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Abstract: 
Companies are experiencing increased competition and the need to find new areas of growth. 

As a result of this, brand extensions (i.e., use of an established brand name to enter a new 

product category (Aaker and Keller, 1990)) has increased in popularity over the last decades.  

 

This trend will challenge brand managers of how to manage their product portfolios. As 

managers use the strategy of brand extension, they will at some point face the question of how 

far they can push it. The issue becomes especial sensitive when two products, which initially 

do not have anything in common, are put under the same brand name. This leads to the 

research question; How far is it possible to stretch a brand from its core product?  

 

The research design is explorative/explanatory through a worldview of Social constructivism / 

Hermeneutics. The paper applies the case study methodology using Hennes & Mauritz 

(H&M) and Änglamark as companies. Data is collected using the sequential multiple method 

approach by first conducting a literature review, then a qualitative research (in-depth 

interviews) to identify how consumers evaluate brand extensions. This led to ten hypotheses, 

which were tested in a questionnaire on Norwegian and Danish respondents.  

The researcher found that there are five variables that have an effect on remote brand 

extensions. These are brand awareness, perceived competencies and abilities, customer 

loyalty, concept fit and consumer involvement. The last factor contains that products from 

low involvement categories will have a hard time expanding into high involvement 

categories. Brand managers should take these factors into consideration before doing a brand 

extension. However, it should be emphasized that these are first and foremost applicable for 

companies that are compatible with H&M and Änglamark. 
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1.0	  Introduction	  
Brand extensions have later decades become an important strategy for growth for most 

companies. Simms (2005, cited in Ahluwalia, 2009) has identified that 82 % of all new product 

introductions are brand extensions. The financial risk of entering new markets is formidable. 

The cost of introducing a new brand has increased because of media costs, more extensive use 

of promotion, cost of distribution and increased competition. Thus, firms are using established 

brand names to enter new markets (Besharat, 2008).  

 

However, as more and more companies are using this strategy it becomes especially 

interesting to investigate the stretchability of a brand. A brand has original a category 

membership to the product-class, which the parent brand belongs. This membership and its 

corresponding associations become weaker and weaker the more remote the brand extensions 

get. Thus, how far is it possible to stretch a brand without loosing the value of the brand? The 

Virgin Group works as an example of inspiration in this relation. The brand has proven that it 

is possible to successfully enter all kinds of remote categories (Virgin Group Ltd., 2013). Hence, 

what characterize this brand and under which conditions have they been able to stretch the 

brand? Their strategy will be discussed in chapter 4 in order to relate it to this study. 

	  

Current research has focused on factors that are affecting the success of a brand extension. 

For example, most of them reveal that the quality of the parent brand and the fit between the 

parent brand and the extension product are highly important (Ahluwalia, 2009). This provides 

vital insights for brand managers in their management decisions. However, the brands 

stretchability has received little attention in prior work. Against this background, this thesis 

aims to explore this phenomenon. 

	  

1.1	  Research	  question	  
“How far is it possible to stretch a brand from its core product?” 

 

To address this problem it is necessarily to present central theories of branding, brand equity 

and brand architecture. Especially brand equity is very useful to discuss as it has a direct 

effect on the success of a brand extension. Later on, it will be presented the definition of 

brand extension used in this study before the qualitative and quantitative study goes more in 
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depth. Previous studies on factors that influence brand extension success is also related to this 

research and need to be included to better answer the research question. 
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1.2	  Thesis	  progression	  

	  

Chapter	  1	  
• In this chapter a short introduction of the thesis and the research question are presented. 	  

Chapter	  2	  
• Here will the scientific method and the research design be outlined.	  

Chapter	  3	  
• This chapter presents the theoretical framework, which involves central concepts for the rest 
of the paper.	  

Chapter	  4	  
• Chapter four goes through existing research of brand extensions. Key findings will be included 
in the analysis.	  

Chapter	  5	  
• Two case studies of  H&M and Änglamark are presented and analyzed. The two companies 
will also be implemented in the qualitative and quantitative analysis. 

Chapter	  6	  
• Chapter six presents the qualitative methodology and analysis of the in-depth interviews. This 
will lead to a total of ten hypotheses, which will be presented in the end of the chapter. 

Chapter	  7	  
• A quantitative research will be conducted to test the hypothesis, followed by an analysis of 
these. 

Chapter	  8	   • Based on the previous chapters, this  part provides a discussion of the results.	  	  

Chapter	  9	  
• Finally, a conclusion will be made followed by recommendations for further research and 
limitations. 
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1.3	  Delimitation	  	  
Brand extension is a broad and complex area of research. This means that it is necessarily to 

clarify which aspects of the domain that will be investigated and which ones that will be 

excluded.  

First of all, launching new products is a complex process. However, the researcher will not 

include all aspects that are affecting it. For instance, such a process is related to risk 

calculations, consumer research, market potential, and competitor evaluations. There are also 

high investments that might make it unprofitable. These factors will not be included in this 

paper, as of lack of capabilities and limited amount of space. The main interest is about brand 

extension in relation to consumer acceptance. Thus, when asking how far it is possible to 

stretch a brand, the focus is on what the consumers find appropriate. The focus will be on 
consumer markets (B2C) as apposed to business markets (B2B).  

The thesis will apply the case study methodology using the brands Hennes & Mauritz (H&M) 

and Änglamark. Consequently, the findings are only applicable for a clothing brand as H&M 

or an FMCG-brand as Änglamark.  

2.0	  Scientific	  method	  
2.1	  Research	  design	  
Before implementing a research design it is important to be clear about its role and purpose. 

“The research design is the general plan of how a researcher will go about answering his or 

hers research question(s)” (Saunders, Lewis and Thornhill, 2009, p 136-137). The design should 

involve all the various components of a research project, such as philosophical assumptions, 

research method, choice of data collection technique, and approach of the qualitative and 

quantitative (Saunders, Lewis and Thornhill, 2009, p 136-137). The next part will examine and 

explain all these components in regard to this research.  

	  2.1.1	  Philosophical	  approach	  

A research philosophy contains essential assumptions about the way the researcher view the 

world. It is important to inform the reader how I as a researcher base my argumentations and 
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comes to my conclusions. In this relation, it is two concepts that are especial relevant; 

Ontology and Epistemology. 

 

Ontology: “Is concerned with nature of reality. This raises questions of the assumptions 

researchers have about the way the world operates and the commitment held to particular 

views” (Saunders, Lewis and Thornhill, 2009, P 110). 

Epistemology:  are concerned with knowledge and may be seen towards the questions “What 

is knowledge and what are the sources and limits of knowledge?” In short, it relates to how 

knowledge can be produced and argued for (Saunders, Lewis and Thornhill, 2009, P 120). 

Social	  constructivism	  

I find it most relevant to assess the branding-concept following the philosophical perspective 

of social constructivism. It allows me to understand the concept`s diversified nature, as 

determined by its social constructions that constitutes its context.  

 

The ontology within this perspective is subjective, where social phenomena are created from 

perceptions and actions of social actors. Reality does not exist as a meaningful and absolute 

truth separated from the human mind. Rather, reality as perceived by individuals is 

constructed in the interaction between these. Social phenomena is not eternal or 

unchangeable, but rather a result of historical and social processes (Fuglesang and Olsen, 2005). 

Several of the theories applied in this paper adopt this view of the world, as it perceives the 

world`s existence independently of our understanding of it. I will therefore view branding as a 

concept, which need to be examined by looking into the dynamic and social processes that 

have an impact on it.  

Hermeneutics	  

My approach to theory is rooted to hermeneutics as I view that the understanding comes 

ahead of interpretation and application. Gadammer (Fuglesang and Olsen, 2005) believes that 

humans are interpretative beings, and are thus contributing actively in the contribution of the 

truth. Therefore, as a researcher, I need to put myself into the position, the context, the culture 

and the understanding of the actors examined. However, I am aware of the fact that I will also 

have an affect on the study as I use my own perceptions and understandings.  
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Both the social constructivism and hermeneutics is a continuously process, thus I will not 

reach a final answer to my RQ of brand extensions. However, my research will get closer to a 

truth, a subjective truth for the involved actors. 

2.1.2	  Research	  approach	  

Saunders, Lewis and Thornhill (2009) classify research purposes as exploratory, descriptive or 

explanatory. 

- Exploratory 

o An exploratory study is having the means of finding new insights or to clarify 

ones understanding of a problem. 

- Descriptive 

o The object is to portray an accurate profile of persons, events or situations. It 

addresses “what” questions, and the characteristics used to describe the 

phenomena are usually categorical.  

- Explanatory 

o The emphasis here is to establish casual relationships between variables. Thus, 

it goes further that the other two approaches, as its goal is to find the reasons 

behind a theory or phenomenon. 

 

As of the wording of the research question, this thesis has an exploratory angle. The goal is to 

investigate how far it is possible to stretch a brand. This is affected by many variables and it is 

central to find the relationships between them in order to make any conclusions. Though, the 

findings will be tested in a quantitative research and are therefore also having an explanatory 

approach. 

 
Furthermore, it is normal to separate a research as either deductive or inductive and choice of 

direction will create the basis for the further research design. An inductive approach is used to 

create new theory by collecting data and analysis of it. A deductive approach, which is the 

case of this paper, develops a theory and hypotheses and designs a research strategy to test the 

hypotheses (Saunders Lewis and Thornhill, 2009). The following section will present this design. 
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2.1.3	  Research	  strategy	  

Case	  studies	  

This thesis will apply the case study approach. Yin (2003, p. 5) defines case studies as “an 

empirical inquiry that investigate a contemporary phenomenon within its real-life context, 

especially when the boundaries between the phenomenon and context are not clearly evident”.  

The decision of having chosen a case study methodology is a direct and natural consequence 

of the research question. Case studies can provide valuable insights to the phenomenon being 

studied, when asking how or why questions (Yin, 2003). Choosing this methodology is intended 

to investigate brand extensions in its real-life context using relevant companies that are 

involved with this theory in practice. The case studies will take basis on H&M and 

Änglamark, and will be further described in chapter 5. The case study strategy will give a rich 

understanding of the research topic, as it allows for various data collection techniques. Thus, 

the paper will apply the triangulation technique. It refers to the use of different data collection 

techniques within one study to ensure validity. The data collection techniques complement 

each other in which they cover the weaknesses of the others (Saunders, Lewis and Thornhill, 2009).  

2.1.4	  Data	  collection	  -‐	  Multiple	  methods	  

As a consequence of the triangular design form the case studies; data will be collected using 

the multiple method approach. The term refers to those combinations where more than one 

data collection technique is used with associated analysis techniques. Thus, the paper will 

adopt both qualitative and quantitative techniques (Saunders, Lewis and Thornhill, p.152). However, 

they will be conducted one at a time (sequential) and will not combine analyze methods, 

qualitative data will be analyzed qualitatively and quantitative data will be analyzed 

quantitatively (Mixed-method research). Both techniques have their own strengths and 

weaknesses, and combining them will give greater confidence placed on the conclusions. 

The paper will firstly employ a qualitative research in chapter 6, by using in-depth / semi-

structured interviews. This will have an exploratory aim in order to get a feel for the key 

issues. The findings will be used as a foundation for the quantitatively research through a 

questionnaire (chapter 7) and more explanatory data. Thus, the techniques will serve different 

purposes and together contribute with more reliable conclusions. 
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The information collected will consist of both primary and secondary data. Primary data is the 

strongest source of information as it is collected to fit the intended purpose. The researcher 

has greater control of the information collected and may decide upon requirements such as 

time frame, population and size of project and goal. For every research it is important with a 

result with good validity and reliability and this is easier to regulate using primary data. 

However, it has also some disadvantages compared to secondary data. Secondary data is 

economically beneficial as it saves a lot of time, money and energy. There´s also a great 

breadth of data available for most subjects, so one can seek relevant data from different 

sources (Saunders, Lewis and Thornhill, 2009).  

Primary data will be gathered through an expert-interview, in-depth interviews and 

questionnaires. However, it is in general a good idea to do a research on existing data in order 

to develop a throughout understanding of previous research that relates to the research 

question and objectives. Chapter 4 will therefore consist of a literature review of the most 

relevant and acknowledged journals on the field of study. 

 

 

 
Figure 1: The triangulation technique of this paper 

Literature	  
review	  

Expert	  interview	  
In-‐depth	  

interviews	  
Hypothesis	  

Survey	  

Conclusion	  
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3.0	  Theoretical	  framework	  	  
Before the thesis` research question will be investigated in detail it is necessary to introduce 

to the reader the nature and the concepts of branding. Thus, the following chapter will 

contribute to the thesis by presenting theory of branding, brand architecture, and brand 

extensions. 

 

3.1	  What	  is	  a	  brand?	  	  
The emergence of brands can be tracked back centuries ago. The word “brand” originates 

from the old Norse brandr, meaning to burn. It was used to differentiate one person`s cattle 

from others with a distinctive symbol into the animal`s skin (Keller, Apéria and Georgson, 2012). 

The basic principle of branding is therefore the same. It has grown in importance and is today 

influencing the society in a daily basis.  

 

There is a verity of definition of what a brand is, though according to the American Marketing 

Association (AMA), “a brand is a name, sign, term, symbol, or design, or a combination of 

them, intended to identify the goods and services of one seller or group of sellers and to 

differentiate them from those of competition”. Today, many perceive this definition as 

outdated because it limits the creation of a brand to the use of a name, sign or the like. Many 

managers have a common understanding that a brand is something that creates awareness, 

reputation, and prominence on the marketplace  (Keller, Apéria and Georgson, 2012, p. 4). 

3.1.1	  A	  brand	  vs.	  a	  product  

It is important to point out the difference between a brand and a product. “A product is 

anything that can be offered to a market for attention, acquisition, use or consumption that 

might satisfy a need or want”. It may thereby be a physical item, a service, a shop, a person, 

an organization, a place or an idea. A brand is a product but one that adds other dimensions 

that differentiates it from others designed to satisfy the same need. What gives it value is the 

sum of consumers perceptions and feelings about the product`s attributes and how they 

perform  (Keller, Apéria and Georgson, 2012, p. 5). Robert Bean, chairman of leading brand 

consultants Banc, explains: "The principal difference between an ordinary product and a 

brand is the intangibles beyond the product itself. A brand goes beyond functionality, it is 

everything around that, how it is packaged, what it looks like, what color it is - its personality, 
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if you like. Put simply, product plus personality equals brand" (Arche, B., 2000). Starbucks, 

Nike and Coca Cola are good examples of companies that have managed to give their brands 

a personality that creates added value beyond the core product. Companies are no longer 

competing on the products` physical level, but in which it are able to create unique, favorable 

and desirable intangible values.  It works as basis for competitive advantage as it is able to 

create a place in memory in the consumer’s minds. This is much harder to copy for 

competitors than a physical product. The brand has gotten an increasingly role as one of the 

most important assets for many companies. For a fast-moving-consumer-goods (FMCG) 

company, as much as 70% of their intangible assets can be made up by brands (Keller, Apéria 

and Georgson, 2012).  

3.1.2	  The	  importance	  of	  brands  

From the consumer perspective brands have several advantageous functions. It works as an 

identification of source of product that assigns responsibility to manufacturer or distributor. 

Most importantly is the brands` ability to create a certain meaning in the minds of each 

consumer. Consumer’s impression of the brand is shaped by past experiences and by the 

brands` marketing efforts. This knowledge is used to make future purchase decisions, and is 

therefore saving the consumers for search costs. Brands are also working as a symbolic device 

as it has its own identity, which will be transferred to the people that use it. Certain brands are 

used by a defined group of people, thus reflect their values and image. Brand may thereby 

function as a communication tool to signal to other people or building ones own self-image. 

On the other hand, buying an unknown product has different types of risks that the product 

does not perform as expected. These include functional risk, physical risk, financial risk, 

social risk, physiological risk and the risk of using time on an unsatisfying product. Each of 

them is having the consequence of making the consumers more reluctant to invest in the 

product  (Keller, Apéria and Georgson, 2012). 

 

From the companies’ point of view, the brand is becoming the most valuable asset. As it 

works as identifier of source, it helps satisfied consumers to find the product also in the 

future. Loyal consumers are an important source of financial income as it provides 

predictability and security of demand. Loyal customers are less price-sensitive so that 

companies can charge a higher price. Brands may also be used to attract new customers by 
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connecting with them using its brand image features. Furthermore, a strong brand can provide 

a platform for further growth through brand extensions (Aaker and Keller, 1990). Companies can 

protect their brands through intellectual property rights. This enables them to invest in the 

brand by giving it unique associations and meaning as a way to built competitive advantages 

(Keller, Apéria and Georgson, 2012). 
 

3.2	  Brand	  equity	  	  
There is not a consensus of a suitable definition of brand equity, though most observers agree 

that it should be defined in terms of marketing effects uniquely attributable to a brand. So, 

there exist brand value if there are different outcomes resulting from the marketing of a 

product or service because of its brand, in contrast to if that same product or service had not 

been identified with the brand (Keller, Apéria and Georgson, 2012).    

  

Aaker (1991) presents four categories of assets that underlie brand equity, which creates value 

for both the consumers and the companies.  

