 Design 

Respondents were UK adults (n = 191), recruited from ProA, and were randomly 

assigned to one of the 2 experimental scenarios manipulating product category fit 

(higher versus low). Then, CER and respondents’ attitudinal and behavioural 

intentions were measured. These are used to determine the predictive validity of the 

CERBES. Product category fit was manipulated because (1) high and low product 

category fit BE scenarios can elicit more diversified CER, which allow the researcher 

to examine the effect of CER on respondents’ attitudinal and behavioural responses, 

(2) it is one of the most popularly used variables in the BE literature and recognised 

as a variable which can determine BE success (also see the literature review table in 

Chapter 2), and (3) the exploratory pilot studies, i.e. the open-ended survey and in-

depth interviews has indicated that BE with different levels of product category fit 

can evoke CER. Since this study does not emphasise the effects of product category 

fit, it has been measured and statistically controlled when analysing the causal effect 

of CER on respondents’ attitudinal and behavioural intentions, i.e. predictive 

validity. Figure 12 shows the conceptual model of this study. Testing this also 

provides an initial examination on H4 and H5. The sample size also exceeded the 

ideal minimum sample size for path analysis through the sample size to variable ratio 

of 20:1 (Jackson 2003), i.e. a minimum of 140 samples in a model with seven 

variables.   
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Figure 12. Conceptual model for testing predictive validity 

 

Note: High and low product category fit of BE were manipulated as stimuli to elicit respondents’ CER 

and the perception of product category fit was statistically controlled to examine the predictive 

validity of CER on respondents’ attitudinal and behavioural responses 

6.5.1.2 Stimuli development 

The study selected hotels as the focal product category because 1) it is not common 

for hotels to introduce BEs, which allows the study to avoid consumers’ previous 

knowledge or experience towards a hotel’s BE skewing the results; 2) hotels offer a 

wide range of services, such as spa, restaurant and airport shuttle, which suggests a 

potential for hotels to launch BEs.  

To create the two experimental scenarios, extensive pre-tests were employed 

to select a real brand with the highest brand familiarity and product categories for 

fictitious BEs which follow pertinent studies (e.g. Monga and Gurhan-Canli 2012). 

The pre-tests adopted existing 7-point Likert scales to examine brand familiarity 

(Simonin and Ruth 1998) and product category fit (Aaker and Keller 1990), see 

Appendix 4. The first pre-test (n = 77) was conducted to select the parent brand. The 

parent brand was selected based on: (1) the familiarity of the brand by UK 

consumers, (2) the market positioning of the brand, i.e. mid-range brands were 

considered because having luxury hotel brands may confound the results. Having 

considered these, six brands were used in the pre-test, including Ibis, Travelodge, 

Premier Inn, Jurys Inn, and Best Western. The results led us to select Premier Inn as 

the parent brand because it has the highest brand familiarity score among five other 
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hotel brands (Mfamiliarity = 6.72, SD = .54). To further verify that Premier Inn is a mid-

range brand, respondents were also asked to rate their perceived luxuriousness of the 

brand on the statement “I would consider “Premier Inn” as a luxury brand” with the 

7-point Likert scale from 1 = strongly disagree to 7 = strongly agree. One sample t-

test was employed to compare the respondents’ perception and the mean of the scale. 

The result indicates that the perceived luxuriousness of Premier Inn was no different 

from the mid-point, suggesting Premier Inn as a mid-range brand (t(77) = -.87, 

p > .10).  

The second pre-test (n = 72) was conducted to select the BE product 

categories which can represent high and low product category fit. The results of this 

pre-test had indicate to selected laundry as high product category fit (Mhighfit = 5.24, 

SD = 1.40) while banking service as low product category fit (Mlowfit = 2.18, SD = 

1.42; t(71) = 15.24, p < .001).  

6.5.1.3 Procedure 

The experimental questionnaire started by providing brief information about the 

parent brand. After this, respondents were randomly assigned to one of the two 

scenarios and presented the information about the brand extending to the allocated 

product category. Then, respondents were asked to rate on the CER scale and 

attitudinal and behavioural intentions scales. Following this, respondents were asked 

to rate their extended product category involvement as a controlled variable of the 

study due to it potentially affecting consumers’ emotional responses to the BE (e.g. 

Flaherty and Pappas 2000). The questionnaire finished with some demographic 

questions and a debrief. 

6.5.1.4 Measures 

All items were adapted from the existing literature and measured using a 7-point 

Likert scale (1 = strongly disagree to 7 = strongly agree), see Appendix 4 for full 

description of these measures. CER were measured by the established scale with 

twenty-four-item: ‘I feel (emotional item) toward this (parent brand) introducing 

(BE)’ (α = .97, CR = .97, AVE = .74 for positive CER; α = 0.92, CR = .92, AVE 

= .50 for negative CER). Purchase intention was adapted from (Dall'Olmo Riley et 

al. 2013) with 3 items: likely, would consider and very probable (α = .97, CR = .96, 

AVE = .90). Attitude towards BE was adapted from Aaker and Keller (1990) and 

Pryor and Brodie (1998) with 3 items, such as ‘overall, this [BE scenario] is 
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favourable to me’ (α = .95, CR = .95, AVE = .82). Attitude towards the parent brand 

was adapted from Grohmann (2009) with three-item: positive, like, favourable (α 

= .98, CR = .97, AVE = .93). Boycotting tendency on the parent brand was adapted 

from Xie et al. (2014) and Lindenmeier et al. (2012) with four-item, such as ‘I will 

advise my family and friends against buying products from (parent brand)’ and ‘I 

will advise other consumers against buying products from (parent brand)’ (α = 0.91, 

CR = .81, AVE = .52). WOM tendency was adapted from Frenzen and Nakamoto 

(1993) and Zhang et al. (2014) with 3 items: ‘certain to tell’, ‘very likely to tell’ and 

‘probably will tell’ (α = 0.97, CR = .97, AVE = .91). The model achieved an 

adequate model fit (X2 = 1161.57, df = 731, p < .01, X2/df = 1.59, CFI = .97, SRMR 

= .06). Cronbach Alpha, CR, AVE were all above thresholds, demonstrating good 

internal and composite reliabilities as well as convergent validity.   

6.5.1.5 Manipulation check 

A manipulation check was conducted on product category fit manipulations. An 

independent t-test showed that the product category fit manipulation was successful, 

the product category fit score for laundry (M = 4.39, SD = 1.95) being significantly 

higher than banking services (M = 2.14, SD = 1.29; t(93) = 6.62, p<.001).  

6.5.2 Discriminant validity 

To examine discriminant validity, the current study adopts the procedures suggested 

by Fornell and Larcker (1981). In particular, the study assesses whether the positive 

and negative CER dimensions are empirically different from the other five 

behavioural and attitudinal intentions variables as measured in the current study, i.e. 

attitude towards BE, attitude towards the parent brand, purchase intention, boycotting 

tendency on the parent brand, and WOM tendency. The behavioural intention 

variables were chosen because positive and negative CER are conceptually related 

to, but different from, the consumers’ future behavioural intentions on the BE. 

Moreover, following the conceptual definition in Chapter 3 and the previous emotion 

research (Hosany and Gilbert 2010), attitude towards the BE and the parent brand 

were considered because they should differ from CER. To statistically assess 

discriminant validity, the AVEs of the positive and negative CER should be larger 

than the squared correlation of the five behavioural and attitudinal constructs (Fornell 

and Larcker 1981), see Table 14. As shown in Table 14, the AVE for positive CER 

(AVE = .74) and negative CER (AVE = .50) exceed the square of their correlation 
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with attitude towards BE, attitude towards the parent brand, purchase intention, 

boycotting intention, and WOM tendency. These results demonstrate that CERBES 

has achieved adequate discriminant validity.  

6.5.3 Predictive validity 

Path analysis was employed to examine the predictive validity with the measured 

five behavioural and attitudinal variables. Since the two manipulated scenarios 

involved different product categories and level of product category fit, product 

category involvement and product category fit (both measured by 7-point Likert 

scale) were entered as covariates. Product category involvement was adapted from 

(Dens and De Pelsmacker 2010b) with three-item, such as ‘Choosing among 

different (extension product category) products is an important decision to me.’ and 

‘Choosing among different (extension product category) products require a lot of 

thoughts.’ (α = 0.89). Product category fit was adopted from Aaker and Keller (1990) 

with three items: ‘I think this [BE] is similar/logical/appropriate to Premier Inn’.  

The results show that CERBES can significantly predict consumers’ 

behavioural and attitudinal outcomes. For positive CER, the results show that higher 

positive CER can significantly lead to higher WOM tendency (β = .46, p < .001), 

purchase intention (β = .40, p < .001), attitude towards BE (β = .38, p < .001), and 

attitude towards the parent brand (β = .35, p < .001). However, positive CER does 

not influence consumers’ boycotting intention (β = .06, p > .10, insignificant). The 

findings not only provide support for the predictive validity, but also provide initial 

support for H4a, c, d, e.  

For negative CER, the findings show that it can also significantly predict 

most measured behavioural and attitudinal outcomes. Specifically, higher negative 

CER can lead to lower purchase intention (β = -.22, p < .05), attitude towards BE (β 

= -.12, p < .01), and attitude towards the parent brand (β = -.20, p < .01). Higher 

negative CER can also positively influence boycotting intention (β = .30, p < .001). 

However, there is no significant relationship between negative CER and WOM 

tendency (β = .12, p > .10, insignificant). These results suggest a good predictive 

validity and initial support for H5b, c, d and e.  
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Table 14. Reliability, average variance extracted and correlation 

Variables α CR AVE Attitude 

towards 

parent 

brand 

Positive 

emotional 

responses 

Negative 

emotional 

responses 

Purchase 

intention 

Word-

of-

mouth 

Attitude 

towards BE 

Boycotting 

Attitude towards 

parent brand 

.98 .97 .93 
       

Positive emotional 

responses 

.97 .97 .74 .61  
     

Negative emotional 

responses 

.92 .92 .50 -.40 -.23 
     

Purchase intention .97 .96 .90 .59 .67 -.28 
    

Word-of-mouth .97 .97 .91 .39 .50 -.14 .59 
   

Attitude towards BE .95 .95 .82 .72 .77 -.41 .79 .55 
  

Boycotting .91 .81 .52 -.18 .06 .36 -.03 -.05 -.09  
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6.6 Chapter Summary 

This chapter explained the rationale of developing a new CER measure specifically 

in the BE context by illustrating the limitations of the previous emotion scales and 

the need to contextualise emotion descriptors.  

 Following the scale development process (Churchill 1979), this chapter firstly 

discussed the qualitative inquiry of generating emotion descriptors for the CERBES. 

In order to enhance generalisability, the scale development process also considers 

various BE scenarios, including both vertical and horizontal extensions. Then, 

through the item selection process, some items were eliminated based on the criteria 

used for emotions in the current research. The quantitative survey, analysed through 

EFA and CFA, indicated the factor structure of the measurement scale with a two-

factor solution, i.e. positive and negative CER. The results of the CFA suggested that 

such a two-factor solution has achieved an adequate model fit and passed the 

convergent validity as well as the reliability checks. Finally, a scenario-based 

experiment was conducted and confirmed the discriminant and predictive validity of 

the CERBES. The findings of this study demonstrated that positive and negative 

CERs are distinct from other related but conceptually different variables. The 

predictive validity check also showed that CERBES can significantly influence 

consumers’ behavioural and attitudinal outcomes.  

 The development of the CERBES of this preliminary study provides a scale 

for the subsequent studies to examine the proposed hypotheses, i.e. Chapter 7. These 

studies can also further verify the predictive validity of the CERBES and the external 

validity by applying the scale in different studies with different BE stimuli (Spiggle 

et al. 2012).  
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Chapter 7. Main Studies  

7.0 Introduction 

After the preliminary study which developed the CERBES to contextualise CER 

descriptors for measuring CER in the BE context, this chapter will present a series of 

scenario-based experiments to examine the conceptual model, according to the 

proposed hypotheses in Chapter 4.  

This chapter will include four main studies of the current research and 

address the corresponding hypotheses. A summary of the proposed hypotheses can 

be found in Table 15.  

First, Study 1 aims to investigate whether the mechanism of CAT can explain 

the elicitation of CER in the BE context, i.e. the appraisal-emotion relationship. Such 

a study addresses H1, H2 and H3, which investigate the causal relationship between 

cognitive appraisal dimensions, i.e. goal congruence, goal relevance and certainty 

respectively, and CER. The conceptual model of the study is shown in Figure 13. 

This study also addresses research objective 1, suggesting that cognitive appraisal 

dimensions could be one of the factors influencing CER.  

While Study 1 points out the causal relationship of cognitive appraisal 

dimensions and CER, it does not take into account the roles of (1) BE characteristics 

(product category fit), (2) consumers’ personal characteristics (emotional brand 

attachment), and (3) branding characteristics of the BE (brand name structure).  

To further examine the integrated model, Study 2a will first examine how the 

product category fit, as one of the most frequently used BE characteristics variables 

(also see the literature review table in Chapter 2), can influence the cognitive 

appraisal process and CER as well as consumers’ attitudinal and behavioural 

responses. To address the impact of consumers’ emotional brand attachment, Study 

2a also measures the level of emotional brand attachment and analyse its moderation 

effect on the relationship between product category fit and cognitive appraisal 

dimensions. Then, to enhance the generalisation and external validity of the results, 

Study 2b will be conducted as a replication study on the interaction effect of product 

category fit and emotional brand attachment by manipulating consumers’ levels of 

emotional brand attachment using experimental vignette with a fictitious brand, 
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which follows pertinent study (Fedorikhin et al. 2008) (see Appendix 3). The 

conceptual model of this study can be seen in Figure 16. 

Study 3 will focus on the effect of brand name structure by manipulating the 

family branding and sub-branding scenarios and examine the effect on the cognitive 

appraisal process and consumers’ responses. The conceptual model of this study can 

be found in Figure 19.  

Study 4 aims to replicate results from previous studies and include more 

consumers’ attitudinal measures as DVs, such as BE denial and parent brand 

avoidance. More importantly, this study includes some behavioural measures as 

DVs, such as WTP, willingness to sign up for future BE information, and willingness 

to sign up for a free BE sample (Morales et al. 2017).
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Table 15. A summary of proposed hypotheses 

Hypothesis Statements Relevant Study(ies) 

H1: A goal congruent BE consumption situation would elicit (a) higher positive CER and (b) lower 

negative CER compared to a goal incongruent BE consumption situation. 

Study 1 

H2: A goal relevant BE consumption situation would elicit stronger (a) positive CER and (b) negative 

CER compared to a goal irrelevant BE consumption situation.   

Study 1 

H3: A certainty-based BE consumption situation would elicit (a) higher positive CER and (b) lower 

negative CER compared to an uncertainty-based BE consumption situation. 

Study 1 

H4: Positive CER will lead to positive attitudinal and behavioural responses, including (a) higher WOM 

tendency, (b) lower boycotting tendency on the parent brand, (c) higher purchase intention, (d) higher 

attitude towards the parent brand, (e) higher attitude towards the BE, (f) lower parent brand avoidance, 

(g) lower BE denial, (h) higher WTP, (i) higher willingness to sign up for future BE information, and, (j) 

higher willingness to sign up for a free BE sample. 

Preliminary Study and  

Studies 1, 2, 3, 4 

H5: Negative CER will lead to negative attitudinal and behavioural responses, including (a) lower WOM 

tendency, (b) higher boycotting tendency on the parent brand, (c) lower purchase intention, (d) lower 

attitude towards the parent brand, (e) lower attitude towards the BE, (f) higher parent brand avoidance, 

(g) higher BE denial, (h) lower WTP, (i) lower willingness to sign up for future BE information, and, (j) 

lower willingness to sign up for a free BE sample. 

Preliminary Study and  

Studies 1, 2, 3, 4 

H6: High (versus low) product category fit can lead to higher positive CER; such an effect is mediated 

by cognitive appraisal dimensions, i.e. (a) goal congruence, (b) goal relevance, and (c) certainty.  

Studies 2a, 4 

H7: High (versus low) product category fit can lead to lower negative CER; such an effect is mediated 

by cognitive appraisal dimensions, i.e. (a) goal congruence, (b) goal relevance, and (c) certainty.  

Studies 2a, 4 

H8: Emotional brand attachment positively moderates the effects of product category fit on cognitive 

appraisal dimensions, i.e. (a) goal congruence, (b) goal relevance, and (c) certainty, so that the effects of 

Studies 2a, 2b, 4 
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product category fit on positive CER are stronger for consumers with higher (versus lower) emotional 

brand attachment. 

H9: Emotional brand attachment positively moderates the effects of product category fit on cognitive 

appraisal dimensions, i.e. (a) goal congruence, (b) goal relevance, and (c) certainty, so that the effects of 

product category fit on negative CER are weaker for consumers with higher (versus lower) emotional 

brand attachment.  

Studies 2a, 2b 

H10: Family branding strategy, compared to sub-branding, can positively moderate the effects of product 

category fit on cognitive appraisal dimensions, i.e. (a) goal congruence, (b) goal relevance, and (c) 

certainty, so that the effects of product category fit on positive CER will be stronger. 

Studies 3, 4 

H11: Sub-branding strategy, compared to family branding, can positively moderate the effects of product 

category fit on cognitive appraisal dimensions, i.e. (a) goal congruence, (b) goal relevance, and (c) 

certainty, so that the effects of product category fit on negative CER will be weaker with the use of sub-

branding (versus family branding) strategy. 

Studies 3, 4 
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7.1 Study 1: The Effects of Cognitive Appraisal Dimensions on Consumers’ 

Emotional Responses in the Context of Launching Brand extensions 

7.1.1 Design 

UK respondents (n = 353 in total) were recruited from ProA to participate in one of 

the three sub-studies to examine each of the proposed appraisal dimensions on CER; 

Study 1a for goal congruence (n = 123), Study 1b for goal relevance (n = 110), and 

Study 1c for certainty (n = 120) (see Figure 13). To ensure adequate sample size, a 

power analysis was performed using G*Power, a statistical software which conducts 

power analysis. Using an alpha of .05, for an 80% power to detect effects with a 

medium effect size of Cohen's F = .30 in a between-subject one-way ANCOVA, the 

sample size of the three sub-studies exceeds the minimum of 90 observations as 

indicated by the power analysis (Cohen 1988). The respondents’ demographics are 

shown in Table 16. 
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Table 16. Respondents' demographics of Study 1 
  

Study 1a (n = 

123) 

Study 1b (n = 

110) 

Study 1c (n = 

120) 

Data collection 

platform 

 
Prolific 

Academic 

Prolific 

Academic 

Prolific 

Academic   
Frequ

ency 

(n) 

Percen

tage 

(%) 

Frequ

ency 

(n) 

Percen

tage 

(%) 

Frequ

ency 

(n) 

Percen

tage 

(%) 

Gender Male 31 25.2 35 31.8 46 38.3 
 

Female 92 74.8 75 68.2 74 61.7 

Ethnicity White 107 87 98 89.1 112 93.3 
 

Black/ African/ 

Caribbean/ Black 

British 

4 3.3 0 0 1 0.8 

 
Asian/ Asian British 6 4.9 9 8.2 4 3.3 

 
Mixed/ Multiple 

ethnic group 

4 3.3 3 2.7 1 0.8 

 
Other 1 0.8 0 0 0 0 

 
Prefer not to say 1 0.8 0 0 2 1.7 

Employment 

status 

Employed full time 66 53.7 62 56.4 54 45 

 
Employed part time 28 22.8 20 18.2 28 23.3 

 
Unemployed 13 10.6 14 12.7 17 14.2 

 
Retired 1 0.8 1 0.9 2 1.7 

 
Student 10 8.1 10 9.1 13 10.8 

 
Prefer not to say 5 4.1 3 2.7 6 5 

Highest 

education level 

attained 

No qualifications 1 0.8 0 0 1 0.8 

 
Professional 

qualifications 

3 2.4 4 3.6 2 1.7 

 
GCSE/ O levels 12 9.8 12 10.9 9 7.5 

 
A levels/ secondary 

or high school 

graduate 

27 22 26 23.6 33 27.5 

 
Diploma level 16 13 9 8.2 11 9.2 

 
Bachelor's degree 49 39.8 44 40 43 35.8 

 
Master's degree 13 10.6 13 11.8 19 15.8 

 
PhD 2 1.6 0 0 2 1.7 

 
Other qualifications 0 0 2 1.8 0 0 

Nationality United Kingdom 123 100 110 100 120 100 
  

Mean S.D. Mean S.D. Mean S.D. 
 

Age 35.82 12.53 35.91 10.98 35.83 12.29 
 

Income level £25,62

7.96 

13971.

12 

£27,16

0.90 

14572.

75 

£26,95

4.93 

16162.

01 

 



 

Page | 214  

Figure 13. The conceptual model of study 1 

 

7.1.2 Stimuli development 

Written stories about a BE encounter were provided to respondents to manipulate the 

appraisal dimensions, which followed relevant studies (e.g. Nyer 1997, Roseman 

1991). To enhance the realism and help respondents to recall a real BE situation, the 

study used clothing and accessories as the focal product category to extend to 

furniture and homeware products across the three sub-studies because such BE is 

relatively common in the sampling country, such as Zara Home, H&M Home and 

Primark Home. Meanwhile, in order to reduce the bias of a real brand, this study 

used a fictitious brand “ABC Brand” as the focal brand (Fedorikhin et al. 2008).  

Respondents were asked to imagine themselves in the written experimental 

scenario. The experiment story across the three sub-studies started with a scenario 

where subjects were introduced to the original clothing and accessories products of 

the ABC brand and realised the ABC brand is introducing furniture and homeware 

products. Then, subjects were told that they are planning to move home and looking 

for some stylish furniture and homeware products for the new home.  

To manipulate goal (in)congruence (Study 1a), subjects were told that ‘the 

furniture and homeware products introduced by the ABC brand look great (tacky) 

and are (not) the ideal stylish designs which you are hoping and looking for’. To 

manipulate goal (ir)relevance (Study 1b), the study followed Nyer’s (1997) vignette 

to tell subjects that they are ‘moving home within two months (in two years)’. To 

manipulate (un)certainty (Study 1c), subjects were told that they went to the ABC 

brand store (searched online) and looked at the furniture and homeware products 

introduced by the ABC brand and are very confident (not sure) that these products 
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can meet their expectations’. All written experiment scenarios have achieved an 

adequate readability score of above 60 (Kincaid et al. 1988). Appendix 2 shows the 

details of the experimental vignette for all three cognitive appraisal dimensions. 

Justifications of using these manipulated scenarios can be found in Chapter 5, section 

5.4.1.1.    

Three pre-tests (n = 50 for each pre-test) were conducted and demonstrated 

successful manipulations across the three appraisal dimensions; the goal relevance 

score for goal relevance scenario (M = 5.18, SD = .88) is significantly higher than 

the goal irrelevance scenario (M = 4.06, SD = 1.26; t(48) = 3.58, p < .01); the goal 

congruence score for the goal congruence scenario (M = 5.04, SD = .80) is 

significantly higher than the goal incongruence scenario (M = 2.23, SD = 1.26; t(48) 

= 9.22, p < .01); the certainty score for the certainty scenario (M = 5.92, SD = .82) is 

significantly higher than the uncertainty scenario (M = 4.85, SD = 1.26; t(48) = 3.53, 

p < .01).  

7.1.3 Procedure 

The questionnaire started by presenting the written experimental scenario. Then, 

respondents were asked to rate the appraisal dimension scale for the manipulation 

check. Following this, they were asked to rate on the CER and product category 

involvement (entered as a covariate) scales. The questionnaire finished with some 

demographic questions and a debrief. 

7.1.4 Measures 

The sample questionnaire of this study, including all the manipulated scenarios of the 

appraisal dimensions, can be found in Appendix 13 for Study 1a,   
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Appendix 14 for Study 1b and Appendix 15 for Study 1c. All items were measured 

using a 7-point Likert scale (1 = strongly disagree to 7 = strongly agree). Appendix 4 

shows the full statements of these measures. CER and product category involvement 

scales were adopted from Study 1. Goal relevance was adapted from Ma et al. (2013) 

with four-item, such as ‘matter’ and ‘means a lot’ (α = 0.92). Goal congruence was 

adapted from Hosany (2012) with three-item, such as ‘To what extent do you think 

the ABC’s furniture and homeware product is consistent to what you wanted to 

achieve?’ and ‘To what extent do you see ABC’s furniture and homeware product 

important in achieving your goals/needs/desires?’ (α = 0.92). Certainty was adapted 

from Lerner and Keltner (2000) with three-item, for example, ‘In terms of (the brand 

extension situation), how well do you understand what is happening in the 

situation?’ and ‘In terms of (the brand extension situation), how certain are you 

about what will happen with the situation?’ (α = 0.87). Models across three sub-

studies have achieved adequate model fit; Study 1a (goal congruence) (X2 = 592.21, 

df = 452, p < .01, X2/df = 1.31, CFI = .97, SRMR = .08), Study 1b (goal relevance) 

(X2 = 795.22, df = 515, p < .01, X2/df = 1.54, CFI = .93, SRMR = .07), and Study 1c 

(X2 = 618.77, df = 478, p < .01, X2/df = 1.29, CFI = .96, SRMR = .08). Cronbach 

Alpha for positive and negative CER ranged from 0.93 to 0.98 across three sub-

studies. AVE and CR are all above thresholds across the three sub-studies. Detailed 

Cronbach Alpha, CR, AVE and descriptive statistics for all measurement scales can 

be found in Table 17. Appendix 5 shows the descriptive statistics for all 

measurement items. 

7.1.5 Manipulation check 

The manipulation check demonstrated successful appraisal dimensions manipulation. 

The goal relevance score for the goal relevance scenario (M = 4.96, SD = 1.10) was 

significantly higher than the goal irrelevance scenario (M = 4.32, SD = 1.14; t(108) = 

2.95, p < .01); the goal congruence score for the goal congruence scenario (M = 5.25, 

SD = .82) was significantly higher than the goal incongruence scenario (M = 2.18, 

SD = 1.33; t(121) = 15.42, p < .01); the certainty score for the certainty scenario (M 

= 5.91, SD = .69) was significant higher than the uncertainty scenario (M = 4.60, SD 

= 1.33; t(118) = 6.81, p < .01). 
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Table 17. Reliability, validity and descriptive statistics for Study 1 

Study 1a 

Variable Cronbach Alpha Average Variance 

Extracted (AVE) 

Composite reliability 

(CR) 

Mean SD 

1. Goal congruence 

(group) 

- - - - - 

2. Positive emotional 

response 

.98 .83 .98 3.30 1.68 

3. Negative emotional 

response 

.95 .62 .95 1.78 .98 

Study 1b 

1. Goal relevance (group) - - - - - 

2. Positive emotional 

response 

.96 .70 .96 4.05 1.31 

3. Negative emotional 

response 

.96 .68 .97 1.27 .63 

Study 1c 

1. Certainty (group) - - - - - 

2. Positive emotional 

response 

.97 .73 .97 3.92 1.45 

3. Negative emotional 

response 

.93 .56 .94 1.40 .64 
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7.1.6 Results 

Since the study only involves the manipulated scenarios (coded as dummy variables 

as an independent variable) and CER measure on an interval scale (as a dependent 

variable), ANCOVA was used to analyse the subsequent results. Product category 

involvement and the other two irrelevant appraisal dimensions were entered as a 

covariate. For example, in Study 1a, goal congruence was manipulated in the written 

scenario, goal relevance and certainty dimensions were measured and used as 

covariates. The findings of different cognitive appraisals on positive and negative 

CER can be found in Figure 14 and Figure 15 respectively.  

The results of Study 1a show that positive CER was higher in the goal 

congruence scenario (M = 4.66, SE = .14) than the goal incongruence scenario (M = 

2.15, SE = .14; F (1, 120) = 157.52, p < .001, ηp2 = .57); negative CER is lower in 

the goal congruence scenario (M = 1.47, SE = .12) than the goal incongruence 

scenario (M = 2.14, SE = .12; F (1, 120) = 16.03, p < .001, ηp2 = .12). Hence, H1a 

and H1b are supported. 

The results of Study 1b show that positive CER was higher in the goal 

relevance scenario (M = 4.35, SE = .17) than the goal irrelevance scenario (M = 3.73, 

SE = .17; F (1, 107) = 6.71, p < .05, ηp2 = .06); negative CER is insignificant (F (1, 

107) = .82, p > .10, ηp2 = .01). Hence, only H2a is supported. 

The results of Study 1c show that positive CER was higher in the certainty 

scenario (M = 4.29, SE = .18) than the uncertainty scenario (M = 3.56, SE = .18; F 

(1, 117) = 8.04, p < .01, ηp2 = .06); negative CER is lower in the certainty scenario 

(M = 1.28, SE = .08) than the uncertainty scenario (M = 1.52, SE = .08; F (1, 117) = 

4.36, p < .05, ηp2 = .04). Hence, H3a and H3b are supported. 
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Figure 14. Appraisal dimensions on positive CER 

 

Figure 15. Appraisal dimensions on negative CER 
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7.1.7 Discussion 

As the first research in the BE context investigating the CER, the research proposes 

that CAT can be used to explain how CER can be elicited in the BE context. In 

response to this, study 1 confirms that the cognitive appraisal dimensions in the CAT 

can generally influence CER.  

 The findings of goal congruence indicate that the more consistent the BE 

situation and consumers’ consumption goals, the higher positive CER can be elicited. 

The results also suggest that a goal congruent (versus a goal incongruent) BE 

situation can lead to a lower negative CER. The results can be explained by the way 

that consumers are able to recognise how a consumption goal consistent BE can help 

them achieve their consumption expectations and needs (Martin et al. 2005). As 

such, the findings are consistent with the CAT which postulates that goal congruence 

can determine the valence of emotional response.   Furthermore, these findings 

extend the previous BE research, which suggest that consumers’ goal congruence of 

a BE situation can influence their evaluation of BE (Martin and Stewart 2001, Martin 

et al. 2005), to the emotional outcome perspective.  

 Certainty (versus uncertainty) has also been found to be a key cognitive 

appraisal dimension which determines positive or negative CER. Particularly, when 

consumers possess sufficient knowledge or information to predict the outcome of the 

BE situation, they will have higher positive CER and lower negative CER than when 

consumers cannot predict the outcome of the BE. While the findings are consistent 

with the predictions of the present research and the suggestion by previous BE 

research that consumers engage in anticipating the outcome of the BE in the pre-

consumption condition (Milberg et al. 2010, Bee and Madrigal 2013), it suggests that 

such anticipation with different levels of certainty about the outcome of the BE can 

further elicit CER. In terms of anticipation, the results of the certainty dimension are 

also consistent with the previous BE findings regarding consumers’ perceived risk, 

which indicate that higher perceived risks lead to a less favourable evaluation of the 

BE (Kim and Park 2019, DelVecchio and Smith 2005).  

 Finally, although consumers have higher positive CER in the goal relevance 

(versus goal irrelevance) condition, the study finds that there is no difference 

between a goal relevant and a goal irrelevant BE condition on negative CER. 

Although the latter is inconsistent with the prediction of the study, it could be 
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explained by the information processing efforts that consumers expend to evaluate 

the BE under the two conditions. When the BE situation is relevant to the consumer, 

they tend to use more processing efforts to make sense of the BE situation (Meyvis 

and Janiszewski 2004, Ahluwalia and Gurhan-Canli 2000). Therefore, they are more 

likely to have stronger positive CER. At the same time, since consumers’ cognitive 

efforts rationalise their perception of the BE situation, they are unlikely to have 

negative CER. On the other hand, when the BE situation is goal-irrelevant to 

consumers, inattentional blindness may lower the cognitive efforts of consumers, 

which leads to weaker CER (Levine and Edelstein 2009). Therefore, in both goal 

relevant and irrelevant BE situations, consumers will not have different degrees of 

negative CER but the processing efforts in the goal relevant situation makes the 

difference in positive CER elicitation compared to the goal irrelevant situation.  

 Although this study has provided an overview of CAT and its underlying 

cognitive appraisal dimensions predicting CER in the BE context, it does not 

consider the specific characteristics of (1) the BE, (2) the consumers, and (3) the 

branding strategy used to introduce the BE. These characteristics of the BE stimulus 

are considered as the key to activate the cognitive appraisal process (Ellsworth and 

Scherer 2003). Therefore, Studies 2 to 4 take these factors into consideration and 

further examine the cognitive appraisal process in the BE context.    

7.2 Study 2a – The Effects of Product Category Fit and Emotional Brand 

Attachment on Consumers’ Responses to Brand Extensions Through the 

Cognitive Appraisal Process 

7.2.1 Design 

Study 2 was conducted to examine the effects of product category fit and emotional 

brand attachment, both independently and interactively, on CER and consumers’ 

attitudinal and behavioural outcomes through appraisal dimensions. The conceptual 

model of this study can be found in Figure 16. The study manipulated product 

category fit and measured the emotional brand attachment by using a real brand with 

fictitious BE in the experiment. Such an experimental design is popularly used in 

pertinent studies (e.g. Monga and Gurhan-Canli 2012, Mariadoss et al. 2010). The 

use of a fictitious BE can avoid the effect of consumers’ previous experience of the 

BE (Kirmani et al. 1999). UK respondents (n = 208) were recruited from ProA and 
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randomly assigned to one of the two experimental scenarios manipulating the levels 

of BE’s product category fit (high versus low). The respondents’ demographics are 

shown in Table 18. 

Table 18. Respondents' demographics of Study 2a 
  

Study 2a (n = 208) 
 

Data collection platform Prolific Academic 
  

Frequency 

(n) 

Percentage 

(%) 

Gender Male 71 34.1 
 

Female 137 65.9 
 

Prefer not to say 0 0 

Ethnicity White 181 87 
 

Black/ African/ Caribbean/ Black 

British 

9 4.3 

 
Asian/ Asian British 11 5.3 

 
Mixed/ Multiple ethnic group 5 2.4 

 
Other 2 1 

 
Prefer not to say 0 0 

Employment status Employed full time 109 52.4 
 

Employed part time 38 18.3 
 

Unemployed 25 12 
 

Retired 3 1.4 
 

Student 25 12 
 

Prefer not to say 8 3.8 

Highest education level 

attained 

No qualifications 0 0 

 
Professional qualifications 3 1.4 

 
GCSE/ O levels 31 14.9 

 
A levels/ secondary 59 28.4 

 
Diploma level 15 7.2 

 
Bachelor's degree 74 35.6 

 
Master's degree 22 10.6 

 
PhD 3 1.4 

 
Other qualifications 1 0.5 

Nationality United Kingdom 208 100 
 

United States 0 0 
  

Mean S.D. 
 

