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Abstract

The purpose of this master thesis is to examine fdeelback effects of service
extensions on the brand image of a product pareamdo Therefore, findings of
previous studies on brand extensions and feedldémtteare transferred to the service
context and it is examined whether previously idextt drivers of feedback effects are
valid in the context of asymmetric service extensjdrom the product to the service
sector. Specifically, the importance of serviceiséattion for the occurrence of

feedback effects is researched in this thesis.

An empirical study is conducted to detect the feettbeffects of service extensions on
the brand image of a product parent brand. Theystaedeals that image feedback
effects do occur if product brands introduce sernaxtensions. Particularly, service
satisfaction is found to be the main driver of imdgedback effects in this case, which

in turn highlights the role of service quality whiécomes to service extensions.

The results of the study imply tha¢rvice quality, which is seen as the originator of
service satisfaction, plays an essential role wir@noducing service extensions,
especially when asymmetric service extensions,iraimng from a product parent
brand, are concerned. This discovery opposes previEsearch findings, in the respect
that service quality is proven to be more importduain the perceived degree of fit, in
the context of service extensions and their feeklleffiects on the product parent brand
image. Furthermore, the strong parent brand us#teistudy is not found to be dilution
resistant, which indicates the importance of tharawess of the drivers of feedback
effects, to be able to introduce successful serextensions that enhance the parent

brand, instead of diluting it.

So far, there has been no evidence of the drivefeanlback effects of product- to-
service brand extensions. Therefore, the presady siontributes a valuable part to the
existing literature on brand extensions and feeklleffects in a service setting.

Key words: service extensions; service satisfaction; imagellfaek effects; service

quality
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1. Introduction

Introducing brand extensions, which means usingstablished brand name for new
products or revised versions of products (Elliott Rercy, 2007), has become an
acknowledged branding strategy. It helps to inaeasw product acceptance (Leli,
Pruppers, Ouwersloot, & Lemmink, 2004), allows ta@ation on previously acquired

brand equity and reduces market entry risk by niagkéry barrier reduction (van Riel,

Lemmink, & Ouwersloot, 2001).

Brand extensions have already been extensivelyaresed, especially in the goods
domain. However, in an increasingly homogeneouslymblandscape, service aspects
play a more and more important role, which is proby the fact that strong brands
increasingly add service aspects to their offerirgs for instance Hewlett Parker,
introducing imaging solutions and services (Leiygprer, Ouwersloot, & Lemmink,
2004). In addition to that, services representféstest growing economic sector and
contribute a large part to the global economy, anting for two thirds of the economic
output and for nearly 20% of global trade (Worléde Organization, 2013).

Services substantially differ from products in thtdtey are characterized by
intangibility, inseparability of production and mption, perishability and
heterogeneity (Shostack, 1977). These characte=rigtiply that mistakes during the
service delivery can hardly be kept secret from domsumer, that the personal
interaction between the service provider and thstorner influences the individual
qguality perception and accordingly the service eatn and that controlling the
service quality is difficult for the service proeid due to the individuality of each
service process. Therefore, the service encoumiegre personal interaction and the
actual service environment are experienced andllyfindie outcome quality is
determined, involves uncertainty about the deligeservice quality, which leads to a
different risk perception when it comes to servicesomparison with goods, as service
quality can hardly be determined prior to consumpt{Vdlckner, Sattler, Henning-
Thurau, & Ringle, 2010).

Due to the substantial differences between theachenistics of goods and services,
some of the benefits of brand extensions, suchmegye transfer, seem even more

important in a service context, as services caheahterpreted visually in advance and
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possess less tangible elements. When it comes dodbextensions, the quality
perception, which differs substantially betweendgpand services, should be taken into
consideration, especially in the evaluation of menextensions (de Ruyter & Wetzels,
2000). Perceived service quality results, in congpar with the prior expectations,
either in dissatisfaction or satisfaction with teension. This in turn is expected to
produce the feedback effects (van Riel, LemminiQ@wersloot, 2001), which describe
the impact of the extension evaluation on the garesnd (Lane & Jacobson, 1997). In
general, brand extensions have already been heesglgarched. In particular, the
concept of perceived fit has been heavily discussdtie literature on product brand
extensions and is generally classified as one @inhin drivers of feedback effects in
the goods domain (Keller & Lehmann, 2006). Duehw differences between goods and
services, the findings on feedback effects from gbeds domain, like the role and
impact of perceived fit for instance, are expectethke a different shape in the service
context, as other factors, such as perceived snueality, assume greater importance
in the evaluation of services compared to goodseNBeless, the feedback effects of
service brand extensions on a product parent bmaddespecially the impact of service
guality and customer satisfaction on the feedbdtdces on the parent brand, in the

service context have not yet been investigated.

Given this research gap and the growing importapicservices as well as brand
extensions, feedback effects of service extensdors product parent brand, provide an
interesting and important field for marketing resba The numerous distinctions
between goods and services touched upon aboveesutpat the evaluation of brand
extensions and more importantly, the feedback tffem the parent brand differ
between product and service extensions (van Riemrhink, & Ouwersloot, 2001).
Nevertheless, service extensions, especially extens$rom the product into the service
sector have hardly been investigated (van Riel,herk, & Ouwersloot, 2001). Brand
extensions can be useful if they enhance the brarafje or reinforce attributes
associated with the brand (Martines Salinas & Hréaez, 2009). However, brand
extensions can also harm the parent brand andchébarice dilute the brand meaning
(Martines Salinas & Pina Pérez, 2009; Roedder Jdlmken, & Joiner, 1998).
Particularly such feedback effects on the pareanhdrimage, have been examined for
product extensions but not for asymmetric branermsibns from the product into the

service sector. These facts highlight the needdantific research in the field of brand
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extensions from the product into the service sedtberefore, the following research
guestion has been developed to guide the purpase study:

“How do feedback effects of service extensionsémite the product parent brand

image?”