 

 
Figure 2, Brand equity (Aaker, 1991) 

 

Brand loyalty is central in a brand`s equity. If the buyers are indifferent to the brand and buy a 

product based on features, price and convenience, there is likely little brand equity. Brand 
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loyalty is a measure of the attachment customers have to the brand and how likely they are to 

switch to another brand. The loyalty is high if the customers stick to the brand even if a 

competitor introduces a product with lower price or attractive features  (Aaker, 1991). However, 

it is important that the loyalty is towards the brand and not to a specific product. If it were 

towards a product, they would likely be switching to another brand if it launched a better or 

cheaper variant. Loyalty is desirable for both customers and the company. Loyal customers 

normally gets a product that satisfies their needs, the assurance that the product will deliver as 

expected and avoid switching costs. The company gets a stable financial income, and for most 

businesses it is significant more expensive to attract new customers than keeping the old once  

(Aaker, 1991). In addition, loyal customers also work as an entry barrier to competitors. 

Furthermore, satisfied customers are an effective way of attracting new customers because of 

word of mouth and just by seeing other consumers using it.  

 

Brand awareness “is the ability of a potential buyer to recognize or recall that a brand is a 

member of a certain product category” (Aaker 1991, p. 63). There exist different level of 

awareness depending on how strong position the brand has in consumer’s memory. The 

lowest level, brand recognition, is present when consumers are able to identify or recognize a 

product when being displayed to it. They have therefore been introduced to the product at an 

earlier point and been saved it in their memory. It has an important role at the point of 

purchase and might have a direct effect why a product is chosen above others. People tend to 

be attracted to the familiar, and studies have shown a positive relationship between the 

number of exposures and liking (Aaker, 1991). Brand managers are therefore doing their best to 

advertise and expose consumer to their brands as often as possible.  

 

Brand recall requires a stronger place in the memory. It exists when the consumers retrieve a 

brand when presented to a category or a usage situation (Keller, Apéria and Georgson, 2012). This 

could be to ask a person to name a brand in a product class, for example by recalling IPhone 

when asked for a smartphone. When consumers start the purchase decision the first step is to 

select a group of brands to consider, and brand recall makes sure that the brand at least will be 

in this group of consideration. A top-of-mind position is even stronger point of awareness, 

where the product is the first thing that comes to mind when thinking of a category. This is 

obvious a desirable position and gives the brand an advantage towards competitors.  
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Perceived quality can be defined as “the customers` perception of the overall quality or 

superiority of a product or service with respect to its intended purpose, relative to 

alternatives”  (Aaker 1991, p. 65). Customers are often varying in perception as they have 

different personalities, needs and preferences. Perceived quality is an intangible feeling about 

the brand, though it is often based on product characteristics such as reliability and 

performance. How consumers evaluate the quality is dependent on their expectations and their 

level of satisfaction (Aaker, 1991). A product of relative low quality may still have satisfied 

customers as of even lower expectations.  

However, most products need to have a reputation of some kind of quality in order for 

consumers to even buy it in the first place. Some products might be of high quality, but are 

not perceived to be so by the consumers. On the other way around, some products might be of 

lower quality, but has through its communication activities created an image of quality. The 

point is that it is how the consumer perceives the quality that really matters. It is normally a 

good idea to listen to the customers and let them define what is good quality and not. Quality 

is an important factor to built strong brand equity and is the foundation for the other three 

categories. Without a certain level of quality, the brand will likely be competing at price 

where the consumers do not have a relationship to the brand at all.  

 

Brand associations are the core of branding and where most brands distinguish from 

competitors. It includes everything that are mentally linked to the brand, thus brand managers 

can affect the way consumers perceive their brand in their advertising and its communication  

(Aaker, 1991). Coca cola are for example trying to be perceived as something good and as a life-

style product, for instance with its slogans “Open happiness” and “Welcome to the coke side 

of life”.  

 

Each of the four dimensions presented create value to the brand, though they are all connected 

in some way. For instance, strong associations towards a brand might lead to higher 

awareness. A high level of awareness may lead to repeated purchase and loyal customers. 

Loyalty is also often a result of perceived quality; a loyal customer would not like a poor 

product. Building brand equity is therefore a composed process and each of the dimensions 

should be taken into account. 
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3.3	  Brand	  architecture	  	  
The goal of every brand is to continuously grow and increase profit, at the same time as 

keeping its image and reputation. Launching new products is in this relation necessarily in 

order to attract new customers and deepening the relationship with excising ones. As a 

consequence many strategically questions arise (Kapferer, 2008). What to call a new product? 

How much visibility should be given to the company, the corporate name or the product name 

itself? Should it be a different name for the company and the commercial brand? How many 

brand levels to be implemented? What linkage exists between these brand levels? These 

questions are answered in the brand architecture. It is the structure of brands within an 

organizational entity, and the way in which the brands within a company’s portfolio are 

related to, and differentiated from another.  

 

Kapferer (2008,) present six types of brand architecture. They are classified by their degree of 

freedom and the number of brand levels. It includes: Product brands, Umbrella brand and 

Masterbrand with one branding level, while Maker`s mark, Endorsing brand and Source 

brand are having two branding levels. It will not be gone in detail of any of them but they are 

being mentioned to give awareness of the role of brand extension in the brand architecture 

strategy.  

 
Figure 3:Brand architecture (Kapferer, 2008, p. 354) 
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The product-brand strategy involves the assignment of a particular name to one product or 

product line, and thus receives its own brand name. All of the products have a precise and 

well-defined positioning targeting a particular market-segment  (Kapferer Jean-Noël 2008). The 

individual product gets a lot of freedom and attention while the company name is kept 

discreet or hidden. This is therefore not that relevant in this study, the company or parent 

name needs to have a visible place in order to see how far it is possible to stretch it.  

 

The umbrella brand strategy becomes more relevant in this relation where a group of products 

possess the same brand name. Each of the products has their own characteristics but are put 

together under one major brand or parent brand (Kapferer, 2008). There is no restrictions of 

similarities, thus a car and a shoe may belong to the same umbrella brand as long as it has the 

same brand name.  

 

The Masterbrand is very similar to the umbrella strategy, but connect the brands together with 

intangible values (Kapferer, 2008). The parent brand has a more central role and the other brands 

have to be aligning with it. It is possible to transfer meanings and equity between the products 

if done properly. It is important to have a strong brand, a flagship that is able to carry the 

central values of the brand.  

 

Even though some strategies might be more relevant for the study than others, it will not be 

distinguished between them in this paper. In reality, companies often adopt a mixed approach 

where the same brand can have characteristics form more than one of the strategies, 

depending on situation. It will therefore not be chosen a specific strategy as basis for the 

paper, but rather have focus on brand extensions that are relevant for all of them. 

 

3.4	  Extensions	  –	  clarification	  of	  concept	  and	  definitions	  	  
Brand extension as a strategy has existed for many years, but have later years become a 

popular way to gain market growth. Companies have realized the benefit of having a host of 

products under a strong brand name. It is very expensive creating a new product, advertise it, 

and it takes years to create brand equity. It is therefore much more efficient to take advantage 

of existing brand names and its established equity to launch new products (Besharat, 2008). 

Even though there is an increasing amount of literature on the field there is not a common 
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definition. The leading researchers (Keller, Aaker, Kotler and Kapferer) all have their 

contribution on this part. 

David	  Allen	  Aaker	   	   	   	   	   	   	   	   	  

Aaker defines it as “the use of a brand name established in one product to enter another 

product class” (Aaker, 1991). He points out that extensions can come in two primary forms, 

vertically or horizontally (Aaker, 1997). A vertical extension is differences in price level, either 

as downward stretching (lower price) or upward stretching (higher price). This is viewed as 

the less risky strategy since the main characteristics of the product are the same, though at a 

different price level. Differences in price may be because of lower/higher quality, added 

features or such. An IPhone 5 comes in 3 different price categories as of variance in storage 

capacity, 16G, 32G or 64G. In a horizontal extension an existing brand name is used to enter 

a different product category (Aaker, 1997). The brand name is thereby being used on a product 

that is not directly linked to the parent brand (a brand that is being used as basis to introduce 

new products), thus a more risky strategy.  

Kevin	  Lane	  Keller	  

In their book “Strategic brand management”, are Keller, Apéria and Georgson (2012, p 628) 

defining brand extensions as “ when a firm uses an established brand name to introduce a new 

product”. This definition is thereby corresponding to the one of Aaker, though they are 

categorizing brand extensions as either line extensions or as category extensions.  Line 

extension is when the parent brand is used to launch a new product within the same category. 

This often comes in form of new flavours, colours, forms, size or ingredient variant (Keller, 

Apéria and Georgson, 2012). As the new product often contains strong familiarities with the parent 

brand, the risk is quite low.  

Category extension is where the parent brand is used to enter a different category that is being 

served by the parent brand. So, even though it posses the same brand name, it is covering a 

different category. This is a more risky strategy, but opens up new markets and opportunities 

for growth (Keller, Apéria and Georgson, 2012). A successful example is the Ralph Lauren's Polo 

brand, which expanded the clothing brand to enter the home furnishing industry using the 

same brand name.  
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Kapferer	  Jean-‐Noël	  	  

Kapferer  (Kapferer, 2008) does not give a specific definition but speaks of brand extensions as 

the use of a name of an existing brand to enter a market where the company has been absent. 

Though, there is not a big deviation between the three authors. Kapferer, as the two others 

divide extensions into two parts: Line extensions and brand extensions. A line extension is a 

means to enrich the brand through diversity, create a finer segmentation of a need or 

providing complementary products (Kapferer, 2008). The goal of line extensions is to create 

intensive growth. A brand extension has a more offensive goal by using the brand to move 

into a new market (Kapferer, 2008). Example of such is Caterpillar that has the core product 

within construction equipment but has expanded into the fashion industry. Another example is 

Yamaha bikes, a company originally known for its musical instruments.   

Philip	  Kotler	  

Kotler introduces four ways to develop brands: line extensions, brand extensions, multibrands 

and new brands. Line extensions and brand extension is described in the same manner as done 

by Kapferer. A multibrand strategy is “a brand strategy under which a seller develops two or 

more brands in the same product category” (Kotler et al., 2008, p. 532). This facilitates for greater 

market coverage within the segment, by appealing to different needs. Thus, it may be viewed 

as having several line extensions simultaneously. Creating a new brand is not a brand 

extension, but might be used if the power of its existing brands are declining or to enter a new 

product category that is not within reach for any of the existing brands (Kotler et al., 2008) 

Author Type Market Risk 

Aaker D. Vertical Present Low  

  Horizontal New High 

Keller K. L., Apéria T., Georgson M. Line extension Present Low 

  Category extension New High 

Kapferer J. N. Line extension Present Low 

  Brand extension New High 

Kotler P., Armstrong G., Wong V., Saunders J. Line extension Present Low  

  Brand extension New High 

 
Table 1: Extension - definitions and characteristics 
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The table shows an overview of how the four authors categorize extensions, its market 

coverage and the involved risk. Even though there exist differences in term used, there are 

clear similarities. A line extension, or a vertical extension as Aaker calls it, is used to develop 

the current market by launching new variants of an already existing brand. This has a 

relatively low risk, as the changes of the parent brand are minimum. Even though the risk is 

relatively low, it is important not to confuse consumers by having too many products. A brand 

extension have great similarities to Aaker`s Horizontal extension and Keller`s category 

extension. It includes the strategy of using an existing brand name to enter a different 

category. This is therefore a more dramatic move and includes a higher risk, as the consumer 

reaction is uncertain.  

 

This paper will apply the terms ”Line extension” and ”Brand extension” for the two 

strategies. In addition to line and brand extension, there is some alternative ways to expand 

the brand.  

 

Sub-branding may be spoken of as a type of brand extension, but tries to create its own image 

by taking some distance from its parent brand. It may have its own name, colours and such 

but are still linked to the parent brand, often by the logo (Kapferer, 2008). Nestle KitKat is an 

example where the brand name “KitKat” gets most of the attention. The parent brand is 

having a more restrained role, but add credibility to the brand. The sub-brand may in this role 

create its own identity, position and personality. Another example of such is Apple, which 

uses different brand names for its products (iPod, iPad, iPhone, Macbook, iTunes). A strong 

sub-brand has the possibility of creating its own portfolio of extensions, in this way becoming 

a parent brand itself. In this situation it may be seen as an endorsing brand strategy or a 

Source brand strategy, depending on the degree of freedom of the brand.  

 

Co-branding is an arrangement that associates a single product or service with more than one 

brand name. It is usually a partnership between two or more companies to exploit the strength 

of each other’s brands. Co-branding could be in the cooperation of components or materials to 

make the product. Instead of acquiring new equipment or competence to innovate, an 

opportunity is to find a partner with which to co-create (for example Betty Crocker’s brownie 

mix includes Hershey’s chocolate syrup (Kapferer, 2008). Another motivation for co-branding is 
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to exploit each other’s brand equity and associations in form of logos, colours etc. The 

cooperation between Nike and Apple (Nike+iPod) is a mix of both, where they together make 

a product which they could not have made on their own. The result is a better product 

(running shoes with an integrated censor to track miles), which also makes a form of 

competitive advantage. It makes it easier to communicate with a target group which otherwise 

would not be interested in the brand. A buzz effect might be a rewarding outcome if it is two 

interesting brands that have gone together. Co-branding could be a good strategy to increase 

the chances of success for a brand extension beyond the original market. By borrowing brand 

equity from a partner it will become relevant to categories where consumers otherwise would 

not accept (Kapferer, 2008).  

 

Even though sub-branding and co-branding could be effective strategies, it will not get any 

particular attention in this paper. In order to test the RQ, it is only relevant to look into 

strategies where companies use an established brand to enter new categories. Thus, brand 

extensions are the most applicable strategy.  

 

3.5	  Brand	  extensions	  -‐	  a	  growth	  strategy	  	  
Kapferer (2008) argues that brand extension is necessary at some point of the life circle of a 

brand in order to sustain growth. He describes how growth should be build firstly by 

increasing the purchase-volume of the current customers. The next natural step is to develop 

new products and extensions to increase the brand`s relevance and address the needs of more 

specific targets or situations. Furthermore, growth can be done through globalization in 

emerging markets. 

 

Brand extension is therefore a normal strategy of growth that most companies will face at 

some point. Ansoff`s growth share matrix identifies four different strategies of growth  (Keller, 

Apéria and Georgson, 2012). 
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Figure 4: Ansoff`s growth share matrix (Keller, Apéria and Georgson, 2012, p. 628) 
 

It could be done either through market penetration, product development, market 

development or by diversification. A company trying to grow through market penetration 

concentrates resources on increasing market share for existing products in existing markets. 

This is normally done by capturing customers from competitors, attract non-users or increase 

usage among current customers (Keller, Apéria and Georgson, 2012). Using an upward or 

downward stretching strategy could for instance attract price sensitive consumers. Product 

development is to develop new products in the existing markets. Launching new products 

through line extensions is a way to do so, and is the most frequently strategy of growth. As 

much as 80-90 per cent of new products are line extensions (Kapferer, 2008). Market 

development refers to the strategy of launching an existing product into a new market. 

Finally, a company can grow by using the risky strategy of diversification. It involves 

creating new products, which are launched in new markets (Keller, Apéria and Georgson, 2012). 

There exist many points of uncertainties, as the performance of the products, how consumers 

will response to them and the ability of the company to obtain the required skills, technology 

and knowledge. In addition, depending on situation, customer acceptance often requires a 

certain level of trust, which is obtained by building brand equity over a longer time period. 

Even though it is a risky strategy, it has the possibility of creating new markets and growth. 

Category extension is in this relation an alternative strategy where the new products are 
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created using the equity from its parent brand. Walt Disney is a successful example, they 

moved from producing animated movies to theme parks and vacation properties.  

 

3.6	  Advantages	  	  
In addition to growth, there are many reasons why brand extensions have been seen as a good 

strategy. Compared to product innovations, a brand extension has a significant higher success 

rate. A survey conducted by OC&C shows that only 30 per cent of new products survive more 

than four years, as oppose to 50 per cent for brand extensions (Kapferer, 2008).   

3.6.1	  Reduce	  perceived	  risk	  

A research done by H.J. Claycamp and L.E. Liddy (Keller, Apéria and Georgson, 2012, p. 638) 

investigating factors affecting product acceptance, showed that the most important factor for 

predicting the result of trial of a new product was the extent to which a known family brand 

was involved. Consumers have more trust in brands they have tried before and which they 

have been satisfied with. Expectations of a product`s performance are shaped by previous 

experience, so knowledge of other “family members” will lower the perceived risk.  

3.6.2	  Promotional	  efficiency	  

As new product is being launched, promotion and advertising is an expensive but often 

necessarily activity. When a company are launching a new product it needs to create 

awareness. However, when companies are launching new products into an existing family 

brand, it has the advantage of linking the products together. The other family members 

already have established a level of awareness towards the brand, and this makes it both easier 

and cheaper to promote a brand extension. Another promotional affect is that it may create a 

“halo effect” (Keller, Apéria and Georgson, 2012). This can lead to increased sales for the other 

products in the family brand, as happened to Apple when launching the iPod portable digital 

music player. 

3.6.3	  Economical	  benefits	  

In addition to economic benefits through increased sales, there are many indirect savings of a 

brand extension compared to creating a new product. Then a profound consumer research is 
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required, and creating brand elements (name, slogan, logo etc.) is an expensive process. 