Age 33.43 10.97 
 

Income level £26,969.36 23494.6 
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Figure 16. Conceptual model of Study 2 

 

7.2.2 Stimuli development 

The study used toothpaste as the focal product category because 1) the targeted 

population of the study (UK adults) are generally familiar and have relevant 

experience with the product, which can enhance the internal validity, 2) brands are 

strongly associated with this product category, which shows potential for creating 

fictitious BE scenarios; 3) toothpaste is regularly and frequently used by general 

consumers, which may show a potential of having a stronger (weaker) emotional 

brand attachment. Colgate was selected as the focal brand because it is a well-known 

brand and has the most market share in the UK for toothpaste (Statista 2018).  

A pre-test (n = 73) was conducted to further select BE product categories 

representing high and low levels of product category fit, which is measured by the 

scale developed by Aaker and Keller (1990). Four product categories were provided 

to respondents, including chewing gum, instant noodles, Cola and shaving cream. 

These were chosen because (1) respondents are generally familiar with these product 

categories, and (2) Colgate and other toothpaste brands in the UK market has not 

introduced a product in those product categories, which can avoid respondents 

recalling their experience with respective products introduced by other brands. To 

reduce response bias, the order of these four scenarios was randomised. Respondents 

were asked to imagine that Colgate is planning to introduce the product and rate their 

perception of the product category fit. The results show that the product category fit 

for chewing gum (M = 5.75, SD = 1.08) has the highest level of product category fit 

and is significantly higher than instant noodles (M = 1.22, SD = .50), which has the 

lowest level of product category fit.  
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7.2.3 Procedure 

Respondents were first presented brief information about the brand and rated it on 

the brand familiarity scale as a manipulation check to ensure that respondents in both 

experimental scenarios are familiar with Colgate as the parent brand used in the main 

study. Then, they rated on the emotional brand attachment scale before being 

randomly assigned to one of the two product category fit scenarios. Having read the 

experimental manipulation, respondents rated the product on the category fit scale 

(used as a manipulation check). After this, they rated the CER on the appraisal 

dimensions scales. Finally, respondents rated on the attitudinal and behavioural 

intention scales and the product category involvement scale (as entered as a 

covariate). The questionnaire finished with a thank you message and a debrief. 

7.2.4 Measures 

The product category fit, product category involvement, three cognitive appraisal 

dimensions, and CER measures were adapted from Study 1 using 7-point Likert 

scales (see Appendix 4 for the full statements of these measures). Emotional brand 

attachment was adapted from Thomson et al. (2005) with ten-item, such as 

Affectionate, loved, peaceful and friendly (α = 0.96). The sample questionnaire of 

Study 2a can be found in Appendix 16. Cronbach Alpha for other scales ranged from 

0.89 to 0.98 which showed sufficient reliability, see Table 19 for more details. The 

model achieved an adequate model fit (X2 = 3037.493, p < .01, df = 2171, X2/df = 

1.40, CFI = .94, SRMR= .06). AVEs and CRs of the variables were all above 

thresholds (AVE > .5; CR > .7). The correlation matrix for the measurement scales 

can be found in Table 19. The descriptive statistics of the measurement items can be 

found in the Appendix 6. 
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Table 19. Reliability, validity and correlation matrix for measurement scales in Study 2a 

Study 2a 

Variable Cronbach 

Alpha 

Average 

Variance 

Extracted 

(AVE) 

Composite 

reliability 

(CR) 

1 2 3 4 5 6 7 8 9 10 11 12 

1. Product 

category fit 

(group) 

- - - -            

2. 

Emotional 

brand 

attachment 

.96 .71 .96 -.04            

3. Goal 

congruence 

.90 .76 .90 .58** .19**           

4. Goal 

relevance 

.96 .88 .97 .50** .42** .69**          

5. Certainty .89 .73 .89 .65** .03 .64** .50**         

6. Positive 

emotional 

response 

.96 .71 .96 .40** .42** .57** .67** .42**        

7. Negative 

emotional 

response 

.95 .61 .95 -.58** .14 -.49** -.29** -.52** -.27**       

8. Purchase 

intention 

.97 .92 .97 .60** .22** .65** .68** .58** .62** -.51**      
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9. Attitude 

towards the 

parent 

brand 

.98 .94 .98 .62** .15 .60** .52** .55** .44** -.55** .67**     

10. Attitude 

towards the 

BE 

.90 .77 .91 .61** .25** .63** .68** .67** .61** -.57** .66** .62**    

11. WOM 

tendency 

.97 .91 .97 .08 .27** .26** .46** .15 .43** -.08 .47** .25** .34**   

12. 

Boycotting 

tendency on 

the parent 

brand 

.91 .72 .91 -.15 .21** -.09 .06 -.10 -.01 .42** -.15 -.31** -.23** .10  

Mean - 3.03 2.59 2.29 3.79 2.21 1.93 3.49 4.72 3.54 3.64 1.84 

SD - 1.43 1.64 1.58 1.81 1.22 1.17 1.21 1.90 1.90 1.80 1.27 

Variable Inflation Factors (VIF) 3.63 1.52 4.34 2.62 2.75 2.01 1.61 - - - - - 

**: Indicates significance at the p ≤ 0.01 level of confidence. 
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7.2.5 Manipulation check 

As predicted, the brand familiarity of Colgate achieved a high familiarity score (M = 

6.95, SD = .24) on a 7-point Likert scale. 

The product category fit manipulation was also successful with the product 

category fit of chewing gum (M = 5.32, SD = 1.34) significantly higher than instant 

noodles (M = 1.29, SD = .63; t(206) = -27.77, p < .001).  

7.2.6 Results 

Since the model involves the mediation effect of cognitive appraisal dimensions and 

the moderation effect of emotional brand attachment, path analysis was employed to 

analyse the data through AMOS 23 software suite (He et al. 2019). A results 

summary table of the path coefficient in relation to the proposed hypotheses can be 

found in Table 20 for results related to positive CER; see Table 21 for negative CER.  

7.2.6.1 The effects of product category fit on CER through appraisal dimensions (H6, 

H7) 

To examine H6 on the effects of product category fit on positive CER through 

appraisal dimensions, the results show that the main effect of product category fit can 

positively and significantly affect all three appraisal dimensions; goal congruence (β 

= .83, p < .001), goal relevance (β = .63, p < .001) and certainty (β = .77, p < .001). 

Meanwhile, only goal congruence (β = .24, p < .05) and goal relevance (β = .46, p 

< .001) were significant on positive CER. This indicates that only goal congruence 

and goal relevance can be the potential mediators on positive CER (Baron and Kenny 

1986, Hayes 2009). A further mediation analysis via bootstrapping for 5000 times 

indicates that goal congruence and goal relevance can fully mediate the effect of 

product category fit on positive CER (β = .53, SE = .09, 95% CI = [.37, .70], p < .01) 

because the main effect of product category fit on positive CER became insignificant 

(β = -.03, p > .10). Hence, H6a and H6b are supported. 

In terms of the negative CER (H7), while the product category fit is 

significant on all three cognitive appraisal dimensions as stated earlier, only certainty 

(β = -.19, p < .05) was significant on negative CER. Hence, only certainty can be the 

potential cognitive appraisal mediator on negative CER (Baron and Kenny 1986, 

Hayes 2009). Another mediation analysis was performed for negative CER; the 

results showed that certainty can partially mediate the relationship between product 
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category fit and negative CER (β = -.20, SE = .10, 95% CI = [-.02, -.40],  p < .05) 

because the main effect of product category fit on negative CER remained significant 

(β = -.33, p < .01). The results obtained support for H7c. 

7.2.6.2 The interaction effect of product category fit and emotional brand attachment 

on CER through appraisal dimensions (H8, H9) 

To examine the moderating effects of emotional brand attachment on the relationship 

between product category fit and CER through appraisal dimensions, the moderating 

variable was first standardised, i.e. emotional brand attachment. Then, the interaction 

term was calculated through the standardised emotional brand attachment and 

product category fit (a categorical variable representing the experimental treatment) 

for path analyses (He et al. 2019).  

For H8, which looks at the moderating effects on positive CER, the results 

indicate that the interaction term of product category fit and emotional brand 

attachment is significant only on goal congruence (β = .14, p < .05) and goal 

relevance (β = .31, p < .001). Then, only goal relevance has a significant effect on 

positive CER (β = .29, p < .001). This indicates a potential moderated mediation 

effect. Therefore, a moderated mediation analysis was performed, which showed that 

goal relevance partially mediates the interaction effect of product category fit and 

emotional brand attachment on positive CER (β = .12, SE = .04, 95% CI = [.05, .22], 

p < .01).  

Simple slope analysis was performed to show the effect of each level of 

emotional brand attachment on the relationship between product category fit and goal 

relevance (Dawson and Richter 2006). In the high emotional brand attachment 

condition, a positive relationship between product category fit and goal relevance can 

be strengthened (t(204) = 11.06, p < .001), while the moderating effect of low 

emotional brand attachment is much weaker (t(204) = 2.40, p < .05). The interaction 

effect of product category fit and emotional brand attachment on goal relevance has 

been shown in Figure 17. Based on this, consumers with a higher level of emotional 

brand attachment will elevate the positive relationship between product category fit 

and positive CER through the cognitive appraisal of goal relevance. Therefore, H8b 

is supported. 
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Figure 17. Interaction effect of product category fit and emotional brand attachment 

on goal relevance in Study 2a 

 

Then, H9 is examined to find out whether emotional brand attachment can 

positively moderate the relationship between product category fit and negative CER 

through cognitive appraisal dimensions. Although the interaction term of product 

category fit and emotional brand attachment are significant on both goal congruence 

and goal relevance, these cognitive appraisal dimensions do not significantly affect 

negative CER. Therefore, emotional brand attachment does not moderate the impact 

of product category fit on cognitive appraisal dimensions. Consequently, H9 is not 

supported.  

7.2.6.3 The effects of CER on consumers’ attitudinal and behavioural intentions (H4, 

H5) 

The results also confirm a significant positive relationship between positive CER and 

purchase intentions (β = .63, p < .001), attitude towards the parent brand (β = .48, p 

< .001), attitude towards BE (β = .64, p < .001), WOM tendency (β = .42, p < .001) 

but not on boycotting tendency on the parent brand (β = -.04, p > .10). Therefore, 

H4a, H4c, H4d, and H4e are supported.  

To further examine the effect of negative CER on consumers’ attitudinal and 

behavioural intention outcomes, the results confirm that negative CER have a 

significant negative relationship with purchase intentions (β = -.58, p < .001), attitude 
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towards parent brand (β = -.58, p < .001), and attitude towards BE (β = -.61, p 

< .001); and, a positive effect on boycotting tendency (β = .40, p < .001). However, 

no significant effect is found for WOM tendency on the parent brand (β = -.14, 

p > .10). Therefore, the findings support H5b, H5c, H5d, and H5e.  
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Table 20. Path Coefficients of Study 2a, Positive CER 

Study 2a – Positive CER 

 Model 1 (H6) Model 2 (H8) 

Paths Standardised Path 

Coefficients (β) 

Critical Ratios Standardised Path 

Coefficients (β) 

Critical Ratios 

Fit → Goal Congruence .84*** 18.76 .83*** 19.83 

Fit → Goal Relevance .63*** 10.67 .60*** 12.15 

Fit → Certainty .77*** 15.84 .77*** 15.80 

Fit → Positive CER -.01 -.12 .12 1.22 

EBA → Goal Congruence   .12* 2.16 

EBA → Goal Relevance   .18** 2.87 

EBA → Certainty   -.002 -.03 

EBA → Positive CER   .10 1.45 

Fit x EBA → Goal Congruence   .14* 2.55 

Fit x EBA → Goal Relevance   .31*** 4.75 

Fit x EBA → Certainty   .08 1.31 

Fit x EBA → Positive CER   .21** 2.95 

Goal Congruence → Positive CER .24* 2.34 .18^ 1.84 

Goal Relevance → Positive CER .46*** 6.25 .29*** 3.76 

Certainty → Positive CER .05 .64 .07 .84 

Mediation analysis (Fit → Appraisal 

Dimensions → Positive CER) 

 Mediation analysis (Fit x EBA → 

Appraisal Dimensions → Positive CER) 

95% Confidence Interval with 5000 

bootstrapping samples 

β = .53, SE = .09, 95% CI = [.37, .70], p 

< .01 

β = .12, SE = .04, 95% CI = [.05, .22], p 

< .01 

 Model 3 (H4) 

Paths Standardised Path Coefficients (β) Critical Ratios 

Positive CER → Purchase intention .63*** 11.55 

Positive CER → attitude towards the 

parent brand 

.48*** 7.74 
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Positive CER → attitude towards the BE .64*** 11.81 

Positive CER → WOM tendency .42*** 6.65 

Positive CER → Boycotting tendency on 

the parent brand -.04 

-.63 

***: significance at the p < .001 level of confidence;  

**: significance at the p < .01 level of confidence;  

*: significance at the p < .05 level of confidence; 

^: significance at the p < .10 level of confidence; 

Fit: Product category fit; 

EBA: Emotional brand attachment; 

CER: Consumers’ emotional response 
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Table 21. Path coefficient of Study 2a, negative CER 

Study 2a – Negative CER 

 Model 1 (H7) Model 2 (H9) 

Paths Standardised Path 

Coefficients (β) 

Critical Ratios Standardised Path 

Coefficients (β) 

Critical Ratios 

Fit → Goal Congruence .84*** 18.76 .83*** 19.83 

Fit → Goal Relevance .63*** 10.67 .60*** 12.15 

Fit → Certainty .77*** 15.84 .77*** 15.80 

Fit → Negative CER -.33** -3.14 -.27* -2.53 

EBA → Goal Congruence   .12* 2.16 

EBA → Goal Relevance   .18** 2.87 

EBA → Certainty   -.002 -.03 

EBA → Negative CER   .16* 2.11 

Fit x EBA → Goal Congruence   .14* 2.55 

Fit x EBA → Goal Relevance   .31*** 4.75 

Fit x EBA → Certainty   .08 1.31 

Fit x EBA → Negative CER   -.02 -.28 

Goal Congruence → Negative CER -.03 -.23 -.06 -.53 

Goal Relevance → Negative CER -.04 -.54 -.11 -1.26 

Certainty → Negative CER -.19* -2.16 -.18* -2.04 

Mediation analysis (Fit → Appraisal 

Dimensions → Negative CER) 

 Mediation analysis (Fit x EBA → 

Appraisal Dimensions → Negative CER) 

95% Confidence Interval with 5000 

bootstrapping samples 

β = -.20, SE = .10, 95% CI = [-.02, -.40],  

p < .05 

No moderated mediation effect is observed.  

 Model 3 (H5) 

Paths Standardised Path Coefficients (β) Critical Ratios 

Negative CER → Purchase intention -.58*** -9.27 

Negative CER → attitude towards the 

parent brand 

-.58*** -9.33 
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Negative CER → attitude towards the BE -.61*** -10.10 

Negative CER → WOM tendency -.14^ -1.95 

Negative CER → Boycotting tendency on 

the parent brand 

.40*** 

 

6.03 

***: significance at the p < .001 level of confidence;  

**: significance at the p < .01 level of confidence;  

*: significance at the p < .05 level of confidence; 

^: significance at the p < .10 level of confidence; 

Fit: Product category fit; 

EBA: Emotional brand attachment; 

CER: Consumers’ emotional response 
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7.2.7 Discussion 

While the previous research has confirmed the causal effect of cognitive appraisal 

dimensions on CER in the BE context, the aim of Study 2 is to examine the cognitive 

appraisal process with the consideration of specific BE characteristics (product 

category fit) and consumers’ personal factors (emotional brand attachment). The 

results of Study 2 reveal that (1) product category fit can influence consumers’ 

cognitive appraisal process and elicit both positive and negative CER (H6 and H7); 

(2) emotional brand attachment can strengthen the effect of product category fit on 

positive CER through the appraisal dimension of goal relevance (H8b).  

These results are mainly consistent with the prediction of the current research 

and the CAT that when consumers are exposed to the BE stimulus, the characteristics 

of the BE can influence consumers’ subjective appraisal of the BE situation, which 

precede CER (Lazarus and Folkman 1984). Moreover, such an effect also depends 

on consumers’ personal factor in which the personal commitment and self-brand 

connection of the emotional brand attachment can explain the elevation of positive 

CER (Ellsworth and Scherer 2003, Thomson et al. 2005). 

While the results are promising, there are limitations to its generalisability. 

First, the data is only collected from one country, i.e. the UK. Second, the results are 

limited to the context of one specific brand (Colgate) extending to two product 

categories (chewing gum and instant noodles). Third, this study uses a real brand and 

measured consumers’ levels of emotional brand attachment. Such emotional brand 

attachment may be influenced by the idiosyncratic properties of the real brand 

(Fedorikhin et al. 2008), although the same brand has been used across the two 

manipulated scenarios. Therefore, to enhance the generalisability of the results of the 

interaction effect between product category fit and emotional brand attachment, 

Study 2b was conducted in the US with the use of a fictitious brand with a 

manipulation vignette to manipulate high versus low levels of emotional brand 

attachment.  
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7.3 Study 2b – Replication Study on the Product Category Fit and 

Emotional Brand Attachment Interaction Effect on the Cognitive Appraisal 

Process 

7.3.1 Design 

Study 2b aims to enhance the robustness and generalisability of the interaction effect 

of Study 2 by manipulating the emotional brand attachment and collect data from the 

US. Therefore, Study 2b employs a 2 (product category fit: high versus low) x 2 

(emotional brand attachment: high versus low) between-subject design was 

employed with 185 US adult respondents collected from Mturk, another data 

collection website similar to ProA which is recognised to provide high quality and 

reliable data from US respondents (Paolacci and Chandler 2014), and it is commonly 

used by previous marketing research (Goodman and Paolacci 2017). An illustration 

of the experimental design can be found in Appendix 9. The respondents’ 

demographics are shown in Table 22.  

Table 22. Respondents' demographics of Study 2b 
  

Study 2b (n = 185) 
 

Data collection platform Amazon Mechanical Turk 
  

Frequency 

(n) 

Percentage 

(%) 

Gender Male 91 49.2 
 

Female 91 49.2 
 

Prefer not to say 3 1.6 

Ethnicity White 137 74.1 
 

Black/ African/ Caribbean/ Black 

British 

15 8.1 

 
Asian/ Asian British 19 10.3 

 
Mixed/ Multiple ethnic group 11 5.9 

 
Other 2 1.1 

 
Prefer not to say 1 0.5 

Employment status Employed full time 150 81.1 
 

Employed part time 16 8.6 
 

Unemployed 9 4.9 
 

Retired 4 2.2 
 

Student 2 1.1 
 

Prefer not to say 4 2.2 

Highest education level 

attained 

No qualifications 1 0.5 

 
Professional qualifications 4 2.2 

 
GCSE/ O levels/ High school 

diploma (US) 

17 9.2 



 

Page | 237  

 
A levels/ secondary/ high school 

graduate (US) 

28 15.1 

 
Diploma level 20 10.8 

 
Bachelor's degree 92 49.7 

 
Master's degree 17 9.2 

 
PhD 3 1.6 

 
Other qualifications 3 1.6 

Nationality United Kingdom 0 0 
 

United States 185 100 
  

Mean S.D. 
 

Age 37.77 10.38 
 

Income level USD$52266

.73 

34088.66 

 

7.3.2 Stimuli development 

The study used airline services as the focal product category. This is chosen because 

(1) while the previous study has examined the effect on goods, extending the results 

to the service sector can further enhance the generalisability of the study, (2) airlines 

have started introducing new services in other sectors, such as EasyJet’s EasyCoffee 

and EasyHotel, which demonstrate the potential extendibility of airline brands and 

also enhance the realism of the experiment, and (3) the research conducted by Yeung 

and Wyer (2005) suggests that consumers have emotional bonds with airline brands, 

which can also be seen practically by the popular use of loyalty and frequent flyer 

programmes.  

Following previous research of manipulating emotional brand attachment 

through experimental vignette (Fedorikhin et al. 2008), a fictitious brand called 

‘ABC Airlines’ was used. A pre-test (n = 67) was conducted to select product 

categories and the results indicated that the product category fit of a travel agency (M 

= 5.69, SD = 1.48) is significantly higher than that of a hair salon (M = 3.21, SD = 

2.16; t(66) = 7.67, p < .001).  

We adapted the emotional brand attachment manipulation scenario by 

Fedorikhin et al. (2008) to manipulate high versus low emotional brand attachment 

(Appendix 3). The results from another pre-test (n = 44) indicate a successful 

emotional brand attachment manipulation (MhighEBA = 4.56, SD = 1.37 versus 

MlowEBA = 3.39, SD = .95; t(42) = -3.22, p < .01).   
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7.3.3 Procedure 

The questionnaire started with brief information about ABC Airlines. Then, 

respondents were randomly assigned to one of the four experimental scenarios, see 

Appendix 9. Following this, respondents were asked to rate on the emotional brand 

attachment and product category fit scales as manipulation checks. Then, the CER, 

attitudinal and behavioural intentions and product category involvement measures 

(entered as a covariate) were recorded. The questionnaire finished with some 

demographic questions. Upon completion, all respondents were thanked and 

debriefed.  

7.3.4 Measures 

All measurements were adopted from Study 2a. The sample questionnaire of Study 

2b can be found in Appendix 17. Cronbach Alpha ranged from 0.84 to 0.98, 

demonstrating good scale reliability. The model also achieves an adequate model fit 

(X2 = 1195.75, p < .01, df = 728, X2/df = 1.64, CFI = .95, SRMR = .05). AVE and 

CR were above the thresholds. The detailed reliability scores, validity scores and 

correlation matrix for the measurement scales can be found in Table 23. The 

descriptive statistics of the measurement items can be found in the Appendix 6.
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Table 23. Reliability, validity and correlation matrix for measurement scales in Study 2b 

Study 2b 

Variable Cronbach 

Alpha 

Average 

Variance 

Extracted 

(AVE) 

Composite 

reliability 

(CR) 

1 2 3 4 5 6 7 8 9 10 11 12 

1. Product 

category fit 

(group) 

- - - -            

2. 

Emotional 

brand 

attachment 

(group) 

- - - .09            

3. Goal 

congruence 

.92 .94 .84 .58** .31**           

4. Goal 

relevance 

.96 .89 .89 .66** .42** .62**          

5. Certainty .84 .84 .64 .54** .27** .60** .56**         

6. Positive 

emotional 

response 

.98 .98 .82 .54** .41** .60** .52** .57**        

7. Negative 

emotional 

response 

.98 .98 .80 -.26** .07 .06 -.03 -.11 -.01       
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8. Purchase 

intention 

.97 .97 .92 .52** .31** .68** .63** .62** .64** -.04      

9. Attitude 

towards the 

parent 

brand 

.97 .97 .92 .52** .35** .62** .59** .56** .62** -.21** .64**     

10. Attitude 

towards the 

BE 

.97 .96 .86 .59** .31** .68** .67** .66** .69** -0.10 .68** .60**    

11. WOM 

tendency 

.98 .98 .94 .39** .30** .67** .56** .50** .60** -0.07 .64** .66** .66**   

12. 

Boycotting 

tendency on 

the parent 

brand 

.95 .95 .83 -.22** .06 .03 -.10 -.03 -.09 .29** .04 -.13 -.01 .06  

Mean - - 3.48 3.08 4.55 3.31 1.63 4.22 5.05 4.29 4.24 1.63 

SD - - 1.86 1.67 1.53 1.71 1.13 1.90 1.49 1.80 1.99 .99 

Variable Inflation Factors (VIF) 2.36 1.35 3.15 4.38 2.17 3.42 1.18 - - - - - 

**: Indicates significance at the p ≤ 0.01 level of confidence. 
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7.3.5 Manipulation check 

The manipulation of product category fit was successful. The product category fit 

score in the high product category fit condition (M = 5.74, SD = 1.13) is significantly 

higher than in the low product category fit condition (M = 2.19, SD = 1.48; t(368) = 

26.00, p < .001).  

The manipulation of emotional brand attachment was also successful. The 

emotional brand attachment score in the high emotional brand attachment condition 

(M = 4.67, SD = 1.31) is significantly higher than the low emotional brand 

attachment condition (M = 3.35, SD = 1.39; t(368)= 9.34, p < .001).  

7.3.6 Results 

Following the previous study, path analyses were employed to examine the model. 

The path coefficients of this replication study have been summarised in Table 24.  

To examine the interaction effect of product category fit and emotional brand 

attachment on positive CER through appraisal dimensions, we first looked at the 

relationship between the interaction term and the appraisal dimensions. In line with 

Study 2a, the results indicate that the interaction effect of product category fit and 

emotional brand attachment is only also significantly and positively affecting goal 

relevance (β = .35, p < .001). Then, the effect of goal relevance on positive CER is 

also (β = .56, p < .001). A further moderated mediation analysis was performed via 

bootstrapping for 5000 times to examine the goal relevance as a mediator in the 

model. The result shows that goal relevance partially mediate the interaction effect 

on positive CER (β = .18, SE = .07, 95% CI = [.05, .33], p < .01) because the 

interaction effect can still significantly and positively influence positive CER after 

the mediator is being added to the model (β = .21, p < .01). 

The results of the simple slope analysis show that in the high emotional brand 

attachment condition, the positive relationship between product category fit and goal 

relevance is being strengthened (t(181) = 10.42, p < .001). Such an effect is weaker 

in the low emotional brand attachment condition, albeit significant (t(181) = 5.09, p 

< .001). Such an interaction effect is visually shown in Figure 18. Therefore, this 

replication study verifies the results from Study 2, which gains further support for 

H8b.  



 

Page | 242  

Figure 18. Interaction effect of product category fit and emotional brand attachment 

on goal relevance in Study 2b 

 

Although Study 2a suggests that the negative effect of product category fit on 

negative CER will not be influenced by emotional brand attachment, this study 

examines such an effect to ensure the result is not due to the experimental design of 

Study 2a, such as the selected product categories and the real brand. The effect of the 

interaction term is only significant for goal relevance (β = .35, p < .01). However, the 

effect of goal relevance on negative CER is insignificant (β = .23, p > .05). The 

moderated mediation analysis via bootstrapping for 5000 times demonstrates that the 

mediation effect is insignificant (β = .08, SE = .06, 95% CI = [-.04, .20], p > .10). 

Consequently, the result further confirms that H9 is not supported.  

We also obtained further support for CER on behavioural and attitudinal 

intention outcomes. For positive CER on attitudinal and behavioural intentions, the 

results also confirm a significant positive relationship between positive CER and 

purchase intentions (β = .58, p < .001), attitude towards BE (β = .64, p < .001), 

attitude towards the parent brand (β = .59, p < .001), and WOM tendency (β = .52, p 

< .01). The effect on boycotting tendency on the parent brand is, again, insignificant 

(β = -.10, p > .10). Therefore, the results confirm the support of H4a, H4c, H4d, and 

H4e.  

For negative CER on attitudinal and behavioural intentions, the results 

confirm that negative CER has significant negative relationships with purchase 

intentions (β = -.37, p < .001), attitude towards BE (β = -.35, p < .001), and attitude 
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towards parent brand (β = -.21, p < .01). Moreover, negative CER has a positive 

effect on boycotting tendency on the parent brand (β = .29, p < .001). Consistent with 

the results from previous studies, negative CER does not impact consumers’ WOM 

tendency (β = -.08, p > .05). Therefore, H5b, H5c, H5d, and H5e are supported.
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Table 24. Path coefficient of Study 2b 

Study 2b – Positive CER 

 Model 1 (H8) 

Paths Standardised Path Coefficients (β) Critical Ratios 

Fit → Goal Congruence .54*** 6.78 

Fit → Goal Relevance .41*** 6.12 

Fit → Certainty .53*** 6.06 

Fit → Positive CER -.15* -2.25 

EBA → Goal Congruence .27*** 3.52 

EBA → Goal Relevance .17* 2.54 

EBA → Certainty .25** 2.95 

EBA → Positive CER -.03 -.53 

Fit x EBA → Goal Congruence -.04 -.44 

Fit x EBA → Goal Relevance .35*** 4.17 

Fit x EBA → Certainty -.05 -.50 

Fit x EBA → Positive CER .21** 2.78 

Goal Congruence → Positive CER .23** 3.28 

Goal Relevance → Positive CER .56*** 7.85 

Certainty → Positive CER .03 1.43 

Mediation analysis (Fit x EBA → Appraisal Dimensions → Positive CER) 

95% Confidence Interval with 5000 

bootstrapping samples 

β = .68, SE = .07, 95% CI = [.05, .33], p < .01 

 Model 2 (H4) 

Paths Standardised Path Coefficients (β) Critical Ratios 

Positive CER → Purchase intention .72*** 19.93 

Positive CER → attitude towards the 

parent brand 

.65*** 15.23 

Positive CER → attitude towards the BE .77*** 21.79 

Positive CER → WOM tendency .59 13.70 
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Positive CER → Boycotting tendency on 

the parent brand 

-.08 

 

-1.48 

 Model 2 (H5) 

Negative CER → Purchase intention -.37 -5.48 

Negative CER → attitude towards the 

parent brand 

-.21 -3.09 

Negative CER → attitude towards the BE -.35 -5.03 

Negative CER → WOM tendency -.08 -1.19 

Negative CER → Boycotting tendency on 

the parent brand 

.29*** 

 

4.04 

***: significance at the p < .001 level of confidence;  

**: significance at the p < .01 level of confidence;  

*: significance at the p < .05 level of confidence; 

^: significance at the p < .10 level of confidence; 

Fit: Product category fit; 

EBA: Emotional brand attachment; 

CER: Consumers’ emotional responses 
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7.3.7 Discussion 

The findings of Study 2 confirm that the characteristics of the BE stimulus and its 

interaction effect with consumers’ emotional brand attachment can influence the 

cognitive appraisal dimensions, which further affect CER and consumers’ 

behavioural and attitudinal responses. Specifically, when consumers evaluate the 

product category fit of a BE stimulus, both positive and negative CER can be 

elicited. For positive CER, such an effect can be explained by consumers’ evaluation 

of the goal congruence and goal relevance of the BE stimulus with different levels of 

product category fit. On the other hand, consumers’ evaluation of certainty can 

explain consumers’ negative emotional responses. However, the partial mediation 

effect of certainty on negative CER may indicate that consumers’ evaluation of 

product category fit remains as a very important factor influencing negative CER.  

These findings extend and contribute to both BE and CAT literature by 

indicating that when consumers are exposed to a BE stimulus, they will have an 

emotional response to the BE. While previous BE research investigates how 

consumers’ affect towards the parent brand or mood states can influence their BE 

evaluations (e.g. Barone et al. 2000, Barone and Miniard 2002, Barone 2005, 

Martinez and Pina 2010), this study shows that the emotional responses elicited by 

the BE can also influence consumers’ attitudinal and behavioural intentions. 

Furthermore, the study contributes to the CAT literature by demonstrating 

that apart from the majority of the CAT application research in CSR and service 

experience contexts (Soscia 2007, Antonetti and Maklan 2014a, Antonetti and 

Maklan 2016), product category fit of BEs can also be one of those stimuli which can 

influence CER through the cognitive appraisal process. This is consistent with the 

proposition of cognitive appraisal theorists which suggests that an individual’s 

information processing of the BE characteristics as the stimuli can elicit emotional 

responses (Ellsworth and Scherer 2003, Lazarus and Folkman 1984).  

Apart from the direct effect of product category fit on the cognitive appraisal 

process, the study also measures consumers’ emotional brand attachment and 

investigates the moderating role of emotional brand attachment. The results suggest 

that emotional brand attachment can strengthen the positive relationship of product 

category fit on positive CER through the cognitive appraisal of goal relevance. 

Adding to the research on the impact of emotional brand attachment on consumers’ 
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evaluation of BEs (Fedorikhin et al. 2008, Thomson et al. 2005), this study indicates 

that consumers’ personal commitment and self-connection with the BE introduced by 

the parent brand can positively moderate the relationship between product category 

fit and positive CER towards the BE. However, the results indicate that emotional 

brand attachment cannot reduce the negative CER caused by low product category fit 

BEs. This is similar to the previous research which suggests that when consumers 

with high emotional brand attachment expose to a low product category fit BE, they 

fail to recognise such BE as a member of the parent brand (Fedorikhin et al. 2008). 

This indicates a boundary condition in which emotional brand attachment may not 

exert its influence. Finally, the findings of the moderating of emotional brand 

attachment also address the call for research to investigate the how the combination 

of incidental and integral emotions can influence consumers’ decision making 

(Achar et al. 2016, Lerner et al. 2015, So et al. 2015). By using emotional brand 

attachment as an incidental emotion and CER as an integral emotion, this study 

demonstrates that the incidental emotion on the parent brand can benefit consumers 

to have a more positive CER to BEs. However, the incidental emotion on the parent 

brand cannot reduce consumers negative CER to BEs.    

Although Study 2 confirms that personal factors (i.e. emotional brand 

attachment) can enhance the positive CER caused by the product category fit of the 

BE, it remains unknown what brands can do to reduce negative CER caused by the 

product category fit of the BE, especially when the product category fit is low. Based 

on this, as proposed in the current research based on the CAT, branding strategy by 

enhancing the level of novelty of the appraisal situation through sub-branding (versus 

family branding) to the extended product may influence the effect of product 

category fit on CER (Ellsworth and Scherer 2003). Based on this, Study 3 was 

conducted to examine such an effect and address H10 and H11.  

7.4 Study 3 – The Effect of Bran Name Structure as a Branding Factor on 

the Relationship between Product Category Fit and Cognitive Appraisal Process  

7.4.1 Design 

Study 3 aims to examine the effects of different brand name structure on the 

relationship between product category fit and CER through the cognitive appraisal 

process. Therefore, Study 3 employed a 2 (product category fit: high versus low) x 2 
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(brand name structure: family branding versus sub-branding) between-subject design 

with 370 US adult respondents collected from Mturk. The conceptual model of Study 

3 can be seen in Figure 19. An illustration of the experimental design of this study 

can be found in Appendix 10. The respondents’ demographics are shown in Table 

25. 