To answer the research question, first the necgfisaoretical background is explained
and elaborated upon. The differences between ssrand goods are highlighted and a
literature review on brand extensions and feedlediects is given. Out of the first part
of the thesis, hypotheses about the feedback sftecthe parent brand are developed,
which are tested in the empirical study following $econd, the empirical part
investigates how feedback effects of service exbessinfluence the product parent
brand. Therefore, a well known and establisheddfeom the sports industry is chosen
and four hypothetical service scenarios are deeelpm order to project the feedback
effects on the parent brand. All of the fictitiosisrvice scenarios are characterized by
the same degree of tangibility and interactionueng proper comparability. In order to
conduct the research, a questionnaire is desighattests the quality perception of the
parent brand, before and after the brand extentherservice itself, in particular service
satisfaction and quality, and the feedback effetthe service extensions on the parent
brand. The service scenarios are pretested, tatdebether they fulfil the requirements
for the study and represent a high and a low fiemsion to the brand in question, a
second pre-test follows, in order to see if thenades represent the same level of
interaction and tangibility but different servicealty and satisfaction levels. Finally,
the study is conducted and the feedback effectshenparent brand are tested and
elaborated upon in order to answer the researclstigne and give theoretical

implications.
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2. Literature Review

2.1. Brands and Branding

Brands are intangible assets that constitute value topeomes (Keller & Lehmann,

2006). In general, they can be defined as following

“A Brand is a name, term, sign, symbol or desigrt@mbination of them, intended to
identify goods or services of one seller or grofipallers and to differentiate them from

those of competitors”
(Kotler & Keller, 2006, p. 274).

Branding a product hence means adding brand elsmiéw a logo or a slogan to the
products offered by the company, and by doing ddresssing a certain target group that
identifies with the brand. This aims at positionthg brand in the heads of consumers,
which means that it occupies a certain place in rtinds of the target market,
distinctive from competitive brands (Kotler & Kel)e2006).

In addition to that, a brand creates reputation awdreness and thereby guarantees
recognition in the market (Keller, 2008). As seedcdiffer from goods in terms of
tangibility, they cannot be marked as easily asdgday the brand elements mentioned
above. Thereforeservice brandscan be described more precisely as distinctivasde
of services in the consumer’s mind, whereas theiceappears alike, with constant or

increasing quality over a long time span (MefferB&uhn, 2009).

When it comes to service branding, several diffiesl stemming from the
characteristics of services, which are explainedetail later on, arise. A service brand
has to help and ascertain the consumer in the elodithe service, which is why service
brands, lacking tangible elements, need a partigulatrong identity, which is
transported to the end- consumer during the sedstieery and is ideally identical with
the arising image of the service brand in the hafatthe consumer (Meffert & Bruhn,
2009). In service branding and positioning it isspecial importance to understand the
conception of customer value and to include ithe service delivery process, in order
to ensure that the consumer has a distinctive ng@ictd the service brand in mind
(Lovelock & Wirtz, 2011).
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Brands in general exist in the heads of people,thackfore add intangible dimensions
to the product or service, that ensure differeiatiefrom the brands and products of
competing companies. They serve different functifors consumers as well as for
companies. First, they simplify consumers’ choitgstelling what they stand for,
guaranteeing the brand promise and representingeydike prestige for instance, the
consumer can identify with. If customers are oremifiar and satisfied with a brand
and are able to identify themselves with it, it c@mve as a risk reducer in the buying
process, signalling a certain quality level (Keetehmann, 2006), which is especially
important in the context of service brands (Mefi&rBruhn, 2009). Second, for the
brand owner or company some key functions of adrae the ability to protect it
through trademarks, the communication function thelps to create and shape the
brand image and the resulting consumer brand kyKller, 2008). Thus, providing
brand equity, the brand also serves an importar@ntial function for the company
(Keller & Lehmann, 2006).

Brands can be divided into corporate and produanhdis. Corporate brands refer to the
manufacturer of products or the service providdrengas product brands relate to the
product level. Hence, corporate brands are morelylikko possess intangible
characteristics that can be applied to severalymtoclasses, which is the basis for high
credibility and extendibility. Consequently, theyopide a better basis for brand
extensions than product brands (de Ruyter & Wet2680).

To manage brands successfully and to assess tBdwrmance, it is essential to
properly understand the concept of brand equitylléke Lehmann, 2006), which
describes the value of a brand either from a firngoint of view, or from the
customers’ standpoint, including all the subjectassessments beyond the objective
value and is a measure of brand strength. Custobased brand equity is constituted
by the supplementary value that a firm adds topitsducts (Martinez, Montaner, &
Pina, 2009) and is reflected by the attractionustoemers towards the brand (Keller &
Lehmann, 2006). The financial- based brand equtgrs to the worth of a brand in
monetary terms (Keller & Lehmann, 2006). Brand ggaan be modified through the
introduction of brand extensions. It can eitherdphanced, in that the brand has a
higher value to the customer or in financial teafter the brand extension, but lowered
as well, as in the case of dilution of the branége for example, which is explained

later, on page 38.
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2.2. Services