Trademark registration is vital and legal issues may occur. These activities are among others 

avoided, or at least reduced when choosing a brand extension strategy. There are also 

possibilities of taking advantage of packaging and labelling as well as co-production when 

having several products under the same brand name (Keller, Apéria and Georgson, 2012). 

3.6.4	  Brand	  equity	  

A brand consists of different brand elements that in total make up its brand equity. A brand 

extension will have a direct effect on the parent brand`s equity. This needs to be taken into 

conscious consideration when creating a new brand, as it does not only shape its own future. 

However, when done properly it gives possibility of desirable outcomes. For instance, it could 

be used to strengthen or clarify the brand meaning. It may be in response to competitor’s 

actions or to gain attention from the consumers. It can also be used as a strategic move to 

broader its meaning. Brands are sometimes experiencing that its market is loosing 

attractiveness and having poor future prospects. An extension may in this situation be a smart 

move (Keller, Apéria and Georgson, 2012). McDonalds is a good example of a company that 

needed to change its brand meaning as they were heavily criticized for their unhealthy profile. 

Even though McDonalds is still being associated with hamburgers, they have managed to 

improve their image by creating a healthy fast food category, such as salads, yogurts and 

fruit-mix (McDonalds Corp., 2013). Brand extensions may also have the advantage of opening up 

new possibilities for growth (Keller, Apéria and Georgson, 2012). Kellogg`s used to be a cereal 

brand, but has by its extensions of Nutri grain bars and Special K bars also become relevant to 

the Healthy snacking segment. By doing so, it has opened up for further extensions in the new 

segment and the possibility of further growth.   

 

3.7	  Disadvantages	  	  
There are also several potential threats of brand extensions that not only may hurt its own 

chances of survival, but also the brand as a whole.  
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3.7.1	  Confuse	  consumers	  

Many brands launch several products (line extensions) to give consumers more alternatives 

and to be attractive to a bigger market. However, too many alternatives may have a negative 

affect as consumers may be confused and loose the overview. One of the advantages of 

family branding is that consumers save time in searching for information about the brand. 

However, by having too many products consumers have to make an effort to find information 

about which of them that are the best alternative for them. This may have the consequence of 

consumers’ choosing a competing brand with a clearer image. Furthermore, a brand with 

many products will not get stocked all of them in the retailer stores, resulting in some 

disappointed customers not finding their products (Keller, Apéria and Georgson, 2012). 

3.7.2	  Brand	  equity	  

Just as new products may contribute positively to shape a desirable brand image to the brand, 

it may also turn the other way around. Having several products sharing associations and 

image has the risk of creating a crisis if a problem occurs on one of the products. Toyota had 

to recall 7,5 million automobiles between 2009 and 2010 because of unintended acceleration 

on the Toyota Camry and Toyota Corolla. Even though the problem was only related to two 

of Toyota`s models, it created uncertainties to owners of other Toyota models as well 

(Motavalli, 2010). Furthermore, linking multiple products may diminish the brand association if 

it is not perceived as consistent and with a shared meaning (Keller, Apéria and Georgson, 2012). All 

the products contribute with their own characteristics, and the total of them all might lead to a 

diluted image for the brand as a whole. 

3.7.3	  Cannibalization	  

A new brand may be successful but have negative affects on the parent brand. This could be 

the case if the new product obtains conflicting associations with the parent brand. In such a 

situation, it may “steal” customers from the parent brand and not necessarily attract new 

customers to the brand family (Keller, Apéria and Georgson, 2012). This is an undesirable situation 

as the parent brand (flagship product) is supposed to be the strongest product and what 

connects all the products together. However, in some situations it might be a necessarily 

strategy if these consumers otherwise would have gone to a competing brand. Coca Cola is 
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for instance promoting Coca Cola Zero as a healthier product with just the same taste as 

normal Coca Cola. This is a cleaver strategy with media`s increased focus on health and 

competitors introduction of no-sugar-added soft drinks and the increased popularity of water 

bottles. 

3.7.4	  Downward	  stretch	  

The strategy of downward stretching is often done by high-standard brands to broaden its 

market. However, this has often the effect of lowering the exclusivity of the brand and 

making it less attractive for the high-end customers (Keller, Apéria and Georgson, 2012). These 

customers buy the products because they like to be associated with the image of the brand. 

Brands should be careful finding the right balance and not have too low prices. With these 

kinds of brands it is often better to extend the brand horizontally rather that vertically. In this 

way it can expand its brand while keeping its exclusivity. An alternative strategy is to use 

sub-brands, avoiding loosing the exclusivity at the same time as covering both segments. 

4.0	  Literature	  review	  
A literature review provides multiple purposes, such as being introduced to definitions and 

relevant terminology. Though, especially important is to obtain a historical background of 

what have previously been studied on the field. Brand extension is a quite new term, and it is 

interesting to see how knowledge and perceptions about it has progressed the last couple of 

decades. Furthermore, it facilitates for recent research and current topic of debate. In this 

manner it can be used as basis for shaping this research by challenging existing finding and 

find gaps in the literature to investigate (Diana, 2008). While doing a literature review it is 

easily to get lost in the endless amount of books, journals and articles. It will be solved by 

finding the best and the most relevant literature within the topic of interest by using  “Web of 

science”. It is a useful searching tool, which “Access the world’s leading scholarly literature 

in the sciences, social sciences, arts, and humanities and examine proceedings of international 

conferences, symposia, seminars, colloquia, workshops, and conventions” It has practical 

searching features that enable to find citation relationships and citation trends with 

availability back to 1900 (Thomson Reuters, 2013). It provides search by different criteria’s, and 

this research will search for the best literature by using a cited reference search. This shows 
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articles that have been cited most frequently and is thus a good measure of quality. The 

review included the following journals between 1990 and 2011: Journal of Marketing, Journal 

of Marketing Research, Journal of Market Research, Journal of Applied Psychology, 

Psychological review, Journal of Consumer Research and Journal of Global Fashion 

Marketing. 

 

The snowball technique will be used to get in depth in the literature. It involves taking basis 

in one article and following up its references (Diana, 2008). In this way the researcher gets a 

broader and deeper understanding, and make the search more focused. This will continue till 

the researcher reach an acceptable level of knowledge. 

 

Much of the previous research has been investigating factors that influence brand extension`s 

success, and the effect an extension has on the parent brand (Völckner and Sattler, 2006). This is 

important to identify in relation to the research question of this paper. Understanding 

consumers make it possible to create brand families and stretch the brand.  

 

4.1	  Brand	  extensions	  	  
It was earlier distinguished between brand - and line extensions, where it was emphasized that 

the former is the most relevant in this paper. Companies usually start of with line extensions 

but find brand extensions at some point as a necessarily move in order to keep growing. 

Though, as companies are searching for new areas to expand they have to find the right 

balance, which extensions will strengthen the brand and which ones will dilute it?  

 

Kapferer`s brand territory model (Kapferer, 2008) (based on Davidson) shows different areas 

and limits of how far a brand can be extended.  It has four zones of extensions: the inner core, 

the outer core, the extension zone, and the no-go area. The inner core is the area that is closest 

to the parent brand and can be related to line extensions, while the outer core has some 

weaker associations. The distinction between the extension zone and the forbidden zone is 

what is the most interesting in this paper. The extension zone has high rewards and is 

therefore where companies want to expand the brand. However, as a relatively new 

phenomenon there is not that much knowledge and experience to handle it in a controlled 

manner, thus a higher failure rate. It will be looked into theory to identify what factors that are 
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affecting its success and to see far it is possible to stretch the brand without entering the no-go 

area.   

 

 
Figure 5: Brand territory (Kapferer, 2008, p. 311) 

	  

4.2	  Brand	  extension`	  success	  criteria	  	  
The findings from the different journals are naturally not directly comparable as it involves 

different brands, industries and situations. However, it is still possible to find some 

similarities in the surveys, which are present in varying conditions. For instance, the degree of 

fit between the extension and the parent brand is mentioned by all the studies and has by  

Völckner and Sattler (2006) been identified as the most important factor for successful 

extensions. It enables consumers to identify the extension with the parent brand and transfer 

its associations and its brand equity. The transfer of the perceived quality of the parent brand 

will also be enhanced when the two products in some way fit together (Aaker and Keller 1990).  

 

There has also been argued that high quality of the parent brand is vital for a successful 

extension. A brand with a reputation of good quality is viewed as more credible and 

trustworthy. If not serving quality products in its core products, consumers` will question its 

ability to produce a useful product in other categories. Thus, the first criterion for stretching 

the brand is to have a high standard and reputation of quality (Kapferer, 2008). This is also the 

Inner	  core	  
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conclusion from the study conducted by Aaker and Keller back in 1990. The study is a well-

known and frequently cited work on the field. It describes the quality of the parent brand as 

having a direct reflection on the extension. This also works the other way around; associations 

of low quality will harm the extension. This was confirmed in the study, thus only when there 

was a basis of fit between the two product classes. 

 

The study by Aaker and Keller (1990) also shows that consumers have a positive response to 

extensions that are difficult to make. In opposition, consumers are reluctant to extensions of 

products that are easy to make. In such situation there already exist competing products and it 

is not possible to distinguish in quality. Consumers may in this occasion suspect the extension 

to attempt to take advantage of the brand name by having an unreasonable high price. Justin 

Bieber t-shirts or Harry Potter merchandise are examples where the motivation of the 

extension is to increase sales. 

 

Furthermore, research has found the affective kind of commitment to be a big determinant of 

customer loyalty. Affective commitment is “based on emotions and affective attachments to 

the commitment object, and thus it is grounded on customer partiality and positive feelings 

for the relationship partner” (Porter et al., 1974). If a customer`s affective commitment to a brand 

is high, they will have a reason to stay loyal and continue the relationship. However, it could 

also be viewed the other way around, that customers may have an affective commitment to a 

competing product already exciting in the category which the brand extension aim to enter. 

Hansen and Hem (2004) find that even strong parent brands may find it difficult because 

consumers already have an established relationship to a brand in the extension category. This 

might be due to their loyalty to the brand, but also because of repurchase patterns, habits or 

exit barriers.  

 

Despite the increasingly focus on brand extension there has been a limited amount of research 

touching upon consumer involvement with the products in relation to brand extension 

acceptance. Most studies has been using product categories with low involvement products 

and do not compare the findings with high involvement products (Nkwocha et al., 2005). 

Nkwocha et al. (2005) defines product involvement in relation to brand extension as 

“consumer`s perceived relevance of the extension product category to their needs and values”. 
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Thus, people have their own preferences and criteria’s for what products that are important to 

them. Consumers will therefore put in a bigger effort when buying high involvement 

products, such as the searching for product information and make more product comparisons 

to insure product quality and value. On the other hand, consumers will only use superficial 

measures (price, color, shape etc.) for low involvement products. A smartphone, a car or a PC 

are typical products that people sees as high involvement products, while a soda, a gum or 

toilet paper is viewed as low involvement products. In relation to brand extensions, 

consumers are likely to be more conscious when buying extensions in a high involvement 

category. The reputation and quality of the parent brand works as important measures. 

Consumer behavior in low involvement products is more on impulse, and brand awareness is 

thus often the determining factor. With this in mind, it is important to distinguish between 

types of products when analyzing brand extensions. 

4.3	  Remote	  brand	  extensions	  	  
Many of the factors affecting the success of brand extensions are likely to be applicable also 

for remote extensions, and will be taken into consideration in the further analysis. Remote 

extensions do not have that obvious linkage with the parent brand. As companies often start 

of with extensions that are similar (within the inner or outer core in figure 5), remote 

extensions (within the extension zone,) might be affected by factors not yet mentioned. Thus, 

this will be looked into, in addition to some of the factors already identified. 

Quality	  

High quality becomes even more important for broad extensions. An extension that is not that 

natural or easily linked to the parent brand will need an assurance of its credibility. This 

applies especially for a big family brand that has several products under the same brand name. 

It will need a strong parent brand that is having a high quality and that will give credibility to 

the other family members. It is also important that the other family members have good 

quality as they share the same brand name, and might therefore influence each others image.  

Broad	  versus	  narrow	  brands	  	  

Meyvis and Janiszewski (2004) distinguish between broad brands and narrow brands and argue 

that broad brands are better receptive for acceptance for extensions. A broad brand with a 

variety of product categories makes the brand more acceptable in more distant categories. A 
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brand with a history of brand extensions therefore creates a bigger area of possible extensions 

as the brand obtains a more diffuse image. The downside and risk involved is a weaker image 

of the parent brand. Narrow brands have stronger and more consistent category associations 

and are more easily recalled; Coca Cola or McDonalds is examples of such. Building broad 

brands often requires well-structured and planned extensions over time. Nivea used this 

strategy to become relevant to a broad area in the skin care category. By starting off with 

Nivea cream, then launching new extensions in a pre-established order, which are all relevant 

and faithful to the brands` key values. Using this strategy Nivea expanded its brand to include 

care products, hygiene products, hair products and make-up (Kapferer, 2008). 

Fit	  	  

Fit between the parent brand and the brand extension was earlier pointed at as one of the most 

central factors. Prior research has focused on fit in relation to similarities in the physical 

product; obvious similarities like its shape, color etc. that are easily identifying for the eye. 

However, the degree of fit between two products may be perceived in many ways and often 

vary from person to person. Aaker and Keller (1990) argue that fit may be measured in the way 

consumers view the products as complements, if the products are consumed jointly. 

Alternatively it may be perceived as a substitute, satisfying the same needs. In both cases 

consumers will consider them as fitting together and easier accept such an extension. How 

consumers evaluate “fit” is also depending on their knowledge about the product and the 

category it belongs to. Consumers with little knowledge tend to use surface considerations. 

The more knowledgeable consumers are the more likely they are to use technical aspects to 

judge similarities of design, material and components used, and the way of fabrication  (Keller, 

Apéria and Georgson, 2012) 

Physical	  fit	  and	  concept	  fit	  

Later research distinguishes between product-related attributes and non-product-related 

attributes. The former concerns about the products functional performance, while the latter 

could be linked to prestige-oriented brands, which relates to consumers` expressions and self-

image (Keller, Apéria and Georgson, 2012). This is corresponding to Kapferer perceptions (2008), 

which categorize them as physical fit and concept fit. Products that are being evaluated by its 

physical fit are having a bottom-up approach. This means that consumers start by seeing 

similarities with the products` functionality. A concept fit on the other hand, are having a top-
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down approach where consumers evaluate fit with the intangible concept of the brand itself. 

In this way consumers will start with the concept, ask themselves if the product extension 

conforms to that concept (Kapferer, 2008). So even though the extension is not sharing some 

tangible similarities, it might be perceived as a good fit if it shares key salient associations 

with the parent brand. This is an advantageous situation as it facilitates for future extensions. 

A product that are evaluated by its product-related attributes have a much more narrow area 

of expansion as it has to be related to the specific functionality of the product. The figure 

below (Kapferer, 2008) is a good demonstration of this point where the degree of fit is based on 

five levels, moving from tangible to more intangible fit. These include product ingredient, 

attributes, consumer benefit, personality and mission values. The higher lever of intangible 

fit, the bigger is the possibilities for remote extensions.  

 

 

 
 Figure 6: Tangible - intangible values (Kapferer, 2008, p. 343) 

 

The first level includes products that mostly have tangible or physical similarities and are not 

able to expand very far. Carlsberg is an example, selling a broad amount of beer brands, 

having extensions only to very similar physical products (Carlsberg Water and Carlsberg 

Sport drink). The highest level, which has more intangible similarities (concept fit), has 

greater possibilities for remote extensions. This is because consumers evaluate the brand on 

its values, which is much more diffused and are easier shared with different kinds of products. 

Luxury and prestigious products are typically example of concept fit (or mission values in the 

figure) where the consumers evaluate fit with the brand`s image. The different products 
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should in such situations have the same kind of exclusivity. Park, Milberg and Lawson (1991) 

argue that consumers prefer brand extensions that are consistent with a brand`s existing 

positioning. This may explain why luxury brands such as Ralph Lauren, Chanel, Louis 

Vuitton, Gucci and Burberry have successfully stretched their lines from couture to cosmetics 
(Lamb, 2011). 

Styles	  of	  thinking	  	  

Research has shows that consumers can influence the elasticity of the brand by their style of 

thinking when they evaluate a brand extension (Ahluwalia, 2008). Monga and John (2010) 

explain this in which consumer may use an analytical or a holistic approach. Holistic thinking 

is defined as “involving an orientation to the context or field as a whole, including attention to 

relationships between a focal object and the field, and a preference for explaining and 

predicting events on the basis of such relationships,” Analytic thinking “involves a 

detachment of the object from its context, a tendency to focus on attributes of the object to 

assign it to categories, and a preference for using rules about the categories to explain and 

predict the object’s behavior” (Nisbett et al., 2001). Analytical thinkers are focusing on the 

specific attributes or products usually associated with the parent brand. This is related to 

physical fit where one needs to see a logical or direct similarity between the two products. 

One is more likely to emphasize rules and putting things into order, and group objects 

according to category membership and attributes. For example by grouping cars and 

motorcycles together because they both have a motor and are a means of transportations.   