Table 25. Respondents' demographics of Study 3 
  

Study 3 (n = 370) 
 

Data collection platform Amazon Mechanical Turk 
  

Frequency 

(n) 

Percentage 

(%) 

Gender Male 194 52.4 
 

Female 171 46.2 
 

Prefer not to say 5 1.4 

Ethnicity White 277 74.9 
 

Black/ African/ Caribbean/ Black 

British 

42 11.4 

 
Asian/ Asian British 24 6.5 

 
Mixed/ Multiple ethnic group 13 3.5 

 
Other 9 2.4 

 
Prefer not to say 5 1.4 

Employment status Employed full time 262 70.8 
 

Employed part time 51 13.8 
 

Unemployed 24 6.5 
 

Retired 18 4.9 
 

Student 6 1.6 
 

Prefer not to say 9 2.4 

Highest education level 

attained 

No qualifications 0 0 

 
Professional qualifications 3 0.8 

 
High school diploma (US) 27 7.3 

 
High school graduate (US) 49 13.2 

 
Diploma level 45 12.2 

 
Bachelor's degree 182 49.2 

 
Master's degree 44 11.9 

 
PhD 6 1.6 

 
Other qualifications 14 3.8 

Nationality United States 370 100 
  

Mean S.D. 
 

Age 40.39 12.26 
 

Income level USD$54312.

73 

36061.1 
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Figure 19. Conceptual model of Study 3 

 

7.4.2 Stimulus development 

First, following Study 2b, Study 3 uses airlines as the focal product category. To 

reduce the idiosyncratic properties of the real brand which may affect the response, 

Study 3 follows Study 2b to use a fictitious brand name, i.e. ‘ABC Airlines’. The 

extended product categories were also adopted from Study 2b; a hair salon 

representing low product category fit extension and a travel agency representing high 

product category fit extension.  

Having selected the focal product category and extension product categories, 

a pre-test (n = 70) was conducted to select an appropriate sub-brand name for both 

the hair salon and the travel agency. This procedure follows the study conducted by 

Sood and Keller (2012) to use a sub-brand name which can reflect a favourable 

product positioning in the extension product categories. Furthermore, it is important 

to ensure that the favourability of the two sub-brand names does not differ in the high 

versus low product category fit conditions in order to reduce the confounding effect. 

To do this, a list of 5 brand names for each product category was used in the pre-test. 

The selection of the two sub-brand names was based on two criteria; (1) these brand 

names have a generally high favourability, and (2) the favourability of these two 

brand names should be indifferent (Sood and Keller 2012). To measure this, the 

favourability of sub-brand name measure was adapted from Sood and Keller (2012) 

with one item, asking ‘How much do you like the [sub-brand name] in the context of 

the [extension product category]?’ on a 7-point Likert scale (1 = ‘do not like at all’, 

and 7 = ‘like very much’). The results suggest ‘Global Travel’ for travel agency (M = 

4.89, SD = 1.58) and ‘Studio Salon’ for hair salon (M = 4.80, SD = 1.38; t(69) = .45, 
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p > .10). For family branding, ‘ABC Airlines Travel Agency’ and ‘ABC Airlines 

Hair Salon’ were used, which followed pertinent studies (e.g. Sood and Keller 2012).  

7.4.3 Procedure 

The experimental questionnaire is similar to that used in Study 2b. In particular, 

respondents were first given brief information about ABC Airlines. Then, they were 

randomly assigned to one of the four experimental scenarios, see Appendix 10. 

Following this, respondents were asked to rate the product category fit as a 

manipulation check. The favourability of the sub-brand name was recorded to rule 

out the possible confounding effect. After the manipulation check, CER was 

recorded by asking respondents to rate according to the given experimental scenario. 

Then, attitudinal and behavioural intentions and product category involvement 

measures (entered as a covariate) were recorded. Finally, the questionnaire recorded 

respondents’ demographics. Upon completion, participants were debriefed and 

thanked for their participation.  

7.4.4 Measures 

All measurements were adopted from Study 2, including CER, behavioural and 

attitudinal measures, product category fit (for manipulation check) and product 

category involvement (entered as a covariate). Favourability of sub-brand name 

measure, as adapted from Sood and Keller (2012), was added in the main study as a 

manipulation check. The sample questionnaire of this study can be found in 

Appendix 18. Cronbach Alpha ranged from 0.87 to 0.98, demonstrating good scale 

reliability. The model also achieves an adequate model fit (X2 = 1336.10, p < .01, df 

= 716, X2/df = 1.87, CFI = .96, SRMR = .05). AVEs and CRs were above thresholds. 

The detailed reliability scores, validity scores and the correlation matrix for the 

measurement scales can be found in Table 26. The descriptive statistics of the 

measurement items can be found in the Appendix 7.
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Table 26. Reliability, validity and correlation matrix for measurement scales in Study 3 

Study 3 

Variable Cronbach 

Alpha 

Average 

Variance 

Extracted 

(AVE) 

Composite 

reliability 

(CR) 

1 2 3 4 5 6 7 8 9 10 11 12 

1. Product 

category fit 

(group) 

- - - -            

2. Brand 

name 

structure 

(group) 

- - - .00            

3. Goal 

congruence 

.92 .81 .93 .63** .01           

4. Goal 

relevance 

.97 .89 .97 .37** -0.011 .69**          

5. Certainty .87 .69 .87 .53** .00 .74** .50**         

6. Positive 

emotional 

response 

.98 .80 .98 .39** -.05 .78** .72** .57**        

7. Negative 

emotional 

response 

.96 .67 .96 -.19** -.22** .02 .06 -.06 .05       

8. Purchase 

intention 

.98 .93 .98 .59** .01 .76** .61** .62** .76** -.19**      
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9. Attitude 

towards the 

parent 

brand 

.97 .92 .97 .49** -.01 .65** .56** .54** .65** -.15** .75**     

10. Attitude 

towards the 

BE 

.97 .87 .96 .61** .01 .71** .64** .67** .77** -.13* .70** .70**    

11. WOM 

tendency 

.98 .95 .98 .30** -.07 .60** .49** .50** .63** 0.04 .68** .59** .65**   

12. 

Boycotting 

tendency on 

the parent 

brand 

.95 .83 .95 -.14** -.15** -.09 .02 -.10 -.12 .43** -.22** -.23** -.24** -.16**  

Mean - - 3.40 3.55 4.36 3.33 1.59 3.97 4.89 4.18 4.07 1.67 

SD - - 1.90 1.84 1.58 1.76 0.93 1.17 1.48 1.85 1.96 1.16 

Variable Inflation Factors (VIF) 1.89 1.07 4.88 2.32 2.23 3.10 1.14 - - - - - 

**: Indicates significance at the p ≤ 0.01 level of confidence. 
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7.4.5 Manipulation check 

The manipulation check was conducted to verify that the selected product categories 

have a significant difference in the level of product category fit. The product 

category fit measure after the experimental treatment in the main study confirms that 

travel agency (M = 5.74, S.D = 1.13) has a significantly higher level of product 

category fit than hair salon (M = 2.19, SD = 1.48; t(368) = -26.00, p < .001).  

7.4.6 Results 

As the model involves both moderation and mediation, path analysis was employed 

to analyse the subsequent analyses. Before examining the proposed hypotheses, as 

this study involves the use of two new sub-brand names, it is important to rule out 

the possible confounding effect of respondents’ favourability of the sub-brand names 

(Sood and Keller 2012). An independent samples t-test was performed to compare 

the mean of the respondents’ favourability of the two sub-brand names. The result 

confirms that there is no favourability difference between the sub-brand name of 

“Global Travel Agency” (M = 4.88, SD = 1.37) and “Studio Salon” (M = 4.69, SD = 

1.23; t(179) = .96, p > .10).  

7.4.6.1 The interaction effect of product category fit and brand name structure on 

CER through appraisal dimensions (H10, H11) 

To examine H10 regarding whether family branding can enhance the positive effect 

of product category fit on cognitive appraisal dimensions and positive CER, the 

interaction terms were calculated and included in the model. The result shows that 

the interaction of product category fit and BNS is only marginally significant on one 

of the appraisal dimensions, goal relevance (β = .13, p < .10). Then, the effect of goal 

relevance significantly affects positive CER (β = .30, p < .001). However, the 

mediation analysis via bootstrapping for 5000 times shows that the moderated 

mediation effect is insignificant (β = .09, SE = .06, 95% CI = [-.03, .21], p > .10). 

The path coefficients of this model can be found in Table 27. Therefore, H10 is not 

supported.  

Then, H11 was proposed to examine the interaction effect of product 

category fit and brand name structure on negative CER. To determine whether there 

is a moderated mediation effect as proposed by H11, the interaction term of product 

category fit and brand name structure shows that there is no significant effect on all 

three appraisal dimensions. Therefore, no moderated mediation effects of cognitive 
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appraisal dimensions can be found, which means that the interaction effect of product 

category fit and brand name structure on negative CER cannot be explained by any 

of the cognitive appraisal dimensions. The path coefficients of this model can be 

found in Table 28. Therefore, H11 is not supported.  

Interestingly, the interaction term of product category fit and brand name 

structure can directly and significantly affect consumers’ negative emotional 

responses (β = .34, p < .001). Such an interaction effect on negative CER can be 

found in Figure 20. To further explain this interaction, the simple slope analysis 

shows that the use of family branding will significantly strengthen the negative 

relationship between product category fit and negative CER (t(366) = -7.14, p 

< .001). However, the use of sub-branding can weaken the negative effect of product 

category fit on negative CER (t(366) = -1.51, p > .10). Hence, while H11 is not 

supported, sub-branding can directly reduce negative CER caused by the product 

category fit of the BE. 

Figure 20. The interaction effect of product category fit and brand name structure on 

negative CER in Study 3 
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7.4.6.2 Further support for CER on consumers’ attitudinal and behavioural intentions 

(H4, H5) 

The study also obtained further support for CER on attitudinal and behavioural 

intentions (see Table 27). For positive CER on attitudinal and behavioural outcomes 

(H4), the results confirm a significant positive relationship between positive CER 

and purchase intentions (β = .72, p < .001), attitude towards BE (β = .77, p < .001), 

attitude towards the parent brand (β = .65, p < .001), and WOM tendency (β = .59, p 

< .001). The effect on boycotting tendency on the parent brand was, again, 

insignificant (β = -.08, p > .10). Therefore, the results further confirm the support of 

H4a, H4c, H4d, and H4e.  

For negative CER on attitudinal and behavioural intentions (H5), the results confirm 

that negative CER has significant and negative impacts on purchase intentions (β = 

-.22, p < .001), attitude towards BE (β = -.15, p < .01), and attitude towards parent 

brand (β = -.17, p < .001). Moreover, negative CER has a positive effect on 

boycotting tendency on the parent brand (β = .44, p < .001). Consistent with the 

results from previous studies, negative CER does not impact on consumers’ WOM 

tendency (β = .01, p > .10). Therefore, H5b, H5c, H5d, and H5e are supported, also 

see Table 28. 
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Table 27. Path coefficient of Study 3, positive CER 

Study 3 – Positive CER 

 Model 1 (H10) 

Paths Standardised Path Coefficients (β) Critical Ratios 

Fit → Goal Congruence .55*** 10.03 

Fit → Goal Relevance .25*** 3.78 

Fit → Certainty .48*** 7.80 

Fit → Positive CER -.11* -2.32 

BNS → Goal Congruence -.02 -.34 

BNS → Goal Relevance -.07 -1.02 

BNS → Certainty -.02 -.36 

BNS → Positive CER -.03 -.63 

Fit x BNS → Goal Congruence .08 1.21 

Fit x BNS → Goal Relevance .13^ 1.66 

Fit x BNS → Certainty .05 .66 

Fit x BNS → Positive CER -.03 -.64 

Goal Congruence → Positive CER .61*** 10.28 

Goal Relevance → Positive CER .30*** 7.07 

Certainty → Positive CER .03 .57 

Moderated mediation analysis (Fit x BNS → Appraisal Dimensions → Positive CER) 

95% Confidence Interval with 5000 

bootstrapping samples 

No moderated mediation effect is observed. 

 Model 2 (H4) 

Paths Standardised Path Coefficients (β) Critical Ratios 

Positive CER → Purchase intention .72*** 19.93 

Positive CER → attitude towards the 

parent brand 

.65*** 15.23 

Positive CER → attitude towards the BE .77*** 21.79 

Positive CER → WOM tendency .59*** 13.70 
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Positive CER → Boycotting tendency on 

the parent brand 

-.08 

 

-1.48 

***: significance at the p < .001 level of confidence;  

**: significance at the p < .01 level of confidence;  

*: significance at the p < .05 level of confidence; 

^: significance at the p < .10 level of confidence; 

Fit: Product category fit; 

BNS: Brand name structure; 

CER: Consumers’ emotional responses 
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Table 28. Path coefficient of Study 3, negative CER 

Study 3 – Negative CER 

 Model 1 (H10) 

Paths Standardised Path Coefficients (β) Critical Ratios 

Fit → Goal Congruence .55*** 10.03 

Fit → Goal Relevance .25*** 3.78 

Fit → Certainty .48*** 7.80 

Fit → Negative CER -.50*** -6.50 

BNS → Goal Congruence -.02 -.34 

BNS → Goal Relevance -.07 -1.02 

BNS → Certainty -.02 -.36 

BNS → Negative CER -.41*** -6.11 

Fit x BNS → Goal Congruence .08 1.21 

Fit x BNS → Goal Relevance .13^ 1.66 

Fit x BNS → Certainty .05 .66 

Fit x BNS → Negative CER .34*** 4.09 

Goal Congruence → Negative CER .28** 2.93 

Goal Relevance → Negative CER .01 .13 

Certainty → Negative CER -.12 -1.74 

Moderated mediation analysis (Fit x BNS → Appraisal Dimensions → Negative CER) 

95% Confidence Interval with 5000 

bootstrapping samples 

No moderated mediation effect is observed. 

 Model 2 (H4) 

Paths Standardised Path Coefficients (β) Critical Ratios 

Negative CER → Purchase intention -.22*** -4.63 

Negative CER → attitude towards the 

parent brand 

-.17*** -3.29 

Negative CER → attitude towards the BE -.15** -3.07 

Negative CER → WOM tendency .01 .29 
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Negative CER → Boycotting tendency on 

the parent brand 

.44*** 

 

9.55 

***: significance at the p < .001 level of confidence;  

**: significance at the p < .01 level of confidence;  

*: significance at the p < .05 level of confidence; 

^: significance at the p < .10 level of confidence; 

Fit: Product category fit; 

BNS: Brand name structure; 

CER: Consumers’ emotional responses 
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7.4.7 Discussion 

Given the promising results from Studies 2 and 3 that emotional brand attachment, as 

a consumer’s personal factor, can enhance positive CER toward BEs with different 

levels of product category fit, this study aims to address the role of the branding 

factor of brand name structure on the cognitive appraisal process of BEs. The 

findings of this study reveal that the use of family branding cannot enhance positive 

CER elicited by the product category fit. This contradicts the previous research 

which indicates that family branding can enhance the positive effect of product 

category fit on BE evaluations (Sood and Keller 2012). This may be caused by the 

popular use of family branding in the market, such as EasyHotel, Oreo Ice-cream, 

Colgate Lasagne. This popular usage may have already educated consumers to 

evaluate a BE with a family brand name as a bundle. In this case, consumers’ CER 

may be dominated by the effect of product category fit of the BE, without 

considering the influence of brand name structure. Adding to the findings from the 

previous BE research, the present study indicates that family branding can enhance 

consumers’ negative emotional responses. This result contributes to the existing BE 

literature by showing that when considering the emotional responses of consumers, 

family branding may cause even stronger negative CER and consequently lead to 

negative outcomes not only for the BE but also for the parent brand.   

The study also discovers that the use of sub-branding strategy can reduce the 

negative CER caused by different levels of product category fit of the BE. This result 

is consistent with previous BE research which suggests that sub-branding can 

effectively enhance a favourable evaluation of BE, especially for low product 

category fit extensions (Boisvert and Ashill 2018, Monga and Gurhan-Canli 2012). 

While such an effect cannot be explained by the cognitive appraisal dimensions, this 

may be explained by the novelty of the BE situation. The CAT research suggests that 

CER is elicited when the individual possesses a certain degree of familiarity with the 

appraisal situation so that he/she can refer the situation to what they have seen, read, 

heard or experienced (Lazarus and Folkman 1984). The typicality model of 

categorisation theory suggests that introducing BEs through a sub-branding strategy 

can create a noticeable distance between the parent brand and the extended product 

(Sood and Keller 2012, Monga and John 2010). In this case, consumers may evaluate 

the BE situation without inferring their existing knowledge about the parent brand 

(Sood and Keller 2012). This weakens the effect on the appraisal dimensions by 
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preventing consumers from recalling the meanings from the parent brand. In this 

case, it becomes ambiguous for consumers to determine how the BE situation is 

consistent, relevant to their consumption goal and whether the outcome of the BE 

can be predicted (Lazarus and Folkman 1984).  

Although the results of this study are encouraging, there are certain 

limitations to its generalisability. First, the manipulation of brand name structure 

deliberately uses a fictitious brand in order to reduce the impact of idiosyncratic 

properties of the real brand; it may reduce the realism of the research and 

respondents may struggle to infer their knowledge of the parent brand through the 

cognitive appraisal dimensions. Second, the study uses services as focal product 

categories and extension categories. It can enhance the external validity if the 

findings can also be verified in goods categories. Finally, previous studies have been 

focusing on the attitudinal and behavioural intention variables. Previous research has 

argued that there is an intention-behavioural gap in which behavioural intention may 

not directly lead to actual behaviours (Hassan et al. 2016, Morales et al. 2017). 

Therefore, Study 4 was conducted to address these issues by (1) using a real brand to 

manipulate the brand name structure, (2) using goods categories, and (3) including 

behavioural measures.  

7.5 Study 4 – A Replication Study of Previous Findings with Behavioural 

Measures 

7.5.1 Design 

The main goals for Study 4 were to address the limitations of Study 4 and replicate 

the results using real brands and goods product categories (versus services in Study 

4). Moreover, including additional behavioural measures not only addresses H4 and 

H5, but it also answers to the concern of the intention-behaviour gap. The study also 

measures emotional brand attachment in order to provide further external validity to 

the previous results. Study 4 adopted a 2 (product category fit: high versus low) x 3 

(brand name structure: Family branding versus sub-branding versus control 

condition) between-subject design with emotional brand attachment measured in the 

control condition of brand name structure, see the experimental design illustration in 

Appendix 11. The control condition of brand name structure was used to examine (1) 

the direct effect of product category fit on the cognitive appraisal process which 
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replicates the findings from Study 2a, and (2) the moderating effect of emotional 

brand attachment on the relationship between product category fit and CER through 

appraisal dimensions, i.e. replication of Study 2. Then, the family branding and sub-

branding conditions were used to examine whether sub-branding moderate the 

impact of product category fit on negative CER, i.e. replication of Study 3. The 

relationship between CER and attitudinal and behavioural outcomes was examined 

by the full sample in another model. US adult respondents (n = 353), recruited from 

Mturk, participated in the study and were randomly assigned to one of the six 

experimental conditions. The respondents’ demographics are shown in Table 29.  

Table 29. Respondents' demographics of Study 4 
  

Study 4 (n = 353) 
 

Data collection platform Amazon Mechanical Turk 
  

Frequency 

(n) 

Percentage 

(%) 

Gender Male 167 47.3 
 

Female 181 51.3 
 

Prefer not to say 5 1.4 

Ethnicity White 259 73.4 
 

Black/ African/ Caribbean/ Black 

British 

32 9.1 

 
Asian/ Asian British 38 10.8 

 
Mixed/ Multiple ethnic group 15 4.2 

 
Other 6 1.7 

 
Prefer not to say 3 0.8 

Employment status Employed full time 216 61.2 
 

Employed part time 59 16.7 
 

Unemployed 36 10.2 
 

Retired 14 4 
 

Student 19 5.4 
 

Prefer not to say 9 2.5 

Highest education level 

attained 

No qualifications 5 1.4 

 
Professional qualifications 5 1.4 

 
High school diploma (US) 2 0.6 

 
High school graduate (US) 50 14.2 

 
Diploma level 66 18.7 

 
Bachelor's degree 167 47.3 

 
Master's degree 44 12.5 

 
PhD 2 0.6 

 
Other qualifications 12 3.4 

Nationality United States 353 100 
  

Mean S.D. 
 

Age 37.73 12.29 
 

Income level USD$52761.

48 

39962.85 
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7.5.2 Stimuli development 

Following focal product category selection criteria from previous studies, the choice 

of the focal product category needs to (1) be used by general consumers, not used by 

an exclusive or specific group of consumers; (2) have brands which are strongly 

associated with the product category; (3) have brands which have already extended 

new products to another product categories to demonstrate the BE potential of the 

other brands in the same product category, and (4) have potential to build an 

emotional bond with consumers. After considering these, a laptop computer was 

chosen as the focal product category. It is evident that brands in the laptop computer 

category have started introducing new products in other categories, for example, 

Lenovo introduces smartphones and tablets and Hewlett-Packard (HP) introduces 

printers. Moreover, laptop computers are generally used by general consumers and 

the durability of the product shows the potential for brands in the industry to develop 

emotional bonds with their customers; for example, business customers are 

emotionally attached to Lenovo’s ThinkPad.  

The first pre-test (n = 49) was conducted to select the parent brand for the 

main study. The parent brand is chosen based on the (1) the parent brand has a high 

brand familiarity, (2) the parent brand has normally distributed level of emotional 

brand attachment and the average of emotional brand attachment is not significantly 

different from the mid-point of the 7-point measurement. Five laptop computer 

brands were considered, including Lenovo, HP, Dell, Acer and Asus. The results 

show that Asus has a high brand familiarity (M = 6.12, SD = 1.24) on a 7-point 

Likert scale, the emotional brand attachment is not significantly different from the 

mid-point of the 7-point measurement adapted from Thomson et al. (2005) (M = 

3.26, SD = .26; t(48) = -.91, p > .10) and emotional brand attachment is normally 

distributed with the skewness of .47, which is between -.5 to .5. 

Then, another pre-test (n = 48) was conducted to select product categories 

representing high and low product category fit extension from the brand Asus. Four 

product categories, including digital camera, suitcase, leather sofa and shampoo were 

considered because Asus has not introduced products in these product categories. 

The results of the paired t-test indicate that the product category fit of digital camera 

(M = 5.17, SD = .23) is significantly higher than leather sofa (M = 1.83, SD = .23; t 
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(47) = 11.07, p < .001). To specify the product category so that consumers are able to 

judge the values of the product for the WTP measure in the main study, the leather 

sofa was specified as a two-seater leather while the digital camera was defined as a 

compact digital camera.  

A final pre-test (n = 50) was conducted to select a sub-brand name for a 

digital camera and a two-seater leather sofa by measuring their brand name 

favourability. The results indicate that the brand name favourability are indifferent 

between ‘Infinity’ for the compact digital camera (M = 4.36, SD = 1.91) and 

‘Reside’ for the two-seater leather sofa (M = 4.14, SD = 1.67; t(49) = -.58, p > .10). 

Respondents also indicated their estimate of the average price that people may pay 

for a new compact digital camera ($190) and two-seater leather sofa ($500). These 

were used as the anchor price to calculate the WTP percentage in the main study 

(Fedorikhin et al. 2008).  

7.5.3 Procedure 

The procedure followed previous studies. After introducing the parent brand, 

respondents were asked to rate on the emotional brand attachment scale in the brand 

name structure control conditions, see Appendix 11. Then, respondents were 

randomly assigned to one of the six experimental scenarios and rated on the product 

category fit scale as a manipulation check. Following this, respondents rated on the 

CER, appraisal dimensions, attitudinal and behavioural outcomes, and product 

category involvement scales. Respondents assigned to the sub-branding condition 

were also asked to rate on their favourability of the sub-brand name to avoid the 

potential confounding effects. After some basic demographic questions, respondents 

were asked to rate on the deal proneness scale as a covariate for willingness to 

receive a free gift measure. All respondents were thanked and debriefed upon 

completion.  

7.5.4 Measures 

Measurements were adapted from the previous studies. Additional dependent 

variables were adapted from previous research. WTP was adapted from Fedorikhin et 

al. (2008) by calculating a WTP percentage by comparing the difference of the 

pretested anchor price and the WTP in the main study. Respondents were asked to 

write on an open-ended question with the anchor price provided to respondents: ‘In 

the textbox below, please indicate the price that you are willing to spend for the 
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(BE)?’. Willingness to sign-up for future BE information and free BE sample were 

followed Arechar et al. (2018) and Morales et al. (2017), which are recorded by 

categorical measure with ‘1 = yes and 2 = no’. Brand avoidance was adapted from 

Sengupta et al. (2015) with three-item, such as ‘I will try to take my mind off this 

(parent brand) with the (BE) by doing other things’ and ‘I will distract myself to 

avoid thinking about this (parent brand).’ (α = 0.96). BE denial was also adapted 

from Sengupta et al. (2015) with three-item, such as ‘I deny that this (BE) ever took 

place.’ and ‘I refuse to believe that the (BE) has introduced by (the parent brand).’ 

(α = 0.94). Deal proneness (entered as a covariate for willingness to sign-up for a 

free BE sample) was adapted from Lichtenstein et al. (1993) with six-item, such as 

‘If a product is on sale, that can be a reason for me to buy it.’ and ‘When I buy a 

brand that’s on sale, I feel that I am getting a good deal.’ (α = 0.88). Full statements 

of these measure can be found in Appendix 4. The sample questionnaire of this study 

can also be found in Appendix 19. Cronbach Alpha for other scales ranged from 0.80 

to 0.98. The model achieved adequate model fit (X2 = 3805.82, p < .001, df = 2224, 

X2/df = 1.71, CFI = .94, SRMR = .06). AVEs and CRs were all above thresholds. 

The detailed reliability scores, validity scores and the correlation matrix for the 

measurement scales can be found in Table 30. The descriptive statistics of the 

measurement items can be found in the Appendix 8. 
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Table 30. Reliability, validity and correlation matrix for measurement scales in Study 4 

Study 4 

Variable Cronbach 

Alpha 

Average 

Variance 

Extracted 

(AVE) 

Composite 

reliability 

(CR) 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 

1. Product 

category fit 

(group) 

- - - -               

2. Brand 

name 

structure 

(group) 

- - - .01               

3. Emotional 

brand 

attachment 

.97 .75 .97 -.06 -.07              

4. Goal 

congruence 

.87 .69 .87 .43** -.07 .39**             

5. Goal 

relevance 

.93 .78 .93 .24** -.37** .50** .47**            

6. Certainty .80 .58 .80 .42** .02 .08 .49** .22**           

7. Positive 

emotional 

response 

.97 .77 .97 .40** -.09 .54** .68** .58** .30**          

8. Negative 

emotional 

response 

.95 .60 .95 -.24** -.25** .28** -.02 .09 -.12* -.05         
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9. Purchase 

intention 

.95 .85 .94 .41** .02 .24** .62** .35** .25** .67** -.29**        

10. Attitude 

towards the 

parent brand 

.98 .93 .97 .35** .04 .22** .47** .32** .30** .54** -.42** .66**       

11. Attitude 

towards the 

BE 

.95 .83 .95 .43** -.01 .18** .67** .38** .37** .65** -.28** .78** .71**      

12. WOM 

tendency 

.97 .91 .97 .13* -.05 .37** .49** .32** .19** .51** -.03 .60** .40** .54**     

13. 

Boycotting 

tendency on 

the parent 

brand 

.93 .77 .93 -.16** -.24** .21** .14* .15** .06 .08 .59** -.11* -.29** -.14** .02    

14. Parent 

brand 

avoidance 

.96 .89 .96 -.21** -.13* 0.10 -.06 -.08 -0.09 -.11* .47** -.27** -.36** -.29** -.06 .49**   

15. Brand 

extension 

denial 

.95 .85 .95 -.43** -.11* .15** -.25** -.07 -.22** -.20** .46** -.42** -.43** -.45** -.15** .35** .47** 

 

 

Mean - - 3.31 2.17 2.02 2.29 2.70 1.60 3.28 4.79 3.95 3.68 1.68 2.51 2.65 

SD - - 1.50 0.99 1.05 0.81 1.54 0.92 1.91 1.50 1.71 1.98 1.19 1.66 1.88 

Variable Inflation Factors (VIF) 1.59 1.29 1.99 2.32 2.02 1.44 2.74 1.26 - - - - - - - 

Note: The willingness to pay for the extended product was measure by an open-ended question and recorded as a calculated percentage by the difference with the 

anchor price 

**: Indicates significance at the p ≤ 0.01 level of confidence. 
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7.5.5 Manipulation check 

In order to avoid the brand name structure influence on the product category fit 

manipulation check, the study performed a manipulation check in the brand name 

structure control condition. The results showed that manipulation was successful 

(Mhighfit = 4.89, SD = 1.50 versus. Mlowfit = 1.98, SD = 1.46; t(119) = -10.80, p 

< .001).  

7.5.6 Results 

Data were analysed through path analysis. A summary of these path coefficients can 

be found in Table 31 for positive CER and Table 32 for negative CER. The measured 

moderated emotional brand attachment was first standardised and the interaction 

term was calculated by multiplying with product category fit (manipulated 

categorical variable). Prior to hypotheses testing, following Study 3, favourability of 

the two manipulated sub-brand names was examined to avoid potential confounding 

effects. The independent samples t-test result suggests that the favourability of the 

two sub-brand names are indifferent for ‘Infinity’ digital camera (M = 4.80, SD = 

1.73) and ‘Reside’ two-seater leather sofa (M = 4.56, SD = 1.69; t(108) = -.76, 

p >.10). 

7.5.6.1 Replication of product category fit on CER through cognitive appraisal 

dimensions (H6, H7) 

First, to examine the main effect of product category fit on the appraisal-emotion 

process (replication of Study 2a of H6 and H7), the brand name structure control 

condition was used in order to avoid the influence of brand name structure on the BE 

evaluations.  

The results show that the main effect of product category fit can positively 

and significantly affect all three appraisal dimensions; goal congruence (β = .42, p 

< .001), goal relevance (β = .32, p < .001) and certainty (β = .23, p < .05). However, 

only goal congruence (β = .24, p < .001) and goal relevance (β = .54, p < .001) are 

significant on positive CER. A further mediation analysis via bootstrapping for 5000 

times indicates that goal congruence and goal relevance can mediate the effect of 

product category fit on positive CER (β = .27, SE = .05, 95% CI = [.17, .35], p 

< .01). However, instead of a full-mediation, results in this study only indicate a 

partial mediation effect because the direct effect of fit on positive CER is still 

significant (β = .35, p < .001). Hence, further support is evidenced for H6a and H6b.  
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 Meanwhile, the effect of product category fit on negative CER via certainty 

as found in Study 2 cannot be replicated in this study. This is because none of the 

cognitive appraisal dimensions significantly influence negative CER; goal 

congruence (β = .19, p > .10); goal relevance (β = .10, p > .10); certainty (β = -.02, 

p > .10). However, the direct effect of product category fit on negative CER is 

negatively significant (β = -.42, p < .001), which suggests that lower product 

category fit will elicit higher negative CER and such emotion elicitation is dominated 

by the influence of product category fit.  

7.5.6.2 Replication of the product category fit and emotional brand attachment 

interaction effects on positive CER through cognitive appraisal dimensions (H8) 

To examine the interaction effect of product category fit and emotional brand 

attachment on positive CER through appraisal dimensions (replication of Studies 2 

and 3, H8), we first identify the relationship between product category fit and 

appraisal dimensions. the interaction effect of product category fit and emotional 

brand attachment only has significant effect on goal relevance (β = .22, p < .01). 

Then, goal relevance also has a positive effect on positive CER (β = .41, p < .001). 

Based on this, a further moderated mediation analysis was performed to examine the 

goal relevance as a mediator in the model via bootstrapping for 5000 times. The 

results show that goal relevance can partially mediate the interaction effect on 

positive CER (β = .08, SE = .04, 95% CI = [.01, .17], p < .05) because the interaction 

effect also significantly and positively influences positive CER (β = .22, p < .001). 

The interaction effect of product category fit and emotional brand attachment 

on goal relevance is visually presented in Figure 21. A simple slope analysis shows 

that high emotional brand attachment can strengthen the positive relationship 

between product category fit and goal relevance (t(117) = 6.45, p < .001), which 

consequently on positive CER. In the low emotional brand attachment condition, 

such an effect is weaker, although still significant (t(117) = 6.30, p < .001).  
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Figure 21. The interaction effect of product category fit and emotional brand 

attachment on goal relevance in Study 4 

 

7.5.6.3 Replication of the product category fit and brand name structure interaction 

effects on CER through cognitive appraisal dimensions (H11) 

Then, the two brand name structure manipulated conditions were considered to 

examine the interaction effect of product category fit and brand name structure on 

negative CER (replication of Study 4 of H11). The results are replicated in this study 

because the interaction effect of product category fit and brand name structure on 

negative CER is significant (β = .30, p < .01). A simple slope analysis shows that 

sub-branding can significantly weaken the negative relationship between product 

category fit and negative CER (t(228) = .46, p > .10), while the use of family 

branding will rather strengthen the negative relationship between product category fit 

and negative CER (t(228) = -3.56, p < .001). This interaction effect can be found in 

Figure 22.  
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Figure 22. The interaction effect of product category fit and brand name structure on 

negative CER in Study 4 

 

7.5.6.4 Replication of the effect of CER on consumers’ attitudinal and behavioural 

outcomes (H4, H5) 

Another path model was employed to examine the effect of CER on consumers’ 

attitudinal and behavioural outcomes, including the additional behavioural measures. 

For positive CER on attitudinal and behavioural outcomes, the results also confirm a 

significant positive relationship between positive CER and purchase intentions (β 

= .65, p < .001), attitude towards the BE (β = .63, p < .001), attitude towards the 

parent brand (β = .54, p < .001), WOM tendency (β = .49, p < .001), and WTP (β 

= .25, p < .001); and negative relationships are observed for BE denial (β = .-.19, p 

< .001) and parent brand avoidance (β = -.12, p < .05). Consistent with previous 

studies, the relationship is insignificant on boycotting tendency (β = .09, p > .10). 