The service sector is of increasing importancéeworldwide economy as its share of
the gross domestic products around the world isn@mging (Statista, 2013). In Austria
for example, the service sector accounts for 698%e gross domestic product, which
is the largest share of the Austrian GDP. Stik, Austrian service sector in numbers is
slightly behind the average of the EU 27, wherestnwice sector accounts for 73,6% of
the average GDP (Wirtschaftskammer Osterreich, R0lilese numbers highlight the
economic importance of this sector, but in additionthat, services are essential in
providing companies with proper means to differaetifrom the competition (Lovelock
& Yip, 1996). Nearly all products possess serviomponents, whereas the difference
between services and manufactured goods is theelégrwhich the characteristics of
services, which will be explained in the followirsgction of the thesis, are present
(Rushton & Carson, 1989). Goods are often the b#sisservices (Lovelock &
Gummesson, 2004), and by adding services or seelements to their offering,
companies can increase customer satisfactionnretastomers in the long run, build
customer loyalty and accordingly increase their raNeprofit margins (Brown,
Sichtmann, & Musante, 2011). Moreover, the serciomponent, as after sales service
for instance, in many products rises and gets mage more important in the overall
quality evaluation, as it differentiates one selleom another (Lei, Pruppers,
Ouwersloot, & Lemmink, 2004). Nevertheless, the kaing practices applied in the
goods sector cannot be simply transferred to thecgesector, primarily based on to the
substantial differences between the two categgReshton & Carson, 1989), and the
need to investigate services and specifically braxteénsions in the service context is
constantly increasing. Therefore, services, thiearacteristics, their attributes, as well
as brand extensions from the goods into the sesgc&r and the feedback effects on
the product parent brand, will be focused on in foBowing chapters as the
discrepancies in the characteristics between gandsservices are expected to produce
differences in the brand extension evaluation atldwWing the feedback effects on the

parent brand.

2.2.1.Characteristics of Services

While goods can be seen as bundles of attribudéisfysng consumers’ needs, services
are rather regarded gsromises of satisfaction{Walker, 1995, p. 5), directed towards

consumers’ needs. Products are homogeneous, mamefighysical goods and hardly

Page 13 /113



personalized, whereas services are performed (BushtCarson, 1989) and therefore
individually produced for the consumer, each havimggue characteristics (Walker,

1995).

The most important differences between goods amdcss are the following four

characteristics of services:

* Intangibility
* Heterogeneity
* Inseparability

* Perishability
(Shostack, 1977; Shostack, 1987; Lovelock & Gummames2004).

The first essential difference between services gomtls is the degree of tangibility,
which can be visualized on a goods- service spec{fRushton & Carson, 1989; Lei,

Pruppers, Ouwersloot, & Lemmink, 2004).

Most gwt services

Easy to| Tangible elements Difficult to
evaluate Intangible elementsevaluate
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Figure 1: The Goods Service Continuum (Walker, 1$fhton & Carson, 1989)

As can be seen above, services can be classifgsatihgon their degree t@ngibility .

In general, services are rather intangible, whigans that the consumer cannot smell,
touch, see, hear or feel whatever service he or ishpurchasing, in advance
(Ghobadian, Speller, & Jones, 1993). Hence, sesVimek corporality, which implies
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that physical ownership cannot be acquired andgénece can only be experienced but
not owned (Shostack, 1977). The intangibility ofvgges has significant implications
for marketing as it is far more difficult for cormaers to imagine what the product (i.e.
service) is about, lacking corporality. In consate it is often difficult to evaluate the
service prior purchase (Rushton & Carson, 1989jthieunore, services are typically
characterized by thmseparability of production and consumption, which means that
the customer is directly involved in the productfmocess. The service process, which
can be thought of as replacing the physical prodmight vary because of different
sequences, effects of judgement or different clsoi(ghostack, 1987). Therefore,
mistakes during the production process cannot ddeni and automatically influence
the consumers’ perceived service quality. Parttongain the service delivery process,
the consumer and the service employees represgmbrtamt parts of the whole
procedure (Shostack, 1987; Ghobadian, Speller, 82901993). Another important
aspect is thaeterogeneityof services. This characteristic refers to the flaat services
usually cannot be reproduced in an exact mannetheapersonal contact between the
consumer and the seller is indispensable and ummereery situation. The behaviour of
both is a critical process component and inhilhies standardization of services. There
is always a human element inherent in a servicechwis why it is always prone to
some degree of variation (Rushton & Carson, 198%)ecisive point hereby is, that the
consumer has to actively communicate what he orsseepecting. The service provider
in turn has to be capable of absorbing and proogghis information correctly, to fulfil
the service quality expectations, which might varyd modify during the service
delivery process (Ghobadian, Speller, & Jones, 1988 addition to that, services
cannot be stored but have to be produced when dbsdarwhich means they are
perishable This is the fourth important characteristic anstidction between goods
and services (Rushton & Carson, 1989; Ghobadiasl]e3p& Jones, 1993).