Consumers having a more holistic approach often use alternative ways of connecting the 

extension with the parent brand. This is related to the concept fit and connections might be 

drawn on the overall brand image or reputation. A holistic thinker could have a broader view, 

connecting a high-class car with watches or sport equipment. The findings of Monga and 

John`s research (2010) shows that brand elasticity is determined by consumers` mind-sets. 

Brand managers that aim to stretch the brand needs to have this in mind. For example by 

identifying which geographical areas that has the most holistic thinkers, alternatively find 

ways to persuade the analytical thinkers (ex. using sub brands). 
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4.4	  Expert	  interview	  
In an interview (Mail) with Leif Egil Hem, professor at NHH, I got to ask an expert on the 

field about what criteria’s that are affecting brand extensions (Appendix 1). He has conducted 

a PHD about brand extensions, written several international articles, as well as working 

experience with international brands.  

 

He describes brand extensions as an effective way for growth in mature markets, and a way to 

ensure return on investments for the parent brand. The negative effects are diluting the parent 

brand and giving mixed and confusing signals. He points out the importance of a clear plan of 

what goals you have for the extension. It should be a long-term goal as it is not possible to re-

do or change it. Therefore, be aware of what is the identity of the brand and what image it has 

externally. This should ideally be corresponding, and a brand extension could both work as a 

way to connect these two but also make it more distant. The parent brand`s image should be 

both strong and positive as it will reflect on the brand extension. When it comes to remote 

extension, he believes that there is not a limit of how far a brand can expand, however he later 

express that it has to be within a reasonable boundary. The most important factors for brand 

extensions are fit with the parent brand and quality of the parent brand. Thus, he reinforces 

the finding in the literature review. He also explains that the brand should have abstract 

associations, which can describe the brand in several categories. Concrete attribute 

associations are often more difficult to extend than abstract associations. Some brands are 

having so concrete and strong association that they find it difficult to move into other 

categories. Thus, products that are having a strong association to their category will face a 

hard time getting acceptance into a different category. Coca Cola could be viewed as such a 

product, which has a market leader position in a specific category (soft drinks). This is 

probably also the reason why they have never given it a try, only doing line extensions (Cola 

Zero, Cola Vanilla etc.) (Hem, L. E., Leif.Hem@nhh.no, 2013).  

	  

4.5	  Virgin	  Ltd.	  –	  a	  practical	  example	  
In order to apply the theory in a real life situation, the Virgin Group Ltd work as a good 

example of how to use brand extension as a growth strategy. The findings from the literature 

review are applied to describe the success of the company. 
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Virgin Group Ltd is a multinational branded venture capital conglomerate company founded 

in 1970 by the tycoon, Sir Richard Branson. It started of as a record company, but has since 

grown as one of the most successful businesses in a broad range of sectors. Its core business 

areas are travel, entertainment and lifestyle and it consists of more than 200 companies 

worldwide. The companies functions as a big family rather than a hierarchy. Even though 

each of them is empowered to run their own business, they take advantage of synergy effects 

and help each other. Thus, they share common ideas, values, interests and goals (Virgin Group 

Ltd., 2013). It is structured as a branded house (Figure 3), where the company name is the brand 

itself. It could be called a corporate umbrella brand since the corporate brand works as source 

of image and reputation for all of its products. Brand extensions are a key word to explain the 

success of the company, and there are not many companies that can be compared with Virgin 

Groups` success. It seems like they can simply attach their name on a new product and people 

will buy it. This makes Virgin Group a particular interesting company to look into. 

4.5.1	  Success	  factors	  

One of the advantages of brand extensions is the synergy effects and increased exposure of 

the brand (Kapferer, 2008). The brand has already established a level of awareness in the minds 

of the consumers and do not need to spend resources on getting consumers attention. Richard 

Branson is also having a positive effect on the brand, being a public person that everybody 

seems to like. Branson’s personal image scores very high with 92 % describing him as 

“clever”, 86 % as ‘likable' and 71 % as “trustworthy” (Anon, 2011).	  It is therefore not unlikely 

that his personality has a positive effect on the brand.   

 

Branson has a philosophy that any new business has to fulfill six central values: High quality, 

innovative, fun, good value for money, a challenge to existing alternatives and brilliant client 

service (Virgin Group Ltd., 2013). Everything that Virgin does has to follow these six values, no 

exceptions. Kapferer (2008) argues that the more widely the brand spreads itself into 

apparently dissimilar extensions, the greater the need for an intangible link. This link, in the 

case of the Virgin Group, involves the six value-points. It is values that must be considered to 

be at the highest intangible level in Kapferer`s model (Figure 3), thus a possible reason for its 

remote extensions. So, even though there are not any physical similarities between mobile 
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phones and cosmetics, or between trains and jewelry, they all share some common values that 

the consumers can identify and relate to.  

 

Virgin`s extensions are differentiated from its competitors by always giving their products 

features of innovation in some way. Its commercial proposition is innovation, quality and fun 

(Virgin Group Ltd., 2013). The result is a product range different from the market leaders. They 

act as rebellious and are disrupting the market, which attract customers and especially their 

target group of younger audience. Virgin Atlantic has for instance been redefining the airline 

experience since it was launched in 1984. They have repeatedly been winning best airline 

awards by constantly using innovation as a core part of its strategic approach. They were the 

first to have individual TV`s in all classes, to provide child safety seats, to offer a super 

economy service, to have an arrival lounge, and most recently to fly one of its planes using 

biofuels (Innovation leaders, n.d).   

 

In order to stretch the brand, the extension should, according to the literature review, be 

difficult to make. If Virgin had expanded to product categories such as t-shirts, posters, pens 

or other products that are easy to make, the consumers would not be willing to pay a higher 

price since it not possible to distinguish in quality that much. However, Virgin is only 

expanding to very complicated categories. Banking, trains, airlines, electronics, video games, 

music and films are all examples of product categories that is difficult to make, and are giving 

credibility to the extension and the brand as a whole. 

 

It is worth noting that most of these categories have quite strong association, which normally 

makes it harder to extend into other categories. This is proving that the theory about abstract 

associations does not have to be the rule when doing extensions. On the other hand, it 

confirms that broad brands are easier to expand than narrow ones.  

4.5.2	  Failures	  

Despite all the success the company has experienced, there is also some example of failures 

and it is interesting to look into these to see if they have anything in common. 
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The most known failure is Virgin Cola, which started with Branson`s dream of challenging 

Coca Cola on the soft drink market. However, in 2009, 16 years after its launch, the adventure 

was over. The strategy was to attract customers by pricing 15-20 percent lower than the 

leading brands. Virgin also saved money on advertising by relying on the image of the 

umbrella brand and by having PR-stunts to attract attention (Stead, M., 2011). When looking into 

reasons for its failure, there is one main factor that points out: competitors. Pepsi and 

especially Coca Cola is well-established brands that have a very strong awareness and a top-

of-mind position in the customer’s minds. These leading brands have a totally different 

business model than Virgin, by investing heavily on advertising. When Virgin entered the 

market they were perceived as a threat, and got a hard time from both Coca Cola and Pepsi 

who were making distribution-deals with retailers to block Virgin getting shelf space  

(Kapferer, 2008). Furthermore, Virgin Cola were launched on the American market without 

really having strong brand awareness. Most of the other Virgin brands had not yet entered the 

American market, and it could have been an advantage to built awareness with the core 

products (music and airplane) before launching the Virgin Cola. It failed everywhere but in 

the UK, its domestic base. Even there it won less than 5 per cent of the market (Kapferer, 2008), 

which might be a sign of low awareness  

 

Virgin Cola is one of Branson`s projects that has gotten the most attention, and the most 

known failure. Some of his other failures include Virgin Vodka, Virgin Wine, Virgin Vision, 

Virgin Vie, Virgin Clothing collection, Virgin bridges, Virgin cars and Virginware. None of 

them fulfilled their creator`s dreams, rather causing losses for shareholders. There are 

probably several reasons for its common faith, though many analysts’ points at that most of 

them did not bring any added value (Russell, M., 2012). Whereas Virgin Atlantic had unique 

features such as on-board massages and free ice cream offerings, many of the other businesses 

failed to distinguish from its competitors and disrupting the market. In such, they did not stay 

true to their six values and rather not the link that connects the corporate brand together with 

its intangible values. Virgin clothing is an example, which did not add anything other than 

just competition. It seems like Virgin`s main motivation was to get access to a big market, but 

did not have anything new to offer in a market with an extremely high competition and that 

are already covering all kinds of segments. 

It is worth noting that Virgin Cola, Virgin Wine and also some alcohol drinks (Virgin Energy 
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shot and Virgin Ooze) were unsuccessful (Russell, M., 2012). Soft drinks are low-involvement 

products, where the buying decision is often based on impulse or habits (Nkwocha et al., 2005). 

These kinds of products are dependent on strong brand equity and concrete associations to its 

category. Virgin have not proven to deserve a category membership, thus had to face low 

sales volume. Many of Virgin`s successful extensions are high-involvement products where 

the consumers make a bigger effort in evaluating their alternatives.  

One can ask how many failures a brand can handle without diluting the brand as a whole. 

Brand experts argue whether recent financial troubles and failures of Virgin`s ventures 

(Virgin Cola, Virgin Vodka, Virgin Clothing) exert a cumulative negative effect on the 

company`s overall equity, or whether these poorly received extensions does not have a 

damaging effect on the business model (Kapferer, 2004).  

5.0	  Case	  studies	  
As introduced in chapter 1, the paper will apply two case studies consisting of 

Hennes & Mauritz (H&M) and Änglamark. It is two quite different brands, operating 

respectively in the clothing/fashion industry and the fast-moving-consumer-goods industry 

(FMCG). It would have been easier to make comparisons if the two brands were within the 

same industry. However, including brands from different industries makes it possible to test 

more of the factors identified in the literature review. For instance, H&M is a quite narrow 

brand while Änglamark is a very broad brand. The choice of brands was also chosen on the 

basis that both of them needed to be well known. The brands will be included in the survey 

and it is therefore of vital importance that people know of them in order to give valid answers.  

 

5.1	  Case	  study	  –	  H&M	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  
Hennes & Mauritz is a Swedish apparel company. Since they opened their first single 

woman’s wear store in Sweden in 1947, H&M has grown to become a global company 

offering fashion for the whole family. Today they have approximately 94.000 employees and 

2500 H&M Stores in more than 40 countries. In 2011 they had revenues of 128, 810 million 

SEK, and a gross profit of 15,821 million SEK. H&Ms business concept is ´Fashion and 
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quality at the best price´. To ensure this they have their own designers who interpret the latest 

fashion trends and create collections that are accessible to most people (H&M, 2013).  

 

H&M offers apparel for women, men, teenagers and children. They have everything from 

party collections to essential basics. The brand architecture is structured as an umbrella brand 

where the corporate name functions as the brand for all of their products. The brand seeks 

continuously growth and is always looking for potential expansions and new business 

opportunities. They have a goal of increasing the number of stores by 10-15 percent per year 

(H&M, 2013). They have grown through line extensions, co-branding, sub-branding and 

recently a brand extension - H&M Home. 

Line	  extensions	  

They have done the most normal line extensions for the industry such as shoes, bags, belts, 

hats, jewelry, hair accessories, sunglasses etc. It is perceived as a good fit with the original 

product (clothes) since they are consumed jointly and therefore complements each other. Line 

extensions involve a low risk of hurting the parent brand, and have mostly positive effects. 

The consumers receive a bigger range of product offerings, which again leads to increased 

revenues. 

Co-‐branding:	  	  

H&M occasionally collaborate with famous designers and fashion companies like Karl 

Lagerfeld, Jimmy Choo and Versace, making a limited edition collection. These collections 

are a bit pricier, but still a lot cheaper than the apparel would be if you where to buy it from 

the original designer (H&M, 2013). This strategy gives the access to skills and knowledge 

without hiring them, at the same time as they give the brand more exclusivity.  

Sub-‐brands:	  

The sub-brand strategy is a way to reach a bigger audience without diluting the brand. Each 

sub-brand has their own brand name, which may be linked to the parent brand at different 

levels. The sub-brands normally share some values, but are also having their own personality 

based on their target group, product territory and specific function (Kapferer, 2008). H&M has 

the following sub-brands: Cos, Monki, Weekday, Cheap Monday and & other stories (H&M, 

2013). All of them are characterized by being fashionable and relatively cheap, though each 
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with their own image appealing to different segments. They are sold in separate stores and do 

not share the same brand equity with H&M. In this way it is also functioning as a source 

brand where each of the sub-brands are separated from the parent brand.   

Brand	  extensions:	  

H&M expanded into the Homeware–category in 2009, stocked in selected stores and online. 

Today, they have standalone homeware stores in Scandinavia and in the Netherlands 

(Goldfingle, M., 2012). It is a brand extension where they sell home items such as pillows, bed 

sheets, towels, lamps, decorations etc. (H&M, 2013). It is a brand extension a bit away from its 

core products, but they are all matching the essence of the company: fashion and quality at the 

best price. The products are not garments that you can wear, thus the physical fit is not 

obvious. However, it shares the same level of quality and image and the similarities should be 

identifiable. There is also some concept fit, as the shared values create intangible similarities. 

The management of H&M seems to have been very conscious of giving the extension the 

same style to transfer the associations from the core product. The extensions are likely to 

appeal more to holistic thinkers than analytical ones. 

 
(H&M, 2013) 

 

The quality of the products is relatively high and is according to themselves an important 

factor: “Quality is a central issue, from initial idea to final product. Our quality testing is 

extensive” (H&M, 2013). As was implied in the case of the Virgin Group, quality is a crucial 

criterion for extensions. However, people that shops at H&M would probably agree that the 
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products are not top quality at the same level as the prestigious brands, but it is good enough 

and acceptable for most people. It will be interesting to include in the survey to test if 

consumers find the quality good enough for extensions in categories where quality is a more 

important criterion. 

 

H&M is a relatively narrow brand, which is normally harder to expand. It has strong and 

consistent category associations, ranked as the second largest global clothing retailer (Cruz, J., 

2012). Thus, consumers probably have high awareness of the brand and strong category 

membership associations (Clothes and fashion). This makes it more challenging to get the 

consumers to accept the new Home-category.  

 

Consumers are reluctant to extensions that are easy to make (Aaker and Keller, 1990), however 

the Home items cannot be classified as such. It is not complicated products as cars and mobile 

phones, but is still likely to be perceived as acceptable in this relation. Furthermore, when it 

comes to consumer involvement, the products are likely somewhere in the middle. Consumers 

do not buy the products on impulse (like with soda or gum), but they neither use a lot of time 

and effort to find the best alternative (like cars and mobile phones).  

 

Based on the criteria’s from the literature review, H&M is not the perfect brand to enter new 

categories through brand extensions. In relation to Kapferer`s figure (Figure 3), the brand 

belongs somewhere in the middle, and are therefore not having the characteristics for remote 

extensions. However, the launch into homeware seems to be within the area of acceptance, 

and a logical one according to UBS analyst Adam Cochrane (Goldfingle, 2012). Zara did the 

same move some years ago, thus H&M probably felt confident in what they were doing 

serving the same kind of segments as its Spanish competitor.  

 

When looking into brand extensions in the fashion industry there is some example of brands 

that have managed to stretch its brand. Giorgio Armani in such, were by the Economist called 

one of the most diversified brands in fashion (Anon, 2004). They have managed to expand to 

perfumes, hotels, spa, bars, café, restaurants and more (Stankeviciute and Hoffmann, 2010) 

(Appendix 3). This shows that it is possible to stretch a fashion brand quite far, however being 

perceived as a luxury brand, Giorgio Armani has different conditions than H&M. Luxury and 
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prestige products are more often being evaluated by their intangible values, and this enables 

Giorgio Armani to create a lifestyle brand in a diverse set of categories. In addition, he has 

been true to the brand`s image, keeping the core products in-house, and doing everything with 

quality (Stankeviciute and Hoffmann, 2010). In such, they seem to have created a brand that plays 

at its mission values (Figure 3) at the same level as the Virgin Group, with characteristics for 

remote extensions. 

The central question for the paper is how far it is possible to stretch a brand. In relation to 

H&M it seems limited as of reasons mentioned above. Neil Saunders, managing director of 

consultancy Conlumino, is skeptical towards H&M`s possibilities for further extensions and 

means they have already entered the obvious ones. Neither Cochrane sees much scope for 

further fascia. He says: “Once it’s got value and upmarket, and perhaps a standalone 

accessories store, there’s not a lot more it can do.” Saunders add that H&M’s directional 

fashion and clear price point precludes it from reaching other, more upmarket parts of the 

market. However, H&M boss Persson has expressed that they have many different project in 

progress and that there is considerable potential for further initiatives (Goldfingle, M., 2012). 

Also Leif Egil Hem, professor at NHH, means that H&M has good prerequisites for further 

extensions. He argues that it is a brand with high awareness and positive associations, which 

enable the brand to also expand to more remote markets. However, it should be in cohesion 

with its image: design, fashion and low price (Hem, Leif.Hem@nhh.no, 2013). 