Moreover, a logistic regression was performed to examine the effect on willingness 

to sign-up for future BE information and free BE sample because they involve 

categorical dependent variables. Deal proneness was entered as a covariate for 

willing to sign-up for a free BE sample. The results show that positive CER has a 

positive effect on willingness to sign-up for future BE information (b = .77, SE = .10, 

WaldX2 = 64.04, df = 1, p < .001) and willingness to sign-up for free BE sample (b 

= .41, SE = .11, WaldX2 = 14.33, df = 1, p < .001). Therefore, H4f, H4g, H4h, H4i 

and H4j are supported.  



 

Page | 272  

For negative CER on attitudinal and behavioural outcomes, the results 

confirm that negative CER had significant negative relationships with purchase 

intentions (β = -.28, p < .001), attitude towards parent brand (β = -.42, p < .001), 

attitude towards the BE (β = -.27, p < .001), and WTP (β = -.19, p < .001). Moreover, 

negative CER has a positive effect on boycotting tendency (β = .58, p < .001), BE 

denial (β = .46, p < .001) and parent brand avoidance (β = .47, p < .001). No 

significant effect is found on WOM tendency (β = -.02, p > .10). Logistic regressions 

demonstrate that negative CER is negatively influencing willingness to sign-up for a 

free BE sample (b = -.37, SE = .19, WaldX2 = 4.07, df = 1, p < .05) but no impact on 

willingness to sign-up for future BE information (b = -.06, SE = .13, WaldX2 = .22, 

df = 1, p > .10). The results support H5f, H5g, H5h, and H5j. 
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Table 31. Path coefficient of Study 4, positive CER 

Study 4 – Positive CER 

 Model 1 (H6) Model 2 (H8) Model 3 (H10) 

Paths Standardised 

Path 

Coefficients 

(β) 

Critical 

Ratios 

Standardised 

Path 

Coefficients 

(β) 

Critical 

Ratios 

Standardised 

Path 

Coefficients (β) 

Critical Ratios 

Fit → Goal Congruence .42*** 5.10 .43*** 5.81 .56*** 6.91 

Fit → Goal Relevance .32*** 3.71 .35*** 6.44 .29** 3.25 

Fit → Certainty .23* 2.54 .23** 2.63 .60*** 7.86 

Fit → Positive CER .35*** 7.06 .41*** 7.50 -.12^ -1.66 

EBA → Goal Congruence   .40*** 3.77   

EBA → Goal Relevance   .22*** 7.26   

EBA → Certainty   .18 1.43   

EBA → Positive CER   -.02 -.25   

Fit x EBA → Goal 

Congruence 

  -.04 -.36   

Fit x EBA → Goal 

Relevance 

  .22** 2.87   

Fit x EBA → Certainty   -.07 -.52   

Fit x EBA → Positive CER   .22*** 3.52   

BNS → Goal Congruence     .11 1.32 

BNS → Goal Relevance     .05 .50 

BNS → Certainty     .15^ 2.00 

BNS → Positive CER     -.11^ -1.74 

Fit x BNS → Goal 

Congruence 

    -.26* -2.55 

Fit x BNS → Goal 

Relevance 

    -.10 .50 
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Fit x BNS → Certainty     -.15 -1.56 

Fit x BNS → Positive CER     .12 1.55 

Goal Congruence → 

Positive CER .24*** 3.83 

.21*** 3.38 .68*** 11.29 

Goal Relevance → Positive 

CER .54*** 11.04 

.41*** 5.62 .10^ 1.85 

Certainty → Positive CER -.04 -.66 -.03 -.51 .03 .47 

Mediation analysis (Fit → 

Appraisal Dimensions → 

Positive CER) 

 Moderated mediation 

analysis (Fit x EBA → 

Appraisal Dimensions → 

Positive CER) 

Moderated mediation analysis 

(Fit x BNS → Appraisal 

Dimensions → Positive CER) 

95% Confidence Interval 

with 5000 bootstrapping 

samples 

β = .27, SE = .05, 95% CI = 

[.17, .35], p < .01 

β = .08, SE = .04, 95% CI = 

[.01, .17], p < .05 

No moderated mediation effect is 

observed. 

 Model 4 (H4)   

Paths Standardised Path 

Coefficients (β) 

Critical Ratios   

Positive CER → Purchase 

intention 

65*** 16.27   

Positive CER → attitude 

towards the parent brand 

54*** 11.91   

Positive CER → attitude 

towards the BE 

63*** 15.41   

Positive CER → WOM 

tendency 

49*** 10.69   

Positive CER → Boycotting 

tendency on the parent 

brand .09 

1.70   

Positive CER → BE denial -.19*** -3.66   
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Positive CER → Parent 

brand avoidance -.12* 

-2.15   

Positive CER → WTP .25*** 4.82   

Positive CER → 

Willingness to sign up for 

future BE information 

Logistic regression result: b = .77, SE = .10, WaldX2 = 64.04, df 

= 1, p < .001 

 

  

Positive CER → 

Willingness to sign up for 

free BE sample 

Logistic regression result: b = .41, SE = .11, WaldX2 = 14.33, df 

= 1, p < .001 

 

  

***: significance at the p < .001 level of confidence;  

**: significance at the p < .01 level of confidence;  

*: significance at the p < .05 level of confidence; 

^: significance at the p < .10 level of confidence; 

Fit: Product category fit; 

EBA: Emotional brand attachment; 

BNS: Brand name structure 

CER: Consumers’ emotional responses; 

WTP: Willingness to pay 
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Table 32. Path coefficients of Study 4, negative CER 

Study 4 – Negative CER 

 Model 1 (H7) Model 2 (H9) Model 3 (H11) 

Paths Standardised 

Path 

Coefficients 

(β) 

Critical 

Ratios 

Standardised 

Path 

Coefficients 

(β) 

Critical 

Ratios 

Standardised 

Path 

Coefficients (β) 

Critical Ratios 

Fit → Goal Congruence .42*** 5.10 .43*** 5.81 .56*** 6.91 

Fit → Goal Relevance .32*** 3.71 .35*** 6.44 .29** 3.25 

Fit → Certainty .23* 2.54 .23** 2.63 .60*** 7.86 

Fit → Negative CER -.42*** -4.31 -.28* 2.56 -.31** -3.07 

EBA → Goal Congruence   .40*** 3.77   

EBA → Goal Relevance   .22*** 7.26   

EBA → Certainty   .18 1.43   

EBA → Negative CER   .34* 2.23   

Fit x EBA → Goal 

Congruence 

  -.04 -.36   

Fit x EBA → Goal 

Relevance 

  .22** 2.87   

Fit x EBA → Certainty   -.07 -.52   

Fit x EBA → Negative CER   .02 .19   

BNS → Goal Congruence     .11 1.32 

BNS → Goal Relevance     .05 .50 

BNS → Certainty     .15^ 2.00 

BNS → Negative CER     -.34*** -3.89 

Fit x BNS → Goal 

Congruence 

    -.26* -2.55 

Fit x BNS → Goal 

Relevance 

    -.10 .50 
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Fit x BNS → Certainty     -.15 -1.56 

Fit x BNS → Negative CER     .30** 2.79 

Goal Congruence → 

Negative CER .19 1.55 

.09 .69 .03 .36 

Goal Relevance → Negative 

CER .10 1.01 

-.18 -1.23 .06 .69 

Certainty → Negative CER -.02 -.23 -.01 -.08 -.17* -2.21 

Mediation analysis (Fit → 

Appraisal Dimensions → 

Negative CER) 

 Moderated mediation 

analysis (Fit x EBA → 

Appraisal Dimensions → 

Negative CER) 

Moderated mediation analysis 

(Fit x BNS → Appraisal 

Dimensions → Negative CER) 

95% Confidence Interval 

with 5000 bootstrapping 

samples 

β = .27, SE = .05, 95% CI = 

[.17, .35], p < .01 

No moderated mediation effect 

is observed. 

No moderated mediation effect is 

observed. 

 Model 4 (H5)   

Paths Standardised Path 

Coefficients (β) 

Critical Ratios   

Negative CER → Purchase 

intention 

-.28*** -5.56   

Negative CER → attitude 

towards the parent brand 

-.42*** -8.58   

Negative CER → attitude 

towards the BE 

-.27*** -5.42   

Negative CER → WOM 

tendency 

-.02 -.44   

Negative CER → 

Boycotting tendency on the 

parent brand .58*** 

13.50   

Negative CER → BE denial .46*** 9.61   
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Negative CER → Parent 

brand avoidance .47*** 

10.00   

Negative CER → WTP -.19*** -3.65   

Negative CER → 

Willingness to sign up for 

future BE information 

Logistic regression result: b = -.06, SE = .13, WaldX2 = .22, df = 

1, p > .10 

 

  

Negative CER → 

Willingness to sign up for 

free BE sample 

Logistic regression result: b = -.37, SE = .19, WaldX2 = 4.07, df 

= 1, p < .05 

 

  

***: significance at the p < .001 level of confidence;  

**: significance at the p < .01 level of confidence;  

*: significance at the p < .05 level of confidence; 

^: significance at the p < .10 level of confidence; 

Fit: Product category fit; 

EBA: Emotional brand attachment; 

BNS: Brand name structure 

CER: Consumers’ emotional responses; 

WTP: Willingness to pay 

 

    

 

 



 

Page | 279  

7.5.7 Discussion 

The results of Study 4 replicate the majority of the findings from the previous 

studies. The replication of these findings indicates a high level of external validity 

and generalisability by demonstrating consistent results across different studies, with 

different experimental design, respondents and product categories (Lynch 1982).  

While the results are encouraging, the direct effect of product category fit on 

negative CER through the cognitive appraisal dimension of certainty cannot be 

replicated in Study 4. The result of Study 4 shows that product category fit on 

negative CER cannot be explained by any of the cognitive appraisal dimensions. 

Instead, the product category fit has a direct effect on negative CER. Such a finding 

does not mean that consumers do not go through the process of cognition before 

emotion elicitation, but such cognition is mainly caused by the information 

processing of the stimulus (i.e. product category fit of the BE). This may be due to 

the durability of the product category; when consumers expose to the durable product 

categories (such as a digital camera and a two-seater leather sofa in Study 4 

compared to the chewing gum and instant noodles in Study 2a), consumers are more 

likely to adopt high-level construal because the consumption frequency of durable 

goods is much less than fast-moving consumer goods (Sweeney et al. 1999). Such 

high-level construal represents a lower personally relevant and psychologically 

distanced consumption situation (Kim and John 2008). According to the CAT, 

decreased imminence of making a consumption decision will reduce the potential 

threat in relation to consumers’ personal goals (Lazarus and Folkman 1984), which 

explains why the negative CER is elicited directly from the evaluation of the 

characteristics of the BE stimulus in relation to product category fit, but not in 

relation to personal consumption goals of the BE situation.  

This study also yields a further understanding of the implications of how 

CER towards BE influences consumers’ behaviours. While previous research argues 

that intentional measures may not lead to behaviours (Morales et al. 2017), this study 

addresses such concerns and demonstrates that CER towards the BE can influence 

consumers’ behaviour. Particularly, positive CER can enhance consumers’ WTP, 

willingness to sign-up for future BE information and willingness to sign-up for free 

BE sample. For negative CER, it can reduce consumers’ WTP and willingness to 

sign-up for free BE sample. These further confirm the behavioural prediction of CER 

as suggested by the CAT (Lazarus 1991b, Nyer 1997, Bagozzi et al. 1999).  
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7.6 Chapter Summary 

Study 1 confirms that a cognitive appraisal process can be used to explain CER in the 

BE context. Such causal relationships between cognitive appraisal dimensions and 

CER provide an important theoretical foundation of the application of CAT in the BE 

context. Building on this foundation, a series of experiments were presented to 

examine how the BE characteristics (i.e. product category fit), consumers’ personal 

factor (i.e. emotional brand attachment) and the situational factor (i.e. brand name 

structure) can independently and interactively influence the cognitive appraisal 

process and CER.  

The overall results are encouraging and in line with some of the proposed 

hypotheses. In Study 1, the results of the cognitive appraisal process on CER confirm 

the role of CAT in emotional responses elicitation in the BE context, especially on 

positive CER. Study 2a demonstrates that the effect of product category fit on 

positive CER can be explained by the cognitive appraisal dimensions of goal 

congruence and goal relevance. Moreover, consumers’ higher level of emotional 

brand attachment can enhance the positive relationship between product category fit 

and positive CER through goal relevance. Study 2b successfully replicates this 

finding by using a manipulated scenario of emotional brand attachment. While Study 

3 discovers that the use of family branding cannot enhance the positive relationship 

between product category fit and positive CER, the sub-branding strategy can 

effectively weaken the negative relationship between product category fit and 

negative CER. However, such an effect cannot be explained by the cognitive 

appraisal dimensions. It may be the psychological distancing effect of sub-branding 

which enhance the novelty of the BE situation and weaken the effect of cognitive 

appraisal dimensions. Finally, Study 4 replicates all of the previous results and 

further provides external validity of the findings, except the effect of product 

category fit on the negative CER through cognitive appraisal dimension. This may be 

due to the use of durable goods in the experimental design.  

Second, in line with the prediction as well as the CAT, the relationship 

between CER and consumers’ behavioural and attitudinal responses are consistent 

across different studies. This can be explained by the coping process of the CAT 

(Nyer 1997, Lazarus 1991b), as well as the argument that emotional responses are 

the antecedents of consumers’ attitudes towards the situation (Allen et al. 1992). The 
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studies find that CER not only explains consumers’ attitudinal and behavioural 

responses toward the BE, but it also explains the dilution effect on the parent brand, 

such as parent brand avoidance, boycotting and attitude towards the parent brand. 

More importantly, Study 4 reveals that CER can influence consumers’ actual 

behaviours through the use of behavioural measures in the experiment.  

The summary and discussions of the entire research, research implications, 

limitations and future research recommendations will be provided in Chapter 8. 
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Chapter 8 Discussion and Conclusion 

8.0 Introduction 

Although previous BE research has predominantly focused on the cognitive aspect of 

processing BE, especially schematic processing, the potential impact of such 

consumers’ cognitions on CER has not yet been investigated. The current research 

suggests that understanding CER in the BE context is important because CER can 

potentially affect consumers’ decision making and influence consumers’ perception 

of the parent brand. Therefore, the current research aims to extend the BE literature 

by examining consumers’ responses from the emotional perspective. Some research 

objectives are proposed to address the research aim, including (1) investigating 

factors explaining the elicitation of CER, (2) determining what marketing strategies 

can be used to influence CER in the BE context, and (3) examining the effect of CER 

on consumers’ attitudinal and behavioural responses.  

To address these research objectives, the current research first develops a 

scale in Chapter 6 by including the emotion descriptors in the BE context to measure 

CER. This preliminary scale development study allows subsequent studies to 

measure CER more accurately in the BE context. Then, in Chapter 7, a series of 

experiments are conducted to address the research objectives and hypotheses. 

This chapter provides an overview of the research as well as summarises the 

findings of the entire research. It first discusses and illustrates how the research 

findings address each of the research objectives. Then, the theoretical implications 

are discussed. Next, the managerial contributions of the overall research are 

mentioned. Finally, research limitations and future research recommendations are 

proposed at the end of the chapter. Table 33 provides a summary of the research 

objectives, corresponding hypotheses, core findings, and implications (both 

theoretical and practical) of the current research.  
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8.1 Research Objectives, A Summary of the Main Findings, and Theoretical 

Implications 

8.1.1 The emotional responses scale for the BE context (CERBES) 

Although this is not a part of the research objectives, the generalisability issues and 

limitations of the previous emotion measures have led the current research to develop 

a new scale for measuring CER in the BE context. The development of such a scale 

is important for exploring the proposed hypotheses of the current research. By 

employing the scale development process, the current research uses exploratory 

inquiry (in-depth interviews (n = 32) and open-ended questionnaires (n = 85) to 

collect emotion descriptors specifically for the BE context. Then, a quantitative 

survey (n = 1309) and a scenario-based experiment (n = 191) are used to explore and 

examine the measurement model and the reliability and validity of the CERBES. The 

scale development results show a total of twenty-four items measuring CER in the 

BE context, including two dimensions. The first dimension is positive emotional 

responses with eleven items: delighted, joyful, glad, excited, pleased, happy, thrilled, 

hopeful, pleasant, optimistic, and content. The second dimension is negative 

emotional responses with thirteen items: upset, angry, frustrated, miserable, sad, 

annoyed, distressed, irritated, anxious, shamed, worried, disappointed, and disgusted. 

The overall scale achieves good reliability, validity, and measurement model fit.  

 The development of the CERBES contributes to the BE literature by 

providing a validated emotional responses scale for future BE research. The 

empirical results in Chapter 6 show that the scale possesses high discriminant and 

convergent validities. Although the findings of the present research have only 

resulted in the general two-factor solution (positive and negative emotional 

responses), the qualitative exploration can serve as a foundation for future research 

that shows that emotional responses exist in the BE context. Moreover, the 

exploration and confirmation of emotional responses in the BE context (with a list of 

emotional descriptors provided) can also facilitate future research seeking to 

investigate CER in specific BE contexts, particularly those with high levels of 

consumer emotional engagement, such as CSR and luxury brands.  

 After the preliminary study exploring descriptors of consumers’ emotional 

responses, the present research employs the scale to address the research objectives 
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and hypotheses, which comprise two main themes: (1) antecedents of CER in the BE 

context and (2) consequences of CER in the BE context.  

8.1.2 Antecedents of emotional responses 

To examine antecedents of CER in the BE context, the current research first focuses 

on applying CAT and examining the cognitive appraisal mechanism, i.e. cognitive 

appraisal dimensions, to explain the elicitation of CER in the BE context. This builds 

an important theoretical foundation for the remaining studies to examine what 

marketing strategy variables can be used to enhance positive CER and reduce 

negative CER in the BE context. Based on this, the current research uses product 

category fit of the BE as a BE characteristics factor, emotional brand attachment as a 

consumers’ personal factor, and brand name structure as a branding factor to 

examine how these can independently and interactively influence the cognitive 

appraisal process and result in CER. While the previous BE research has 

predominantly focused on the cognitive side of how consumers evaluate BEs (e.g. 

Puligadda et al. 2012), the present research extends to the BE literature by providing 

a new perspective of emotional responses as an outcome of consumers’ cognitions of 

the BE stimulus, which can also determine their behavioural outcomes.  

8.1.2.1 The application of CAT in the BE context 

First, building on the theoretical foundation of CAT, the first research objective 

involves examining whether the CAT mechanism can explain the CER elicitation in 

the BE context:  

Objective 1: To investigate factors explaining the elicitation of CER in the BE 

context (Study 1, H1 to H3) 

The cognitive appraisal process of CAT postulates that the consumer’s 

evaluation and interpretation of the BE stimulus, i.e. the cognitive appraisal 

dimensions, determine the elicitation of CER (Roseman et al. 1990). After a 

comprehensive review of CAT and of how the theory has been applied in the 

marketing-related context in Chapter 3. In contrast to the previous application 

research of CAT in marketing, predominantly focused on services and CSR context 

(e.g. Hosany 2012, Zheng et al. 2021), the present research demonstrates that the 

cognition-emotion-behaviour mechanism of CAT is also applicable to the BE 

context. This broadens the literature of CAT regarding its application in marketing 
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(e.g. Watson and Spence 2007). To this end, the present research also opens a new 

field for future researchers to examine the appraisal process in the BE context, 

including exploring more contextualised appraisal dimensions in the BE context or 

the possibility of using some of the existing cognitive variables in the BE literature to 

examine the elicitation of CER. Adding to this, the present research provides further 

empirical evidence to support the cognition-emotion paradigm in the BE context by 

illustrating the causal effects of cognitive appraisal on emotional responses.  

The below discuss the three relevant cognitive appraisal dimensions that are 

adopted to explain the elicitation of CER in the BE context: goal congruence, goal 

relevance, and certainty.  

First, goal congruence in the BE context refers to whether the BE is harmful 

or beneficial to the achievement of consumers’ consumption needs. Based on this, 

the current research proposes that when the BE is more consistent with consumers’ 

personal expectations and needs, consumers will feel more positive. Consistent with 

the previous research on CAT (e.g. Hosany 2012, Lazarus 1991), the findings of the 

present research show that the degree of goal congruence in a BE situation can 

determine the valence of the emotional responses and lead to higher positive CER 

and lower negative CER. This extends the previous BE literature investigating the 

impact of goal congruence on consumers’ attitudinal and behavioural responses 

(Martin and Stewart 2001, Martin et al. 2005) by demonstrating that the goal 

congruence of a BE can influence these through the elicitation of CER.  

Goal relevance is defined as the degree of importance of the BE product to 

achieving consumers’ consumption needs. This dimension is related to the urgency 

of the consumption needs, and such urgency can motivate consumers to deploy more 

information processing efforts to process the BE stimulus (Kumar and Garg 2010). 

For example, when a consumer is looking for new furniture for his/her new house 

next week, Zara’s introduction of Zara Home may motivate his or her higher 

processing efforts towards the BE to determine whether Zara (the parent brand) can 

produce good furniture (Meyvis and Janiszewski 2004). The present research 

indicates that goal relevance in a BE situation can independently influence positive 

emotional responses. The results also show that there is no difference between goal 

relevance and irrelevance in a BE situation regarding the elicitation of negative 

emotional responses. The findings provide evidence to support the psychological 

effects of inattentional blindness when consumers are in a goal-irrelevant BE 
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situation (Abela 2014) and extend the role of cognitive efforts in a goal-relevant 

situation (Meyvis and Janiszewski 2004). To further explain this, inattentional 

blindness delineates that consumers in a goal-irrelevant BE situation are less likely to 

seriously process the BE stimulus, which elicits weak CER. For example, if a 

consumer is moving home after two years, the urgency to purchase the furniture is 

low; consequently, weaker CERs are elicited. The insignificant difference between 

situations with goal relevance and irrelevance may also support the theoretical 

underpinning of cognitive efforts in goal-relevant BE situations. From here, weak 

negative emotional responses may be caused by the high information-processing 

efforts by consumers to rationalise their perceptions of a BE situation. Therefore, in 

both goal-relevant and goal-irrelevant BE situations, consumers will not perceive 

significant differences in the magnitude of negative CER. Based on this, the role of 

cognitive efforts may also provide a ground for future research to examine the 

potential mediation effects of cognitive efforts on CER. In this way, it may provide 

valuable insights for marketers to think about motivating consumers to process their 

BEs when their extended products are relatively unimportant to achieve consumers’ 

consumption goals. 

Finally, the certainty dimension is related to the probability of consumers 

predicting the outcome of using the BE. The findings of the present research show 

that a more certain BE situation can evoke higher positive and lower negative 

emotional responses than an uncertain BE situation. This supports the role of 

anticipation in the pre-consumption context of a brand launching BEs in the market 

(Millberg et al. 2010). The findings also support the underlying role of perceived risk 

in the certainty concept. When consumers are exposed to an extended product, they 

will evaluate the levels of risks involved in using the BE (e.g. functional and 

financial risks) through the information cues available (Bee and Madrigal 2013). 

Extending to the literature, the results regarding certainty in the cognitive appraisal 

process show that the certainty (versus uncertainty) of a BE situation can further 

elicit CER and, consequently, consumers’ attitudinal and behavioural outcomes.  

In general, these findings contribute to the CAT and BE literature by showing 

that the cognitive appraisal process can explain the elicitation of CER in the BE 

context. Although previous research has mainly applied CAT in the post-

consumption and CSR contexts (e.g. Antonetti and Maklan 2014a, Lastner et al. 

2016), only a few studies have looked at the product-related pre-consumption 
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context. Thus, the present research contributes to the CAT literature by introducing a 

new marketing application of CAT related to the product-related pre-consumption 

context of BE. Moreover, the findings demonstrate that the cognitive appraisal 

process is different when eliciting positive versus negative CER. For example, the 

results show that goal congruence and certainty are the dominant causes of both 

positive and negative CER, whereas goal relevance is the only cognitive appraisal 

dimension that causes positive CER. This finding contributes to an under-researched 

area and answers an implicit call from the cognitive appraisal theorists regarding the 

predictability of each of the appraisal dimensions on emotional responses, with the 

exception of goal congruence (Moors 2013). 

8.1.2.2 Marketing strategies as antecedents influencing CER through the cognitive 

appraisal process 

Having confirmed that the mechanism of CAT can explain the emotional response 

elicitation in the BE context, the research moves on to specify a BE scenario of 

product category fit as an antecedent to influencing the cognitive appraisal process. 

This addresses the second research objective of the current research:  

Objective 2: To examine marketing practices and the boundary conditions 

influencing CER towards BEs (Studies 2 to 4, H6 to H11) 

a. Product category fit of the extended product 

The results show that product category fit can positively influence positive CER 

through the cognitive appraisal dimensions of goal congruence and goal relevance, 

but not certainty (H6, see Table 33). This supports the suggestion of the 

categorisation theory that information is transferred from the parent brand to the 

extended product (Park et al. 1991). However, it also strengthens such a theoretical 

underpinning by showing that the information transfer also involves the transferral of 

the consumption goal from the parent brand to the extended product. Specifically, 

when the BE has a high (versus low) product category fit, consumers can easily 

identify the consistency and relevance of the consumption goal between the BE and 

other products of the parent brand. This is because, according to the categorisation 

theory, this BE information can be mentally stored in the same category as that of the 

parent brand (Morrin 1999, Huffman and Houston 1993). Building from this, the 

present research also demonstrates that the consumption goal transferral from the 

parent brand to the extended product with high (versus low) product category fit can 
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also elicit higher positive emotional responses. In this case, the consideration of 

achieving consumption goals may have offset the certainty appraisal in consumers’ 

appraisal process. Such a result may provide further support to cognitive appraisal 

theorists who perceive goal congruence and goal relevance as the primary appraisals 

individuals take into account before secondary appraisals, such as the certainty 

dimension (e.g. Lazarus 1991). Having said that, the present research did not 

examine such a hierarchical model of the cognitive appraisal process. This could 

serve as a future research direction to empirically strengthen the applicability of 

primary and secondary appraisal processes in the marketing literature.  

 Another result shows that BEs with low (versus high) product category fit 

evoked high negative CER; this can be explained by the cognitive appraisal 

dimension of certainty (H7c, see Table 33). This is also consistent with the 

categorisation theory, according to which consumers’ knowledge of the parent brand 

is less likely to be transferred to the extended product when the BE has a low product 

category fit. In this case, when consumers anticipate the quality outcome of the BE, 

they may have less information about the quality of the BE, resulting in higher 

perceived risk and uncertainty. While the results embrace the existing findings in the 

BE literature, they also extend the argument that the perceived risks and uncertainty 

caused by weak associations with the parent brand can lead to consumers’ negative 

emotional responses.  

 To summarise, the findings concerning the independent effect of product 

category fit also contribute to the existing literature. First, although product category 

fit has been found to be one of the most important determinants of BE success in the 

previous BE literature (Martinez and Pina 2010), the present research extends this 

finding to a new CER perspective and proves that product category fit remains an 

important factor from another perspective, i.e. CER. Moreover, the elicitation of 

CER can be explained by the cognitive appraisal process, including the appraisal 

dimensions of goal congruence, goal relevance and certainty of the BE situation.  

 The following sections discuss how consumers’ individual factors and 

changes in the BE stimulus can act as the boundary conditions of the influence of 

product category fit on the cognitive appraisal process (i.e. the person–environment 

interaction as proposed by cognitive appraisal theorists (e.g. Ellsworth and Scherer 

2003, Lazarus 1991).  
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b. Product category fit and consumers’ emotional brand attachment 

The research also suggests that consumers with stronger emotional brand attachment 

experience a more positive impact of product category fit on positive CER through 

goal relevance (H8a, see Table 33). This result contributes to the person-environment 

interaction proposition of CAT by extending the role of personal factors in the 

interaction (Ellsworth and Scherer 2003). Specifically, the theory suggests that how 

an individual evaluates the situation evokes a certain emotional response (Moors 

2013). Based on this, the present research demonstrates that emotional brand 

attachment is one of the personal factors that can change the person-environment 

interaction (Lazarus and Folkman 1984).  

Moreover, the present research extends the effects of emotional brand 

attachment on consumers’ decision-making processes by showing its influence on 

consumers’ emotional reactions when a brand to which they are emotionally attached 

introduces a new product to the market. Such a result can be developed from the 

consumers’ affect-laden memories about the parent brand and perceptions of it being 

a part of themselves. The introduction of BEs (especially the high product category 

fit BEs) by the parent brand becomes a way for them to maintain and strengthen their 

relationship with it (Fedorikhin et al. 2008). This embraces the theoretical 

underpinnings and, in addition, extends the argument to the cognitive appraisal 

process and emotional responses of consumers. The finding shows that goal 

relevance dominates the cognitive appraisal process and elicits stronger positive CER 

in consumers with high emotional brand attachment. While this is sensible from the 

emotional brand attachment perspective, CAT suggests that goal congruence is the 

core cognitive appraisal dimension to determine positive and negative emotional 

responses (e.g. Lazarus 1991). Therefore, the present research provides valuable 

insights into how the relative importance of cognitive appraisal dimensions may 

depend on the specific person-environment interaction.  

However, the present research also demonstrates that the moderating effects 

of emotional brand attachment can only be used to strengthen the positive effect of 

BEs having high product category fit on positive CER through the cognitive 

appraisal dimension of goal relevance. Consumers with high (versus low) emotional 

brand attachment do not have more favourable CER when the BE has a low product 

category fit. This finding shows a boundary condition in which emotional brand 

attachment does not influence the relationship between product category fit and CER 
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through the cognitive appraisal process (Busse et al. 2017). This provides further 

support to previous arguments on the effects of emotional brand attachment on BE 

evaluations that consumers may find it difficult to recognise a BE with a low product 

category fit as a member of the parent brand (Fedorikhin et al. 2008). Therefore, 

emotional brand attachment does not moderate the effects of product category fit on 

negative CER. 

In addition, the present research addresses the call for research to examine the 

effects of both incidental and integral emotions on consumer decision making (So et 

al. 2015, Achar et al. 2016). It shows that the incidental emotions (i.e. the emotional 

state attached to the parent brand) significantly influence the desire of consumers to 

process the BE stimulus and consequently elicit emotional responses and affect 

decision making. 

c. Product category fit and brand name structure 

Although building emotional brand attachment with consumers cannot reduce 

negative CER elicited by extensions with low product category fit, the present 

research takes the branding factor into consideration. This is also related to the 

changes in the characteristics of the appraisal stimulus (i.e. branding of the BE) as in 

the person–environment interaction (Ellsworth and Scherer 2003).  

The present research considers the brand name structure strategy as another 

marketing practice that influences the effect of product category fit on cognitive 

appraisal and, consequently, CER. The results demonstrate that the sub-branding 

strategy can reduce negative CER caused by the low product category fit of the BE. 

While the results of sub-branding in regard to reducing negative CER towards an 

extension with a low product category fit are encouraging, they do not support the 

cognitive appraisal process in the regard that emotional responses cannot be 

explained by any of the three appraisal dimensions. This provides further evidence 

that the novelty of the appraisal stimulus (in this case, the BE using a sub-brand 

name) directly reduces the negative emotional responses (Lazarus and Folkman 

1984). Such a process can happen in a relatively unconscious way (Scherer 1984a). 

This incorporates the concept of the cognitive distancing technique of the sub-

branding strategy, which suggests that the noticeable difference between the BE and 

the parent brand may prevent consumers from recalling the meanings of the parent 

brand (Sood and Keller 2012). However, the present research extends this to suggest 
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that the cognitive distancing technique may explain why goal congruence, goal 

relevance and certainty cannot explain the use of the sub-branding strategy to reduce 

negative emotional responses. This opens another future research direction to 

investigate (1) the effect of the cognitive distancing concept on the cognitive 

appraisal process and (2) whether other cognitive appraisal dimensions may explain 

the emotional responses in this particular BE situation.  

Moreover, in contrast to the previous research findings, which suggest that 

family branding can enhance consumers’ favourable evaluations (Sood and Keller 

2012), the present research argues that the use of family branding cannot elevate 

positive CER towards the extended product. Moreover, the research indicates that 

using family branding can even enhance negative CER towards BEs with a low 

product category fit. 

  In addition, the present research extends the BE literature by showing that 

the sub-branding strategy is an effective strategy for reducing negative CER towards 

BEs with a low product category fit. It provides further support to previous literature 

that found that sub-branding can mitigate the unfavourable evaluation of BEs with a 

low product category fit (Sood and Keller 2012). However, the present research 

extends this to show such an effect from the emotional response perspective. 

8.1.3 Consequences of emotional responses 

The final part of the conceptual model of the present research involves the 

consequences of CER in the BE context. A relationship between CER towards BEs 

and consumers’ attitudinal and behavioural responses is found in the predictive 

validity study in the scale development process (Chapter 6) as well as across the four 

main studies (Chapters 7). This is related to the third research objective of the present 

research:  

Objective 3: To examine the effect of CER towards BEs on consumers’ attitudinal 

and behavioural responses (Studies 1 to 4, H4 and H5) 

To address this research objective, the present research follows the coping 

process as a part of CAT and proposes what behavioural response consumers would 

elicit after having an emotional response (Lazarus 1991b). Whereas CAT only 

postulates behavioural responses, the study derives hypotheses from the previous 

research that suggest that emotional responses can be one of the antecedents 
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influencing consumers’ attitudinal responses (Allen et al. 1992). Hypotheses are 

proposed in the current research to examine whether positive (negative) CER will 

lead to positive (negative) attitudinal and behavioural responses (i.e. H4 and H5) (see 

Table 33). To address these hypotheses, studies of the current research not only 

measure intentional variables but, in Study 4, behavioural measures are included to 

demonstrate that CER can affect both consumers’ intentional and behavioural 

responses.  

 The findings support the hypotheses and are consistent across different 

studies. Higher positive CER can enhance consumers’ purchase intentions, WOM 

tendency, attitude towards BE, and attitude towards the parent brand. They can also 

reduce consumers’ BE denial and parent brand avoidance. More importantly, higher 

positive CER can enhance consumers’ WTP for the BE, willingness to sign-up for 

future BE information, and willingness to sign-up for a free BE sample.  

 Regarding negative CER, studies have discovered that higher negative CER 

leads to lower purchase intention, attitude towards the BE, and attitude towards the 

parent brand. It can also enhance consumers’ boycotting tendency on the parent 

brand, BE denial, and parent brand avoidance. Higher negative CER will also lead to 

lower WTP for the BE and willingness to sign-up for a free BE sample.  