2.2.2.Attributes of Services

Goods as well as services possess search, expeaadccredence attributes, as can be
seen in Figure 1 on page 14. Notable is, that sesvare richer in experience and
credence attributes than goods. The servicesbates play a decisive role in the
evaluation of the service. Depending upon the lahdttributes the service possesses,
an evaluation in advance is possible, hardly péssib not possible at all (Walker,
1995).
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Search attributes are characteristics of the service that can béuated before the
purchase or consumption and therefore help theuroesto estimate what he or she
will get in exchange for the price he or she pdayserefore, search attributes provide
information either about the price or the qualdythe end- consumer prior purchase. An
alternative way to obtain information is to actiwexperience the product or service
(Nelson, 1970). Hencexperience attributes as for instance reliability or the ease of
use, cannot be evaluated prior to the purchasedtumated through reviews and reports
of other consumers and experienced during the erfliovelock & Wirtz, 2011).
Credence attributesare the hardest ones to evaluate, even afterotisgumption of the
service. The customer usually lacks the knowledgadsess the value of credence
attributes (Darby & Karni, 1973) and therefore, sieevice quality. If the service is rich
in credence attributes, as a medical service fataice, it cannot be evaluated
(Parasuraman, Zeithaml, & Berry, 1985). Hence tstamer has to rely on the service
provider when it comes to credence attributes (lanke& Wirtz, 2011).

The afore listed attributes and characteristicsarvices influence the evaluation of
services (Rushton & Carson, 1989) and the conssnpatception of risk. Therefore,
they must be taken into account when it comes taicge quality and the consumer’s
evaluation of service quality (Parasuraman, Zeith&nBerry, 1985), which will be
explained in detail on page 19 f.. The consumer datifferent risk perception as
regards services in comparison to goods, as gosaslly incorporate a lot of search
attributes that can be assessed and evaluatedgthnasual inspection in advance,
whereas services possess a higher number of ceddtndutes, as can be seen on the
goods service continuum on page 14 (Elliott & Per2907). In general, the more
difficult the evaluation of the service is, for iasce due to a high number of credence
attributes, the higher the perceived risk of thastwner is. Especially first time users,
not having any references or personal experientle the service, might encounter a
higher perceived risk when purchasing a servicéeats of a product, whereas the
perceived risk depends on the gravity of the ou@bovelock & Wirtz, 2011).

Different types of risk the consumer faces whencpasing a service are: financial,
functional, temporal, physical, psychological, sdcand sensory risks. Uncertainty and
the connected risk can be reduced by the compayyproviding previews, using
evidence management, using the corporate brandigaseliead or for instance

installing safety procedures (Lovelock & Wirtz, 201Furthermore, service guarantees
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provide a good possibility to reduce the perfornearisk and lower the financial risk
associated with a service, especially in the cdssophisticated services (Lei, de
Ruyter, & Wetzels, 2008).

Manufactured goods in general have a lower degreemvice intensiveness, defining
service intensiveness as the involvement of thswwoer in the service process and the
interaction between the provider and the consur8ervice intensiveness is highly
interrelated with the extent to which the serviosgesses tangible elements, displayed
on the goods- service continuum on page 14, intti@thigher the intangibility is the
higher the service intensiveness is. Accordinghg tlegree of risk perception varies,
depending on how much interaction takes place, tamgible the service is, how many
tangible elements are inherent in the service,elkas what is being processed and how
the consumer is involved. Consequently, the evanaand quality perception of a
service differs from the evaluation and qualitygegtion of manufactured goods (Lei,
Prupper, Ouwersloot, & Lemmink, 2004).

When it comes to service brand extensions, wellWknparent brands can be used to
build trust and therefore reduce the risk inhereith the service. The brand imposed
onto the extension serves as quality indicator pravides credibility, similar as in
product extensions. As services typically posseseermredence attributes than goods,
consumers have to rely on cues like the brand imagessess the quality of the service
prior purchase and thereby diminish the risk inheia the acquisition of a service
product (de Ruyter & Wetzels, 2000).

2.2.3.Categories of Services

Services might additionally be divided into fouffelient categories according to what
or who the direct recipient of the service is arftether tangible or intangible actions
are used. Tangible actions are typically actiofsctihg people’s bodies or possessions,
whereas intangible actions refer to the mental ggsinig or processing of intangible
property (Lovelock C. H., 1983).

The first categorypeople processingencompasses services where tangible actions are
directed towards people’s bodies. This could fetance be passenger transportation, or
as in the following empirical study, personal traghlessons. For this type of service,

people have to actually enter the service systahpagsical location where the service

Page 17 /113



is delivered as they themselves participate insér@ice delivery process (Lovelock &
Yip, 1996). Additionally, the customer has to bdlimg to cooperate in the service
process and specify what he or she wants, to redbe desired benefit or outcome
(Lovelock C. H., 1983).

The second category is callgassession processingnd describes tangible actions
directed towards physical possessions of peopldpragistance laundry services. In
contrast to the first category, possession proogssioes not imply simultaneous
production and consumption, as customers are lessompally involved in the service
process (Lovelock C. H., 1983).

The third category,mental stimulus processing,encompasses intangible actions
directed towards people’s minds, as for instanagcatibn. This implies that ethical

standards have to be established, as peopleigdattar behaviour might be influenced.
However, no physical but mental presence is nepgstareceive such a service. The
core of a mental stimulus processing service ispintrast to the afore mentioned types,
information based, which means that it can be dtdigitally and consumed at a later

point or repeatedly (Lovelock C. H., 1983).

The fourth categoryjnformation processing comprises services where intangible
actions are directed towards intangible assetg fi instance financial services.
Information processing is the most intangible fayfra service. Nevertheless, any kind

of information can be stored on a tangible or digilatform (Lovelock C. H., 1983).