 

5.2	  Case	  study	  –	  Änglamark	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  
Änglamark is an organic brand, launched in 1996. As part of the Coop group it is sold in 

Denmark, Sweden and Norway. In Denmark, it is being sold in the Coop-stores Kvickly, 

SuperBrugsen, Dagli Brugsen and Coop.dk in addition to Fakta. Coop Denmark has 1,7 

million members and is the biggest retail business in the country with an annual turnover of 

approx. 50 billion and 35,000 employees (Coop, 2013).  
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Änglamark has a green profile and all of their products are marked with an eco-label. The 

brand has expanded to a broad amount of products, which makes it relevant and interesting as 

a case study. It consists of over 600 products and is continuously launching new ones. The 

products are divided into three main categories: Food, household products and personal care 

(Coop, 2013). The portfolio is therefore consisting of quite broad and unrelated products. For 

instance, milk, diapers and deodorant are not really having too much in common, but are in 

this occasion sharing the Änglamark-logo. Cheese, toilette-paper and shampoo are just as 

good example. So, what is so special with Änglamark that allows them to expand to these 

broad sets of categories? And, how broad could it get?

 
(Coop, 2013). 

 

The Coop-brand is structured as a source brand with different sub-brand consisting of 

Änglamark, Xtra, Loftus, OK and more. However, looking isolated at Änglamark, it works as 

a masterbrand with the Änglamark-logo as basis for all of its products. It is thus sharing the 

same image and identity associated with the brand. The products under the masterbrand 

architecture have less freedom, as it needs to be within a certain frame of reference towards 

the parent brand (Kapferer, 2008). Looking at other fast-consumer goods companies, the brand 

architecture is very different. Unilever, Nestlé and P&G is structured as house of brands, 

where each product line is having their own brand name, its own image and identity. It is a 

good comparison because they offer many of the same products, though not trying to link 

them together. Unilever has brands like Omo (laundry products), Ben & Jerry`s (ice cream) 

and Sunsilk (shampoo), where each of them tries to create their own identity. This is because 

they are so different and do not have anything in common other than being a part of Unilever.  
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In an interview with Maibrit Glenert (Appendix 3), project leader and head of marketing for the 

Änglamark brand, she got the chance to share their success-recipe. She explains that even 

though the products are quite different, there is still some strict criteria’s they need to fulfill. 

“First of all, they need have a certified mark, which includes: Ø, FSC, Astma- og 

Allergimærket Svanemærket or MSC. These marks ensures a high level of quality and that all 

of the products are following the values of the brand. In this way, the consumers will always 

know that our products (marked with an “Ä”) are ecological, environmental or allergy-

friendly” (Glenert, Maibrit.Glenert@coop.dk, 2013). These value-criteria’s could be compared with 

the example of the Virgin Group, which had six values that kept all of their unrelated products 

together. Nivea is another example of a brand with such a strategy with products in a large 

number of categories. They are linked together through a strong parent brand and the common 

values: “love and care”. Änglamark do the same thing by linking the products together by its 

values. Coop is conscious about telling their customers about them, such as “”Køb 

Änglamark, så køber du ansvarlighed”, or “Alle produkter er lavet med omtanke for naturen. 

Så husk det næste gang du handler, hvis du vil gøre noget godt for dine nærmeste, dig selv og 

miljøet.” (Coop, 2013).   
 

Maibrit Glenert further explains that their green profile makes them relevant to several 

categories. They do not need to innovate new products but rather launch “green versions” of 

existing ones. “We want to be a lifestyle brand by offer products that people use in their daily 

lives. If people want to be environmentally friendly, we will help them by offer a broad set of 

green products”. She also point at the low competition as an explanation of their success. 

There exist brands that are ecological, environmental or allergy-friendly, but none that are as 

broad as Änglamark (Glenert, Maibrit.Glenert@coop.dk, 2013).	  

 

Änglamark does not have a strong parent brand, or a product that works as a reference to the 

overall brand. The parent brand is the Änglamark-name itself, and does therefore not have a 

strong association to a specific product/category. This enables the brand to have a more 

diffuse image, making it relevant to more categories. Änglamark consist primarily of high-

end products (Glenert, Maibrit.Glenert@coop.dk, 2013), and are in such a quite exclusive brand in 

its category. However, it is still a bit cheaper than its competing brands, and the general price-
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level implies that it is low involvement products. For such products it is especial important to 

have high awareness. All of the Änglamark-products are contributing with increased exposure 

facing the brand`s name and logo. This has proven to have an effect with 90 % of the Danish 

citizens being familiar with the brand, and 95 % in the target group (women, age 30-35). This 

is a significant improvement from its previous year with 62%. “This shows that the brand is 

starting to become a well-recognized and established brand,” says Carina Neergaard, 

Marketing Director at Coop (Anon, 2012).   

 

Änglamark is planning to launch new products at a regular basis and it will be interesting to 

see what kind of categories it will enter and how consumers will respond to them. It seems 

like the management have a mindset that everything is possible, and does not care about the 

industry standard or risk involved of the strategy. Maibrit Glenert confirms this, stating that 

they have a clear goal of growth by launching new products across categories. However, she 

is not certain of its limits and how far the brand can be stretched (Glenert, 

Maibrit.Glenert@coop.dk, 2013). Brand expert, Leif Egil Hem, says the brand has good 

possibilities for further extensions. “They have high awareness in Denmark and Sweden, and 

positive associations. This is a good foundation for more extension, however they can never 

compromise their promise of organic product” (Hem, Leif.Hem@nhh.no, 2013).   

 

5.3	  Conclusion	  
Unlike H&M, Änglamark have already proven that it can expand the brand quite far having 

more than 600 products. Thus, the question is if there are any limits to how far it can go. 

However, it seems like whichever product or category they aim to enter, it should be 

corresponding to their “green profile”. Also, having such a broad product portfolio, it 

becomes even more important to keep its reputation of quality. The eco-labeling is in this 

relation a good tool and works as a quality-assurance for the customers, as well as a 

benchmark for themselves. The importance of quality as well as the other factors from the 

literature review will be tested in the survey. With Änglamark`s characteristics, it will be 

especially interesting to see if the customer will accept extensions into high-involvement 

categories. H&M does not have the natural profile for a broad brand, and will therefore be an 

interesting case to compare with Änglamark. The H&M Home extension could prove to be a 
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smart move, as it might be a door opener to other markets. If successfully transfer of its brand 

equity, the Home-category could be a basis for broader extensions by time. 

6.0	  Qualitative	  research	  
According to Gordon (2011), qualitative research is in general defined as “the meaning of 

behavior”. The essence of qualitative research is to get an understanding of why individuals 

and groups think the way they do. While quantitative method is based on meaning derived 

from numbers, qualitative data are based on meanings expressed through words. In other 

words qualitative method is about identifying how humans interpret and put meaning to 

different situations, objects and symbols (Askheim and Grenness, 2008). 

The purpose of this method is to collect data to gain information and understanding of a 

phenomenon in order to: 

• Reveal the intentions and motives behind the interviewee`s behavior, which is done by 

probing. 

• Uncover behavior, which is done through observations. 

• Identify the consequence of actual behavior. 

(Askheim and Grenness, 2008)  

Qualitative methods give the opportunity to explore a subject in as real a manner as possible. 

This could be done through focus groups or the use of in-depth interview to reveal latent and 

hidden meanings. Alternative techniques involve word associations, role-play and action-

orientated research (Askheim and Grenness, 2008). 

6.1	  The	  qualitative	  approach	  in	  this	  thesis	  
This thesis will apply in-depth interviews. It is an exploratory method used to understand 

reasons for the decisions that the research participant have taken, or understand the reasons 

for their attitudes and opinions (Saunders, Lewis and Thornhill, 2009). This method was chosen 

because the individual’s opinions are of interest in order to discover the reasons for 

buying/not buying a brand extension. It is easier to achieve personal communication by face-

to-face interaction with the respondent, which again facilitates for building trust and make the 

respondents more comfortable and open-minded. It provides the opportunity to probe answers 
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where it is desirable to get the interviewee to explain or elaborate. It also opens up the 

possibilities to spot latent needs. This is underlying/hidden need that the participant is not 

aware of, but which is easier identified through in-depth interview (Saunders, Lewis and Thornhill, 

2009). In this way, useful information is gathered that would not be possible through 

observations or in quantitative research methods. The interview will be used to formulate the 

questionnaire, but also as a means to validate the findings from the rest of the paper.  

6.1.1	  Introduction	  for	  the	  interviews	  

It was a total of 5 in-depth-interviews; this was sufficient, as the last couple of respondents 

did not add any new data. The respondents were all between 20-35 years old, three females 

and two males, from Denmark and Norway. The interviews were as far as possible done in a 

setting where they felt safe and comfortable. Though, because of practical reasons some of 

them were done through Skype. The length of the interviews was about 30 min. It was 

considered to be appropriate, as of previous experiences where the respondents tend to lose 

concentration if it last any longer.  

 

Each of the interviews started with me presenting myself and telling them the purpose of the 

interviews. Furthermore, it was ensured of anonymity and that the answers would be used in 

this thesis. The interviews were semi-structured, where the questions asked were not 

necessarily the same for all of the respondents as it is dependent on the replies of each 

respondent individually. Nevertheless, it was outlined an interview guide to ensure that 

similar data were collected (Appendix 4). Open questions were used to encourage them to reply 

as they wished. However, to ensure a deep understanding it was occasionally followed up 

with “what”, “how” and “why” questions.  

 

The following topics was outlined for the conversation to touch upon:  

- Brand extensions 

- H&M – the brand 

- H&M Home 

- H&M fictive brand extensions 

- Änglamark – the brand 

- Änglamark fictive brand extensions 
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6.2	  Analysis	  of	  the	  interviews	  
According to Saunders, Lewis and Thornhill, (2009), there is no standardized procedure for 

analyzing qualitative data. However, they suggest that it is possible to group into three main 

types of processes: 

• Summarizing (condensation) of meanings;  

• Categorization (grouping) of meanings;  

• Structuring (ordering) of meanings.  

This thesis will apply the summarizing technique. It involves condensing the meaning of large 

amounts of text into fewer words (Kvale, 1996 cited in Sauders, Lewis and Thornhill, 2009, p. 491). 

Thus, it allows compressing long statements into key points from a longer interview. It can 

also be useful to make some comments about the person(s) interviewed, the setting in which 

this occurred and whether anything occurred during the interview or observation that might 

have affected the nature of the data collected (Robson, 2002 cited in Saunders, Lewis and Thornhill 

2009, p 492).  

6.2.1	  Brand	  extensions	  

In order to get an indication of people`s knowledge about the topic of study it was asked what 

meaning they put into a brand extension. One of them, a male student had good knowledge 

and used LEGO as an example, which has Legoland (amusement park), movies and TV-

games in addition to the LEGO-bricks. The four others had an idea what this concept was 

about, but still not quite precise. They understood that it had something to do with a new 

product but seemed to easily mix it up with other techniques, such as line extensions and sub-

branding. When given the definition one of the respondent used Norwegian (airline company) 

as a good experience. They have extended the brand into the banking-industry. She did not 

see any negative effects of the extension, but rather saw it as improving her impression of the 

brand. However, she later assess that it might turn out negatively for her impression of the 

airline if the bank started struggling. None of the respondents could come up with any 

examples of unsuccessful extensions that have changed their perception of a brand. It seem 

like they in general did not have any conscious relationship to the term.  
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6.2.2	  H&M	  -‐	  the	  brand	  

The respondents described H&M as a fresh, cheap, youth-like and as a fashionable brand. 

They liked that the brand was following the latest trends at the same time as offering 

reasonable prices. The customer service was also pointed as good with smiling and 

welcoming personnel. However, most of them were skeptical towards the quality. It was 

pointed out that the quality was reflecting the cheap price, while two of them did not see a big 

value in the products, as it would not last for that long time before being worn out. 

Furthermore, it appears that none of them have a big loyalty towards the brand, but rather 

goes by randomly. Two of the respondents claimed that they never really plan to buy products 

at H&M but rather do it on impulse. They go to the store and buy products if they find 

something they like. This implies that it is more like low involvement products than high 

involvement.  

6.2.3	  H&M	  Home	  

When it comes to H&M Home, only one of them had tried out the collection. He was very 

positive and perceived it as a good fit with the clothing collection. He liked to get a cheap 

alternative for items for the home and meant that H&M could offer an acceptable quality. The 

four others had not heard about it, but seemed curious when presented to the concept. 

Though, two respondents argued that IKEA was already covering this segment, being a 

Swedish company offering cheap and fashionable furniture and accessories for the home. 

6.2.4	  H&M	  Fictive	  brand	  extensions	  

As it is intended to use some fictive brand extensions in the survey, it was desirable to get 

some feedback to find out which ones to include. It was asked about the following extensions: 

furniture, perfume, watch, coffee shop, car, restaurant, hotel, gloves and electronics.  It is a 

big variety between them, some close to the current category (gloves) others further away (car 

and electronic). Some are typical low consumer involvement (coffee) and others high (car and 

watch). It would in this way cover different aspects of what have been discussed earlier.   

 

The respondents were generally negative towards most of them. Car, electronics and 

restaurants were being rejected because of its low relevance. One of them stated: “this 
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(restaurant) have nothing to do with clothes, I do not see any connection at all”.  Two of them 

also questioned their abilities to produce the products, and one said: “H&M can only make 

low-quality clothes...H&M making cars is just unrealistic, in any case I would never trust it”. 

The products that they were the most optimistic about were gloves, perfume, watch and to 

some extent coffee shop and hotel. It was a lot of “if”, and mostly that it should have the same 

type of image, quality (or better) and price. Thus, the respondents have a clear opinion of the 

brand and require that any brand extension should correspond to it.  

 

Suggestions for possible extensions included fast food, soda, accessories, hats, raincoats, skis 

/ snowboard and sports gear. These are all quite close to what they are currently doing. They 

seem to be “comfortable” with the brand as it is, and do not want to have to change their 

relationship with it. In such, it would be a challenge to extend the brand to remote categories. 

6.2.5	  Änglamark	  –	  the	  brand	  

The attitude towards Änglamark was very good; being described as healthy, environmentally 

friendly, a kind of luxury and good quality. It seems to be a more respected brand with its 

environmental responsibility and quality standard. This respect seemed to influence their 

attitude towards possible extensions. However, just a few of them bought Änglamark-

products regularly and perceived themselves as loyal customers. The rest of them purchased 

products occasionally, or on impulse. The respondents thought it was positive that it had that 

many products and did not see it as a conflict that it was within so different categories. Some 

of them claim they were not aware of its broad product portfolio, or had at least not been 

conscious about it. This is a good sign, as they manage to be relevant in many categories 

without being perceived negatively.  

6.2.6	  Änglamark	  fictive	  brand	  extensions	  

The fictive extensions in this case were: furniture, eggs, hotel, milk, car, soda, clothes, 

restaurant and electronics. Thus, they also have a big variety. As apposed to H&M, the 

respondents were a lot more positive towards these extensions. Especially eggs, milk, soda 

and clothes got positive feedback. These are categories, which are quite close to the categories 

they are currently serving, clothes being the most remote. It was justified by Änglamark`s 

quality standard and that the brand have proven to have capabilities to make many different 
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things. Two of the respondent was very positive about the cloth-extension, as they were 

conscious about the environment. 

 

The other categories are quite far away from what they are selling today. Cars, hotel, and 

electronics are high involvement products, while Änglamark`s products are low involvement. 

Even though most of the respondents were skeptical towards the extensions, some of them 

also saw some potential. For instance, one of them thought a Änglamark-hybrid car might be 

a product he would consider. However, all of them were negative towards electronics and 

justified it by not being very environmentally friendly. Thus, fit and the brand`s value is 

important. It was also interesting to see a difference in the attitude and the way of thinking. 

Some of the respondents were focusing on the relevance of the extension and if it was 

physically similar, while others were emphasizing the image and intangible similarities.   

 

The respondents were more imaginative for possible extensions for this brand. Especial one 

of them, who seemed to be environmentally engaged, had several suggestions. For instance, 

different food-variants, transportation-services, bicycle hair-products, fruit, and beer were 

among the suggestions. It was emphasized that these should be environmentally friendly. 

 

6.3	  Summary	  	  
The respondents were not fully aware of the meaning of a brand extension, but they 

understood when given the definition. Of this reason it is important to include the definition 

in the introduction of the survey to make sure that all of the respondents have the same 

interpretation. The feedback from the two brands implies that they have a better impression of 

the quality of the Änglamark brand in contrast to H&M. This gives a good foundation to test 

this variable. Furthermore, the Änglamark brand seemed to be unconsciously favored because 

of its already broad product portfolio. This gives an interesting contrast between the two 

brands.  

 

The response to the fictive extensions gave valuable feedback on which ones to include in the 

survey. It should desirably be three brand extensions for each brand, which are varying in 

their distance from the core product. The chosen brand extensions are presented in chapter 7. 

 



	  

	  

	   Testing	  the	  Limits	  of	  Brand	  Extensions	   	  
	   	  

55	  

6.4	  Reliability	  
Because of the choice to interview five respondents that have been made anonymous, it would 

certainly take a lot to get the exact same answers by choosing five new persons who fit the 

broad population (People who know or have heard of H&M and Änglamark). This is because 

of the difference in the respondent’s answers, even though some of them were consistent. 