 The findings regarding the consequences of CER in the BE context illustrate 

the importance of extending the BE research to emotional perspectives. Previous BE 

studies have also filled the research gap regarding the role of affect in the BE 

literature. Prior research has suggested that consumers’ affect – including their mood 

states (Barone et al. 2000, Barone and Miniard 2002, Barone 2005), attitudes towards 

the parent brand (Martinez and Pina 2010) and emotional attachment to the parent 

brand (Fedorikhin et al. 2008) – can influence their behavioural and attitudinal 

responses to BEs. The present research addresses this research gap and shows that 

CER to the BE as one of the affective dimensions can influence consumers’ 

attitudinal and behavioural responses. 

 The findings also contribute to the CER literature. Recent studies have 

investigated how CER can be an antecedent influencing consumers’ behaviours (So 

et al. 2015, Achar et al. 2016). Although the previous studies have been conducted 

on service experience, CSR and advertising, the present research extends this list by 

showing the role of CER in the BE context. By doing so, it also provides further 



 

Page | 293  

empirical support to the coping process of CAT and responds to the previous 

research suggesting there is a lack of emphasis on the coping process resulting from 

the experience of emotions in consumer contexts (Yi and Baumgartner 2004). 

Although the coping process does not explain consumers’ attitudinal responses, the 

present research findings also contribute to the previous research and show that CER 

are an antecedent of attitudinal responses in the BE context.  
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Table 33. Summary of research objectives, hypotheses, findings, and implications 

Objective 1: To investigate factors explaining the elicitation of CER in the BE context 

Hypotheses Studies Support Core Implications 

H1: A goal congruent BE 

consumption situation would elicit 

(a) and (b) compared to a goal 

incongruent BE consumption 

situation.  

Study 1  Theoretical:  

- Extend the previous BE literature 

by demonstrating that the goal 

congruence of a BE influence 

consumers’ attitudinal and 

behavioural responses through its 

elicitation of CER.  

- Provide further support on the 

proposition of CAT that goal 

congruence can determine the 

valence of emotional responses 

Practical:  

- Emphasise the consumption 

consistency between the extended 

product and the original offerings 

of the parent brand. This can be 

achieved by suggest the use of 

ingredients by the original brand’s 

offerings.  

o Baileys Irish Cream 

ingredients being used in 

the Baileys’ chocolate 

extensions.  

(a) Higher positive CER Study 1 Supported 

(b) Lower negative CER Study 1 Supported 

H2: A goal relevant BE 

consumption situation would elicit 

(a) and (b) compared to a goal 

Study 1  Theoretical:  

- Indicates that goal relevance of 

the BE situation can 
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irrelevant BE consumption 

situation.  

independently influence positive 

emotional responses  

- Provide evidence to support the 

psychological effects of 

inattentional blindness when 

consumers are in the goal 

irrelevant BE situation (Abela 

2014) 

- Extend the role of cognitive 

efforts in the goal relevance 

situation (Meyvis and Janiszewski 

2004) 

Practical: 

(a) Stronger positive CER Study 1 Supported 

(b) Stronger negative CER Study 1 Not supported 

   - Analysing customers shopping 

data and provide customised 

advertising messages about the 

importance of achieve to their 

consumption goal by purchasing 

the BE.  

   

H3: A certainty-based BE 

consumption situation would elicit 

(a) and (b) compared to an 

uncertainty-based BE consumption 

situation. 

Study 1  Theoretical:  

- Demonstrates the underlying role 

of anticipation and perceived risk 

in the certainty concept  

- Extends to the impact of 

perceived risks in the BE 

literature by showing the impact 

on CER 

Practical:  

- Marketing managers of low 

credibility brands can consider 

(a) Higher positive CER Study 1 Supported 

(b) Lower negative CER Study 1 Supported 
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partnering with a credible brand 

in a particular product sector and 

emphasise this in their marketing 

practices to reduce the uncertainty 

of using the product or service. 

o When Tesco introduce 

Tesco Mobile, they 

emphasise their 

partnership with O2.  

- Marketing managers can consider 

using a marketing campaign 

involving giving free product BE 

samples to consumers to try 

o Coca Cola’s product trial 

campaign when they 

introduce the Coke Zero 

extension 

- Use informational (versus 

emotional) advertising message to 

provide detailed product-related 

information regarding the BE to 

enhance consumers’ certainty of 

the BE’s outcome  

Objective 2: To examine marketing practices and the boundary conditions influencing CER towards BEs 

Hypotheses Studies Support Core Implications 

H6: High (versus low) product 

category fit can lead to higher 

positive CER; such an effect is 

Studies 2a and 4  Theoretical:  

- Extends the claim that product 

category fit is one of the most 
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mediated by cognitive appraisal 

dimensions. 

important determinants of BE 

success in the previous literature 

by showing the effects of product 

category fit on both positive and 

negative CER 

- Provide a linkage between the 

categorisation theory and the 

cognitive appraisal process in the 

BE context, i.e. in influencing the 

appraisal dimensions of goal 

congruence, goal relevance and 

certainty. 

- Extend the argument that the 

perceived risks and uncertainty 

caused by the weak associations 

with the parent brand can lead to 

consumers’ negative emotional 

responses. 

Practical:  

- Introduce high product category 

fit extensions 

- Pair the extended product with the 

original offerings when marketers 

introduce the high product 

category fit extension, such as 

unified logo and colour of the 

extended product to help 

consumers identify the 

consumption goal consistency 

(a) Goal congruence Studies 2a and 4 Supported 

(b) Goal relevance Studies 2a and 4 Supported 

(c) Certainty Studies 2a and 4 Not supported 

H7: High (versus low) product 

category fit can lead to lower 

negative CER; such an effect is 

mediated by cognitive appraisal 

dimensions.  

Studies 2a and 4  

(a) Goal congruence Studies 2a and 4 Not supported 

(b) Goal relevance Studies 2a and 4 Not supported 

(c) Certainty Studies 2a and 4 Weakly 

supported 
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o EasyHotel applies the 

orange colour and the 

same font style in the logo 

to remind consumers of its 

association with the parent 

brand, i.e. EasyJet 

- Advertising messages to 

communicate the consistency and 

importance of the BE to achieve 

the same consumption goal as the 

original offerings 

o Next’s kidswear illustrate 

how the product design 

and styles are consistent 

with their original clothing 

for adults to induce the 

parents’ desire to wear the 

same styles as their kids 

- Emphasise on the positive 

experience of the product or 

service to induce certainty 

through YouTuber endorsement 

o Apple introduces the new 

Apple Watch, some 

YouTubers receive the 

product sample and 

release a review video 

before the official product 

launch 
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H8: Emotional brand attachment 

positively moderates the effects of 

product category fit on cognitive 

appraisal dimensions, i.e. (a), (b), 

and (c), so that the effects of product 

category fit on positive CER are 

stronger for consumers with higher 

(versus lower) emotional brand 

attachment. 

Studies 2a, 2b, and 4  Theoretical:  

- Demonstrate that emotional brand 

attachment is one of the personal 

factors that can change the 

person-environment interaction in 

the cognitive appraisal process. 

- Contribute to the role of 

emotional brand attachment in 

BE. Consumers’ personal 

commitment and self-connection 

with the BE introduced by the 

parent brand is a major concern 

that can enhance their positive 

CER to the BEs with high product 

category fit 

- Show a boundary condition in 

which emotional brand 

attachment does not influence the 

relationship between low product 

category fit and CER through the 

cognitive appraisal process. 

- Provide further support to 

previous arguments on the effects 

of emotional brand attachment on 

BE evaluations that consumers 

may find it difficult to recognise 

the low product category fit BE as 

a member of the parent brand. 

Therefore, emotional brand 

attachment does not moderate the 

(a) Goal congruence Studies 2a, 2b, and 4 Not supported 

(b) Goal relevance Studies 2a, 2b, and 4 Supported 

(c) Certainty Studies 2a, 2b, and 4 Not supported 

H9: Emotional brand attachment 

positively moderates the effects of 

product category fit on cognitive 

appraisal dimensions, i.e. (a), (b), 

and (c), so that the effects of product 

category fit on negative CER are 

weaker for consumers with higher 

(versus lower) emotional brand 

attachment. 

Studies 2a, 2b, and 4  

(a) Goal congruence Studies 2a, 2b, and 4 Not supported 

(b) Goal relevance Studies 2a, 2b, and 4 Not supported 

(c) Certainty Studies 2a, 2b, and 4 Not supported 
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effects of product category fit on 

negative CER.  

- Addresses the call for research to 

investigate the influence of both 

incidental (here, emotional brand 

attachment) and integral (here, 

CER towards BEs) emotions on 

consumers’ decision making 

Practical:  

- Brands that have a large group of 

highly emotionally connected 

consumers can capitalise on them 

and introduce BEs with high 

product category fit 

o Apple successfully 

introduce extensions like 

Apple Watch, AirPods and 

Apple Music 

- For those brands which possess a 

less emotionally attached group of 

consumers, they can start building 

their emotional bonds with their 

customers by launching some 

loyalty scheme and 

communication campaigns 

o Lidl launch the Lidl Plus 

loyalty scheme and 

introduce their Lidl’s 

Smart Home extension. 
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H10: Family branding strategy, 

compared to sub-branding, can 

positively moderate the effects of 

product category fit on cognitive 

appraisal dimensions, i.e. (a), (b), 

and (c), so that the effects of product 

category fit on positive CER will be 

stronger. 

Studies 3 and 4  Valuable findings:  

- The use of sub-branding strategy 

can directly reduce the negative 

CER caused by low product 

category fit of the BE 

Theoretical:  

- Argue that the use of family 

branding cannot elevate 

consumers’ positive CER towards 

the extended product. Moreover, 

the research indicates that using 

family branding can even enhance 

consumers’ negative CER for BEs 

with low product category fit. 

- Argues that the positive 

moderating effect of sub-branding 

strategy cannot be explained by 

the cognitive appraisal 

dimensions. This shows that when 

consumers are exposed to a 

relatively novel appraisal stimulus 

directly reduces the negative 

emotional response. This process 

can happen in a relatively 

unconscious way (Scherer 1984a).  

- Provide evidence that that the 

noticeable differences created by 

the sub-branding in relation to the 

parent brand may enhance the 

novelty of the appraisal stimulus.  

(a) Goal congruence Studies 3 and 4 Not supported 

(b) Goal relevance Studies 3 and 4 Not supported 

(c) Certainty Studies 3 and 4 Not supported 

H11: Sub-branding strategy, 

compared to family branding, can 

positively moderate the effects of 

product category fit on cognitive 

appraisal dimensions, i.e. (a), (b), 

and (c), so that the effects of product 

category fit on negative CER will be 

weaker. 

Studies 3 and 4  

(a) Goal congruence Studies 3 and 4 Not supported 

(b) Goal relevance Studies 3 and 4 Not supported 

(c) Certainty Studies 3 and 4 Not supported 
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- Extend the previous literature to 

show that sub-branding can 

mitigate the unfavourable 

evaluation of the low product 

category fit BE from the 

emotional responses perspective 

(Sood and Keller 2012). 

- Extends the effect of sub-

branding strategy to the effects of 

product category fit on BE 

evaluations from the emotional 

response perspective 

Practical:  

- When launching a low product 

category fit BE is inevitable for 

marketers, it is suggested that 

they adopt sub-branding strategy 

because it can effectively reduce 

negative CER 

o F&F clothing by Tesco  

- Introduction of low product 

category fit BEs through family 

branding can evoke stronger 

negative CER 

o EasyCinema and 

Colgate’s ready meal 

failed in their respective 

market 

Objective 3: To examine the effect of CER towards BEs on consumers’ attitudinal and behavioural responses 

Hypotheses Studies Support Core Implications 
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H4: Positive CER will lead to 

positive attitudinal and behavioural 

responses. 

Preliminary study and Studies 

1 to 4 

 Theoretical:  

- Adds to the role of affection in the 

BE literature by showing that 

CER can also influence 

consumers’ attitudinal and 

behavioural responses. 

- Adds to the BE literature by 

showing that CER caused by the 

BE can influence consumers’ 

evaluations of the parent brand 

- Verifies the coping process of 

CAT in the BE context 

- Confirms the predictive role of 

CER in attitudinal responses as 

suggested by previous research 

Practical:  

- Marketing managers need to 

better manage and monitor CER 

when introducing a BE 

o Include CER measures 

when conducting market 

research before launching 

the BE 

o Monitor how consumers 

on social media react to 

the idea of the BE 

(a) Higher WOM tendency Preliminary study and Studies 

1 to 4 

Supported 

(b) Lower boycotting tendency on 

the parent brand 

Preliminary study and Studies 

1 to 4 

Not supported 

(c) Higher purchase intention Preliminary study and Studies 

1 to 4 

Supported 

(d) Higher attitude towards the 

parent brand 

Preliminary study and Studies 

1 to 4 

Supported 

(e) Higher attitude towards the BE Preliminary study and Studies 

1 to 4 

Supported 

(f) Lower parent brand avoidance Study 4 Supported 

(g) Lower BE denial Study 4 Supported 

(h) Higher WTP Study 4 Supported 

(i) Higher willingness to sign up 

for future BE information 

Study 4 Supported 

(j) Higher willingness to sign up 

for a free BE sample 

Study 4 Supported 

H5: Negative CER will lead to 

negative attitudinal and behavioural 

responses. 

Preliminary study and Studies 

1 to 4 

 

(a) Lower WOM tendency Preliminary study and Studies 

1 to 4 

Not supported 

(b) Higher boycotting tendency on 

the parent brand 

Preliminary study and Studies 

1 to 4 

Supported 

(c) Lower purchase intention Preliminary study and Studies 

1 to 4 

Supported 



 

Page | 304  

(d) Lower attitude towards the 

parent brand 

Preliminary study and Studies 

1 to 4 

Supported 

(e) Lower attitude towards the BE Preliminary study and Studies 

1 to 4 

Supported 

(f) Higher parent brand avoidance Study 4 Supported 

(g) Higher BE denial Study 4 Supported 

(h) Lower WTP Study 4 Supported 

(i) Lower willingness to sign up 

for future BE information 

Study 4 Not supported 

(j) Lower willingness to sign up 

for a free BE sample 

Study 4 Supported 
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8.2 Practical Implications 

With the technology advancement and popularity, consumers can easily 

express their emotional responses to branding strategies via various social media 

sites and influence their peers’ product selections via WOM communication 

(Oleszkiewicz et al. 2017), so the current research calls attention to marketers to 

manage and monitor not only sales volumes but also the emotional responses of 

consumers when introducing a BE. The current research indicates that CER towards 

BEs has the potential to influence consumers’ attitudinal and behavioural responses. 

These responses not only affect the BE, but also influence how consumers perceive 

the parent brand, such as developing a lower attitude towards the parent brand, 

having higher parent brand avoidance, and having a higher boycotting tendency 

towards the parent brand. Therefore, marketing managers need to recognise the 

potential for long-term damage to the parent brand caused by the introduction of 

BEs. To manage and monitor CER towards BEs, marketing managers should 

consider the following points based on the findings of the current research.  

In the pre-BE launch stage, the present research sheds light on the importance 

of CER in relation to consumer decision making in the BE context. This provides a 

new angle for marketers to consider when they are conducting market research, as 

they typically do before product launch. More specifically, to monitor CER, the 

present research suggests that marketers can include the list of emotional descriptors 

or directly adopt the CERBES in their market research. Furthermore, it is suggested 

that marketers can also monitor CER through new technologies, including those that 

involve facial recognition and artificial intelligence. Similarly, marketers – 

particularly those with smaller budgets – can consider putting their BE product ideas 

online and observing how consumers emotionally respond to the ideas. They can 

adopt big data analysis using the emoticon data on social media websites to predict 

how consumers may emotionally react to their BEs (Oleszkiewicz et al. 2017).  

To manage and monitor CER, the findings suggest that marketing managers 

should consider addressing the appraisal dimensions, particularly goal congruence 

and certainty of the BE, in order to enhance positive and reduce negative CER. First, 

the findings of the present research suggest that marketers should emphasise the 

consumption goal consistency between the original offerings and the new extended 

product in order to arouse consumers’ perceptions of goal congruence. This can help 
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explain some successful BE strategies; for example, Baileys emphasises the usage of 

its original ‘Irish Cream’ ingredients in its new chocolate extensions. Second, 

managers can consider emphasising the customer experience of using the product in 

order to provide higher levels of certainty amongst their target customers. This may 

be especially important for brands with lower credibility and those introducing a 

service extension in the market. The example of easyGroup that withdrew its cinema 

extension (i.e. easyCinema), may show that certainty plays a significant role for 

brands with low credibility. To improve this, managers may consider partnering with 

a credible brand in a particular product sector and emphasising this in their marketing 

practices to reduce the uncertainty of using the product or service. For example, 

when Tesco introduced its Tesco Mobile service, it emphasised its partnership with 

the telecommunication brand ‘O2’. Another way to enhance consumers’ certainty is 

to provide more reviews or product trials to customers. For example, when easyJet 

introduced easyHotel, it recruited several YouTubers or other key opinion leaders 

(KOLs) to review the extended product. In this way, consumers may better 

understand the product or service quality and have their uncertainty reduced. The 

product trial technique can be used by launching a marketing campaign to targeted 

customers. A practical example is the Coca Cola’s product trial campaign, in which it 

introduced the Coke Zero extension. Moreover, developing an appropriate 

advertising message can also be useful for communicating the certainty of the usage 

outcome of the BE. The findings of the present research suggest that certainty is 

more important in determining both positive and negative CER than goal relevance. 

Hence, marketers should consider using informational (versus emotional) advertising 

appeals and provide detailed product-related information regarding the BE to 

enhance consumers’ certainty of its outcome (Liu et al. 2019, Okazaki et al. 2010). 

When designing the BE, marketing managers should emphasise the product 

category fit. The findings of the present research extend the important role of product 

category fit from the CER perspective. Introducing a higher product category fit, in 

general, can elicit more positive and less negative CER and, consequently, better 

attitudinal and behavioural outcomes. This provides an emotional responses 

explanation to the success of BEs with a high product category fit. Therefore, a 

general suggestion to marketing managers would be to introduce extensions with 

high product category fit. Adding to this, the empirical results of the present research 

also shed light on how marketers should promote BEs with a high product category 

fit and induce (reduce) consumers’ positive (negative) emotional responses by 
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considering the cognitive appraisal process (i.e. through emphasising the goal 

congruence, goal relevance and certainty). First, marketing managers should try to 

associate the extension with the original offerings of the parent brand to induce 

perceptions of consumption goal consistency. This can be achieved by pairing the 

extended product with the original offerings. For example, having a unified logo and 

colour tone with the extended product can help consumers to identify the 

consumption goal consistency. The successful extension of easyHotel applies the 

colour orange and the same font style in the logo to remind consumers of its 

association with the parent brand, easyJet. Second, marketers can use advertising 

messages to communicate the consistency and importance of the BE to achieve the 

same consumption goal as the original offerings (i.e. goal congruence and goal 

relevance). This explains the success of Next’s kidswear; its advertising message 

illustrates how the product design and styles are consistent with its original clothing 

for adults to induce the desire of parents to wear the same styles as their kids. 

Finally, it is also important for BEs with a high product category fit to stress the 

positive experience of using the product or service to induce certainty, as this can 

reduce negative CER. As stated earlier, marketing managers can consider providing 

informational advertising messages as well as recruiting YouTubers to review the 

product or service. For instance, when Apple introduced the new Apple Watch, some 

YouTubers received the product and released a review video before the official 

product launch. This method can be beneficial for the brand and can reduce the 

potential negative CER towards the extended product by enhancing the consumers’ 

perceived certainty of using the extended product.  

The empirical findings of the present research also suggest that when 

introducing BEs with a high product category fit, marketing managers should make 

more efforts to build an emotional bond with their consumers and enhance the 

magnitude of the positive CER. This explains why some brands with emotional 

attachments can achieve a higher chance of success when they introduce BEs with a 

high product category fit. For example, Apple successfully introduced extensions 

such as Apple Watch, AirPods and Apple Music. For brands that possess a less 

emotionally attached group of consumers, they can start building their emotional 

bonds with their customers by launching loyalty schemes and communication 

campaigns. Having a database that consists of a group of consumers with high 

emotional brand attachment in a loyalty scheme will allow brands to create an 

exclusive behavioural segmentation and target these consumers when introducing a 
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new BE with a high product category fit. This may explain the intention of Lidl, a 

budget supermarket, to launch the Lidl Plus loyalty scheme and introduce its Lidl’s 

Smart Home extension.  

The findings of the present research also show that extensions with a low 

(versus high) product category fit are more likely to induce lower positive and higher 

negative CER. The present research provides a remedy to such a situation, which is 

especially relevant if launching an extension with a low product category fit is 

inevitable for marketers. The findings show that using a sub-branding strategy can 

effectively reduce negative CER. This may further explain the phenomenon of 

introducing a BE with a sub-branding strategy for extensions with a low product 

category fit, such as F&F clothing by Tesco. Marketing managers should also be 

aware that although family branding allows a perceived unity of products or services 

with the parent brand, the introduction of BEs with a low product category fit 

through family branding can evoke stronger negative CER. This may explain the 

failures of easyCinema and Colgate’s ready meals, which used the name of the 

family brand. For these BE failures, branding the services in the sub-branding 

structure and re-introducing them to the market may be considered.  

Last but not least, although the present research collected data before the 

COVID-19 pandemic, the empirical findings can also apply to marketing managers 

during or after the pandemic. For example, the product category fit concept of the 

present research findings explains why, during the pandemic, the personal hygiene 

brand can achieve greater success in introducing hand sanitisers and other household 

disinfection products. A classic example is Dettol, which managed to achieve almost 

twenty per cent growth in the sales of its hygiene products, particularly by 

introducing new extensions, such as its 2 in 1 wipes for hands and surfaces and the 

Dettol Tru Clean product range, which emphasises the ability to kill COVID-19. 

Furthermore, the findings also indicate that a sub-branding structure may be more 

suitable for Louis Vuitton’s hand sanitiser because of the low product category fit.  

The tree diagram in Figure 23 shows various BE situation to further 

demonstrate how the current research findings shed lights on marketing practices. 
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Figure 23. Managerial implication for marketers in different scenarios 
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8.3 Limitations and Future Research Recommendations 

While the findings of the current research are encouraging and provide significant 

value from theoretical and practical perspectives, they are not without limitations. 

First, the current research (Studies 1 to 4) uses a scenario-based experimental 

method. Although this method has predominantly been used in the previous BE 

literature and has been recognised as one of the most effective research strategies to 

control potential confounding variables and examine the effects and relationships 

among variables (Howitt and Cramer 2014), the author acknowledges that the 

artificial setting of the online experimental design may not be the most accurate 

setting to reflect CER and other attitudinal and behavioural responses in real life. 

Nevertheless, the present research has taken the initiative to extend and confirm the 

perspective of emotional response in the BE context and tried to enhance the realism 

of the experimental design by including behavioural measures (Morales et al. 2017). 

Moreover, the use of online experiments through ProA and MTurk is another 

limitation of the study. Although the research paradigm of positivism indicates the 

importance of the researcher’s values being detached from the research process and 

although using online experiments allows the researcher to remain independent of the 

participants, the use of such experiments can lead to the potential influence of some 

irrelevant factors, such as the influence of the surrounding environment in which the 

participant completed the experimental questionnaire (Hulland and Miller 2018). 

Therefore, future research is encouraged to further develop this model and replicate 

the results by adopting other research strategies that can enhance realism and 

generalisability, such as field study or observation.  

 Second, the current research adopts a cross-sectional research design that 

only provides a ‘snapshot’ of a phenomenon and does not consider time-related 

change (Bowen and Wiersema 1999). Although the aim of the current research is to 

extend the BE literature to the emotional perspective, which is not concerned with 

time-related change, longitudinal research can be considered in the future. For 

example, longitudinal research can be used to understand how initial CER towards 

the BE in the pre-consumption context can be influenced by the actual BE 

experience. Another longitudinal study can be conducted to examine what the parent 

brand can do to recover from a situation where negative CER has been elicited by the 

BE. This examination of the BE negative CER recovery process can also contribute 

to the dilution effect of the BE literature by exploring or examining what strategies 
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the parent brand can use to mitigate the long-term negative impact on the parent 

brand.  

 Third, although a measurement scale has been developed for future research 

to further expand on the emotional response perspective of BEs, it mainly relies on 

respondents’ self-reports of their emotional responses. While the self-report measure 

is commonly used in previous studies (e.g. Spinelli et al. 2014, Hosany and Gilbert 

2010) and recognised as a comprehensive approach to investigating the antecedents 

of emotional responses (Zheng et al. 2021), the self-report method suffer from 

different drawbacks. For example, the willingness of respondents to report their true 

emotional responses and social desirability issues (Hosany et al. 2020). Future 

research can consider revalidating the findings of the current research by adopting 

the triangulation technique of verbal and non-verbal measures (Hosany et al. 2020). 

Examples of these are the incorporation of the new technologies in the psychology 

field to measure some psychophysical indices, such as blood pressure, eye movement 

and finger temperature (Hadinejad et al. 2019). Other emerging research 

methodologies in psychology and marketing can also be incorporated to record CER 

in the BE context, such as facial expressions, neuroscience research, or 

electroencephalogram recordings (Pozharliev et al. 2015, Plassmann et al. 2015). By 

using neuroscience technologies, future research may also consider integrate our 

findings with the appraisal and emotional brain model as developed by Scherer 

(2013) and further examine the cognitive appraisal process in the BE context. 

Finally, indirect qualitative research methods, such as ethnographic interviews may 

also provide another way to record emotional responses in the BE context (Zheng et 

al. 2019, Hosany et al. 2020).  

 The author also acknowledges the limitations or comprehensiveness of 

adopting the elements of CAT as the core theoretical framework. As this is the 

pioneering research that investigates CER in the BE context, the current research 

focuses only on some general BE stimuli across different studies in order to explore 

the potential emotional responses descriptors, antecedents and outcomes of 

emotional responses. The current research recognises that CAT is the best theory 

addressing the proposed research objectives, as discussed in Chapter 4.1.1. While 

one of the core concepts of the CAT is to explain the causes of specific emotional 

responses (Hosany et al. 2020), the two-factor solution of the exploratory factor 

analysis in the preliminary study has led the present research to use the general 
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positive or negative emotional responses in the subsequent studies. Such findings 

have limited the use of CAT to explain the antecedents of specific emotional 

responses. Based on this, following the person-environment interaction of the CAT, 

future research may consider specifying a BE context, such as luxury brand, CSR 

and other more emotionally attached contexts, and investigates if some more specific 

emotional responses can be considered. Having said that, the list of emotional 

descriptors and the overarching CAT mechanism in the current research may still 

provide valuable insights to future research to explore the factor structure of the 

emotional responses in the aforementioned specific BE contexts.  

While the theory and the underlying mechanism can explain most of the BE 

scenarios used in the current research, the author acknowledges that the selected 

CAT is relatively weak in predicting negative CER. According to more recent 

articles related to CAT (Moors et al. 2013), cognitive appraisal dimensions can be 

further developed to fit a specific situation. Therefore, it may be useful for future 

research to contextualise and develop new appraisal dimensions in the BE context.  

 Furthermore, although the current research has collected data from two 

different countries (the UK and the US) to enhance the generalisability of the results, 

it may be interesting for future research to replicate the findings of the current 

research to other cultural contexts, such as China and Japan. Such cross-cultural 

studies can be used to verify the measurement scale across different cultures and can 

also examine whether consumers with different cultural values influence person-

environment interaction according to CAT. Cross-cultural research to enhance the 

generalisability and external validity of a newly developed emotion measurement has 

also been conducted for the destination emotion scale. In that research, the original 

findings from the UK were replicated to Thailand and Jordan (Hosany and Gilbert 

2010, Hosany et al. 2015). Further, previous BE literature indicates that consumers 

with different cultural backgrounds will have different dispositions of cognitive 

styles (Kim and Park 2019). Therefore, it would be interesting for future researchers 

to conduct cross-cultural research to determine whether the findings of the current 

research can be replicated in a different cultural context.  

 Finally, it is important to note that the current research only involved BE 

across a limited number of product categories. Although the current research used 

both goods and services as BE stimuli in the experimental design, more product 

categories can be examined to further test the generalisability of the findings of the 
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current research. Moreover, despite being a pioneering research project on BE from 

the emotional response perspective, the current research has only looked at product 

category fit as an IV. Can the theoretical model and the results be generalised beyond 

product category fit? The current research has not found empirical evidence to 

answer this question. Future studies should consider exploring CER in a more 

specific BE context, such as cross-gender BEs, cross-ethnic BEs, and B2B BEs. It 

seems to the current trend in the BE literature to investigate BEs in a specific 

context.  

8.4 Conclusion 

Although BEs remain one of the most important strategies for brands to grow their 

market share, marketing managers need to understand more about the causes and 

consequences of BEs’ success and failure. Despite extensive research published on 

BE that explore such issues, the BE literature has not fully addressed the role of 

affect, more specifically CER, on consumers’ attitudinal and behavioural responses. 

The present research addresses this gap and provides a starting point and foundation 

for further research. It is hoped that this study of BE from the emotional response 

perspective will attract further attention from researchers and practitioners alike.  
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Appendices 

Appendix 1. List of abbreviations and descriptions 

Terminologies Abbreviations Description 

Analysis of covariance ANCOVA An analytical technique used to examine the causal effects of a categorical IV on a 

continuous DV. ANCOVA allows researchers to statistically control for the effect of an 

irrelevant variable, i.e. covariate (Howitt and Cramer 2014). 

Average variance 

extracted 

AVE This is used to indicate the convergent and discriminant validities of the items 

representing a latent variable. It is the average percentage of variation explained amongst 

the items of a variable (Hair 2010).  

Brand extension BE The use of an established brand to introduce new products. Brand alliance or other forms 

of partnerships are not considered as BE in the current research.  

Cognitive appraisal 

theory 

CAT The theory suggests that the elicitation of emotional responses depends on how an 

individual subjectively evaluates the situation (Folkman et al. 1986a, Schmidt et al. 

2010). Such evaluation is described as appraisal dimensions, which precede emotional 

responses. The theory also postulates a coping process in which the individual deals with 

their emotional responses by through an appropriate behavioural action (Nyer 1997, Yi 

and Baumgartner 2004). 

Consumer emotional 

responses 

CER Complex multi-dimensional feelings that are evoked by physical and social surroundings 

of the individual as well as the interpretation of the individual on the relationship between 

these surroundings and personal well-being (R. S. Lazarus 1991b, So et al. 2015, Achar et 

al. 2016, Schmidt et al. 2010, Kleinginna and Kleinginna 1981). 
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Consumer emotional 

responses to brand 

extensions scale 

CERBES A scale developed in the current research which includes 24 items with two dimensions, 

positive and negative CERs towards BEs.   

Confirmatory factor 

analysis 

CFA A statistical analysis to confirm how well the measurement items are logically and 

systematically represent the latent variables.  

Composite reliability CR Another type of reliability measure which is commonly used in CFA, path analysis and 

structural equation modelling. This is used to determine the internal consistency of the 

items loading on the latent variable in the measurement model.  

Corporate social 

responsibility 

CSR One of the business and marketing-related areas which has examined how CER towards 

CER strategies can influence consumers’ attitudinal and behavioural responses.  

Dependent variable DV The outcome variable in response to the change of the other variables. 

Exploratory factor 

analysis 

EFA A statistical technique which allows the researcher to explore the number factors or 

dimensions to best describe the data. This is used to explore the latent variable structure 

and determine which measurement items belong to which latent variable. EFA has been 

used in the preliminary study to explore the factor structure of CER in the BE context.  

Independent variable IV The variable that is being manipulated or changed to influence DV. 

Amazon Mechanical 

Turk 

MTurk A data collection panel which is recognised by the previous research to provide 

representative US adult samples (Peer et al. 2017). This data collection panel is used to 

collect data in the preliminary study, Study 3 and Study 4. 

Pleasure, arousal and 

dominance 

PAD An example of dimensional theory of emotions developed by (Russell and Mehrabian 

1977).  
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Prolific Academic ProA A data collection panel which is recognised by the previous research to provide 

representative UK adult samples (Peer et al. 2017). This data collection panel is used to 

collect data in the preliminary study, Study 1 and Study 2a. 

Stimulus evaluation 

checks 

SECs Proposed by Klaus R. Scherer, one of the key cognitive appraisal theorists, to describe the 

rapid occurrence, automatically or even unconsciously, of the sequence of appraisal 

dimensions (Scherer 1984b, Scherer 1984a).  

Willingness to pay WTP One of the behavioural measures used in Study 4. WTP is calculated by the percentage 

difference compared to the anchor price as collected from the pretest. 

Cronbach’s Alpha α Determines the internal consistency to determine whether the set of items representing a 

latent variable is measuring the same concept.  

Path coefficient β A regression weight and is used to determine the strength of the relationship between 

variables (Duncan 1966).  
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Appendix 2. The manipulated scenarios of cognitive appraisal dimensions in Study 1 

[Main scenario] 

ABC brand is a well-known and multinational brand producing high-quality clothes and accessories. Its product range includes t-

shirts, formal wear and scarfs. ABC brand has stores in most of the cities in the UK. You are familiar with ABC brand and you know 

this brand is selling clothes and accessories products.  

One day, when you were reading the newspaper, you realised that ABC brand has introduced a new range of furniture and homeware 

products, such as bedding, sofa and kitchenware. In general, you are happy and satisfied with the quality of the products introduced by 

the ABC brand.  

Since you are planning to move home, you are currently looking for some stylish furniture for the new home. 

[Goal relevance] 

(Study 1a) 

In fact, you are going 

to move home in just 

2 months because the 

place where you are 

living in will be out of 

contract. While the 

renovation and 

construction of the 

new house have been 

finalised and will be 

ready in one month, 

you still haven’t 

ordered any furniture 

for your new home. 

[Goal irrelevance] 

(Study 1a) 

In fact, you are 

going to move home 

in 2 years because 

the place where you 

are living is still 

under contract. 

While the renovation 

and construction of 

the new house have 

not been finalised, 

you are currently just 

browsing around and 

look for some stylish 

furniture for your 

new home.  

[Goal congruence] 

(Study 1b) 

Based on what 

you have read in 

the newspaper, 

you find that the 

newly introduced 

ABC branded 

furniture and 

homeware 

products look 

great and are the 

ideal stylish 

designs which you 

are hoping and 

looking for in 

your new home. 