No matter what kind of category, the service entauplays an significant role when it
comes to the evaluation of the service. It referghie time span during which the
customer interacts with the service provider anscdbees the period where the service
actually takes place and the consumer is in comtdbtthe service provider, comprising
all elements of the encounter, like physical appees, waiting times and the service
personnel (Walker, 1995). Hereby, services canléssidied according to high or low
contact service encounters. High contact servicewnters describe services including
personal contact and interaction throughout theicer whereas low contact service
encounters describe services with little or no platscontact (Lovelock & Wirtz,
2011).
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Depending on the category of service, the consumasrto be physically present and
enter the place where the service is performedobr @onsequently, if experiencing
direct contact, the consumer’s evaluation of angsfsation with the service will be
affected by the personal interaction with the stiddé appearance of the service facility
or even the presence of other consumers (Lovelodd.C1983). Hence, it is essential
to bear in mind the category of services and whetere is a large amount of contact
between the service provider and the end- consement, as the quality of and the
satisfaction with a service might differ dependioig the category. Therefore, when
examining feedback effects of service brand extagrsson product parent brands, the
service category should be kept in mind.

2.2.4.Service Quality

To offer high quality is essential in today’s biess environment, in both, services and
manufactured goods (Zeithaml, Berry, & Parasurankf96). However, there are
substantial differences between manufactured g@ods services when it comes to
qguality (Zeithaml, Berry, & Parasuraman, 1988). deneral, service quality is a
complex, multidimensional construct consisting eleral components. There is no
clear cut between the definitions of customer &ation and perceived service quality
in the scholarly work reviewed for this thesis,kegh concepts are highly interrelated
(Caruana, 2002), which makes it even more diffi¢altaccurately define perceived
service quality and rises the need to take mone timee model into consideration. One

definition of service quality that meets the requirements of this study is dHeviing:

"Quality in a service organization is the measuf¢he extent to which the service

delivered meets the customer’s expectations”
(Ghobadian, Speller, & Jones, 1993, p.,49)

whereas perceived service quality is based on dmsumer’s subjective judgement
(Parasuraman, Zeithaml, & Berry, 1988) and is casedo by prior customer
expectations, the actual process and outcome gu@&ihobadian, Speller, & Jones,
1993) and therefore involves outcomes as well asgases (Parasuraman, Zeithaml, &
Berry, 1985). Further definitions of service qualielate to the continuityith which
the customer expectations are met or the accuranlafi mistakes during and after the

service delivery (Parasuraman, Zeithaml, & Beri§83). Perceived service quality in
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general has large impact on the behavioural irdantihe purchase behaviour and the
repurchase intention (Cronin, Brady, & Hult, 2000his is highly related to and
influenced by the word of mouth people spread eithben they are satisfied or
dissatisfied with a service. By ensuring high ssgvquality and fostering a positive
word of mouth, the company can convince new custsmé trying the service, and
retain them by satisfying them with high servicalify (Ghobadian, Speller, & Jones,
1993). Customer satisfaction stemming from highliguaervices, leads to favourable
behavioural intentions of consumers, like the wihess to pay a price premium or to
raise the purchase quantity for instance, wherealslgms during the service delivery
and negative experiences are more likely to rasulinfavourable reactions, such as

negative word of mouth for example (Zeithaml, Be&yParasuraman, 1996).

As services possess lots of credence attributesuooers cannot derive the quality in
advance but only experience service quality dutivegservice delivery or judge it after
the consumption of the service. Therefore, theestibje purchase risk is substantially
higher in the context of services, compared to go(®ichtmann, Klein, & Ostruk,
2008).

The quality dimensions identified by different auth can be summarized into five
main service quality dimensions, consumers useate the overall service quality,
which are tangibles, reliability, responsivenessusance and empathy (Parasuraman,
Zeithaml, & Berry, 1985; Lovelock & Wirtz, 2011).

To detect the critical points, where the ratingha five quality dimensions takes place,
a very basic division of services can be used, hathe separation into the potential
dimension, the process dimension and the outcomeerdiion. First, the potential
dimension refers to the personal requirements of #ervice provider, like
administrative competences for instance, commowdjyuated before the actual service
is experienced. Second, the process dimensiorsrefeéhe whole process of the service
encounter, comprising the servicescape, which sefer setting where the service
encounter takes place and comprises most tangileimeats but also intangible
elements which can be sensually perceived (i.ellsthand tasted). And third, the
outcome dimension describes the total quality eatada after the whole service process
(Meffert & Bruhn, 2009).
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A further method of categorizing service performargthe division into the technical
and functional dimension of the service. The techindimension describes the core
service, aimed at the satisfaction of the consummeeds, whereas the functional
dimension refers to the supplementary servicesn ather words, the way the core

service is delivered (Walker, 1995).

In particular, the afore mentioned five quality éimsions could be used for a
manipulation of service scenarios, like the onesdua the empirical part of the thesis

for instance:

* The service encounter with its tangible elemeritee/appearance of the
place where the service takes place, also calleitsscape

» The reliability of the service

* The responsiveness of the service provider

e The assurance of the service provider

* The empathy of the service provider

The first point, the servicescape comprises thesiphl appearance of the service
encounter, the overall impression, competence g@medaaance of the personnel and
therefore shapes the service experience. It plajgsndamental role in the overall

evaluation of the service process and is highlgteel to the service quality dimension
“tangibles” (Lovelock & Gummesson, 2004). The seegcape incorporates the
physical elements of the service and therefore igesvthe possibility to shape the
customers’ emotional reaction, to design the es@rm@ice process and flow of activities
performed during the service and to differentiatent the competition through an

individual design of the service facility (Bitnet992). The latter four points relate to
the personal contact between the service providértlae customer during the service
delivery (Meffert & Bruhn, 2009).