However, the researcher tried to be consistent and avoiding interviewer bias by behaving 

similarly in all of the interviews. A qualitatively research using in-depth interviews are neither 

intended to make statistically generalizations of a population. The research methods are not 

necessarily intended to be repeatable since they reflect reality at the time they were collected, 

in a situation which may be subject to change (Saunders, Lewis and Thornhill, 2009). The main 

reason to conduct the interviews was to obtain themes, categories and directions to form the 

survey. Even though it is not possible to guarantee 100% reliability as of the characteristics of 

the method, it is reasonable to claim that the interviews are reliable.  

	  

6.5	  Validity	  
“Validity is concerned with whether the findings are really about what they appear to be 

about” (Saunders, Lewis and Thornhill, 2009, p. 157). Thus, it refers to the extent to which the 

researcher is able to gain access to the participants’ knowledge and experiences. Based on 

this, it is fair to argue that the interviews measure what they were supposed to measure. It was 

used a clear communication-style with a precise language and questions. The researcher also 

made sure that he understood the respondent’s answers by giving follow-up questions where 

necessarily.  

 

6.6	  Hypotheses	  
A total of ten hypotheses are outlined based on insight from the literature review, the expert 

interview, the case studies and the in-depth interviews. These hypotheses will now be tested 

in order to determine whether they have the identical modified relevance to the consumer's 

attitude towards a given brand extension, and to test the stretchability of the two brands 

(H&M and Änglamark). The hypotheses that were created are in the table below transformed 

into variables. What is interesting here is whether the identified variables are explanatory, 

whether consumers emphases on what theory and the hypotheses suggests. Therefore, it is 
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desirable to test the connection between the ten independent variables and the consumer's 

attitude (purchase intension) towards the fictional brand extensions (dependent variables). 

 

Nr.	   Hypothesis	   Variable	  

H1	  
A high level of awareness towards the brand has a positive effect on 
 brand extensions. Awareness	  

H2	  
A high level of perceived quality of the parent brand has a positive 
 effect on the attitude towards brand extensions. Quality	  

H3	  
A positive perception of the brand image has a positive effect on  
brand extensions. Image	  

H4	  
Brands with abstract associations are easier to expand into remote  
categories than concrete ones. Associations	  

H5	  
A brand with loyal customers will receive a more positive attitude 
towards brand extensions. Loyalty	  

H6	  
A brand that is being perceived to have some concept fit or intangible  
values are easier accepted for remote extensions. Concept	  fit	  

H7	  
Broad brands are easier accepted for remote extensions than  
narrow ones. Broad	  brand	  

H8	  
Low involvement brands will have a hard time expanding into high  
involvement categories. Consumer	  involvement	  

H9	  
Consumers perception of the company`s competencies and abilities have 
a negative/positive effect on brand extensions. Competence	  and	  abilities	  

H10	  
Consumers have a negative attitude towards extensions that are  
easy to produce. Difficulty	  to	  make	  

 
Table 2: Hypotheses and variables  

 

6.7	  A	  temporary	  model	  for	  remote	  brand	  extensions	  
Figure 7 shows an overview of the ten variables that are affecting the success of remote brand 

extensions. It is a temporary model and will be modified after the analysis as the variables are 

either accepted or rejected. The variables are divided into parent brand characteristics, brand 

characteristics and brand extension characteristics. It is important to emphasize that the model 

does not say that all of the ten factors needs to be fulfilled in order to succeed. Which factors 

that are the most important and how they are affecting each other are beyond the reach of the 

model.  
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Figure 7: Remote brand extensions  

7.0	  Quantitative	  research	  
Questionnaires as a general term include “all techniques of data collection in which each 

person is asked to respond to the same set of questions in a predetermined order” (deVaus, 2002 

cites in Saunders, Lewis and Thornhill, 2009, p.360). Because each person is asked to respond to the 

same set of questions, it provides an efficient way of collecting responses from a large sample 

prior to quantitative analysis. The standardized format enables the researcher to make 

statistically comparisons of the results, in opposition to qualitative research. Thus, it works 

well for this explanatory research where it is possible to examine and explain relationships 

between variables, in particular cause- and-effect relationships. The objective with this paper 

is to measure how far it is possible to stretch a brand, using H&M and Änglamark as 

examples. Six brand extensions (both real and fictive) will be implemented in the survey, 

where questions will be asked to give answers to the ten variables. The chosen brand 

extensions are: 
 

 

Remote	  
Brand	  

extensions	  

Parent	  brand	  
characteristics	  
• Awareness	  
• Abstract	  associations	  
• Quality	  
• Image	  

Brand	  characteristics	  
• Loyal	  customers	  
• Broad	  brand	  
• Competencies	  and	  	  abilities	  

Brand	  extension	  
characteristics	  
• Concept	  cit	  
• Difciculty	  to	  make	  
• Consumer	  involvement	  
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H&M Änglamark Similarity with the core 

product 

H&M-Gloves Änglamark-Eggs  

H&M-Home Änglamark-Clothes  

H&M-Bicycle Änglamark-Bicycle  

 

Table 3: Brand extensions for the survey  

The main motivation behind these brand extensions is to test respondent’s attitude towards 

extensions that are varying in similarity with its core products. For instance, both H&M-

Gloves and Änglamark-Eggs are very close to the core business of the brands. H&M-Home 

and Änglamark-Clothes were considered to be somewhere in the middle. The Home-

extension is of special interest as it has recently been launched on the market. H&M-Bicycle 

and Änglamark-Bicycle are extensions that are quite distant. A car was considered as an 

alternative for the remote extension, but the feedback from the in-depth interviews revealed 

that it was far off. It is therefore more reasonable to choose an extension that is more realistic 

but still quite remote. It will be interesting to see consumer’s acceptance of these brand 

extensions as a measurement of how far it is possible to stretch the brands. The two brands 

have different characteristics, which make it easier to test the different variables. For instance, 

having a broad brand (Änglamark) and a narrow brand (H&M), makes it possible to make 

comparisons to see if there is varying results on this variable 

7.1	  Questionnaire	  design	  
The questionnaire design is used as an instrument with larger samples, normally containing 

structured questions for ease of coding and analysis. The main objectives is to translate the 

information needed from the survey into questions that the respondents can and will answer, 

motivate the respondents to become involved in the interview, to co-operate and to complete 

the survey, as well as minimize response error (Schmidt & Hollander, 2010). 

Saunders, Lewis and Thornhill (2009) distinguish between self-administered questionnaires 

and interviewer administrated. The latter requires the interviewer to collect data by asking 
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each single respondent, one by one. This could be done either through the telephone or by 

face-to-face interaction. This research will apply a self-administrated questionnaire, which is 

normally completed by the respondent, often electronically (Internet-mediated 

questionnaires). A weakness of this technique is that it is no guarantee that the respondent is 

the person whom you wish to answer the question, thus a lower reliability. However, it 

involves several characteristics desirable for this specific study. First of all, it enables the 

researcher to reach and collect a high number of respondents, which would otherwise not be 

possible as of lack of resources and time limitations. Many of the respondents are 

geographical dispread and it would be very time consuming to conduct the interviews one-by-

one. The internet-mediated questionnaires also make it possible for the respondent to answer 

the questions at a location and at a time most suitable for them. This will most likely lead to a 

higher response rate. The questionnaire is attached to appendix 5.  

7.1.1	  Survey	  method	  

The survey was developed online, using a program called “Surveymonkey”. The social 

network Facebook was used in order to reach out to the respondents. All of the respondents 

were invited to an event called “master thesis- questionnaire, Brand extensions”, and the 

respondents had the opportunity to click on a link where the survey was available. The reason 

for choosing this method was to simplify the answering process. Through the use of 

Facebook, it was possible to reach out to a large population. A cover letter was made to 

explain the purpose of the survey, so that the potential respondents could decide whether it 

was relevant for them or not. For instance, it was underlined that it was a requirement that 

they had to have heard about both of the brands (H&M and Änglamark) in order to answer the 

survey. This made it easier to reach the target population of the survey (consumers that have 

tried and/or have heard about the two brands). The survey was sent out to 376 people, 

whereby 118 answered it. This provides an answering rate of 31 %. However, not all of the 

respondents completed the whole survey. This might be because of the length of the survey, 

including as much as 58 questions. Thus, 83 completed answers must be considered as 

satisfactory, leading to a response rate of 22%. According to Saunders, Lewis and Thornhill 

 (2009), the likely response rate using Internet mediated surveys is 11 % or lower.  
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7.1.2	  Question	  type	  and	  format	  

There are two main types to question format, open-ended questions and closed questions. 

Open-ended questions allow the respondents to give answers in their own way, whereby 

closed questions require the respondents to make a selection from a list of responses (Schmidt 

and Hollander, 2010). Eight of in total 58 questions were open-ended. These were questions 

where the respondents were asked to describe what kind of associations they have towards a 

certain topic (for example the H&M-brand). This is quite a broad question and would not 

been suitable as a closed question. The rest of the questions (50) were closed questions. They 

are quicker and easier to answer and the responses are also easier to compare, as they have 

been predetermined. The questions were formulated using a Likert rating scale, where the 

respondents were asked how strongly they agree or disagrees with a series of statements.  

 

Table 4: Example of Likert rating scale  

The same order of response categories was used in all the closed questions in order to avoid 

confusion. The formulations of the questions were done carefully, avoiding complicated 

words, which the respondents could find difficult to understand. The target respondents were 

Norwegians and Danes, and the survey was therefore made to customize them. It is crucial 

that the respondents understand every question asked, so that they do not refuse to answer or 

answer incorrectly. The survey was developed and sent out to the respondents in an English 

language. This could cause some problems if the respondents do not understand what they are 

asked about. Nevertheless, most of the respondents asked were people above 20 years old and 

one can assume that their English skills are good enough to understand the questions.  

A mistake researchers often do, is posting double questions. From a theoretical point of view, 

this is called a double- barreled question (Schmidt and Hollander, 2010). However, the questions 

are carefully designed in order to minimize errors or biases. The layout of the survey has also 

been ordered in a natural and logical manner. This makes it easier for the respondents to see 

relevance and a progress in the survey. Questions that dealt with a particular topic were asked 
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before beginning another one. The survey started with questions about H&M, then moving on 

to the three fictive brand extensions for the same brand, asking them to evaluate them in 

relations to the different variables. Afterwards the survey moves on by having the same set of 

questions about Änglamark and the following three fictive brand extensions for that brand.  

7.1.3	  The	  measurement	  process	  

The objective is to define and identify what is to be measured, including any dimensionality 

trait, and the goal of scale measurement is to determine how to measure each construct 

precisely (Schmidt & Hollesen, 2010). It has in this thesis been identified ten variables, which will 

give answers to the research question. Each variable has its complex characteristics, and 

would ideally be measured with more questions. However, because of limitations of resources 

and the desire to put some restrictions of the length of the questionnaire, it was only used one 

or two questions / statements for each variable.  

 

Variable 1: Awareness 
- I can recognize the H&M-brand among other brands 
- I can quickly recall the symbols or logos of the H&M-brand 

Variable 2: Quality 

- I perceive the H&M-brand to be of high quality 

Variable 3: Image 

- If H&M were a person, I would have liked this person 

Variable 4: Associations 

- Please write down the associations or thoughts that comes to your mind when thinking 

of H&M (Open question) 

Variable 5: Loyalty 

- I choose to buy products from H&M above other competing brands 
- How often do you buy products at H&M? 

Variable 6: Concept fit 

- I perceive H&M Home to be relevant with the associations I have towards the H&M 

brand 

The answers to this question were compared with the question to variable 4. In this way it is 

possible to compare the “fit” between the overall brand and the brand extension. 

Variable 7: Broad brand 

This variable is predetermined, H&M being a narrow brand and Änglamark being a broad 
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brand.  

Variable 8: Consumer involvement 

- In my selection of such products, I would be concerned about the outcome of my 

choice 

Variable 9: Competence and abilities 

- I believe that H&M has the right competencies and abilities to make this extension 

Variable 10: Difficulty to make 

- I believe that these products are difficult to make 

 

In addition, there were some questions about purchase intention. This is the dependent 

variable. 

- I would like to buy this product 

- I would actively seek out this product in order to buy it 

The whole questionnaire is attached in the appendix 5. 

7.1.4	  Scale	  of	  measurement	  

According to Schmidt and Hollesen (2010), “scaling is the process of creating a continuum on 

which objects are located according to the amount of the measured characteristics”. 

Saunders, Lewis and Thornhill (2009) distinguish between categorical data and numerical data. 

The difference is that numerical data can be counted numerically as quantities, while 

categorical data cannot be measured numerically, but rather be classified into categories 

according to the characteristics of the variables.  

 

The data in this thesis are both having categorical and numerical characteristics. For example, 

purchase frequency is having a numerical scale, while the question about associations is 

categorical. In these cases, the answers will be grouped into different categories. Most of the 

closed questions in the survey are coded with the same numbers. All of the questions are 

having the same alternatives (Strongly agree – Agree - Neither agree nor disagree – Disagree 

– Strongly disagree), and are coded as: 1, 2, 3, 4 and 5. This makes it possible to use 

frequency distribution and cross tabulation to analyze the data. Cross tabulation will be 

implemented when it is of interest to test the correlation between two or more variables, and 

frequency distribution will be used when there is only one factor of interest. 
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7.2	  Analysis	  the	  survey	  
The survey will analyze the importance of each single variable and the relationship between 

them. Purchase intension works as a dependent variable and will be compared with the ten 

independent variables. Since it was two questions measuring the purchase intention it is 

necessary to find the average of these. The two tables below shows the method used having 

H&M Gloves as an example: 

 

I would like to buy this product 

 

Table 5: H&M Gloves purchase intention (1/2)  

I would actively seek out this product in order to buy it 

 

Table 6: H&M Gloves purchase intention (2/2)  

With a coding system from 1-5 (1=Strongly agree, 5= Strongly disagree), it is an average of 

2,65 and 3, 27. This makes an average between these two questions of 2,96. The reason for 

choosing two questions is that there is a big difference if people would like to buy a product 

and if they actually would make an effort to buy it. It is not surprising that the majority of the 

respondent does not want to actively seek out the product in order to buy it, but an average of 

2,96 must be seen as a relatively high score in purchase intension.  

The table below shows an overview of the purchase intension for all of the brand extensions. 
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Table 7: Overview, purchase intension  

 

The results shows that Änglamark Eggs receives the highest score of acceptance with an 

average of 2,73. As much as 55 % answered, “Strongly agree” or “Agree” when asked if they 

would like to buy this product. H&M Gloves and H&M Home also get a positive response. 

However, as H&M Home is real products and not a fictive brand extension, there was also 

asked how many who already had bought the product. 9 respondents had done so, and these 

were not able to answer the two questions above. So even though the average is of 2,87, it 

would probably be even lower if these respondents were included. The respondents proved to 

be very skeptical towards H&M Bicycle, Änglamark Clothes and Änglamark Bicycle. H&M 

Bicycle get the worst feedback with only 6 respondents answering, “Strongly agree” or 

“Agree”. This resulted in an average of 4,13. 

 
Table 8: Awareness, Quality, Image, Loyalty 

 

The table above shows an overview of the variables awareness, quality, image and loyalty for 

both of the brands. These are brand-related variables and are therefore not measured in 

relation to the different brand extensions.  

The scores on the variable “Awareness” is a result of the average of two questions; 

recognition and recall. The result shows that H&M has a very high level of awareness with its 

score at 1,79. Änglamark is also proving to be a well-known brand with a score at 2,26. 
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Quality is the variable with the biggest difference between the two brands. The respondents 

are having a poor perception of H&M`s standard of quality (3,55), while Änglamark get a far 

better feedback (2,51). The brands scores almost equally on Image, the respondents seem to 

have a positive perception of both of them.  

The scores on loyalty is a result of the question/statement; “I choose to buy products from 

H&M above other competing brands”. From the table we can see that H&M have more loyal 

customers than Änglamark, though none of them having a really good score. This variable 

was also measured by asking the respondents about their purchase frequency. 

 

Figure 8: Purchase frequency H&M  

 

Figure 9: Purchase frequency Änglamark 
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It is not directly comparable since it is different types of products, though it still gives an 

indication of loyalty. For instance, 37 % have never bought Änglamark-products, while it is 

only 3,61 % that has never bought H&M products. Among the consumers that have actually 

tried the products, 9,64 % is buying Änglamark-products weekly or every second week. 36,14 

% are buying H&M-products weekly or monthly. It is therefore safe to say that H&M have 

more loyal customers than Änglamark. 

 

Table 9: Concept fit, Involvement, Competencies and abilities, Difficulty to make  

The next table shows an overview of the variables concept fit, involvement, competence and 

abilities and difficulty to make 

The results show that the respondents are the least concerned (consumer involvement) about 

buying H&M Gloves and Änglamark Eggs (3,25 and 3,36). Consumers are the most 

concerned about H&M Bicycle and Änglamark bicycle (2,57 and 2,67). 

The variable “Competence and abilities” has similar results, where H&M Gloves and 

Änglamark Eggs get very positive response (2,17 and 2,12). The respondents are more 

skeptical towards the extensions that are more remote. H&M Bicycle and Änglamark Bicycle 

get the worst feedback, and as much as 85,54 % does not think that H&M has the competence 

or abilities to make this extension. 