[Goal 

incongruence] 

(Study 1b) 

Based on what you 

have read in the 

newspaper, you 

find that the newly 

introduced ABC 

branded furniture 

and homeware 

products look tacky 

and are not the 

ideal stylish designs 

which you are 

hoping and looking 

for in your new 

home. 

[Certainty] (Study 

1c) 

You go to the ABC 

store to look and 

touch the newly 

introduced furniture 

and homeware 

products by the 

ABC brand. By 

doing so, you are 

very confident that 

the ABC branded 

furniture and 

homeware products 

can meet your 

expectation. 

[Uncertainty] 

(Study 1c) 

You search online 

to look for the 

newly introduced 

furniture and 

homeware products 

by the ABC brand. 

By just looking at 

the products online, 

you are still not 

sure if the ABC 

branded furniture 

and homeware 

products can meet 

your expectation. 

Note: The main scenario was the same across the three sub-studies and respondents were randomly assigned to one of the two scenarios in a sub-study 
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Appendix 3. Manipulation of emotional brand attachment as adapted from Fedorikhin et 

al. (2008) 

ABC Airlines is a well-known brand and has been specialised in offering air travel 

services for many years. In fact, you may have tried the services provided by ABC 

Airlines and are pleased with the quality, the catering, the number of destinations and 

the punctuality of the service. Overall, you have a favourable attitude towards this 

brand. Actually to help you understand what we mean, we are asking you to think about 

a brand in the air travel market that you really like. (But) It is the kind of brand that, if 

taken off the market, would (NOT) make you feel upset, sad or angry. Now, imagine 

that it is exactly how you feel about the ABC Airline. 

Note: Low emotional brand attachment manipulation includes the words in parentheses 
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Appendix 4. A summary of measures used across different studies 

Construct Reference Code Items Scale Relevant 

study 

Product 

category 

involvement 

(Covariate) 

(Dens and De 

Pelsmacker 

2010b) 

PCI_1 Choosing among different [manipulated brand 

extension’s product category] is an important decision 

to me. 

7-point 

Likert 

All studies 

  PCI_2 Choosing among different [manipulated brand 

extension’s product category] requires a lot of thoughts. 

  

  PCI_3 I have much to lose from making the wrong decision on 

the [manipulated brand extension’s product category]. 

  

Deal proneness Lichtenstein et 

al. (1993) 

DP_1 If a product is on sale, that can be a reason for me to 

buy it. 

7-point 

Likert 

Study 4 

(only for 

willingness 

to sign-up 

for free BE 

sample) 

  DP_2 When I buy a brand that’s on sale, I feel that I am 

getting a good deal. 

  

  DP_3 I have favourite brands, but most of the time I buy the 

brand that’s on sale. 

  

  DP_4 One should try to buy the brand that’s on sale.   

  DP_5 I am more likely to buy brands that are on sale.   
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  DP_6 Compared to most people, I am more likely to buy 

brands that are on special.  

  

Product 

category fit 

(Manipulation 

check) 

Aaker and 

Keller (1990) 

 How would you evaluate the new [manipulated brand 

extension product]? 

7-point 

Likert 

Studies 2a, 

2b, 3, 4 

  Fit_1 I think the [manipulated brand extension product] is 

similar to the [manipulated parent brand]; 

  

  Fit_2 I think it is logical for [the manipulated parent brand] 

to introduce [the manipulated brand extension 

product]; 

  

  
Fit_3 I think it is appropriate for [the manipulated parent 

brand] to introduce [the manipulated brand extension 

product]; 

 
 

Emotional 

Brand 

Attachment 

Thomson et 

al. (2005) 

 To what extend do the following adjectives describe 

your feelings with the [manipulated parent brand]? 

7-point 

Likert 

Studies 2a, 

2b and 4 

  EBA_1 Affectionate   

  EBA_2 Loved   

  EBA_3 Peaceful   

  EBA_4 Friendly   

  EBA_5 Attached   
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  EBA_6 Bonded   

  EBA_7 Connected   

  EBA_8 Passionate   

  EBA_9 Delighted    

  EBA_10 Captivated   

Positive 

Emotional 

Response 

Developed in 

the 

preliminary 

scale of the 

current 

research 

 Please indicate the extent to which each of the 

following items reflects your feelings about [the 

manipulated parent brand] offering [the manipulated 

brand extension product]. 

(Please rate all statements) 

7-point 

Likert 

All studies 

  Content Content   

  
Delighted Delighted 

 
 

  Excited Excited   

  
Glad Glad 

 
 

  
Happy Happy 

 
 

  Hopeful Hopeful   

  
Joyful Joyful 

 
 

  
Optimistic Optimistic 

 
 

  
Pleasant Pleasant 
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Pleased Pleased 

 
 

  
Thrilled Thrilled 

 
 

Negative 

Emotional 

Response 

Developed in 

the 

preliminary 

scale of the 

current 

research 

Angry Angry 
 

All studies 

  
Annoyed Annoyed 

 
 

  Anxious Anxious   

  
Disappointed Disappointed 

 
 

  
Disgusted Disgusted 

 
 

  
Distressed Distressed 

 
 

  
Frustrated Frustrated 

 
 

  
Irritated Irritated 

 
 

  
Miserable Miserable 

 
 

  
Sad Sad 

 
 

  
Shamed Shamed 

 
 

  
Upset Upset 

 
 

  
Worried Worried 
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Goal 

Congruence 

Hosany 

(2012) 

GC_1 To what extent do you think the [manipulated brand 

extension product] is consistent to what you wanted to 

achieve? 

7-point 

Likert 

Studies 1 to 

4 

  GC_2 To what extent do you see [manipulated brand 

extension product] important in achieving your 

goals/needs/desires?  

  

  GC_3 By introducing [manipulated brand extension product], 

to what extent has the [manipulated brand extension 

product] contributed in achieving your personal goals 

in life? 

  

Goal Relevance Ma et al. 

(2013) 

 When I see the brand [manipulated parent brand] 

introducing [the manipulated brand extension product], 

I think... 

7-point 

Likert 

Studies 1 to 

4 

  GR_1 It matters to me.    

  GR_2 It means a lot to me.   

  GR_3 It is important to me.   

  GR_4 It is relevant to me.   

Certainty Lerner and 

Keltner (2000) 

Certain_1 In terms of [the manipulated parent brand] introducing 

[the manipulated brand extension product], how well 

do you understand what is happening in the situation 

(i.e. [the manipulated parent brand] introducing [the 

manipulated brand extension product])? 

7-point 

Likert 

Studies 1 to 

4 

  Certain_2 In terms of [the manipulated parent brand] introducing 

[the manipulated brand extension product], how certain 
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are you about what will happen with the situation (i.e. 

[the manipulated parent brand] introducing [the 

manipulated brand extension product])? 

  Certain_3 In terms of [the manipulated parent brand] introducing 

[the manipulated brand extension product], how well 

can you predict what the quality of [the manipulated 

brand extension product] is?  

  

Purchase 

intention  

 

Dall'Olmo 

Riley et al. 

(2013) 

 “Would you purchase this [brand extension product]?” 7-point 

semantic 

All studies 

  Purchase_1 unlikely/likely   

  Purchase_2 would not consider it/would consider it   

  Purchase_3 not probable/very probable   

Attitude 

towards brand 

extension 

Aaker and 

Keller (1990); 

Pryor and 

Brodie (1998) 

BEattitude_1 Overall, the brand [manipulated parent brand] 

introducing [the manipulated brand extension product] 

is favourable to me. 

7-point 

Likert 

All studies 

  BEattitude_2 Overall, I think this [the manipulated brand extension 

product] introduced by [the manipulated parent brand] 

will have high quality. 

  

  BEattitude_3 Overall, I feel positive towards [the manipulated parent 

brand] introducing [the manipulated brand extension 

product]. 
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  BEattitude_4 Overall, I like the idea of [the manipulated parent 

brand]  introducing [the manipulated brand extension 

product]. 

  

Attitude 

towards the 

parent brand  

Grohmann 

(2009) 

 How would you evaluate the [manipulated parent 

brand] after seeing this new [manipulated brand 

extension product]? 

7-point 

semantic 

All studies 

  PBattitude_1 Positive   

  PBattitude_2 Like   

  PBattitude_3 Favourable   

Boycotting 

tendency 

towards the 

parent brand 

Xie et al. 

(2014); 

Lindenmeier 

et al. (2012) 

Boycott_1 I will advise my family and friends against buying 

products from [manipulated parent brand]. 

7-point 

Likert 

All studies 

  Boycott_2 I will advise other consumers against buying products 

from [manipulated parent brand]. 

  

  Boycott_3 I will advise my friends and acquaintances to join a 

boycott of [manipulated parent brand].  

  

  Boycott_4 I will put pressure on [manipulated parent brand] to 

correct its wrong decision to launch [the manipulated 

brand extension product]. 

  

WOM 

tendency 

Frenzen and 

Nakamoto 

 To what extent do you think that you will tell or not tell 

others about this brand extension strategy? 

7-point 

semantic 

All studies 
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(1993); Zhang 

et al. (2014) 

  WOM_1 Certain not to tell/certain to tell   

  WOM_2 Very unlikely to tell/very likely to tell   

  WOM_3 Probably will not tell/ probably will tell   

Parent brand 

avoidance 

Sengupta et al. 

(2015) 

BrandAvoid_1 I will try to take my mind off this [manipulated parent 

brand] after seeing it introducing the new [manipulated 

brand extension product] by doing other things 

7-point 

Likert 

Study 4 

  BrandAvoid_2 I will distract myself to avoid thinking about this 

[manipulated parent brand] after seeing it introducing 

the new [manipulated brand extension product]. 

  

  BrandAvoid_3 I will avoid thinking about this [manipulated parent 

brand] after seeing it introducing the new [manipulated 

brand extension product]. 

  

BE denial Sengupta et al. 

(2015) 

BEDenial_1 I deny that this new [manipulated brand extension 

product] ever took place. 

7-point 

Likert 

Study 4 

  BEDenial_2 I refuse to believe that [manipulated brand extension 

product] has introduced by the [manipulated parent 

brand]. 

  

  BEDenial_3 I pretend that [manipulated brand extension product] 

introduced by the [manipulated parent brand] never 

happened. 
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Appendix 5. Descriptive statistics for all measurement items in Study 1 
 

Study 1a (n = 

123) 

Study 1b (n = 

110) 

Study 1c (n = 

120) 

Data Collection 

period 

June 2018 June 2018 June 2018 

 
Mean S.D. Mean S.D. Mean S.D. 

Thrilled 3.03 1.86 3.45 1.65 3.29 1.63 

Happy 3.48 1.85 4.21 1.60 4.21 1.62 

Joyful 3.24 1.79 3.79 1.56 3.57 1.66 

Glad 3.46 1.79 4.18 1.44 3.97 1.68 

Delighted 3.29 1.94 3.95 1.52 3.67 1.68 

Excited 3.40 1.91 4.08 1.58 4.02 1.76 

Content 3.43 1.76 3.89 1.49 3.96 1.61 

Pleased 3.58 1.90 4.53 1.45 4.27 1.64 

Pleasant 3.49 1.87 4.17 1.43 3.93 1.61 

Hopeful 3.47 1.73 4.17 1.55 4.03 1.75 

Optimistic 3.69 1.80 4.12 1.65 4.29 1.71 

Angry 1.65 1.19 1.25 0.82 1.27 0.66 

Annoyed 2.11 1.51 1.28 0.78 1.45 0.91 

Distressed 1.54 0.96 1.22 0.68 1.30 0.71 

Anxious 1.65 1.03 1.51 1.06 1.72 1.05 

Worried 1.61 1.11 1.40 0.86 1.53 0.93 

Disappointed 2.52 1.85 1.24 0.62 1.58 1.08 

Disgusted 1.49 0.87 1.15 0.59 1.20 0.57 

Frustrated 2.20 1.53 1.21 0.51 1.51 0.97 

Irritated 2.14 1.42 1.25 0.74 1.50 1.05 

Miserable 1.64 1.11 1.30 0.87 1.27 0.71 

Sad 1.87 1.34 1.23 0.67 1.39 0.79 

Upset 1.69 1.15 1.18 0.55 1.35 0.82 

 

 

  



 

Page | 373  

Appendix 6. Descriptive statistics for all measurement items in Study 2 
 

Study 2a (n = 208) Study 2b (n = 185) 

Data Collection period December 2018 January 2019  
Mean S.D. Mean S.D. 

EBA_1 2.85 1.64 Manipulated in Study 2b 

EBA_2 2.94 1.75 

EBA_3 3.00 1.67 

EBA_4 3.83 1.63 

EBA_5 3.13 1.67 

EBA_6 2.90 1.67 

EBA_7 3.24 1.68 

EBA_8 2.80 1.67 

EBA_9 3.07 1.68 

EBA_10 2.63 1.60 

GC_1 2.98 2.03 3.84 2.07 

GC_2 2.48 1.74 3.41 1.97 

GC_3 2.33 1.60 3.15 1.96 

GR_1 2.30 1.67 3.10 1.74 

GR_2 2.12 1.54 2.91 1.71 

GR_3 2.12 1.58 3.08 1.76 

GR_4 2.63 1.87 3.25 1.78 

Certain_1 4.12 2.14 5.12 1.82 

Certain_2 3.51 1.91 4.11 1.80 

Certain_3 3.73 1.94 4.41 1.65 

Thrilled 1.86 1.25 2.85 1.74 

Happy 2.48 1.47 3.44 1.92 

Joyful 2.03 1.33 3.13 1.94 

Glad 2.11 1.46 3.32 1.89 

Delighted 2.11 1.39 3.18 1.88 

Excited 2.15 1.46 3.10 1.79 

Content 2.30 1.45 3.64 1.92 

Pleased 2.38 1.54 3.36 1.96 

Pleasant 2.37 1.47 3.58 1.88 

Hopeful 2.17 1.40 3.30 1.80 

Optimistic 2.39 1.49 3.51 1.92 

Angry 1.62 1.13 1.63 1.28 

Annoyed 2.25 1.68 1.76 1.35 

Distressed 1.81 1.46 1.62 1.20 

Anxious 1.86 1.38 1.65 1.25 

Worried 2.10 1.60 1.66 1.27 

Disappointed 2.06 1.70 1.74 1.39 

Disgusted 2.36 1.92 1.64 1.28 

Frustrated 2.10 1.61 1.62 1.20 

Irritated 2.18 1.67 1.77 1.35 

Miserable 1.67 1.26 1.52 1.14 

Sad 1.79 1.29 1.57 1.21 

Upset 1.78 1.25 1.56 1.18 
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Purchase_1 3.36 2.25 4.04 2.22 

Purchase_2 3.76 2.33 4.43 2.22 

Purchase_3 3.35 2.26 4.09 2.18 

PBattitude_1 4.76 1.91 5.04 1.51 

PBattitude_2 4.78 1.91 5.02 1.54 

PBattitude_3 4.64 1.99 4.99 1.60 

BEattitude_1 3.16 2.00 4.26 1.97 

BEattitude_2 3.33 2.22 4.45 1.77 

BEattitrude_3 4.15 2.02 4.37 1.86 

BEattitude_4 4.03 1.99 4.21 1.98 

WOM_1 3.53 2.01 4.24 1.96 

WOM_2 3.66 2.13 4.15 2.05 

WOM_3 3.73 2.20 4.22 2.09 

Boycott_1 1.92 1.45 1.67 1.06 

Boycott_2 1.80 1.37 1.70 1.16 

Boycott_3 1.71 1.38 1.56 1.02 

Boycott_4 1.93 1.52 1.59 1.00 
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Appendix 7. Descriptive statistics for all measurement items in Study 3 

Descriptive Statistics Study 3 (n = 370) 

Data Collection period April 2019 

 Mean S.D. 

GC_1 3.69 2.11 

GC_2 3.42 2.05 

GC_3 3.11 1.97 

GR_1 3.60 1.92 

GR_2 3.37 1.91 

GR_3 3.40 1.90 

GR_4 3.82 1.98 

Certain_1 4.95 1.91 

Certain_2 4.17 1.73 

Certain_3 4.35 1.68 

Thrilled 2.70 1.83 

Happy 3.52 1.95 

Joyful 3.10 1.91 

Glad 3.30 1.95 

Delighted 3.10 1.94 

Excited 3.15 1.99 

Content 3.71 1.98 

Pleased 3.43 1.97 

Pleasant 3.65 1.94 

Hopeful 3.44 1.93 

Optimistic 3.58 1.99 

Angry 1.48 1.02 

Annoyed 1.72 1.24 

Distressed 1.61 1.11 

Anxious 1.76 1.18 

Worried 1.69 1.15 

Disappointed 1.65 1.20 

Disgusted 1.51 1.04 

Frustrated 1.59 1.15 

Irritated 1.69 1.24 

Miserable 1.47 1.03 

Sad 1.54 1.03 

Upset 1.54 1.06 

Purchase_1 3.81 2.19 

Purchase_2 4.27 2.28 

Purchase_3 3.83 2.19 

PBattitude_1 4.90 1.53 

PBattitude_2 4.94 1.49 

PBattitude_3 4.84 1.56 

BEattitude_1 4.13 1.94 

BEattitude_2 4.44 1.76 

BEattitrude_3 4.33 1.95 

BEattitude_4 4.09 2.08 
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WOM_1 4.02 2.02 

WOM_2 4.09 2.12 

WOM_3 4.11 2.17 

Boycott_1 1.67 1.20 

Boycott_2 1.71 1.29 

Boycott_3 1.63 1.22 

Boycott_4 1.67 1.28 
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Appendix 8. Descriptive statistics for all measurement items in Study 4 

Descriptive Statistics Study 4 (n = 353) 

Data Collection period June 2019 

 Mean S.D. 

EBA_1 2.94 1.67 

EBA_2 3.09 1.74 

EBA_3 3.55 1.63 

EBA_4 3.98 1.57 

EBA_5 3.14 1.72 

EBA_6 3.03 1.70 

EBA_7 3.64 1.80 

EBA_8 3.06 1.79 

EBA_9 3.43 1.69 

EBA_10 3.27 1.68 

GC_1 2.31 1.11 

GC_2 2.15 1.13 

GC_3 2.05 1.09 

GR_1 2.03 1.09 

GR_2 1.97 1.17 

GR_3 1.98 1.19 

GR_4 2.12 1.16 

Certain_1 2.44 1.09 

Certain_2 2.20 0.93 

Certain_3 2.21 0.94 

Thrilled 2.36 1.70 

Happy 2.74 1.74 

Joyful 2.35 1.68 

Glad 2.63 1.72 

Delighted 2.43 1.70 

Excited 2.62 1.76 

Content 2.97 1.75 

Pleased 2.75 1.75 

Pleasant 2.87 1.73 

Hopeful 2.86 1.77 

Optimistic 3.11 1.84 

Angry 1.42 0.95 

Annoyed 1.72 1.28 

Distressed 1.56 1.12 

Anxious 1.71 1.22 

Worried 1.83 1.36 

Disappointed 1.86 1.44 

Disgusted 1.56 1.18 

Frustrated 1.64 1.21 

Irritated 1.65 1.25 

Miserable 1.40 0.98 

Sad 1.48 0.99 

Upset 1.54 1.12 
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Purchase_1 3.05 1.91 

Purchase_2 3.73 2.15 

Purchase_3 3.07 1.92 

PBattitude_1 4.80 1.54 

PBattitude_2 4.79 1.53 

PBattitude_3 4.79 1.55 

BEattitude_1 3.76 1.89 

BEattitude_2 4.29 1.64 

BEattitrude_3 3.92 1.88 

BEattitude_4 3.84 1.94 

WOM_1 3.65 1.94 

WOM_2 3.67 2.07 

WOM_3 3.70 2.10 

Boycott_1 1.75 1.37 

Boycott_2 1.69 1.27 

Boycott_3 1.52 1.18 

Boycott_4 1.75 1.42 

BrandAvoid_1 2.67 1.79 

BrandAvoid_2 2.45 1.72 

BrandAvoid_3 2.44 1.72 

BEDenial_1 2.68 2.00 

BEDenial_2 2.74 2.05 

BEDenial_3 2.52 1.91 
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Appendix 9. 2 x 2 experimental design of Study 2b 

 Product category fit (high versus low) 

Emotional 

brand 

attachment 

(high versus 

low) 

High fit (travel agency), 

family-branding 

High emotional brand 

attachment manipulation 

Low fit (hair salon), family-

branding 

High emotional brand attachment 

manipulation 

High fit (travel agency), sub-

branding 

Low emotional brand 

attachment manipulation 

Low fit (hair salon), sub-

branding 

Low emotional brand attachment 

manipulation 

*: Pretests: 1) A fictitious brand (ABC brand) and airlines as core product category were used; 2) 

Travel agency and hair salon were selected as high and low product category fit extensions, 

respectively; 3) Global Travel was selected as the sub-brand name for travel agency while Studio 

Salon for hair salon.  

 

Appendix 10. 2 x 2 experimental design of Study 3 

 Product category fit (high versus low) 

Brand name 

structure 

(family-

branding 

versus sub-

branding) 

High fit (travel agency), 

family-branding 

ABC Airlines Travel Agency 

Low fit (hair salon), family-

branding 

ABC Airlines Hair Salon 

High fit (travel agency), sub-

branding 

Global Travel by ABC 

Airlines 

Low fit (hair salon), sub-

branding 

Studio Salon by ABC Airlines 

*: Pretests: 1) A fictitious brand (ABC brand) and airlines as core product category were used; 2) 

Travel agency and hair salon were selected as high and low product category fit extensions, 

respectively; 3) Global Travel was selected as the sub-brand name for travel agency while Studio 

Salon for hair salon.  
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Appendix 11. 2 x 3 experimental design of Study 4 

 Product category fit (high versus low) 

Brand name 

structure 

(family-

branding 

versus sub-

branding) 

High fit (compact digital 

camera), family-branding 

ASUS compact digital camera 

Low fit (two-seater leather sofa), 

family-branding 

ASUS two-seater leather Sofa 

High fit (compact digital 

camera), sub-branding 

Infinity by ASUS, a compact 

digital camera 

Low fit (two-seater leather 

sofa), sub-branding 

Reside by ASUS, a two-seater 

leather sofa 

High fit (compact digital 

camera), control group 

Compact digital camera that is 

introduced by ASUS 

Emotional brand attachment 

was measured 

Low fit (two-seater leather sofa), 

sub-branding 

Two-seater leather sofa that is 

introduced by ASUS 

Emotional brand attachment was 

measured 

*: Pretests: 1) ASUS (a computer brand) was selected; 2) Compact digital camera and two-seater 

leather sofa were selected as high and low product category fit extensions, respectively; 3) Infinity 

was selected as the sub-brand name for compact digital camera while Reside for two-seater leather 

sofa.  
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Appendix 12. Scenarios for the preliminary study 

Exhibit 1: Tesco Finest (Upward extension) 

 

Exhibit 2: Apple’s iPhone 5C (Downward extension) 

 

Exhibit 3: Colgate’s Lasagne (Horizontal extension) 

 

Exhibit 4: KFC’s KPro (horizontal extension) 
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Exhibit 5: Cheeto’s lip balm (horizontal extension) 
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Appendix 13. Sample questionnaire of Study 1a 

 

Dear participant,      

 

I am a PhD student in Marketing at Alliance Manchester Business School, The 

University of Manchester. This research project is about exploring consumer 

reactions toward new products launched by brands (e.g. Tesco, from the grocery 

industry, enters the telecommunication service by introducing Tesco Mobile).  

 

In this questionnaire, you will be shown a scenario about a brand introducing a new 

product. Please imagine yourself in the scenario and answer the following questions. 

The survey should take about 5 minutes to complete. There is no right or wrong 

answer to each question. It is your personal opinion that is very important to the 

study.       

 

This survey is conducted under the Market Research Society Code of Conduct and 

all the information, personal information of participants and answers, is fully 

confidential in accordance with the Data Protection Act 1998. Furthermore, all 

participants should be reminded that there is no potential risk and you have the right 

to withdraw from the research at any time for any reason. Should you have any 

further inquiry, please do not hesitate to contact the researcher through the following 

details:      

 

Tsun Wai Yuen (Wesley)   

Email: tsunwai.yuen@manchester.ac.uk      

 

Regards,      

Tsun Wai Yuen (Wesley)   

PhD Researcher 

 

Would you like to proceed? 

o I agree to proceed  

o I do not agree to proceed  

 

Skip To: End of Survey If Would you like to proceed? = I do not agree to proceed 
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In this survey, you will be presented a scenario about a brand introducing a new 

product in a different product category.   

    

Please answer the questions by imagining yourself in the situation. 

 

The scenario will be presented to you on the next page... 
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(Between-group experimental scenarios, i.e. respondents were only assigned to one 

of the two scenarios below) 

 

[Scenario 1: Goal congruence] 

 

ABC brand is a well-known and multinational brand producing high-quality clothes 

and accessories. Its product range includes t-shirts, formal wear and scarfs. ABC 

brand has stores in most of the cities in the UK. You are familiar with ABC brand 

and you know this brand is selling clothes and accessories products. 

  

 One day, when you were reading the newspaper, you realised that ABC brand has 

introduced a new range of furniture and homeware products, such as bedding, sofa 

and kitchenware. In general, you are happy and satisfied with the quality of products 

introduced by the ABC brand. 

    

Since you are planning to move home, you are currently looking for some stylish 

furniture for the new home.   

  Based on what you have read in the newspaper, you find that the newly introduced 

ABC branded furniture and homeware products look great and are the ideal stylish 

designs which you are hoping and looking for in your new home. 

 

***Please answer the following questions by imagining yourself in the above 

situation.*** 

 

[Scenario 2: Goal incongruence] 

 

ABC brand is a well-known and multinational brand producing high-quality clothes 

and accessories. Its product range includes t-shirts, formal wear and scarfs. ABC 

brand has stores in most of the cities in the UK. You are familiar with ABC brand 

and you know this brand is selling clothes and accessories products.     One day, 

when you were reading the newspaper, you realised that ABC brand has introduced a 

new range of furniture and homeware products, such as bedding, sofa and 

kitchenware. In general, you are happy and satisfied with the quality of products 

introduced by the ABC brand.      

Since you are planning to move home, you are currently looking for some stylish 

furniture for the new home.   

  Based on what you have read in the newspaper, you find that the newly introduced 

ABC branded furniture and homeware products look tacky and are not the ideal 

stylish designs which you are hoping and looking for in your new home. 

 

***Please answer the following questions by imagining yourself in the above 

situation.*** 
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[Goal congruence] 

 

To what extent do you think the furniture and homeware products introduced by the 

ABC brand is consistent to what you wanted to achieve for your new home? 

o Very much inconsistent  

o    

o    

o    

o    

o    

o Very much consistent  
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To what extent do you see the furniture and homeware products introduced by the 

ABC brand important in achieving your goals/needs/desires of your plan for the new 

home?  

o Not important at all  

o    

o    

o    

o    

o    

o Extremely important  
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By introducing the furniture and homeware products, to what extent has such new 

production introduction (i.e. furniture and homeware products introduced by the 

ABC brand) contributed in achieving your personal goals in life? 

o Not at all  

o    

o    

o    

o    

o    

o Very much  

 

Consider the above scenario again and imagine yourself in the situation...   

  

[Emotional Responses] 

 

Please indicate the extent to which each of the following items reflects your feelings 

about the ABC brand offering furniture and homware products.   

(Please rate all statements)  

 

 
Not 

at all 

Very 

little 

A 

little 
Moderate 

Quite 

a lot 

Very 

much 
Extremely 

I feel 

Thrilled   
o  o  o  o  o  o  o  

I feel Happy o  o  o  o  o  o  o  

I feel Joyful  o  o  o  o  o  o  o  
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I feel Glad  o  o  o  o  o  o  o  

I feel 

Delighted  
o  o  o  o  o  o  o  

I feel Excited  o  o  o  o  o  o  o  

I feel 

Content  
o  o  o  o  o  o  o  

I feel Pleased  o  o  o  o  o  o  o  

I feel 

Pleasant  
o  o  o  o  o  o  o  

I feel 

Hopeful  
o  o  o  o  o  o  o  

I feel 

Optimistic  
o  o  o  o  o  o  o  

I feel Angry  o  o  o  o  o  o  o  

I feel 

Annoyed  
o  o  o  o  o  o  o  

I feel 

Distressed  
o  o  o  o  o  o  o  

I feel 

Anxious  
o  o  o  o  o  o  o  
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I feel 

Worried  
o  o  o  o  o  o  o  

I feel 

Disappointed  
o  o  o  o  o  o  o  

I feel 

Disgusted   
o  o  o  o  o  o  o  

I feel 

Frustrated  
o  o  o  o  o  o  o  

I feel 

Irritated  
o  o  o  o  o  o  o  

I feel 

Miserable  
o  o  o  o  o  o  o  

I feel Sad  o  o  o  o  o  o  o  

I feel Upset  o  o  o  o  o  o  o  

 

 

[Goal relevance] 

 

When I see the ABC brand introducing furniture and homeware products, I think... 

 
Strongly 

disagree 
          

Strongly 

agree 

It matters 

to me  
o  o  o  o  o  o  o  

It means a 

lot to me  
o  o  o  o  o  o  o  
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It is 

important 

to me  

o  o  o  o  o  o  o  

It is 

relevant to 

me  

o  o  o  o  o  o  o  

 

[Certainty] 

 

In terms of the ABC brand introducing furniture and homeware products, how well 

do you understand what is happening in this situation (i.e. ABC brand introducing 

furniture and homeware products)?  

o Not at all  

o    

o    

o    

o    

o    

o Very much  
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In terms of the ABC brand introducing furniture and homeware products, how 

certain are you about what will happen with in the situation (i.e. ABC brand 

introducing furniture and homeware products) ? 

o Not certain at all  

o    

o    

o    

o    

o    

o Very certain  
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In terms of ABC brand introducing furniture and homeware products, how well can 

you predict what the quality of furniture and homeware products introduced by the 

ABC brand is?  

o Not at all  

o    

o    

o    

o    

o    

o Very much  
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Now, we would like to ask you a couple of questions unrelated to the story above.  

    

Please consider the furniture and homeware sector in a general sense and answer 

the questions below.  

 

[Product category involvement] 

 

To what extend would you agree/disagree with the statements? 

 
Strongly 

disagree 
          

Strongly 

agree 

"Choosing 

among 

different 

furniture and 

homeware 

products is an 

important 

decision to 

me."  

o  o  o  o  o  o  o  

"Choosing 

among 

different 

furniture and 

homeware 

products 

requires a lot of 

thoughts."  

o  o  o  o  o  o  o  

"I have much 

to lose from 

making the 

wrong decision 

on the furniture 

and homeware 

products."  

o  o  o  o  o  o  o  
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Now, we would like to know more about you... 

 

[Demographics] 

 

Please enter your age. 

________________________________________________________________ 

 

What is your gender? 

o Male  

o Female  

o Prefer not to say  

 

What is your ethnicity? 

o White  

o Black/ African/ Caribbean/ Black British  

o Asian/ Asian British  

o Mixed/ Multiple ethnic group  

o Other  

o Prefer not to say  
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Are you... 

o Employed full time  

o Employed part time  

o Unemployed  

o Retired  

o Student  

o Prefer not to say  

 

Please indicate your annual income level before tax.(Please type NA if you prefer not 

to say) 

________________________________________________________________ 
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What is your highest education level attained? 

o No qualifications  

o Professional qualifications  

o GCSE/ O levels  

o A levels/ secondary or high school graduate  

o Diploma level  

o Bachelor's degree  

o Master's degree  

o PhD  

o Other qualifications (please specify) 

________________________________________________ 

What is your nationality? 

▼ GB - United Kingdom ... Other 

[Debrief] 

 

Thank you for your participation! 

 

This project is actually conducted for the use of a PhD project about consumer 

emotional responses on a brand introducing a new product. We hope that you have 

found it interesting!  

 

However, if you have found any part of this experience to be distressing and you 

wish to speak to one of the researchers, please contact:  

Name: Wesley Yuen 

Email address: tsunwai.yuen@manchester.ac.uk 

[End of Survey] 
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Appendix 14. Sample questionnaire of Study 1b 

Dear participant,      

 

I am a PhD student in Marketing at Alliance Manchester Business School, The 

University of Manchester. This research project is about exploring consumer 

reactions toward new products launched by brands (e.g. Tesco, from the grocery 

industry, enters the telecommunication service by introducing Tesco Mobile).  

 

In this questionnaire, you will be shown a scenario about a brand introducing a new 

product. Please imagine yourself in the scenario and answer the following questions. 

The survey should take about 5 minutes to complete. There is no right or wrong 

answer to each question. It is your personal opinion that is very important to the 

study.       

 

This survey is conducted under the Market Research Society Code of Conduct and 

all the information, personal information of participants and answers, is fully 

confidential in accordance with the Data Protection Act 1998. Furthermore, all 

participants should be reminded that there is no potential risk and you have the right 

to withdraw from the research at any time for any reason. Should you have any 

further inquiry, please do not hesitate to contact the researcher through the following 

details:      

 

Tsun Wai Yuen (Wesley)   

Email: tsunwai.yuen@manchester.ac.uk     

 

Regards,      

Tsun Wai Yuen (Wesley)   

PhD Researcher 

 

Would you like to proceed? 

o I agree to proceed  

o I do not agree to proceed  

 

Skip To: End of Survey If Would you like to proceed? = I do not agree to proceed 

 

  



 

Page | 399  

In this survey, you will be presented a scenario about a brand introducing a new 

product in a different product category.   

    

Please answer the questions by imagining yourself in the situation. 

 

The scenario will be presented to you on the next page... 
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(Between-group experimental scenarios, i.e. respondents were only assigned to one 

of the two scenarios below) 

 

[Scenario 1: Goal relevance] 

 

ABC brand is a well-known and multinational brand producing high-quality clothes 

and accessories. Its product range includes t-shirts, formal wear and scarfs. ABC 

brand has stores in most of the cities in the UK. You are familiar with ABC brand 

and you know this brand is selling clothes and accessories products.     One day, 

when you were reading the newspaper, you realised that ABC brand has introduced a 

new range of furniture and homeware products, such as bedding, sofa and 

kitchenware. In general, you are happy and satisfied with the quality of products 

introduced by the ABC brand.      