2.2.5.Customer Expectations

Expectations describe what the consumer thinksfegld the service company should
offer (Parasuraman, Zeithaml, & Berry, 1988) ane farmed during the search and
decision making process as well as depending uposopal needs, prior experiences,
word of mouth communication, the brand image arteist experiences (Ghobadian,

Speller, & Jones, 1993). They create a frame @regice, which is used to judge the
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service (Oliver, 1980) and might change in the sewf time as they depend upon the
specific situation. The expectations can be divioktd desired, adequate and predicted
service, as can be seen in the illustration bendhtivelock & Wirtz, 2011;

Parasuraman, Zeithaml, & Berry, 1985).

Personal Needs Explicit and Implicit
Service Promises

Word of Mouth
Past Experience

Desired Service
Beliefs About

What Is Possib ZONE
OF
Perceived Service TOLERANCE
Alterations
Adequate Service Predicted Service

Situational Factors

Figure 2: Factors Influencing the Expectations @fi®es (Parasuraman, Zeithaml, & Berry, 1985; laske & Wirtz,
2011

The desired service describes what the customdrewit receive (Zeithaml, Berry, &
Parasuraman, 1993). This desire is shaped by tinpaioy’s promises and the personal
belief in what might be possible to be delivereg@ambination with the personal needs.
An adequate service can be thought of as the mmirnthe customer expects and
accepts without being dissatisfied. On the one hdnd shaped by situational factors,
like the weather, and anticipated service levamfcompetitors’ services. On the other
hand, it is affected by the predicted service, Whie€ composed by the company’s
service promise (Lovelock & Wirtz, 2011), past enx@eces and experiences others’
delivered through word of mouth communication (Baraman, Zeithaml, & Berry,
1985). In between desire and adequacy, thereneesd called zone of tolerance, which
describes the variation the customer is willingateept and where he or she does not
pay specific attention to the performance of thevise. The zone of tolerance varies
from person to person and also depends on othéwréacsuch as price for instance
(Zeithaml, Berry, & Parasuraman, 1993). Outside zbee of tolerance, the customer
will either be satisfied and react positively, oisshtisfied and react negatively
(Lovelock & Wirtz, 2011).

2.2.6.Customer Satisfaction

Customer satisfaction in general, is related to eatan situation (Parasuraman,

Zeithaml, & Berry, 1988) and results from comparihg expectations about what is
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probably going to happen, one has before the copsamof the service and the actual
performance and perception of the good or senagajuated after the consumption
(Homburg, Koschate, & Hoyer, 2005; Bolton & Drev@9l). Hereby, performance can
be conceptualized with perceived quality and tleeebe seen as global judgement or
attitude (Parasuraman, Zeithaml, & Berry, 1988)e @btual performance of the service
can, up to a certain degree, be influenced by éinéce provider, for instance through
the setting of quality standards (Ghobadian, SpefieJones, 1993). The outcome of
the comparison between the expectations and thelaperformance can either be
negative disconfirmation, resulting in dissatisiactwith a product or service, positive
disconfirmation resulting in satisfaction, or confation, resulting in a neutral position,
as can be seen in the figure beneath. Hence, cesgatisfaction or dissatisfaction with
a service is dependent on the discrepancy betwgmttions and actual performances
(Bolton & Drew, 1991), whereas satisfaction cantheught of as a positive overall
feeling about a service (Cronin, Brady, & Hult, PpOFurthermore, Parasuraman et al.
(1994) propose that satisfaction with a specif@ngaction, resulting from service
quality, product quality, in this specific caseeming to the quality of the tangible
goods used in the service, and price, influencesgthbal impression about and the
brand image of a firm. Therefore, the overall $atBon and global brand image is
influenced by various transactions (Parasuramanthatel, & Berry, 1994) and
customer satisfaction is expected to assume anrtamgorole when it comes to the

feedback effects of service brand extensions oprbeauct parent brand.

Expected Performance Perceived Performance
—_— e
Comparison
P>E P~E P <E
Positive Disconfirmation Confirmation Negative Disconfirmation
Satisfaction Neutral Dissatisfaction

Figure 3: The Disconfirmation Model of Consumeri§attion (Oliver, 1980Walker, 1995)
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In this simple customer satisfaction model, alsdleda disconfirmation model,
satisfaction arises at a point in time after th@stmonption. Therefore, it might be
necessary to apply a more complex model, like treeexplained subsequently, when it

comes to the determination of service satisfadalker, 1995).

In general, the satisfaction process of serviceexigected to be different from the
product satisfaction process, which is conceptedliafter the purchase, as a direct
result of the process nature of services (Walk&d95). Therefore, the service
satisfaction process is better described usingethstages, which are first pre-
consumption, second consumption, and third postswmption. This division into three
stages helps to understand where satisfactionatdifzction arises during the service
encounter and displays the stages separately,ksgiping the interrelation in mind.
Furthermore, core and secondary services are takerconsideration, as well as the
consumers’ zone of tolerance and the deliberati@xpectations and the actual service,
in each of the stages. In addition to that, whemraies to the determination of
consumers’ service satisfaction, the consumer isegdly not expected to feel
dissatisfaction with a continuous service unlesskthsic expectations change for some
reason. The information used to build the expemtati is updated automatically
whenever useful information is provided, includinige service delivery process
(Walker, 1995).