The respondents disagree with the statement “difficulty to make” and answer that they believe 

that most of the brand extensions are relatively easy to make. The exception is H&M Bicycle 

and Änglamark Bicycle  (2,59 and 2,48).  

When it comes to the last variable, a big percentage sees a high concept fit between H&M 

Gloves and the H&M brand, and between Änglamark Eggs and the Änglamark brand. H&M 
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Home also receives a high score, while the respondents seems to be more reluctant to H&M 

Bicycle, Änglamark Clothes and Änglamark Bicycle. This variable was also tested by some 

open-ended questions: 

The respondents were asked to write down the associations they had towards the brand and 

later what kind of associations they had towards the brand extension and if they found this 

extension to be relevant. The answers has been labelled and put into categories in order to 

easier get an overview of the response. For instance, one category is called “cheap” and 

include the following answers: “cheap”, “affordable”, “value for money”, “good price” and 

“inexpensive”. All of the coding is attached to appendix 6. The results shows that many of the 

respondents chose not to answer this question, which makes it harder to analyse the results 

The result from the questions about the two brands is as follows: 

Please write down the associations or thoughts that comes to your mind when thinking of 

H&M / Änglamark 

 

Table 10: Brand-associations  

The corresponding answers to the open-ended questions to the brand extensions has relatively 

similar results (appendix 6), showing that the respondents has similar associations between the 

H&M brand and H&M Gloves and H&M Home, as well as between the Änglamark brand 
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and Änglamark Eggs. Änglamark Clothes, Änglamark Bicycle and H&M Bicycle receives 

poor response. 

7.3	  Validity	  
Validity in relation to questionnaires refers to the ability of the questions to measure what you 

intend it to measure. There are several different forms to assess the validity in quantitative 

research such as: Content-, criterion-, construct-, predictive-, convergent-, internal- and 

external validity (Saunders, Lewis and Thornhill, 2009). 

 

In this survey content validity is an important one. It refers to the extent to which the 

measurement device, in this case the measurement questions in the questionnaire provides 

adequate coverage of the investigative questions. This factor is therefore highly affected by 

the design of the questions. As mentioned earlier, it was only space to test each variable with 

1-2 questions. This was adequately for some of them, while by others it would have been 

desirable to have more questions in order to get a better coverage of the variable. An example 

is the variable “Image” which was measured with the question/statement “If H&M were a 

person, I would have liked this person”. However, image is a complex factor and involves 

more that just likability. A brand image consists of consumer’s perceptions of a brand as 

reflected by the brand associations in the memory of the consumers  (Keller, Apéria and Georgson, 

2012). Thus, it would desirable be measured by identifying each association and the strengths 

of these. The content validity is therefore not optimal for all of the questions.  

 

The variable “Associations” was not successfully measured. This was measured by having 

open questions; unfortunately many of the respondents did not answer or gave meaningless 

answers. Consequently it was not possible to make any analysis of this variable. A reason for 

the failure might be the length of the questionnaire rather than the formulation of the question. 

There were as much as 58 questions and the open questions are the ones that require the 

biggest effort from the respondents. It is therefore conceivable that some of the respondents 

skipped this question to get finished earlier. 
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7.4	  Reliability	  
Reliability is concerned with whether the analysis gives consistent findings (Saunders, Lewis and 

Thornhill, 2009). Thus, if a similar study comes up with opposite results it is not very reliable. 

This research were facilitated for reliable result by a good questionnaire design using 

questions in a logical order and avoiding bias such as double questions. It was also conducted 

a pre-test to see if all of the questions were understandable and the length of the survey was 

not too long. The feedback gave suggestions for small changes and the assurance of a reliable 

survey. The population of the survey was Norwegian and Danes with knowledge about the 

two brands. The sample was invited Facebook friends and it is questionable if they are 

representative for the whole population. A big percentage of the Facebook friends are students 

and may have bigger/lower knowledge about the topic of study.  

8.0	  Discussion	  
Based on the findings from the previous chapter, this section will discuss them up against the 

hypotheses and the research question. 

Awareness	  

H1. A high level of awareness towards the brand has a positive effect on brand extensions. 

 

Both brands seem to be well known to the consumers, however H&M get a special good score 

with its 1,79. In comparison with the dependent variable (purchase intension) it shows that the 

respondents have a more positive attitude towards brand extensions from H&M (Table 7). 

Both H&M Gloves and H&M Home get relatively good scores, while it is only Änglamark 

Eggs that scores below 3.0. (3.0 = neither agree nor disagree).  

 

H1 is accepted 

Quality	  

H2. A high level of perceived quality of the parent brand has a positive effect on the attitude 

towards brand extensions. 
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The survey displayed that the respondents perceives the H&M-brand to be of poor quality and 

the Änglamark-brand to be of quite good quality. This is conflicting with the dependent 

variable where H&M get a more positive feedback.  

 

H2 is rejected 

Image	  

H3. A positive perception of the brand image has a positive effect on brand extensions. 

 

The two brands get almost the same score at the image-variable. Of this reason it becomes 

difficult to conclude if it has any influence on the success of brand extensions. 

Associations	  

H4. Brands with abstract associations are easier to expand into remote categories than 

concrete ones. 

 

As mentioned, the survey was not able to test this variable adequately. Many of the 

respondents skipped to answer the open questions or gave meaningless answers.  

Loyalty	  

H5. A brand with loyal customers will receive a more positive attitude towards brand 

extensions. 

 

H&M has more loyal customers than Änglamark. This was the result in both the question 

about brand loyalty and about purchase frequency. This has a positive relationship towards 

the dependent variable, which showed that the respondent were more positive towards the 

H&M extensions. 

 

H5 is accepted 

Concept	  fit	  

H6. A brand that is being perceived to have some concept fit or intangible values are easier 

accepted for remote extensions. 
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The hypothesis of this variable seems to be matching well with the result from the survey. 

The respondents answered positively towards H&M Gloves, H&M Home and Änglamark 

Eggs. These are the three brand extensions that got the most positive score on the dependent 

variable. The other three brand extensions are also matching with the dependent variable, 

though in a negative way. It is therefore reasonable to conclude that concept fit has a direct 

affect on the chance of acceptance for remote extensions. 

 

H6 is accepted 

Broad	  brand	  

H7. Broad brands are easier accepted for remote extensions than narrow ones. 

 

H&M is characterized as being a narrow brand and Änglamark as a broad brand. The result of 

the dependent variables shows oppositely of what was expected from the hypothesis. 

Änglamark does not get easier acceptance for remote extensions, neither the Clothes nor the 

Bicycle got any positive response.  

 

H7 is rejected 

Consumer	  involvement	  

H8. Low involvement brands will have a hard time expanding into high involvement 

categories. 

 

This variable was predefined, as both brands are more or less low involvement brands. The 

survey gave result on which of the brand extensions that the respondents perceived to be in 

high involvement categories; H&M Bicycle (2,57), Änglamark Bicycle (2,67) and Änglamark 

Clothes (2,87). These three brand extensions are also the ones that got the most negative 

response on purchase intension. 

 

H8 is accepted 
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Competence	  and	  abilities	  

H9. Consumers perception of the company`s competencies and abilities have a 

negative/positive effect on brand extensions. 

 

The respondents believe that H&M has the competence and abilities to make both Gloves 

(2,17) and products from the Home category (2,35), while they had very little faith in the 

Bicycle-extension. Among the Änglamark-extensions, they only believed that Änglamark had 

the abilities to make Eggs (2,12). This is corresponding to the dependent variable, and the 

variable has therefore a positive/negative effect on brand extensions. 

 

H9 is accepted 

Difficulty	  to	  make	  

H10. Consumers have a negative attitude towards extensions that are easy to produce. 

 

The results shows that the respondents believe that Gloves, the Home-products and Eggs are 

easy to make. These are getting positive score at purchase intension, and are thus having 

opposite result as expected from the hypothesis. 

 

H10 is rejected 

 

8.1	  Evaluation	  of	  the	  brand	  extensions	  
The results show that five of the ten hypotheses were accepted. This facilitate to find answers 

why the six brand extensions succeeded / failed. 

 

8.1.1	  H&M	  
H&M`s brand extensions gave results rather as expected were Gloves and the Home-category 

got positive response. The gloves are quite close to their core product (clothes), and there are 

already some versions of this product in the H&M-stores. The Home-extension was of special 

relevance as it has been launched in later years.  

The findings from the survey suggest several explanatory reasons for their success. The 

H&M-brand has a high level of awareness and loyal customers. Furthermore, both of the 
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extensions has a good concept fit and H&M were perceived to have the right competencies 

and abilities to make them. 

  

The Bicycle-extension did very poorly. An important reason is its low score on fit, which has 

proven to be a central factor for brand extensions. When asked about their associations that 

come up when thinking of this extension, the respondent did not seem to be able to link the 

product with the brand. They have neither a trust in the brand`s abilities and competencies to 

produce it and are thus losing their credibility to launch such an extension. Furthermore, low 

involvement brands are proven to have a hard time expanding into high involvement 

categories and are therefore having an influential effect. 

 

8.1.2	  Änglamark	  
Änglamark did worse than H&M with only the Egg-extension being successful. It was 

surprising that Änglamark did not do better as it is a broader brand, but this hypothesis (Broad 

brand) was neither accepted. The Eggs scored high because of a high level of fit with the 

brand, and the respondents believing in the brand`s competencies and abilities to produce it. 

Änglamark has also a quite high level of awareness, which might have increased the chance 

of acceptance.  

 

The Clothes- and the Bicycle extension did not any good and can be explained by a low fit, 

low loyalty, low competencies and abilities, and the two products to be perceived as 

belonging to high involvement categories. 

 

It is worth noting that the variable “quality” was rejected. It is a bit surprising as it was 

mentioned as an important factor in the literature review and in the in-depth interviews. It 

would be likely that quality would be an important factor for a brand extension as Bicycles. 

Even though Änglamark is perceived to have a high level of quality, the respondents were just 

as negative towards H&M-Bicycle and Änglamark-Bicycle. 
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9.0	  Conclusion	  
The purpose of this thesis was to address more focus on the increasingly used strategy of 

brand extensions. More precisely, the objective was to find answer to the following research 

question: 

“How far is it possible to stretch a brand from its core product?” 

 

Following the introduction in chapter 1 and the methodology in chapter 2, chapter 3 

introduced theory of a brand and the importance of brand equity based on the model of David 

Aaker. The model consists of assets that create value for a brand, and have proven to be 

central for the analysis of this paper. In chapter 4, a literature review were conducted which 

presented several factors relevant for the research question. Primary data were collected using 

a multiple method approach, thus both qualitative and quantitative research were used. The 

in-depth interviews created the foundation for the questionnaire where a total of ten 

hypotheses were tested. Five of them got accepted (see model below). 

 

Figure 10: Factors affecting how far a brand can stretch  

These are factors that facilitates for remote brand extensions. Hence, a brand should have the 

following characteristics: 

• The parent brand should have a high level of awareness. This is affected of by the 

consumer’s ability to recognize and recall the brand.  
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• The parent brand should have loyal customers. They are likely to have a more 

positive attitude towards remote brand extensions. 

• The brand / company should be perceived to have the competences and abilities to 

make the extensions. 

• Concept fit between the parent brand and the brand extension is maybe the most 

important factor. It is created by having some intangible values that the products have 

in common. It is therefore easier to extend the brand into product categories, which 

are not necessarily sharing physical similarities. 

• Low involvement brands will have a hard time expanding into high involvement 

categories. 

In is important to emphasize that the findings are only applicable for the two companies 

applied in the case studies and companies that can relate to them. It can be applied for 

clothing brands, such as H&M, or brands within FMCG such as Änglamark. 

Following from the thesis’ analysis it becomes necessarily to point out some guidelines and 

managerial recommendations.  

 

9.1	  Managerial	  implications	  
Generally speaking managers need to be aware of the objectives of a brand extension. A 

broad brand is not a goal in itself. Financial growth is. If this is the main goal, one should ask 

what is the best way to accomplish this. A brand that does not have the desirable 

characteristics may be better of by having line extensions or by using sub-brands. Managers 

also have to think of the long-term perspective. An extension may be successful in the first 

period as of consumer’s curiosity, but may face stagnation in the long run. 

 

In the case of H&M and Änglamark, they should only consider brand extensions that are in 

low involvement categories. Thus, this is consequently already putting limits of how far it is 

possible to stretch these brands. It is recommendable to conduct throughout consumer 

research. For instance, it should be measured if the brand has the desirable level of awareness. 

If the results shows that consumers does not know the brand very well, there should rather put 

resources on promotional activities before broadening the brand. Advertising could be 

recommended to increase the brand associations and help consumers understand how an 
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extension fits. It should also be measured how loyal the customers are, and if needed take 

actions to improve this. Furthermore, it could be advantageous to add some value to the 

brands. For H&M, this could be done by upward stretching by launching a luxury line and 

keep doing the collaborations with high-profile designers. This will move the brand towards 

the more prestigious brands that have shown their abilities to stretch their brand quite far. The 

H&M Home extension could also prove to be a smart move, as it might be a door opener to 

other markets. If successfully transfer of its brand equity, the Home-category could be a basis 

for broader extensions by time. 

 

The results indicate that parent-brand characteristics, such as consumers’ parent-brand 

experience and perceived competencies and abilities, play an important role in brand 

extension success. However, manager cannot influence this variable in the short run because 

it reflects specific characteristics of the parent brand. Though, managers who have access to a 

portfolio of parent brands might consider influencing parent-brand conviction and parent-

brand experience by selecting an appropriate brand that performs favorably in terms of this 

factor. 

In conclusions, it is desirable that managers have a holistic approach with a long-term 

perspective. How far it is possible to stretch a brand will vary in situation. For example, in the 

case with H&M there are some limitations as to low-involvements categories and fit. We 

know that this is differently for a brand as Virgin, which has expanded the brand to many 

high involvement categories. It is therefore not possible to give an exact answer to the 

research question, but rather use the findings as guidance and as a basis for further research. 

 

9.2	  Recommendations	  for	  further	  research	  
In this thesis the focus was on consumer goods and the clothing industry. It would also be 

interesting to see how the findings are applicable in other industries where the complexity of 

products, consumer knowledge, etc., will be different. The variables should be explored with 

other stimuli and other contexts to increase the reliability. Thereafter, comparisons could be 

made to see if it is possible to make any conclusions across industries.  

 

The variable fit was identified as an essential variable and should get an increased focus for 

further research. Fit is also pointed out as an important topic for research by other studies 
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(Ahluwalia, 2008), as there is no universally accepted conceptualization of fit. What constitutes 

fit? The answer to this question is especially important for understanding how managers can 

manipulate perceived fit. The difference between concept fit and physical fit were described 

in this paper and included in the hypothesis-model. This paper argued that concept fit is 

especial important for remote extensions. This variable should be tested with more brands and 

different types of brand extensions where the degree of concept fit is more concrete. Concept 

fit is often based upon values, however what kind of values are the most appealing to the 

consumers? What kind of associations makes consumers trust the brand in different type of 

categories?  

As the researcher of this paper was not able to test the variable “Associations” properly, it is 

recommendable to test it using other techniques. Future research may better test this by 

having qualitative studies where the interviewer can make sure that the respondents answer 

the question, that he/her understands it and put an effort into answering it.  

 

Neither the image-variable was tested desirable. This was because both of the brands used in 

the survey scored equally good, and thus made it difficult to make any conclusions. Future 

research could advantageously include more brands with varying image.  

 

9.3	  Limitations	  
The findings are first of all only applicable for the specific conditions in this research. Thus, it 

might be different outcomes if it was used other brands and other examples of brand 

extensions in the survey. It would be preferable to include more that six brand extensions in 

order to make more reliable conclusions.  

The survey was conducted on a target group consisting of Facebook friends and these friends 

are not guaranteed to be representative for the population. A big percentage of the Facebook 

friends are students and may have higher/lower knowledge about the topic.  

It was chosen to have ten hypotheses because the researcher wanted to test all the identified 

variables. Consequently, it was limited how many questions it was room for to measure each 

variable (1-2 questions). It could alternatively been selected only a few variables and test 

them more in depth having more questions. This would also given room for more fictive 
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brand extensions. However, the purpose of the study was to investigate the topic having a 

holistic approach. 
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11.0	  Appendix	  
Appendix 1: Interview: Hem, Leif Egil (Brand expert): 
 
Interviewer: - What knowledge/background do you have about brand extension? 
 
Respondent: - Doktorgradsoppgave der fokuset var merkeutvidelser. I tillegg har jeg skrevet 
en rekke nasjonale og internasjonale artikler om temaet. Videre har jeg jobbet ned nasjonale 
og internasjonale bedrifter for å avdekke suksessfulle utvidelser. 
 
Questions about extensions in general: 
 
Interviewer: - I distinguish between line extension and brand extension. 
  
A line extension is used to develop the current market by launching new variants of an 
already existing brand (Ex.: Cola Zero). 
  
A brand extension is the strategy of using an existing brand name to enter a different category 
(Ex: Virgin) 
  
What do you see as positive/negative effects of the two strategies? 
 
Respondent: - Positive effekter: rask vekst i modne markeder. Utnytter mange av 
investeringene som allerede er gjennomført for mormerket. Negative effekter: kan vanne ut 
og utydeliggjøre merkets posisjon dersom man utvider merket til for mange kategorier (uten 
noen klar strategi og tanke bak det). 
 