Since you are planning to move home, you are currently looking for some stylish 

furniture for the new home.   

 

In fact, you are going to move home in just two months because the place where 

you are living in will be out of contract. While the renovation and construction of the 

new house has been finalised and will be ready in one month, you still haven’t 

ordered any furniture for your new home. 

 

***Please answer the following questions by imagining yourself in the above 

situation.*** 

 

[Scenario 2: Goal irrelevance] 

 

ABC brand is a well-known and multinational brand producing high-quality clothes 

and accessories. Its product range includes t-shirts, formal wear and scarfs. ABC 

brand has stores in most of the cities in the UK. You are familiar with ABC brand 

and you know this brand is selling clothes and accessories products.     One day, 

when you were reading the newspaper, you realised that ABC brand has introduced a 

new range of furniture and homeware products, such as bedding, sofa and 

kitchenware. In general, you are happy and satisfied with the quality of products 

introduced by the ABC brand.    Since you are planning to move home, you are 

currently looking for some stylish furniture for the new home.   

    

In fact, you are going to move home in 2 years because the place where you are 

living is still under contract. While the renovation and construction of your new 

house has not been finalised, you are currently just browsing around and looking for 

some stylish furniture for your new home. 

 

***Please answer the following questions by imagining yourself in the above 

situation.*** 

 

Consider the above scenario again and imagine yourself in the situation...   
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Please indicate the extent to which each of the following items reflects your feelings 

about the ABC brand offering furniture and homware products.   

(Please rate all statements)  

 

[Goal relevance] 

 

When I see the ABC brand introducing furniture and homeware products, I think... 

 

 
Strongly 

disagree 
          

Strongly 

agree 

It matters to 

me  
o  o  o  o  o  o  o  

It means a lot 

to me  
o  o  o  o  o  o  o  

It is important 

to me  
o  o  o  o  o  o  o  

It is relevant 

to me  
o  o  o  o  o  o  o  

 

 

[Emotional responses] 

 

(Please rate 

all 

statements) 

Not 

at all 

Very 

little 

A 

little 
Moderate 

Quite 

a lot 

Very 

much 
Extremely 

I feel 

Thrilled   
o  o  o  o  o  o  o  

I feel Happy o  o  o  o  o  o  o  

I feel Joyful  o  o  o  o  o  o  o  
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I feel Glad  o  o  o  o  o  o  o  

I feel 

Delighted  
o  o  o  o  o  o  o  

I feel Excited  o  o  o  o  o  o  o  

I feel 

Content  
o  o  o  o  o  o  o  

I feel Pleased  o  o  o  o  o  o  o  

I feel 

Pleasant  
o  o  o  o  o  o  o  

I feel 

Hopeful  
o  o  o  o  o  o  o  

I feel 

Optimistic  
o  o  o  o  o  o  o  

I feel Angry  o  o  o  o  o  o  o  

I feel 

Annoyed  
o  o  o  o  o  o  o  

I feel 

Distressed  
o  o  o  o  o  o  o  

I feel 

Anxious  
o  o  o  o  o  o  o  
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I feel 

Worried  
o  o  o  o  o  o  o  

I feel 

Disappointed  
o  o  o  o  o  o  o  

I feel 

Disgusted   
o  o  o  o  o  o  o  

I feel 

Frustrated  
o  o  o  o  o  o  o  

I feel 

Irritated  
o  o  o  o  o  o  o  

I feel 

Miserable  
o  o  o  o  o  o  o  

I feel Sad  o  o  o  o  o  o  o  

I feel Upset  o  o  o  o  o  o  o  

 

 

  



 

Page | 404  

[Goal congruence] 

To what extent do you think the furniture and homeware products introduced by the 

ABC brand is consistent to what you wanted to achieve for your new home? 

o Very much inconsistent  

o    

o    

o    

o    

o    

o Very much consistent  

 

To what extent do you see the furniture and homeware products introduced by the 

ABC brand important in achieving your goals/needs/desires of your plan for the new 

home?  

o Not important at all  

o    

o    

o    

o    

o    

o Extremely important  
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By introducing the furniture and homeware products, to what extent has such new 

production introduction (i.e. furniture and homeware products introduced by the 

ABC brand) contributed in achieving your personal goals in life? 

o Not at all  

o    

o    

o    

o    

o    

o Very much  

 

[Certainty] 

 



 

Page | 406  

In terms of the ABC brand introducing furniture and homeware products, how well 

do you understand what is happening in this situation (i.e. ABC brand introducing 

furniture and homeware products)?  

o Not at all  

o    

o    

o    

o    

o    

o Very much  

 

In terms of the ABC brand introducing furniture and homeware products, how 

certain are you about what will happen with in the situation (i.e. ABC brand 

introducing furniture and homeware products) ? 

o Not certain at all  

o    

o    

o    

o    

o    

o Very certain  
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In terms of ABC brand introducing furniture and homeware products, how well can 

you predict what the quality of furniture and homeware products introduced by the 

ABC brand is?  

o Not at all  

o    

o    

o    

o    

o    

o Very much  
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Now, we would like to know more about you... 

 

[Demographics] 

 

Please enter your age. 

________________________________________________________________ 

 

What is your gender? 

o Male  

o Female  

o Prefer not to say  

 

What is your ethnicity? 

o White  

o Black/ African/ Caribbean/ Black British  

o Asian/ Asian British  

o Mixed/ Multiple ethnic group  

o Other  

o Prefer not to say  
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Are you... 

o Employed full time  

o Employed part time  

o Unemployed  

o Retired  

o Student  

o Prefer not to say  

 

Please indicate your annual income level before tax.(Please type NA if you prefer not 

to say) 

________________________________________________________________ 
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What is your highest education level attained? 

o No qualifications  

o Professional qualifications  

o GCSE/ O levels  

o A levels/ secondary or high school graduate  

o Diploma level  

o Bachelor's degree  

o Master's degree  

o PhD  

o Other qualifications (please specify) 

________________________________________________ 

 

What is your nationality? 

▼ GB - United Kingdom ... Other 

 

[Debrief] 

 

Thank you for your participation! 

 

This project is actually conducted for the use of a PhD project about consumer 

emotional responses on a brand introducing a new product. We hope that you have 

found it interesting!  

 

However, if you have found any part of this experience to be distressing and you 

wish to speak to one of the researchers, please contact:  

Name: Wesley Yuen 

Email address: tsunwai.yuen@manchester.ac.uk 

 

[End of Survey] 
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Appendix 15. Sample questionnaire of Study 1c 

Dear participant,      

 

I am a PhD student in Marketing at Alliance Manchester Business School, The 

University of Manchester. This research project is about exploring consumer 

reactions toward new products launched by brands (e.g. Tesco, from the grocery 

industry, enters the telecommunication service by introducing Tesco Mobile).  

 

In this questionnaire, you will be shown a scenario about a brand introducing a new 

product. Please imagine yourself in the scenario and answer the following questions. 

The survey should take about 5 minutes to complete. There is no right or wrong 

answer to each question. It is your personal opinion that is very important to the 

study.       

 

This survey is conducted under the Market Research Society Code of Conduct and 

all the information, personal information of participants and answers, is fully 

confidential in accordance with the Data Protection Act 1998. Furthermore, all 

participants should be reminded that there is no potential risk and you have the right 

to withdraw from the research at any time for any reason. Should you have any 

further inquiry, please do not hesitate to contact the researcher through the following 

details:      

 

Tsun Wai Yuen (Wesley)   

Email: tsunwai.yuen@manchester.ac.uk      

 

Regards,      

Tsun Wai Yuen (Wesley)   

PhD Researcher 

 

Would you like to proceed? 

o I agree to proceed  

o I do not agree to proceed  
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In this survey, you will be presented a scenario about a brand introducing a new 

product in a different product category.   

    

Please answer the questions by imagining yourself in the situation. 

The scenario will be presented to you on the next page... 
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(Between-group experimental scenarios, i.e. respondents were only assigned to one 

of the two scenarios below) 

 

[Scenario 1: Certainty] 

 

ABC brand is a well-known and multinational brand producing high-quality clothes 

and accessories. Its product range includes t-shirts, formal wear and scarfs. ABC 

brand has stores in most of the cities in the UK. You are familiar with ABC brand 

and you know this brand is selling clothes and accessories products.     One day, 

when you were reading the newspaper, you realised that ABC brand has introduced a 

new range of furniture and homeware products, such as bedding, sofa and 

kitchenware. In general, you are happy and satisfied with the quality of products 

introduced by the ABC brand.    Since you are planning to move home, you are 

currently looking for some stylish furniture for the new home. 

  

 You go to the ABC store to look and touch the newly introduced furniture and 

homeware products by the ABC brand. By doing so, you are very confident that the 

ABC branded furniture and homeware products can meet your expectation. 

 

***Please answer the following questions by imagining yourself in the above 

situation.*** 

 

[Scenario 2: Uncertainty] 

 

ABC brand is a well-known and multinational brand producing high-quality clothes 

and accessories. Its product range includes t-shirts, formal wear and scarfs. ABC 

brand has stores in most of the cities in the UK. You are familiar with ABC brand 

and you know this brand is selling clothes and accessories products.     One day, 

when you were reading the newspaper, you realised that ABC brand has introduced a 

new range of furniture and homeware products, such as bedding, sofa and 

kitchenware. In general, you are happy and satisfied with the quality of products 

introduced by the ABC brand.    Since you are planning to move home, you are 

currently looking for some stylish furniture for the new home. 

  

 You search online to look for the newly introduced furniture and homeware products 

by the ABC brand. By just looking at the products online, you are still NOT sure 

and do NOT know if the ABC branded furniture and homeware products can meet 

your expectation. 

 

***Please answer the following questions by imagining yourself in the above 

situation.*** 

 

  



 

Page | 414  

[Certainty] 

 

In terms of the ABC brand introducing furniture and homeware products, how well 

do you understand what is happening in this situation (i.e. ABC brand introducing 

furniture and homeware products)?  

o Not at all  

o    

o    

o    

o    

o    

o Very much  

 

 

In terms of the ABC brand introducing furniture and homeware products, how 

certain are you about what will happen with in the situation (i.e. ABC brand 

introducing furniture and homeware products) ? 

o Not certain at all  

o    

o    

o    

o    

o    
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o Very certain  

 

 

In terms of ABC brand introducing furniture and homeware products, how well can 

you predict what the quality of furniture and homeware products introduced by the 

ABC brand is?  

o Not at all  

o    

o    

o    

o    

o    

o Very much  

 

Consider the above scenario again and imagine yourself in the situation...   

  

[Emotional responses] 

 

Please indicate the extent to which each of the following items reflects your feelings 

about the ABC brand offering furniture and homware products.   

(Please rate all statements)  

 

(Please rate 

all 

statements) 

Not 

at all 

Very 

little 

A 

little 
Moderate 

Quite 

a lot 

Very 

much 
Extremely 

I feel 

Thrilled   
o  o  o  o  o  o  o  
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I feel Happy o  o  o  o  o  o  o  

I feel Joyful  o  o  o  o  o  o  o  

I feel Glad  o  o  o  o  o  o  o  

I feel 

Delighted  
o  o  o  o  o  o  o  

I feel Excited  o  o  o  o  o  o  o  

I feel 

Content  
o  o  o  o  o  o  o  

I feel Pleased  o  o  o  o  o  o  o  

I feel 

Pleasant  
o  o  o  o  o  o  o  

I feel 

Hopeful  
o  o  o  o  o  o  o  

I feel 

Optimistic  
o  o  o  o  o  o  o  

I feel Angry  o  o  o  o  o  o  o  

I feel 

Annoyed  
o  o  o  o  o  o  o  
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I feel 

Distressed  
o  o  o  o  o  o  o  

I feel 

Anxious  
o  o  o  o  o  o  o  

I feel 

Worried  
o  o  o  o  o  o  o  

I feel 

Disappointed  
o  o  o  o  o  o  o  

I feel 

Disgusted   
o  o  o  o  o  o  o  

I feel 

Frustrated  
o  o  o  o  o  o  o  

I feel 

Irritated  
o  o  o  o  o  o  o  

I feel 

Miserable  
o  o  o  o  o  o  o  

I feel Sad  o  o  o  o  o  o  o  

I feel Upset  o  o  o  o  o  o  o  
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[Goal relevance] 

 

When I see the ABC brand introducing furniture and homeware products, I think... 

 
Strongly 

disagree 
          

Strongly 

agree 

It matters 

to me  
o  o  o  o  o  o  o  

It means a 

lot to me  
o  o  o  o  o  o  o  

It is 

important 

to me  

o  o  o  o  o  o  o  

It is 

relevant to 

me  

o  o  o  o  o  o  o  

 

[Goal congruence] 

 

To what extent do you think the furniture and homeware products introduced by the 

ABC brand is consistent to what you wanted to achieve for your new home? 

o Very much inconsistent  

o    

o    

o    

o    

o    

o Very much consistent  
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To what extent do you see the furniture and homeware products introduced by the 

ABC brand important in achieving your goals/needs/desires of your plan for the new 

home?  

o Not important at all  

o    

o    

o    

o    

o    

o Extremely important  
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By introducing the furniture and homeware products, to what extent has such new 

production introduction (i.e. furniture and homeware products introduced by the 

ABC brand) contributed in achieving your personal goals in life? 

o Not at all  

o    

o    

o    

o    

o    

o Very much  
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[Product category involvement] 

 

Now, we would like to ask you a couple of questions unrelated to the story above.  

    

Please consider the furniture and homeware sector in a general sense and answer 

the questions below.  

 

 

To what extend would you agree/disagree with the statements? 

 
Strongly 

disagree 
          

Strongly 

agree 

"Choosing 

among 

different 

furniture and 

homeware 

products is an 

important 

decision to 

me."  

o  o  o  o  o  o  o  

"Choosing 

among 

different 

furniture and 

homeware 

products 

requires a lot 

of thoughts."  

o  o  o  o  o  o  o  

"I have much 

to lose from 

making the 

wrong decision 

on the furniture 

and homeware 

products."  

o  o  o  o  o  o  o  
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Now, we would like to know more about you... 

 

[Demographics] 

 

Please enter your age. 

________________________________________________________________ 

 

What is your gender? 

o Male  

o Female  

o Prefer not to say  

 

What is your ethnicity? 

o White  

o Black/ African/ Caribbean/ Black British  

o Asian/ Asian British  

o Mixed/ Multiple ethnic group  

o Other  

o Prefer not to say  
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Are you... 

o Employed full time  

o Employed part time  

o Unemployed  

o Retired  

o Student  

o Prefer not to say  

 

Please indicate your annual income level before tax.(Please type NA if you prefer not 

to say) 

________________________________________________________________ 

 



 

Page | 424  

What is your highest education level attained? 

o No qualifications  

o Professional qualifications  

o GCSE/ O levels  

o A levels/ secondary or high school graduate  

o Diploma level  

o Bachelor's degree  

o Master's degree  

o PhD  

o Other qualifications (please specify) 

________________________________________________ 

What is your nationality? 

▼ GB - United Kingdom ... Other 

 

[Debrief] 

 

Thank you for your participation! 

 

This project is actually conducted for the use of a PhD project about consumer 

emotional responses on a brand introducing a new product. We hope that you have 

found it interesting!  

 

However, if you have found any part of this experience to be distressing and you 

wish to speak to one of the researchers, please contact:  

Name: Wesley Yuen 

Email address: tsunwai.yuen@manchester.ac.uk 

 

[End of Survey] 
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Appendix 16. Sample questionnaire of Study 2a 

 

Dear participant,      

 

I am a PhD student in Marketing at Alliance Manchester Business School, The 

University of Manchester. This research project is about exploring consumer 

reactions toward new products launched by brands (e.g. Tesco, from the grocery 

industry, enters the telecommunication service by introducing Tesco Mobile).  

 

In this questionnaire, you will be shown one brand launching a new product and 

asked to answer a couple of questions about that product and brand. The survey 

should take about 10 minutes to complete. There is no right or wrong answer to each 

question. It is your personal opinion that is very important to the study.       

 

This survey is conducted under the Market Research Society Code of Conduct and 

all the information, personal information of participants and answers, is fully 

confidential in accordance with the Data Protection Act 1998. Furthermore, all 

participants should be reminded that there is no potential risk and you have the right 

to withdraw from the research at any time for any reason. Should you have any 

further inquiry, please do not hesitate to contact the researcher through the following 

details:      

 

Tsun Wai Yuen (Wesley)   

Email: tsunwai.yuen@manchester.ac.uk      

 

Regards,      

Tsun Wai Yuen (Wesley)   

PhD Researcher 

 

 

 

Would you like to proceed? 

o I agree to proceed  

o I do not agree to proceed  

 

Skip To: End of Survey If Would you like to proceed? = I do not agree to proceed 

 

In this survey, please answer the following questions by telling us your 

perception about the brand "Colgate" and its new product introduction. 
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[Product category involvement] 

 

Now, we would like to ask you a couple of questions unrelated to Colgate. 

 

Please consider the Chewing Gum product category and answer the questions 

below.  

 

 

To what extend would you agree/disagree with the statements? 

 
Strongly 

disagree 
          

Strongly 

agree 

"Choosing 

among different 

Chewing Gum 

products is an 

important 

decision to 

me."  

o  o  o  o  o  o  o  

"Choosing 

among different 

Chewing Gum 

products 

requires a lot of 

thoughts."  

o  o  o  o  o  o  o  

"I have much to 

lose from 

making the 

wrong decision 

on the Chewing 

Gum product."  

o  o  o  o  o  o  o  
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We are actually conducting a research for the brand "Colgate" about exploring 

consumers' reactions to their next potential product launch. Therefore, your 

opinion is very important for us and the brand "Colgate" to decide the next new 

product introduction. 

 

In the following section, you will be presented one scenario about the brand 

"Colgate" introducing a new product/service. 

 

Please read the scenario carefully and answer the questions by telling us your 

immediate feelings. 

 

(Between-group experimental scenarios, i.e. respondents were only assigned to one 

of the two scenarios below) 

 

[Scenario 1: High product category fit] 

 

Colgate introducing the Colgate's Chewing Gum.    

 

Consider the above scenario and imagine that you see the product in a store...   

 

 

 

[Scenario 2: Low product category fit] 

 

Colgate introducing an instant food product, Colgate's instant noodles. 

 

Consider the above scenario and imagine that you see the product in a store...   

 

Now, you will be asked questions regarding the brand extension strategy by Colgate 

(i.e. introducing a new Chewing Gum product). 

 

(The questionnaire below shows a sample questionnaire for the scenario 1. The 

questionnaire flow and questions for other manipulated scenarios were the same, 

expect the brand extension description and the brand name)  

 

[Manipulation check: Product category fit] 

 

How would you evaluate the Colgate's Chewing Gum product for the brand 

"Colgate"?  

 
Strongly 

disagree 
          

Strongly 

agree 

I think the 

Colgate 

Chewing Gum 

o  o  o  o  o  o  o  
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product is 

similar to the 

brand "Colgate"  

I think offering 

Colgate 

Chewing Gum 

product is 

logical for the 

brand "Colgate"  

o  o  o  o  o  o  o  

I think offering 

Colgate 

Chewing Gum 

product is 

appropriate for 

the brand 

"Colgate"  

o  o  o  o  o  o  o  

 

 

[Emotional Responses] 

 

Please indicate the extent to which each of the following items reflects your feelings 

about Colgate offering this Colgate's Chewing Gum product.   

(Please rate all statements)  

(Please rate 

all 

statements) 

Not 

at all 

Very 

little 

A 

little 
Moderate 

Quite 

a lot 

Very 

much 
Extremely 

I feel 

Thrilled   
o  o  o  o  o  o  o  

I feel Happy o  o  o  o  o  o  o  

I feel Joyful  o  o  o  o  o  o  o  

I feel Glad  o  o  o  o  o  o  o  
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I feel 

Delighted  
o  o  o  o  o  o  o  

I feel Excited  o  o  o  o  o  o  o  

I feel 

Content  
o  o  o  o  o  o  o  

I feel Pleased  o  o  o  o  o  o  o  

I feel 

Pleasant  
o  o  o  o  o  o  o  

I feel 

Hopeful  
o  o  o  o  o  o  o  

I feel 

Optimistic  
o  o  o  o  o  o  o  

I feel Angry  o  o  o  o  o  o  o  

I feel 

Annoyed  
o  o  o  o  o  o  o  

I feel 

Distressed  
o  o  o  o  o  o  o  

I feel 

Anxious  
o  o  o  o  o  o  o  

I feel 

Worried  
o  o  o  o  o  o  o  
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I feel 

Disappointed  
o  o  o  o  o  o  o  

I feel 

Disgusted   
o  o  o  o  o  o  o  

I feel 

Frustrated  
o  o  o  o  o  o  o  

I feel 

Irritated  
o  o  o  o  o  o  o  

I feel 

Miserable  
o  o  o  o  o  o  o  

I feel Sad  o  o  o  o  o  o  o  

I feel Upset  o  o  o  o  o  o  o  

 

 

The following questions will ask about your evaluation of the brand "Colgate" 

introducing a Chewing Gum product.  

 

[Goal congruence] 
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To what extent do you think the Chewing Gum product is consistent to what you 

wanted to achieve from the Colgate brand? 

o Very much inconsistent  

o    

o    

o    

o    

o    

o Very much consistent  

 

To what extent do you see Chewing Gum product important in achieving your 

goals/needs/desires from the brand "Colgate"?  

o Not important at all  

o    

o    

o    

o    

o    

o Extremely important  
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By introducing Chewing Gum product, to what extent has the brand "Colgate" 

contributed in achieving your personal goals in life? 

o Not at all  

o    

o    

o    

o    

o    

o Very much  

 

 

[Goal relevance] 

 

When I see the brand "Colgate" introducing Chewing Gum product, I think... 

 
Strongly 

disagree 
          

Strongly 

agree 

It matters to 

me  
o  o  o  o  o  o  o  

It means a 

lot to me  
o  o  o  o  o  o  o  

It is 

important to 

me  

o  o  o  o  o  o  o  

It is relevant 

to me  
o  o  o  o  o  o  o  
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[Certainty] 

 

In terms of Colgate introducing a Chewing Gum product, how well do you 

understand what is happening in the situation (i.e. Colgate introducing Chewing Gum 

product)?  

o Not at all  

o    

o    

o    

o    

o    

o Very much  
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In terms of Colgate introducing a Chewing Gum product, how certain are you about 

what will happen with in the situation (i.e. Colgate introducing Chewing Gum)? 

o Not certain at all  

o    

o    

o    

o    

o    

o Very certain  

 

 

In terms of Colgate introducing a Chewing Gum product, how well can you predict 

what the quality of Colgate's Chewing Gum product is?  

o Not at all  

o    

o    

o    

o    

o    

o Very much  
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[Attitude towards brand extension] 

 

To what extent do you agree with the statements below? 

 
Strongly 

disagree 
          

Strongly 

agree 

Overall, this 

Colgate's new 

product 

(Chewing 

Gum) is 

favourable to 

me.  

o  o  o  o  o  o  o  

Overall, I think 

this Colgate's 

new product 

(Chewing 

Gum) will 

have high 

quality. 

o  o  o  o  o  o  o  

Overall, I feel 

positive 

towards this 

Colgate's new 

product 

(Chewing 

Gum) 

o  o  o  o  o  o  o  

Overall, I like 

the idea of 

introducing a 

Travel Agency 

by the ABC 

Airlines 

o  o  o  o  o  o  o  
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[Attitude towards parent brand] 

 

How would you evaluate the brand "Colgate" after seeing this new product (Colgate 

Chewing Gum)? 

 1 2 3 4 5 6 7  

Negative o  o  o  o  o  o  o  Positive 

Dislike o  o  o  o  o  o  o  Like 

Unfavourable o  o  o  o  o  o  o  Favourable 

 

 

The following questions ask about your reactions toward the brand "Colgate" after 

it introduced the new product you have just seen (Chewing Gum product).  

 

[Boycotting tendency towards the parent brand] 

 

To what extent do you agree with the statements below? 

 
Strongly 

disagree 
          

Strongly 

agree 

I will advise 

my family and 

friends against 

buying 

products from 

Colgate.  

o  o  o  o  o  o  o  

I will advise 

other 

consumers 

against buying 

products from 

Colgate.  

o  o  o  o  o  o  o  

I will advise 

my friends and 

acquaintances 

to join a 

o  o  o  o  o  o  o  
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boycott of 

Colgate.  

I will put 

pressure on this 

brand to correct 

its wrong 

decision to 

launch 

Colgate's 

Chewing Gum 

product.  

o  o  o  o  o  o  o  

 

 

[WOM tendency] 

 

To what extent do you think that you will tell or not tell others about this brand 

extension strategy? 

 1 2 3 4 5 6 7  

Certain 

not to 

tell 

o  o  o  o  o  o  o  Certain 

to tell 

Very 

unlikely 

to tell 

o  o  o  o  o  o  o  
Very 

likely to 

tell 

Probably 

will not 

tell 

o  o  o  o  o  o  o  Probably 

will tell 
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[Purchase intention] 

 

Would you purchase this new product? 

 1 2 3 4 5 6 7  

Very 

unlikely 
o  o  o  o  o  o  o  Very 

likely 

Would 

not 

consider 

o  o  o  o  o  o  o  Would 

consider 

Not 

probable 
o  o  o  o  o  o  o  Very 

probable 

 

 

[Demographics] 

 

Please enter your age. 

________________________________________________________________ 

 

What is your gender? 

o Male  

o Female  

o Prefer not to say  
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What is your ethnicity? 

o White  

o Black/ African/ Caribbean/ Black British  

o Asian/ Asian British  

o Mixed/ Multiple ethnic group  

o Other  

o Prefer not to say  

 

What is your nationality? 

▼ GB - United Kingdom ... Other 

 

Are you... 

o Employed full time  

o Employed part time  

o Unemployed  

o Retired  

o Student  

o Prefer not to say  

 

Please indicate your annual income level before tax.(Please type NA if you prefer not 

to say) 

________________________________________________________________ 
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What is your highest education level attained? 

o No qualifications  

o Professional qualifications  

o GCSE/ O levels  

o A levels/ secondary or high school graduate  

o Diploma level  

o Bachelor's degree  

o Master's degree  

o PhD  

o Other qualifications (please specify) 

________________________________________________ 
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We would like to know more about your perception on the brand "Colgate". 

 

[Emotional brand attachment] 

 

To what extend do the following adjectives describe your feelings with the brand 

"Colgate"? 

 
Not 

at all 

Very 

little 

A 

little 
Moderately 

Quite 

a lot 

Very 

much 
Extremely 

Affectionate  o  o  o  o  o  o  o  

Loved  o  o  o  o  o  o  o  

Peaceful  o  o  o  o  o  o  o  

Friendly  o  o  o  o  o  o  o  

Attached  o  o  o  o  o  o  o  

Bonded  o  o  o  o  o  o  o  

Connected  o  o  o  o  o  o  o  

Passionate  o  o  o  o  o  o  o  

Delighted  o  o  o  o  o  o  o  
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Captivated  o  o  o  o  o  o  o  

 

 

[Debrief] 

 

Thank you for participating this survey study. This was an experimental study for my 

PhD research on exploring your emotional responses about various brand extension 

strategies. We hope that you have found it interesting.  

 

However, if you have found any part of this experience to be distressing and you 

wish to speak to one of the researchers, please contact:  

Name: Wesley Yuen 

Email address: tsunwai.yuen@manchester.ac.uk 

 

[End of Survey] 
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Appendix 17. Sample questionnaire of Study 2b 

 

Dear participant,  

 

I am a PhD student in Marketing at Alliance Manchester Business School, The 

University of Manchester. My research project is about exploring consumer reactions 

toward new products launched by brands (e.g. Amazon, originally a book-seller, 

introduces technology devices market, such as tablet).  

 

In this questionnaire, you will be shown one brand launching a new product and 

asked to answer a couple of questions about that product and brand. The survey 

should take about 10 minutes to complete. There is no right or wrong answer to each 

question. It is your personal opinion that is very important to the study.  

 

This survey is conducted under the Market Research Society Code of Conduct and 

all the information, personal information of participants and answers, is fully 

confidential in accordance with the Data Protection Act 1998. Furthermore, all 

participants should be reminded that there is no potential risk and you have the right 

to withdraw from the research at any time for any reason. Should you have any 

further inquiry, please do not hesitate to contact the researcher through the following 

details:      

 

Tsun Wai Yuen (Wesley)   

Email: tsunwai.yuen@manchester.ac.uk      

Regards,      

Tsun Wai Yuen (Wesley)   

PhD Researcher 

 

Would you like to proceed? 

o I agree to proceed 

o I do not agree to proceed 

 

Skip To: End of Survey If Would you like to proceed? = I do not agree to proceed 
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This survey is about your perception of an airline.  

 

Do you know any of the airline brands?  

o Yes 

o No 

 

Skip To: End of Survey If This survey is about your perception of an airline.  Do you 

know any of the airline brands?  = No 

 

You will now be presented a scenario about an airline brand.  

 

Please read the scenario carefully and remember the scenario when answering the 

questions in the remainder of the survey.  

 

(Experimental Manipulation: Between-group experimental scenarios, i.e. 

respondents were assigned to one of the two scenarios below) 

 

 

[Scenario 1: High emotional brand attachment] 

 

ABC Airlines is a well-known brand and has been specialized in offering air 

travelling services for many years. In fact, you may have tried the services provided 

by the "ABC Airlines" and are pleased with the service quality, price, catering, 

number destinations and punctuality of the service. Overall, you have a favorable 

attitude towards this brand.  

 

 

To help you understand what we mean, we are asking you to think about a brand in 

the air travelling market that you really like. It is the kind of brand that, if taken off 

the market, would make you feel upset, sad or angry. Now, imagine that it is exactly 

how you feel about the ABC Airlines. 

 

 

[Scenario 2: Low emotional brand attachment] 

 

ABC Airlines is a well-known brand and has been specialized in offering air 

travelling services for many years. In fact, you may have tried the services provided 

by the "ABC Airlines" and are pleased with the service quality, price, catering, 

number destinations and punctuality of the service. Overall, you have a favorable 

attitude towards this brand.   
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To help you understand what we mean, we are asking you to think about a brand in 

the air travelling market that you really like. BUT It is the kind of brand that, if taken 

off the market, would NOT make you feel upset, sad or angry. Now, imagine that it is 

exactly how you feel about the ABC Airlines. 

 

[Manipulation check: Emotional brand attachment] 

 

To what extend do the following adjectives describe your feelings with the ABC 

Airlines? 

 
Not 

at all 

Very 

little 

A 

little 
Moderately 

Quite 

a lot 

Very 

much 
Extremely 

Affectionate o  o  o  o  o  o  o  

Loved o  o  o  o  o  o  o  

Peaceful o  o  o  o  o  o  o  

Friendly o  o  o  o  o  o  o  

Attached o  o  o  o  o  o  o  

Bonded o  o  o  o  o  o  o  

Connected o  o  o  o  o  o  o  

Passionate o  o  o  o  o  o  o  

Delighted o  o  o  o  o  o  o  
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Captivated o  o  o  o  o  o  o  
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(Experimental Manipulation: Between-group experimental scenarios, i.e. 

respondents were only assigned to one of the 2 scenarios below) 

 

[Scenario 1: High product category fit] 

 

Building on the success in the air travel industry, ABC Airlines is now introducing a 

new Travel Agency.   

    

The new travel agency offers various travel packages and provides travel advice.  

 

[Scenario 2: Low product category fit] 

 

Building on the success in the air travel industry, ABC airlines brand is going to 

introduce a new Hair Salon service. 

 

The new hair salon introduced by ABC Airlines provides services like hair cutting, 

colouring and styling.  
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(The questionnaire below is for the scenario 1. The questionnaire flow and 

questions for other manipulated scenarios were the same, expect the brand 

extension description and the brand name)  

 

[Manipulation check: Product category fit] 

 

How would you evaluate the new Travel Agency introduced by the ABC Airlines?  

 
Strongly 

disagree 
     

Strongly 

agree 

I think the 

Travel Agency 

is similar to an 

airlines brand;  

o  o  o  o  o  o  o  

I think 

introducing 

Travel Agency 

is logical for 

an airlines 

brand;  

o  o  o  o  o  o  o  

I think 

introducing 

Travel Agency 

is appropriate 

for an airlines 

brand; 

o  o  o  o  o  o  o  
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[Goal congruence] 

 

To what extent do you think the Travel agency introduced by ABC Airlines is 

consistent to what you wanted to achieve from the ABC Airlines? 

o Very much inconsistent 

o     

o     

o     

o     

o     

o Very much consistent 

 

To what extent do you see the Travel Agency introduced by ABC Airlines important 

in achieving your goals/needs/desires from the ABC Airlines?  

o Not important at all 

o     

o     

o     

o     

o     

o Extremely important 
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By introducing the Travel Agency, to what extent has the ABC Airlines contributed 

in achieving your personal goals in life? 

o Not at all  

o     

o     

o     

o     

o     

o Very much  

 

 

[Goal relevance] 

 

When I see the brand ABC Airlines introducing a Travel Agency, I think... 

 

 
Strongly 

disagree 
     

Strongly 

agree 

It matters 

to me  
o  o  o  o  o  o  o  

It means a 

lot to me  
o  o  o  o  o  o  o  

It is 

important 

to me  

o  o  o  o  o  o  o  

It is 

relevant to 

me  

o  o  o  o  o  o  o  

 



 

Page | 451  

[Certainty] 

 

In terms of ABC Airlines introducing a Travel Agency, how well do you understand 

what is happening in this situation?  

o Not at all  

o    

o     

o     

o    

o     

o Very much   

 

In terms of ABC Airlines introducing a Travel Agency, how certain are you about 

what will happen with in this situation? 

o Not certain at all  

o     

o     

o     

o     

o      

o Very certain  
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In terms of ABC Airlines introducing a Travel Agency, how well can you predict 

what the quality of the Travel Agency introduced by the ABC Airlines?  

o Not at all  

o     

o     

o     

o     

o     

o Very much  
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[Emotional responses toward brand extension] 

 

Consider the scenario where ABC Airlines introduces a Travel Agency and imagine 

that you see the store in the city/town where you live...   

   

Please indicate the extent to which each of the following items reflects your feelings 

about the ABC Airlines offering a new Travel Agency services.   