The first instance of comparing the expectationthwie actual performance in the
service encounter happens before the core sewidelivered. Th@re- consumption
stagerefers to the servicescape (i.e. the physical apgmee of the service encounter)
but also to the service provider’s personality fsas friendliness for instance). The first
stage therefore comprises lots of tangible elememntsch can be evaluated far more
easier than intangible elements or credence attigb’he assessment of the first stage
can already have large impact on the overall satigin with the service and influences
the expectations towards the following stage, ttteiad consumption (Walker, 1995).
The evaluation of theonsumption stage where the core service is performed, can, as
described above in the disconfirmation model, eithe as expected, better or worse
than expected. It is generally assumed that theswuars’ expectations are in large
parts fulfilled if the core service is performedegdately. Even though, secondary
services are still present during this stage aatetore still influence the overall service

satisfaction evaluation (Walker, 1995). In the dhstage, theoost- evaluation of the
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service takes place. Facets such as payment praesethll into this stage, which also
represent secondary services. The consumers’ feeusgain shifted towards the

secondary services, similar as in the first stdgaaluation (Walker, 1995).

The division into the described three stages jusiined, offers the benefit of properly

defining the core service. Thereby, it gets clehatithe consumer actually buys, but it
also shows that not only the core service delivMefijuences consumer satisfaction
(Walker, 1995). All together, the overall consureatisfaction process results from the
three related stages described above. Generaflyntire intangible elements the core
service encompasses, the more important the ew@iuat the first and the third stage
actually is, comprising tangible elements of thevise (Walker, 1995). In the following

hypothetical service scenarios, all three stageseefly commented on and therefore

assumed to influence the perceived service gquatitythe customer satisfaction.

2.3. Brand Extensions

The term‘brand extension’ in general describes the utilization of a welltabtished
brand name for new products or revised versionproflucts. Furthermore, the term
‘sub- brand’ can be utilized to describe a combination of a med an existing brand,
whereas a well- known brand that introduces braxignsions is typically called
‘parent brand’. If various brand extensions are introduced uritier same parent
brand, the parent brand might also be cafi@aily brand’ (Keller, 2008).

Brand extensions are always related to the ideatitn of growth opportunities, as the
current product range is extended when introduneg products. Brand extensions can
be one part of a whole branding strategy and uspalimit the company to maximize
the overall profit, to spread the risk over a langember of products and to attract more
consumers by using the brand name to cover a la@@eety of offerings (Elliott &
Percy, 2007). Thus, the brand image and brand aesse constituting important
aspects of brand equity, can be leveraged by intiag brand extensions (Martines
Salinas & Pina Pérez, 2009). Furthermore, brandnsibns are especially popular as
they permit the implementation of a new item fonsemption with relative ease and
lower risk than the establishment of a totally namd unknown brand (Vdélckner,

Sattler, & Kaufmann, 2008). They are the naturahseguence of increasing
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competition and the maturing mass markets firmscard@ronted with, as there is a
general need for growth in order to remain succéssfd survive in the market. Brand
extensions offer a good possibility for the firmassert their position in less saturated
markets than it is currently serving, by enterimgvrsegments. This in turn implies, that
in order to attract new buyers in a new segmeth@inarket, the brand that is extended
must prove the ability of newly creating a compegitadvantage through its reputation

and image (Kapferer, 2004).

Further reasons for brand extensions, considehagtoductivity of the company, are
the shared advertising costs for instance, primdhiough a strong brand name that
experiences frequent product innovations, a stropgsition in the market compared
with distributors’ brands, the avoidance of dimimigy product categories, additional
categories to seasonal products, in order to makeotifree production capacity and to
deal with legal restrictions on some product catiegolike cigarettes for instance.
Brand extensions might also be utilized to build a@evelop a brand in a new market,
by entering with the core brand, communicating arglaining the core benefit and
thereby building trust, and later on introducingpshrands. A well known example for
this procedure is the brand Nivea, entering newkeatarwith general care products,
followed by hygiene and hair care products, eachmanicating the core brand benefit

but also the specific daughter brand personaligpfi€rer, 2004).

There are different possibilities and strategiesmtmduce either a brand extension, or a
brand stretch, which relates to an extreme forrarahd extension, an extension out of
the core business of the brand (Kapferer, 2004deltie it can be divided between two
general types of brand extensions, namely categoy line extensions. Category
extensions refer to the introduction of a new pombdn a distinct product category
whereas line extensions describe the introductf@amroduct targeting a new consumer
segment within the same category, which can be tmsewy by launching different

flavours for example (Keller, 2008).

In addition to that, one can distinguished betwbkerizontal and vertical extensions.
Horizontal extensions refer to the launch of a ngeod (Rastogi, 2012), whereas
vertical extensions refer to the process of intobuiy a product or service either of
inferior or higher quality or at a higher or lowgtce level than the original product or
service (Lei, de Ruyter, & Wetzels, 2008).
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2.3.1.Service Brand Extensions

The term'service brand extension’refers to the introduction of a service underesith
product or a service parent brand name, whereasrasiric brand extensions form the
goods into the service sector are of special istere this particular case (Martinez,
Polo, & de Chernatony, 2008). Recently, more andenmmpanies have used the
established brand awareness and the image ofpfueluct brand for the introduction of
services (Sichtmann, Klein, & Ostruk, 2008). Instisbntext, brand extensions can be
seen as an instrument for enhancing the relatipnslith the customer by adding
services to the company’s offering (Martinez, Pélale Chernatony, 2008).

Asymmetric brand extensions, from the goods int ghrvice sector, imply a switch
from a manufacturing company to a service provideanging from product orientation
to service orientation (Brown, Sichtmann, & Musar#@11), which might bear several
difficulties and challenges.