Interviewer: - What are the risks of brand extension? 
 
Respondent: - Utvidelsen mislykkes og dette kan igjen skade mormerket. 
 
Interviewer: - What factors are affecting the success of a brand extension? 
 
Respondent: - En rekke faktorer er påvist å påvirke utvidelser. De to viktigste er (1) likheten 
mellom mormerket og utvidelsen  og (2) kvaliteten til mormerket (og det er denne oppfattede 
kvaliteten man tar med seg i vurderingen av utvidelsen). 
 
Interviewer: - How far do you think it is possible to stretch a brand? (By this I mean how far 
it is possible to stretch the brand to unrelated categories without hurting the brand). Is there a 
limit to how far a brand can expand?  
 
Respondent: - Nei 
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Interviewer: - What characterize a broad brand? 
 
Respondent: - Har flere abstrakte assosiasjoner. Dette er assosiasjoner som kan beskrive 
merker i flere kategorier. 
 
Questions about H&M in relation to brand extensions: 
 
Interviewer: - Do you consider the H&M-brand as a good basis for brand extensions? 
 
Respondent: - Ja 
 
Interviewer: - Why? 
 
Respondent: - Har høy kjennskap, og positive assosiasjoner knyttet til seg. 
 
Interviewer: - How? 
 
Respondent: - Kan utnytte market til å tilby relaterte produkter ut over klær. 
 
Interviewer: - H&M has recently launched H&M Home (It is a brand extension where they 
sell home items such as pillows, bed sheets, towels, lamps, decorations etc). How do you 
evaluate this brand extension? Is it relevant to the H&M-brand? 
 
Respondent: - Dette er en utvidelse som ligger et stykke fra mormerket. Tror jeg ville utvidet 
til andre type kategorier som ligger nærmere. Men dersom H&M har assosiasjonene design, 
mote og lav pris så er det assosiasjoner som klart kan passe inn i utsmykning/dekorering av 
hjem. 
 
Interviewer: - Do you think H&M could successfully launch into further categories? 
 
Respondent: - Ja! 
 
Interviewer: - In which categories and why? 
 
Respondent: - Alt som har med design, mote og lav pris kan være muligheter for selskapet. 
Dette vil utnytte de sentrale assosiasjonene og styrke disse i markedet. 
 
Interviewer: - What is the limit of the brand? How broad? 
 
Respondent: - Man bør være forsiktig med å utvide utenfor: design, mote og lav pris. 
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Interviewer: - How do you consider these fictive H&M-extensions? : H&M Gloves, H&M 
Furniture and H&M Car 
 
Respondent: - H&M gloves: høyst relevant, H&M furniture: ser potensiale, H&M car: hva 
kan H&M bidra med til bilindustrien: vel design, mote og lav pris er assosiasjoner som hører 
hjemme innen denne kategorien. Men her tror jeg selskapet kan være en ingrediensleverandør 
inn til bilindustrien snarere enn en leverandør av biler. 
 
Questions about Änglamark in relation to brand extensions: 
 
Interviewer: - Do you consider the Änglamark-brand as a good basis for brand extensions? 
 
Respondent: - Ikke i Norge, pga. liten kjennskap pt. Men i Sverige/Danmark har merket 
definitivt muligheter. 
 
Interviewer: - How? 
 
Respondent: - Spille på det økologiske / sunnhet / m.m. 
 
Interviewer: - Änglamark has a broad brand portfolio, including soap, meat, bed linen, cafe, 
and sun cream. How do you think they have managed to create such a broad portfolio? 
 
Respondent: - Er usikker på hvor strategisk dette har blitt til. 
 
Interviewer: - Do you think Änglamark could successfully launch into further categories? If 
so, in which categories and why? 
 
Respondent: - Utnytter de kjerneassosiasjonene kan de utvide til mange kategorier. 
 
Interviewer: - What is the limit of the brand? How broad? 
 
Respondent: - De må aldri gå på akkort / bryte løftet om at dette er et økologisk product. 
 
Interviewer: - How do you consider these fictive Änglamark -extensions?: Änglamark-
Furniture, Änglamark-Car, Änglamark-Eggs and Änglamark-Clothes. 
 
Respondent: Änglamark furniture: ser ikke helt potensialet, Änglamark car: da må det være 
en el-bil eller tilsvarende, men synes ikke likheten er slående, Änglamark eggs: Ja., 
Änglamark clothes: Ja. 
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Interviewer: - Tusen takk for dine svar. Jeg setter stor pris på at du tar deg tid til å hjelpe 
meg selv om du er på ferie. Det er til stor hjelp til min masteroppgave. 
 

 
Appendix 2: Giorgio Armani brand architecture 

 

 
Source: (Stankeviciute and Hoffmann, 2010) 

 
 

Appendix 3: Maibrit Blicher Glenert, Projektleder Coop Corporate 

Branding 

 
Interviewer:  

Dear Maibrit 

I spoke to you on the phone last week about my interview request for my master thesis. As 

you suggested I will rather send you some questions by mail. 

 

To further describe my paper, I intend to investigate how far it is possible to stretch a brand. 

Brand extensions is a way of growth, but has also the risk of diluting the parent brand if it is 

stretched too far. Though, how far is it possible to stretch it and what factors are affecting it? 

Änglamark has done well in stretching the brand and is therefore an interesting brand to 

include as a case study in my paper. 

I would therefore appreciate if you could answer my questions: 

 

I distinguish between line extension and brand extension. 
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A line extension is used to develop the current market by launching new variants of an 

already existing brand (Ex.: Cola Zero).  

A brand extension is the strategy of using an existing brand name to enter a different category 

(Ex: Virgin plain and Virgin music) 

  

• What role do you have in the company? 

• How do you describe the brand Änglamark? 

o Its values, brand equity etc. 

• What do you consider to be Änglamark`s core brand? 

•  How strong do you perceive the core brand? – in the eyes of the consumers 

o Could it work as a parent brand? 

•  How is your brand structured? (The brand hierarchy, Branded house vs house of 

brands)   

• Do you have focus on that the products must have a shared meaning? (Not diluting the 

parent brand) 

• What is your strategy of extensions? (Line extensions/brand extension/co-

branding/sub branding) 

• How have you managed to have such a broad brand? (ex: bed linen and tomato’s are 

not really related) 

• Have you had some unsuccessful brand extensions? 

o What products? 

o What went wrong? 

• What is your motivation/goal of the extensions? (Brand meaning/growth/market 

coverage/supporting parent brand / reach a new target group / increase awareness of 

the brand) 

• Do you have any standard criteria’s for all your products? 

o Ex: quality, fit, values, imagine, price 

• Is there a “fit” or similarity between your products at some level? 

• What risk factors do you evaluate of brand extensions? 

• How is brand extension in your industry? Have your competitors done any different 

extensions? 

• Do you have any plans for further brand extensions? 
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o In what categories? 

o How broad do you thing the brand can go? (Is there a limit of how broad the 

brand can be?) 

o Could you picture your brand to launch products such as clothes, shoes, 

restaurants, hotels, furniture’s etc? 

• Do you have any documents with information about Änglamark? 

  

Thanks your help! I appreciate it very much, and it is of great help for my paper. 

 

Best regards, 

Torstein Eike 

Respondent: 

Maibrit Glenert, projektleder på egne varemærker, Coop. Står for markedsføringen af 

Änglamark.  

Änglamark som brand  

Änglamark er et brand, der pryder Coops økologiske, miljø- og allergivenlige varer. Mærket 

indeholder alt fra babymad, dagligvarer, sengetøj og personlig pleje og sælges landet over i 

Kvickly, SuperBrugsen og Dagli’Brugsen. Brandet blev oprettet i 2006, hvor Mini Risk-varer 

blev konveteret til Änglamark. Til start havde Änglamark et fokus på miljø- og allergivenlige 

plejeprodukter, vaskepulver samt enkle fødevarer, som var økologiske. Sidenhen er der sket 

meget, og Änglamark er ekspanderet og har spredt sig bredt ud – brandet består nu af over 

600 produkter, hvor nogle produkter varierer efter sæson, og sortimentet udvides hele tiden. 

Ânglamark er et brand, som godt kan tåle at blive udvidet på tværs af forskellige kategorier. 

Mærket er Coops eget, og derfor giver det også god mening, at Änglamark sælges i mange 

forskellige kategorier. Med Änglamarks logo, det grønne a, er forbrugeren på sikker grund, 

når han eller hun handler. Dette hænger sammen med, at for at et givent produkt kan blive en 

del af Änglamark-serien, er der en række specifikke kriterier, det skal opfylde. Produkterne 
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skal have en godkendt mærkning, hvor kriterier og krav til de respektive mærkninger spænder 

vidt og bredt. De godkendte mærkninger gælder følgende:  

Det røde Ø, FSC, Astma- og Allergimærket Svanemærket eller MSC.  

På hvert enkelt mulige Änglamark-produkt bliver det vurderet, hvorvidt det kan leve op til en 

af de godkendte mærkningsordninger og dermed blive en del af brandet. Hertil sidder der 

desuden et udvalg, der har fokus på at vurdere, hvilke non-food-varer der kan blive en del af 

Änglamark.  

 Det er derfor ikke muligt tage et hvilket som helst produkt og konvertere det til Änglamark, 

og mærkningsordninger er på den måde med til at sikre produkterne en vis kvalitet, der gør, at 

de er i tråd med de overordnede målsætninger for Änglamark. Således kan forbrugeren altid 

vide sig sikker på, at man ved at gå efter a’et, når man handler, er sikret produkter af høj 

kvalitet, der er økologiske, miljø- eller allergivenlige – og derfor bliver det også lettere for 

forbrugeren at vælge denne type produkter mere bevidst. 

     

Det, der gør, at Änglamark kan sprede sig over flere kategorier og blive ved med at udvide sig 

er, at det helt overordnet er et omtankebrand, og derfor er der mange kategorier, hvor allerede 

eksisterende produkter kan tænkes økologiske eller mere miljø- og allergivenlige.   

Änglamark er et brand, som primært består af high-end produkter, men dog kan man sige, at 

prisen generelt ligger en smule under øvrige mærkevarer. 

Vi kan ikke opgive omsætningsmål, men selvfølgelig har vi en klar målsætning om at 

fastholde og udvikle Änglamark på tværs af kategorier, hvor produkter kan overholde 

kriterierne. Der, hvor Änglamark står stærkt, er, at brandet har det formål at blive en hel 

naturlig del af forbrugerens hverdag. Kategorispredningen på Änglamarks produkter gør, at 

produkterne kan inkluderes i alle dele af hverdagen – det er dermed muligt som forbruger at 

vælge Änglamark til på de fleste områder af dagligvareindkøb, hvis der er et ønske om at 

tænke sine dagligvareindkøb mere økologiske, miljø- eller allergivenlige.  

Spredningen og tilgængeligheden af Änglamarks produkter ses også afspejlet i brand-

kendskabet, som ligger på 92 % blandt befolkningen. Kendskabet ligger så højt, at der ikke er 

forventninger om at komme på et endnu højere niveau.    
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Endnu højere er brandkendskabet, ca. 95%, i vores primærmålgruppe, som er kvinder i 

alderen 30-55 år og børnefamilier, hvor mange af vores produkter henvender specifikt til 

disse. Selvfølgelig vil vi gerne ramme hele befolkningen, men vi har ikke som sådan 

intentioner om at fokusere på at ramme en ny målgruppe – hertil er brandkendskabet trods alt 

så stærkt og Änglamark efterhånden så udbredt, at det ikke giver særlig god mening at lægge 

fokus på nye målgrupper, men derimod mere på at vedligeholde og udvide de allerede 

eksisterende. 

Der er desuden et klart fokus på en løbende produktudvikling – vi har et stærkt ønske om hele 

tiden at udvikle og nytænke Änglamark. Der tilføjes ofte varer til vores brand, og vi evaluerer 

således også på de produkter, der sendes ud på markedet. Enkelte produkter har vi været 

nødsaget til at tage ud af sortiment, fx øl, sodavand og tandpasta, og det er svært at sige, 

hvorfor lige netop disse produkter ikke har kunnet vinde indtog.   En mulighed for 

videreudvikling af Änglamarks produkter kunne være måske at udvide på områder, hvor man 

kunne inddrage ansvarlighed i højere grad, end det allerede bliver gjort.  

En ting er sikkert: brandet er under konstant udvikling, og det er på nuværende tidspunkt ikke 

muligt at sige, hvor langt Änglamark kan gå. 

Änglamark står som brand stærkt på et marked, hvor der ikke er andre konkurrenter, der 

matcher vores serie - nok er der mærker, der fokuserer på økologi og miljø- og allergivenlige 

produkter, men der er ingen konkurrent, der har en brand-spredning som Änglamark, og 

derfor er mulighederne for hele tiden at videreudvikle brandet også rigtig gode.  

 

Appendix 4: Interview guide, in-depth 
 

- Brand extensions 
o What is your understanding of a brand extension? 
o Do you have any examples? 
o Can you recall any extensions that you have liked? 
o Have you experienced any brand extensions that you have perceived strange or 

illogical?  
o Have you changed your perception of a brand because of a new product within 

its brand-family? 
- H&M – the brand 

o What is your perception of H&M? 
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o How would you describe the brand? 
o What associations do you have of the brand? 
o How often do you buy products at H&M? 

- H&M Home 
o Do you know of H&M Home? 
o Have you ever bought any products from this category? 
o What do you think of it? 
o Do you see it as relevant with the associations you have towards the H&M-

brand? 
- H&M fictive brand extensions 

o If H&M were to launch a product into a new category, what would it be? 
o What do you think of these fictive brand extensions?  

Furniture, Perfume, Watch, Coffee shop, Car, Restaurant, Hotel, Gloves, 
Electronics 

§ Do you see them as relevant with the associations you have towards the 
H&M-brand?  

§ Would you consider buying it if it existed?  
§ Do you see any conflict with the brand-image?  

- Änglamark – the brand 
o What is your perception of Änglamark? 
o How would you describe the brand? 
o What associations do you have of the brand? 
o How often do you buy products at Änglamark? 

- Änglamark fictive brand extensions 
o If Änglamark were to launch a product into a new category, what would it be? 
o What do you think of these fictive brand extensions?  

Furniture, Eggs, Hotel, Milk, Car, Soda, Clothes, Restaurant, Electronics 
§ Do you see them as relevant with the associations you have towards the 

Änglamark -brand?  
§ Would you consider buying it if it existed?  
§ Do you see any conflict with the brand-image?  
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Appendix 5: Questionnaire 

 

I  have  in  relation  to  my  master  thesis  created  a  questionnaire,  which  are  related  to  my  field  of  study:  Brand  Extensions  (a  brand  extension  is  

the  strategy  of  using  an  existing  brand  name  to  enter  a  different  category).  The  questions  are  based  around  H&M  and  Änglamark,  thus  it  is  a  

requirement  that  you  have  heard  of  both  of  the  brands.    

  

Your  contribution  is  of  vital  importance  for  my  master  thesis,  and  I  am  very  grateful  for  your  contribution!  

Qusetions about H&M

  

1. How often do you buy products at H&M?

2. I choose to buy products from H&M above other competing brands

3. I can recognize the H&M-brand among other brands

4. I can quickly recall the symbols or logos of the H&M-brand

5. I perceive the H&M-brand to be of high quality

  

*

*
Strongly  agree Agree Neither  agree  nor  disagree Disagree Strongly  disagree

    

*
Strongly  agree Agree Neither  agree  nor  disagree Disagree Strongy  disagree

    

*
Strongly  agree Agree Neither  agree  nor  disagree Disagree Strongly  disagree

    

*
Strongly  agree Agree Neither  agree  nor  disagree Disagree Strongly  disagree

    

Never
  



1-2  per  year
  



3-6  per  year
  



Monthly
  



Weekly
  





	  

	  

	   Testing	  the	  Limits	  of	  Brand	  Extensions	   	  
	   	  

93	  

 



	  

	  

	   Testing	  the	  Limits	  of	  Brand	  Extensions	   	  
	   	  

94	  

 



	  

	  

	   Testing	  the	  Limits	  of	  Brand	  Extensions	   	  
	   	  

95	  

 



	  

	  

	   Testing	  the	  Limits	  of	  Brand	  Extensions	   	  
	   	  

96	  

 



	  

	  

	   Testing	  the	  Limits	  of	  Brand	  Extensions	   	  
	   	  

97	  

 



	  

	  

	   Testing	  the	  Limits	  of	  Brand	  Extensions	   	  
	   	  

98	  

 



	  

	  

	   Testing	  the	  Limits	  of	  Brand	  Extensions	   	  
	   	  

99	  

 



	  

	  

	   Testing	  the	  Limits	  of	  Brand	  Extensions	   	  
	   	  

100	  

Appendix 6: 
H&M – Codes: 
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Brand extension, H&M Gloves – Codes 
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Brand extension, H&M Home – Codes 
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Brand extension, H&M Bicycle – Codes 
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Änglamark – Codes 
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Brand extension, Änglamark Eggs – Codes 
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Brand extension, Änglamark Clothes – Codes 
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Brand extension, Änglamark Bicycle – Codes 
 

 
 

 