(Please rate 

all 

statements) 

Not 

at all 

Very 

little 

A 

little 
Moderate 

Quite 

a lot 

Very 

much 
Extremely 

I feel 

Thrilled   
o  o  o  o  o  o  o  

I feel Happy o  o  o  o  o  o  o  

I feel Joyful  o  o  o  o  o  o  o  

I feel Glad  o  o  o  o  o  o  o  

I feel 

Delighted  
o  o  o  o  o  o  o  

I feel Excited  o  o  o  o  o  o  o  

I feel 

Content  
o  o  o  o  o  o  o  

I feel Pleased  o  o  o  o  o  o  o  

I feel 

Pleasant  
o  o  o  o  o  o  o  



 

Page | 454  

I feel 

Hopeful  
o  o  o  o  o  o  o  

I feel 

Optimistic  
o  o  o  o  o  o  o  

I feel Angry  o  o  o  o  o  o  o  

I feel 

Annoyed  
o  o  o  o  o  o  o  

I feel 

Distressed  
o  o  o  o  o  o  o  

I feel 

Anxious  
o  o  o  o  o  o  o  

I feel 

Worried  
o  o  o  o  o  o  o  

I feel 

Disappointed  
o  o  o  o  o  o  o  

I feel 

Disgusted   
o  o  o  o  o  o  o  

I feel 

Frustrated  
o  o  o  o  o  o  o  

I feel 

Irritated  
o  o  o  o  o  o  o  

I feel 

Miserable  
o  o  o  o  o  o  o  
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I feel Sad  o  o  o  o  o  o  o  

I feel Upset  o  o  o  o  o  o  o  

 

The following questions will ask you about your attitudinal and behavioural 

intentions on the Travel Agency introduced by the ABC Airlines. 

 

[Attitude towards brand extension] 

To what extent do you agree with the statements below? 

 

 
Strongly 

disagree 
     

Strongly 

agree 

Overall, this 

Travel Agency 

introduced by 

the ABC 

Airlines is 

favourable to 

me.  

o  o  o  o  o  o  o  

Overall, I think 

this Travel 

Agency 

introduced by 

the ABC 

Airlines will 

have high 

quality. 

o  o  o  o  o  o  o  

Overall, I feel 

positive 

towards this 

Travel Agency 

introduced by 

the ABC 

Airlines. 

o  o  o  o  o  o  o  

Overall, I like 

the idea of 

introducing a 

Travel Agency 

o  o  o  o  o  o  o  
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by the ABC 

Airlines  

 

 

[Attitude towards parent brand] 

 

How would you evaluate the brand "ABC Airlines" after seeing the new Travel 

Agency services? 

         

Negative o  o  o  o  o  o  o  Positive 

Dislike o  o  o  o  o  o  o  Like 

Unfavourable o  o  o  o  o  o  o  Favourable 

[Boycotting tendency toward the parent brand] 

 

To what extent do you agree with the statements below? 

 
Strongly 

disagree 
     

Strongly 

agree  

I will advise my 

family and friends 

against using 

services from the 

ABC Airlines. 

o  o  o  o  o  o  o  

I will advise other 

consumers against 

using services 

from the ABC 

Airlines. 

o  o  o  o  o  o  o  

I will advise my 

friends and 

acquaintances to 

join a boycott of 

the ABC Airlines.  

o  o  o  o  o  o  o  
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I will put pressure 

on the ABC 

Airlines to correct 

its wrong decision 

to launch the 

Travel Agency.  

o  o  o  o  o  o  o  

 

[WOM tendency] 

 

To what extent do you think that you will tell or not tell others about the Travel 

Agency introduced by the ABC Airlines? 

         

Certain 

not to 

tell 

o  o  o  o  o  o  o  Certain 

to tell 

Very 

unlikely 

to tell 

o  o  o  o  o  o  o  
Very 

likely to 

tell 

Probably 

will not 

tell 

o  o  o  o  o  o  o  Probably 

will tell 

 

 

 

[Purchase intention] 

 

Would you use this new travel agency introduced by the ABC Airlines? 

         

Very 

unlikely 
o  o  o  o  o  o  o  Very 

likely 

Would 

not 

consider 

o  o  o  o  o  o  o  Would 

consider 

Not 

probable 
o  o  o  o  o  o  o  Very 

probable 
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[Product category involvement] 

 

Now, we would like to ask you a couple of questions about travel agency. 

 

Please consider the Travel Agency as a service category and answer the questions 

below.  

To what extend would you agree/disagree with the statements? 

 

 
Strongly 

disagree 
          

Strongly 

agree 

"Choosing 

among different 

Travel Agency 

is an important 

decision to 

me."  

o  o  o  o  o  o  o  

"Choosing 

among different 

Travel Agency 

requires a lot of 

thoughts."  

o  o  o  o  o  o  o  

"I have much to 

lose from 

making the 

wrong decision 

on the Travel 

Agency."  

o  o  o  o  o  o  o  
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[Demographics] 

 

Please enter your age. 

________________________________________________________________ 

 

What is your gender? 

o Male  

o Female  

o Prefer not to say  

 

What is your ethnicity? 

o White 

o Black/ African/ Caribbean/ Black British 

o Asian/ Asian British  

o Mixed/ Multiple ethnic group 

o Other 

o Prefer not to say 

 

What is your nationality? 

▼ US - The United States (1) ... Other (251) 
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Are you... 

o Employed full time  

o Employed part time 

o Unemployed  

o Retired 

o Student 

o Prefer not to say 

 

 

Please indicate your annual income level before tax.(Please type NA if you prefer not 

to say) 

________________________________________________________________ 
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What is your highest education level attained? 

o No qualifications  

o Professional qualifications  

o High school diploma  

o High school graduate  

o Diploma level  

o Bachelor's degree  

o Master's degree  

o PhD   

o Other qualifications (please specify) 

________________________________________________ 

 

 

[Debrief] 

 

Thank you for participating this survey study. This was an experimental study for my 

PhD research on exploring your emotional responses about various brand extension 

strategies. We hope that you have found it interesting.  

 

 

However, if you have found any part of this experience to be distressing and you 

wish to speak to one of the researchers, please contact:  

Name: Wesley Yuen 

Email address: tsunwai.yuen@manchester.ac.uk 

 

[End of Survey] 
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Appendix 18. Sample questionnaire of Study 3 

Dear participant,  

 

I am a PhD student in Marketing at Alliance Manchester Business School, The 

University of Manchester. My research project is about exploring consumer reactions 

toward new products launched by brands (e.g. Amazon, originally a book-seller, 

introduces technology devices market, such as tablet).  

 

In this questionnaire, you will be shown one brand launching a new product and 

asked to answer a couple of questions about that product and brand. The survey 

should take about 10 minutes to complete. There is no right or wrong answer to each 

question. It is your personal opinion that is very important to the study.  

 

This survey is conducted under the Market Research Society Code of Conduct and 

all the information, personal information of participants and answers, is fully 

confidential in accordance with the Data Protection Act 1998. Furthermore, all 

participants should be reminded that there is no potential risk and you have the right 

to withdraw from the research at any time for any reason. Should you have any 

further inquiry, please do not hesitate to contact the researcher through the following 

details:      

 

Tsun Wai Yuen (Wesley)   

Email: tsunwai.yuen@manchester.ac.uk      

Regards,      

Tsun Wai Yuen (Wesley)   

PhD Researcher 

 

 

Would you like to proceed? 

o I agree to proceed 

o I do not agree to proceed 

 

Skip To: End of Survey If Would you like to proceed? = I do not agree to proceed 
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This survey is about your perception of an airline.  

 

Do you know any of the airline brands?  

o Yes 

o No 

 

Skip To: End of Survey If This survey is about your perception of an airline.  Do you 

know any of the airline brands?  = No 

 

You will now be presented a scenario about an airline brand.  

 

Please read the scenario carefully and remember the scenario when answering the 

questions in the remainder of the survey.  

 

(Between-group experimental scenarios, i.e. respondents were only assigned to one 

of the 4 scenarios below) 

 

[Scenario 1: High fit, family branding] 

 

Building on the success in the air travel industry, ABC Airlines is now introducing a 

new Travel Agency, called "ABC Airlines Travel Agency".  

  

The new "ABC Airlines travel agency" offers various travel packages and provides 

travel advice. 

 

[Scenario 2: High fit, sub-branding] 

 

Building on the success in the air travel industry, ABC Airlines is now introducing a 

new Travel Agency, called "Global Travel by ABC Airlines".   

    

The new "Global Travel by ABC Airlines" offers various travel packages and 

provides travel advice.  

 

[Scenario 3: Low fit, family branding] 

 

Building on the success in the air travel industry, ABC airlines brand is going to 

introduce a new Hair Salon service, called "ABC Airlines Salon"   

    

The new "ABC Airlines Salon" introduced by ABC Airlines provides services like 

hair cutting, colouring and styling.  
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[Scenario 4: Low fit, sub-branding] 

 

Building on the success in the air travel industry, ABC airlines brand is going to 

introduce a new Hair Salon service, called "Studio Salon by ABC Airlines"   

    

The new "Studio Salon by ABC Airlines" introduced by ABC Airlines provides 

services like hair cutting, colouring and styling. 
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(The questionnaire below shows a sample questionnaire for the scenario 1. The 

questionnaire flow and questions for other manipulated scenarios were the same, 

expect the brand extension description and the brand name)  

 

[Manipulation check: Product category fit] 

 

How would you evaluate the new Travel Agency introduced by the ABC Airlines?  

 
Strongly 

disagree  
       

Strongly 

agree 

I think the 

Travel Agency 

is similar to an 

airlines brand;  

o  o  o  o  o  o  o  

I think 

introducing 

Travel Agency 

is logical for 

an airlines 

brand;  

o  o  o  o  o  o  o  

I think 

introducing 

Travel Agency 

is appropriate 

for an airlines 

brand; 

o  o  o  o  o  o  o  
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[Goal congruence] 

 

To what extent do you think the ABC Airlines Travel agency is consistent to what 

you wanted to achieve from the ABC Airlines? 

o Very much inconsistent  

o     

o     

o     

o     

o     

o Very much consistent  

 

To what extent do you see the ABC Airlines Travel Agency important in achieving 

your goals/needs/desires from the ABC Airlines?  

o Not important at all  

o      

o     

o     

o     

o     

o Extremely important   
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By introducing the Travel Agency, to what extent has the ABC Airlines Travel 

Agency contributed in achieving your personal goals in life? 

o Not at all   

o      

o     

o     

o     

o     

o Very much  

 

 

[Goal relevance] 

 

When I see the brand ABC Airlines introducing a ABC Airlines Travel Agency, I 

think... 

 

 
Strongly 

disagree  
     

Strongly 

agree 

It matters 

to me  
o  o  o  o  o  o  o  

It means a 

lot to me  
o  o  o  o  o  o  o  

It is 

important 

to me  

o  o  o  o  o  o  o  

It is 

relevant to 

me  

o  o  o  o  o  o  o  
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[Certainty] 

 

In terms of ABC Airlines introducing ABC Airlines Travel Agency, how well do you 

understand what is happening in this situation?  

o Not at all   

o     

o     

o     

o     

o     

o Very much  
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In terms of ABC Airlines introducing a ABC Airlines Travel Agency, how certain 

are you about what will happen with in this situation? 

o Not certain at all  

o     

o     

o     

o     

o     

o Very certain  

 

In terms of ABC Airlines introducing a ABC Airlines Travel Agency, how well can 

you predict what the quality of the Travel Agency introduced by the ABC Airlines?  

o Not at all   

o    

o    

o     

o     

o     

o Very much   
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[Emotional responses] 

Consider the scenario where ABC Airlines introduces "ABC Airlines Travel 

Agency" and imagine that you see the store in the city/town where you live...   

 

Please indicate the extent to which each of the following items reflects your feelings 

about the ABC Airlines offering "ABC Airlines Travel Agency".   

(Please rate all statements) 
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(Please rate 

all 

statements) 

Not 

at all  

Very 

little 

A 

little 
Moderate 

Quite 

a lot 

Very 

much 
Extremely 

I feel 

Thrilled   
o  o  o  o  o  o  o  

I feel Happy o  o  o  o  o  o  o  

I feel Joyful  o  o  o  o  o  o  o  

I feel Glad  o  o  o  o  o  o  o  

I feel 

Delighted  
o  o  o  o  o  o  o  

I feel Excited  o  o  o  o  o  o  o  

I feel 

Content  
o  o  o  o  o  o  o  

I feel Pleased  o  o  o  o  o  o  o  

I feel 

Pleasant  
o  o  o  o  o  o  o  

I feel 

Hopeful  
o  o  o  o  o  o  o  

I feel 

Optimistic  
o  o  o  o  o  o  o  
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I feel Angry  o  o  o  o  o  o  o  

I feel 

Annoyed  
o  o  o  o  o  o  o  

I feel 

Distressed  
o  o  o  o  o  o  o  

I feel 

Anxious  
o  o  o  o  o  o  o  

I feel 

Worried  
o  o  o  o  o  o  o  

I feel 

Disappointed  
o  o  o  o  o  o  o  

I feel 

Disgusted   
o  o  o  o  o  o  o  

I feel 

Frustrated  
o  o  o  o  o  o  o  

I feel 

Irritated  
o  o  o  o  o  o  o  

I feel 

Miserable  
o  o  o  o  o  o  o  

I feel Sad  o  o  o  o  o  o  o  

I feel Upset  o  o  o  o  o  o  o  
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The following questions will ask you about your attitudinal and behavioural 

intentions on the "ABC Airlines Travel Agency" introduced by the ABC Airlines. 

 

To what extent do you agree with the statements below? 

 

 

 

[Attitude towards brand extension] 

 

 

 

 

Strongly 

disagree 
           

Strongly 

agree 

Overall, this 

"ABC Airlines 

Travel Agency" 

introduced by the 

ABC Airlines is 

favourable to me.  

o  o  o  o  o  o  o  

Overall, I think 

this "ABC 

Airlines Travel 

Agency" 

introduced by the 

ABC Airlines will 

have high quality. 

o  o  o  o  o  o  o  

Overall, I feel 

positive towards 

this "ABC 

Airlines Travel 

Agency" 

introduced by the 

ABC Airlines.  

o  o  o  o  o  o  o  

Overall, I like the 

idea of 

introducing a 

"ABC Airlines 

Travel Agency" 

by the ABC 

Airlines 

o  o  o  o  o  o  o  
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[Attitude towards parent brand] 

 

How would you evaluate the brand "ABC Airlines" after seeing the "ABC Airlines 

Travel Agency"? 

         

Negative o  o  o  o  o  o  o  Positive 

Dislike o  o  o  o  o  o  o  Like 

Unfavourable o  o  o  o  o  o  o  Favourable 
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[Boycotting tendency toward the parent brand] 

 

To what extent do you agree with the statements below? 

 
Strongly 

disagree 
     

Strongly 

agree  

I will advise my 

family and 

friends against 

using services 

from the ABC 

Airlines. 

o  o  o  o  o  o  o  

I will advise 

other consumers 

against using 

services from 

the ABC 

Airlines. 

o  o  o  o  o  o  o  

I will advise my 

friends and 

acquaintances to 

join a boycott of 

the ABC 

Airlines.  

o  o  o  o  o  o  o  

I will put 

pressure on the 

ABC Airlines to 

correct its wrong 

decision to 

launch the 

Travel Agency.  

o  o  o  o  o  o  o  
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[WOM tendency] 

 

To what extent do you think that you will tell or not tell others about the Travel 

Agency introduced by the ABC Airlines? 

         

Certain 

not to 

tell 

o  o  o  o  o  o  o  Certain 

to tell 

Very 

unlikely 

to tell 

o  o  o  o  o  o  o  
Very 

likely to 

tell 

Probably 

will not 

tell 

o  o  o  o  o  o  o  Probably 

will tell 

 

 

[Purchase intention] 

 

Would you use this ABC Airlines Travel Agency introduced by the ABC Airlines? 

 

 

         

Very 

unlikely 
o  o  o  o  o  o  o  Very 

likely 

Would 

not 

consider 

o  o  o  o  o  o  o  Would 

consider 

Not 

probable 
o  o  o  o  o  o  o  Very 

probable 

 

 

[Product category involvement] 

 

Now, we would like to ask you a couple of questions about travel agency. 
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Please consider the Travel Agency as a service category and answer the questions 

below.  

To what extend would you agree/disagree with the statements? 

 

 
Strongly 

disagree 
          

Strongly 

agree 

"Choosing 

among different 

Travel Agency 

is an important 

decision to 

me."  

o  o  o  o  o  o  o  

"Choosing 

among different 

Travel Agency 

requires a lot of 

thoughts."  

o  o  o  o  o  o  o  

"I have much to 

lose from 

making the 

wrong decision 

on the Travel 

Agency."  

o  o  o  o  o  o  o  

 

 

[Demographics] 

 

Please enter your age. 

________________________________________________________________ 

 

 

What is your gender? 

o Male  

o Female  

o Prefer not to say  
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What is your ethnicity? 

o White 

o Black/ African/ Caribbean/ Black British 

o Asian/ Asian British  

o Mixed/ Multiple ethnic group 

o Other 

o Prefer not to say 

 

What is your nationality? 

▼ US - The United States (1) ... Other (251) 

 

Are you... 

o Employed full time  

o Employed part time 

o Unemployed  

o Retired 

o Student 

o Prefer not to say 

 

 

Please indicate your annual income level before tax.(Please type NA if you prefer not 

to say) 

________________________________________________________________ 
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What is your highest education level attained? 

o No qualifications  

o Professional qualifications 

o High school diploma 

o High school graduate 

o Diploma level  

o Bachelor's degree  

o Master's degree  

o PhD  

o Other qualifications (please specify) 

________________________________________________ 

 

 

[Debrief] 

 

Thank you for participating this survey study. This was an experimental study for my 

PhD research on exploring your emotional responses about various brand extension 

strategies. We hope that you have found it interesting.  

 

 

However, if you have found any part of this experience to be distressing and you 

wish to speak to one of the researchers, please contact:  

Name: Wesley Yuen 

Email address: tsunwai.yuen@manchester.ac.uk 

 

[End of Survey] 
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Appendix 19. Sample questionnaire of Study 4 

 

Dear participant,      

 

I am a PhD student in Marketing at Alliance Manchester Business School, The 

University of Manchester. I am currently conducting a consumer research study for 

the laptop company "ASUS" to explore US consumers' reactions on their next 

potential new product introduction. 

In this questionnaire, you will be shown a scenario about "ASUS" launching a new 

product and asked to answer a couple of questions about that product and brand. The 

survey should take about 10 to 15 minutes to complete. There is no right or wrong 

answer to each question. It is your personal opinion that is very important to the 

study.       

 

This survey is conducted under the Market Research Society Code of Conduct and 

all the information, personal information of participants and answers, is fully 

confidential in accordance with the Data Protection Act 1998. Furthermore, all 

participants should be reminded that there is no potential risk and you have the right 

to withdraw from the research at any time for any reason. Should you have any 

further inquiry, please do not hesitate to contact the researcher through the following 

details:      

 

Tsun Wai Yuen (Wesley)   

Email: tsunwai.yuen@manchester.ac.uk      

 

Regards,      

Tsun Wai Yuen (Wesley)   

PhD Researcher 

 

 

Would you like to proceed? 

o I agree to proceed  

o I do not agree to proceed  

 

Skip To: End of Survey If Would you like to proceed? = I do not agree to proceed 
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We would like to know more about your perception on the brand "ASUS". 

 

[Emotional Brand attachment] 

To what extend do the following adjectives describe your feelings with the brand 

"ASUS"? 

 
Not 

at all 

Very 

little 

A 

little 
Moderately 

Quite 

a lot 

Very 

much 
Extremely 

Affectionate  o  o  o  o  o  o  o  

Loved  o  o  o  o  o  o  o  

Peaceful  o  o  o  o  o  o  o  

Friendly  o  o  o  o  o  o  o  

Attached  o  o  o  o  o  o  o  

Bonded  o  o  o  o  o  o  o  

Connected  o  o  o  o  o  o  o  

Passionate  o  o  o  o  o  o  o  

Delighted  o  o  o  o  o  o  o  

Captivated  o  o  o  o  o  o  o  
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We are actually conducting a research for the brand "ASUS" about exploring 

consumers' reactions to their next potential product launch. Therefore, your opinion 

is very important for us and the brand "ASUS" to decide the next new product 

introduction.   

 

In the following section, you will be presented one scenario about the brand "ASUS" 

introducing a new product.   

    

Please read the scenario carefully and answer the questions by telling us your 

immediate feelings. 

 

(Experimental Manipulation: Between-group experimental scenarios, i.e. 

respondents were only assigned to one of the six scenarios below) 

 

[Scenario 1: High product category fit, no brand name structure information] 

 

The brand "ASUS" is introducing Compact Digital Camera products.    

  

Please answer the following questions by imagining that you see the product in a 

store... 

 

 

[Scenario 2: High product category fit, family branding] 

 

The brand "ASUS" is introducing Compact Digital Camera products. The new 

Digital Camera products will be named and launched to the market as "ASUS 

Digital Camera".   

    

Please answer the following questions by imagining that you see the product in a 

store... 

 

 

[Scenario 3: High product category fit, sub-branding] 

 

The brand "ASUS" is introducing Compact Digital Camera products. The new 

Digital Camera products will be branded and launched to the market as "Infinity by 

ASUS".   

    

Please answer the following questions by imagining that you see the product in a 

store...  
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[Scenario 4: Low product category fit, no brand name structure information] 

 

The brand "ASUS" is introducing a two-seater Leather Sofa.    

  

Please answer the following questions by imagining that you see the product in a 

store... 

 

 

[Scenario 5: Low product category fit, family branding] 

 

The brand "ASUS" is introducing two-seater Leather Sofa product. The new 

Leather Sofa product will be branded and launched to the market as "ASUS Sofa".   

    

Please answer the following questions by imagining that you see the product in a 

store... 

 

 

[Scenario 6: Low product category fit, sub-branding] 

 

The brand "ASUS" is introducing a two-seater Leather Sofa product. The new 

Leather Sofa product will be branded and launched to the market as "Reside by 

ASUS".   

    

Please answer the following questions by imagining that you see the product in a 

store...  



 

Page | 484  

(The questionnaire below shows a sample questionnaire for the scenario 1. The 

questionnaire flow and questions for other manipulated scenarios were the same, 

expect the brand extension description and the brand name)  

 

[Manipulation check: Product category fit] 

 

How would you evaluate the new Compact Digital Camera products introduced by 

the brand ASUS?  

 
Strongly 

disagree 
          

Strongly 

agree 

I think the 

Compact Digital 

Camera products 

are similar to the 

brand ASUS;  

o  o  o  o  o  o  o  

I think 

introducing 

Compact Digital 

Camera products 

are logical for 

the brand ASUS;  

o  o  o  o  o  o  o  

I think 

introducing 

Compact Digital 

Camera products 

are appropriate 

for the brand 

ASUS;  

o  o  o  o  o  o  o  

 

 

 

The following questions will ask about your evaluation of the brand "ASUS" 

introducing Compact Digital Camera products.  
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[Goal congruence] 

 

To what extent do you think Compact Digital Camera products are consistent to what 

you wanted to achieve from the ASUS brand? 

o Very much inconsistent  

o    

o    

o    

o    

o    

o Very much consistent  

 

 

To what extent do you see the Compact Digital Camera products important in 

achieving your goals/needs/desires from the brand "ASUS"?  

o Not important at all  

o    

o    

o    

o    

o    

o Extremely important  
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By introducing Compact Digital Camera products, to what extent has the brand 

"ASUS" contributed in achieving your personal goals in life? 

o Not at all  

o    

o    

o    

o    

o    

o Very much  

 

[Goal relevance] 

 

When I see the brand "ASUS" introducing Compact Digital Camera products, I 

think... 

 
Strongly 

disagree 
          

Strongly 

agree 

It matters 

to me  o  o  o  o  o  o  o  

It means a 

lot to me  
o  o  o  o  o  o  o  

It is 

important 

to me  
o  o  o  o  o  o  o  

It is 

relevant to 

me  
o  o  o  o  o  o  o  
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[Certainty] 

 

In terms of ASUS introducing Compact Digital Camera products, how well do you 

understand what is happening in the situation (i.e. ASUS introducing Digital Camera 

products)?  

o Not at all  

o    

o    

o    

o    

o    

o Very much  

 

In terms of ASUS introducing a Compact Digital Camera products, how certain are 

you about what will happen in the situation (i.e. ASUS introducing Digital Camera 

products)? 

o Not certain at all  

o    

o    

o    

o    

o    

o Very certain  
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In terms of ASUS introducing Compact Digital Camera products, how well can you 

predict what the quality of the Compact Digital Camera products will be?  

o Not at all  

o    

o    

o    

o    

o    

o Very much  

 

[Emotional responses] 

 

Please indicate the extent to which each of the following items reflects your feelings 

about ASUS offering Compact Digital Camera products. (Please rate all statements) 

 
Not 

at all 

Very 

little 

A 

little 
Moderate 

Quite 

a lot 

Very 

much 
Extremely 

I feel 

Thrilled   o  o  o  o  o  o  o  

I feel Happy o  o  o  o  o  o  o  

I feel Joyful  o  o  o  o  o  o  o  

I feel Glad  o  o  o  o  o  o  o  

I feel 

Delighted  
o  o  o  o  o  o  o  

I feel Excited  o  o  o  o  o  o  o  
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I feel 

Content  
o  o  o  o  o  o  o  

I feel Pleased  o  o  o  o  o  o  o  

I feel 

Pleasant  
o  o  o  o  o  o  o  

I feel 

Hopeful  
o  o  o  o  o  o  o  

I feel 

Optimistic  
o  o  o  o  o  o  o  

I feel Angry  o  o  o  o  o  o  o  

I feel 

Annoyed  
o  o  o  o  o  o  o  

I feel 

Distressed  
o  o  o  o  o  o  o  

I feel 

Anxious  
o  o  o  o  o  o  o  

I feel 

Worried  
o  o  o  o  o  o  o  

I feel 

Disappointed  
o  o  o  o  o  o  o  

I feel 

Disgusted   o  o  o  o  o  o  o  

I feel 

Frustrated  
o  o  o  o  o  o  o  

I feel 

Irritated  o  o  o  o  o  o  o  
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I feel 

Miserable  
o  o  o  o  o  o  o  

I feel Sad  o  o  o  o  o  o  o  

I feel Upset  o  o  o  o  o  o  o  

 

 

The following questions ask about your reactions toward the brand "ASUS" and the 

new Compact Digital Camera products after ASUS introduced the new product you 

have just seen (Compact Digital Camera products).  

 

[Attitude towards brand extension] 

 

To what extent do you agree with the statements below? 

 
Strongly 

disagree 
          

Strongly 

agree 

Overall, the 

brand ASUS 

introducing 

Compact Digital 

Camera products 

is favorable to 

me.  

o  o  o  o  o  o  o  

Overall, I think 

this Compact 

Digital Camera 

products 

introduced by 

ASUS will have 

high quality.  

o  o  o  o  o  o  o  

Overall, I feel 

positive towards 

ASUS 

introducing 

Compact Digital 

Camera 

products.  

o  o  o  o  o  o  o  
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Overall, I like 

the idea of 

ASUS 

introducing 

Compact Digital 

Camera 

products.  

o  o  o  o  o  o  o  

 

 

 

[Attitude towards parent brand] 

 

How would you evaluate the brand "ASUS" after seeing this new product (Compact 

Digital Camera)? 

 1 2 3 4 5 6 7  

Negative o  o  o  o  o  o  o  Positive 

Dislike o  o  o  o  o  o  o  Like 

Unfavourable o  o  o  o  o  o  o  Favourable 

 

[Parent brand avoidance] 

 

Please indicate the extent to which you agree/disagree with the following statements: 

 
Strongly 

Disagree 
          

Strongly 

agree 

I will try to take 

my mind off the 

brand ASUS after 

seeing it 

introducing 

Digital Camera 

products doing 

other things.  

o  o  o  o  o  o  o  

I will distract 

myself to avoid 

thinking about the 

brand ASUS after 

o  o  o  o  o  o  o  
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seeing it 

introducing 

Digital Camera 

products.  

I will avoid 

thinking about the 

brand ASUS after 

seeing it 

introducing the 

new Digital 

Camera products.  

o  o  o  o  o  o  o  

 

[Brand extension denial] 

 

Please indicate the extend to which you agree/disagree with the following statements: 

 
Strongly 

Disagree 
          

Strongly 

agree 

I deny that the 

new Compact 

Digital Camera 

products 

introduced by 

ASUS ever took 

place.  

o  o  o  o  o  o  o  

I refuse to 

believe that the 

new Compact 

Digital Camera 

products 

introduced by 

ASUS.  

o  o  o  o  o  o  o  

I pretend that 

the new 

Compact 

Digital Camera 

products never 

happened.  

o  o  o  o  o  o  o  
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[Boycotting tendency towards the parent brand] 

 

To what extent do you agree with the statements below? 

 
Strongly 

disagree 
          

Strongly 

agree 

I will advise my 

family and friends 

against buying 

products from 

ASUS.  

o  o  o  o  o  o  o  

I will advise other 

consumers against 

buying products 

from ASUS.  

o  o  o  o  o  o  o  

I will advise my 

friends and 

acquaintances to 

join a boycott of 

ASUS.  

o  o  o  o  o  o  o  

I will put pressure 

on the brand ASUS 

to correct its wrong 

decision to launch 

Digital Camera 

products.  

o  o  o  o  o  o  o  

 

 

 

The following questions ask about your reactions toward the new product 

introduced by ASUS you have just seen (Compact Digital Camera product). Such 

new products launched by an existing brands (here ASUS) are often called "brand 

extensions". 
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[WOM tendency] 

 

To what extent do you think that you will tell or not tell others about this brand 

extension strategy? 

 1 2 3 4 5 6 7  

Certain 

not to 

tell 
o  o  o  o  o  o  o  Certain 

to tell 

Very 

unlikely 

to tell 
o  o  o  o  o  o  o  

Very 

likely to 

tell 

Probably 

will not 

tell 
o  o  o  o  o  o  o  Probably 

will tell 
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[Purchase intention] 

 

Would you purchase this new product? 

 1 2 3 4 5 6 7  

Very 

unlikely 
o  o  o  o  o  o  o  Very 

likely 

Would 

not 

consider 
o  o  o  o  o  o  o  Would 

consider 

Not 

probable 
o  o  o  o  o  o  o  Very 

probable 
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[Willingness to pay] 

 

In the textbox below, please indicate the price that you are willing to spend for 

a compact digital camera introduced by ASUS? 

 

 

** For your reference, the average selling price of a similar Compact Digital Camera 

in the US is USD $190.  

o USD ________________________________________________ 

 

[Willingness to sign up for future brand extension information] 

 

On behalf of the market research team at the brand ASUS, we would like to know if 

you are interested in signing up for future information regarding the Compact Digital 

Camera products introduced by the brand ASUS?  

o Yes  

o No  

 

[Willingness to sign up for free brand extension sample] 

 

ASUS appreciated your time and efforts contributed to this survey study and is 

having a lucky draw to give out 3 free samples of the new Compact Digital Camera 

products introduced by ASUS.  

 

 

Would you like to opt-in for this lucky draw? 

o Yes  

o No  
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[Product category involvement] 

 

Now, we would like to ask you a couple of questions unrelated to ASUS. 

 

 

Please consider the Compact Digital Camera product category and answer the 

questions below.  

 

 

To what extend would you agree/disagree with the statements? 

 
Strongly 

disagree 
          

Strongly 

agree 

"Choosing 

among different 

Compact 

Digital Camera 

products is an 

important 

decision to me."  

o  o  o  o  o  o  o  

"Choosing 

among different 

Compact 

Digital Camera 

products 

requires a lot of 

thoughts."  

o  o  o  o  o  o  o  

"I have much to 

lose from 

making the 

wrong decision 

on the Compact 

Digital Camera 

product."  

o  o  o  o  o  o  o  
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The following questions will give us an opportunity to learn more about you. 

 

[Deal Proneness] 

 

To what extend do the following statements describe your shopping habbit? 

 
Strongly 

disagree 
          

Strongly 

agree 

If a product is on 

sale, that can be a 

reason for me to 

buy it.  

o  o  o  o  o  o  o  

When I buy a 

brand that’s on 

sale, I feel that I 

am getting a good 

deal.  

o  o  o  o  o  o  o  

I have favorite 

brands, but most 

of the time I buy 

the brand that’s 

on sale.  

o  o  o  o  o  o  o  

One should try to 

buy the brand 

that’s on sale.  
o  o  o  o  o  o  o  

I am more likely 

to buy brands that 

are on sale.  
o  o  o  o  o  o  o  

Compared to 

most people, I am 

more likely to 

buy brands that 

are on special.   

o  o  o  o  o  o  o  
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[Favourability of the sub-brand name, only displayed in scenarios with the 

manipulated sub-brand name] 

 

How much do you like the brand name "Infinity" for a compact digital camera?  

o Do not like at all 

o     

o    

o    

o    

o    

o Like very much  
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Now, we would like to know more about you... 

 

[Demographics] 

 

Please enter your age. 

________________________________________________________________ 

 

What is your gender? 

o Male  

o Female  

o Prefer not to say  

 

What is your ethnicity? 

o White  

o Black/ African/ Caribbean/ Black British  

o Asian/ Asian British  

o Mixed/ Multiple ethnic group  

o Other  

o Prefer not to say  
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Are you... 

o Employed full time  

o Employed part time  

o Unemployed  

o Retired  

o Student  

o Prefer not to say  

 

Please indicate your annual income level before tax.(Please type NA if you prefer not 

to say) 

________________________________________________________________ 
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What is your highest education level attained? 

o No qualifications  

o Professional qualifications  

o GCSE/ O levels  

o A levels/ secondary or high school graduate  

o Diploma level  

o Bachelor's degree  

o Master's degree  

o PhD  

o Other qualifications (please specify) 

________________________________________________ 

 

What is your nationality? 

▼ GB - United Kingdom ... Other 

 

[Debrief] 

 

Thank you for your participation! 

 

This project is actually conducted for the use of a PhD project about consumer 

emotional responses on a brand introducing a new product. We hope that you have 

found it interesting!  

 

However, if you have found any part of this experience to be distressing and you 

wish to speak to one of the researchers, please contact:  

Name: Wesley Yuen 

Email address: tsunwai.yuen@manchester.ac.uk 

 

[End of Survey] 

 

 

 