When talking about service brand extensions it nigpdrtant to always keep the
substantial differences between goods and serincesnd, as the degree of tangibility
and the inseparability of production and consummpfar instance (Rushton & Carson,
1989). Services are often defined and understoquieeEsrmances rather than objects,
which leads to the assumption that the evaluationgsses of service brand extensions
are different from product extension evaluationcesses (van Riel, Lemmink, &
Ouwersloot, 2001).

Especially the intangibility of services and themsitaneity of production and
consumption imply a different evaluation processgobds and services, as services
cannot be inspected in advance and therefore tHerpmnce, in terms of perceived
guality, can hardly be estimated prior to consump{Parasuraman, Zeithaml, & Berry,
1985). Accordingly, the characteristics of servigaply a greater risk associated with
the purchase of a service compared to the acauisitif a product. Therefore,
consumers strongly depend on the signals avaifablbe evaluation of quality and risk
reduction, as the parent brand name and the imagexample (Lei, de Ruyter, &
Wetzels, 2008). In addition to that, the belief tbe consumer, that the provider
possesses the right skills to provide the extengpelys an important role when it

comes to service extensions (van Riel, Lemmink,®m@rsloot, 2001).
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The perceived risk might be reduced by the usagen aforporate parent brand

(Sichtmann, Klein, & Ostruk, 2008), with a strongrmorate image, reflecting the

associations, beliefs and attitudes the consumerirhanind when thinking about a

company. Therefore, a well-built corporate brandhwa strong brand personality and
image can be highly valuable in guaranteeing tradityuof a service and foster positive

word of mouth, which is especially important in gervice domain. It can act as a filter,
having a great impact on the perception and thexefdluence the extension per se but
also the assessment of the extension, in particuitr regards to quality and the

feedback effects on the parent brand, which willdsxussed later on (de Ruyter &
Wetzels, 2000).

2.3.2.Advantages and Disadvantages of Brand Extensions

Brand extensions in general might bring along athges as well as disadvantages,
depending on whether they are successfully impléatdemand the brand equity is
successfully transferred onto the extension or(Rbiott & Percy, 2007). On the one
hand, brand extensions might have lots of advastdgbey are well implemented and
carefully planned. The benefits can be classifigd iwo main categories, which are:
helping new product acceptance and providing pasittedback effects on the parent
brand (Keller, Apéria, & Georgson, 2012).

Brand extensions can prevent the failure of newdpects by for example by providing
credibility and familiarity through the establishpdrent brand, and therefore facilitate
new product acceptance. As customers inevitablyaforertain set of expectations
towards a brand after some time, in terms of qualitd performance of products, the
usage of an established brand name automaticalyeshthe image of the extension if
the existing information and expectations are fiemnad to the extension. In addition to
that, the perceived risk of consumers is reducéutkifparent brand is already known and
corporate credibility and trustworthiness are tpamted. Therefore, product trials are
generated more easily and accordingly product aanep is aided. Given an
established brand name and demand for the exterissom the consumers’ side,
choosing a brand extension instead of developingeva brand might also help in
gaining retailer distribution (Keller, Apéria, & Gmyson, 2012) and thereby reduce
market entry barriers (van Riel, Lemmink, & Ouwert| 2001). A further benefit of
brand extensions is the reduction of marketing, momication and advertising costs

due to arising synergies between the extensionthedestablished brand (Buil, de
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Cernatony, & Hem, 2008). As the brand is alreadgvkm, awareness does not have to
be created and introductory campaigns can focushenproduct itself. Hence, the
advertising expenditures are used more efficiefiligller, Apéria, & Georgson, 2012)
and the consumer is given the possibility of varegeking, while still remaining loyal
to the brand (Keller, 2008). In addition to the adising efficiencies, costs can be
saved when it comes to the labelling and packagfntgew products, due to economies
of scale. While creating a new brand is time arsbuece intensive, relying upon brand
extensions not only saves costs but also incretdsegime to market. Moreover,
especially the creation of a new appealing bramdens challenging as there is already
a huge number of existing trademarks (Keller, Apé& Georgson, 2012).

Other benefits of brand extensions relate to thatipe feedback on the parent brand
which are explained in detail in a later sectiontbé thesis (‘Positive Feedback
Effects’).

On the other hand some general downsides might edomg with the introduction of
brand extensions. For instance, retailer resistaacé¢here are simply too much brands
in one category, so that retailers are not abkdtbfurther products to their offering, or
cannibalization of parent brand sales, as a linenskwon, like for example low- fat
products, might cause consumers to switch withentitand. Even though this is seen as
a possible downside of brand extensions, paremidbcannibalization is still preferred

to consumers switching to competitive brands (Kekgpéria, & Georgson, 2012).

Another disadvantage is the negative feedback teffeat might damage the parent
brand in terms of quality perception or the ovebaind image. The negative feedback

effects are referred to in detail in the sectioegltive Feedback Effects’.

2.3.3.Extension Similarity

The majority of scholarly work on brand extensioefers to extension similarity as one
of the main drivers of extension evaluation in gineduct domain (Buil, de Cernatony,

& Hem, 2008). Theperception of fit between the parent brand and the brand extension,
or extension similarity is generally defined as
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“a function of salient shared associations betw#enparent brand and the extension
product”

(Thorbjornsen, 2005, p. 251) ,

and measures the subjective distance between tremtparand and the extension
(Kapferer, 2004). Usually, different dimensions eliksimilarity, typicality and

relatedness influence the perceived degree of ffibkbjornsen, 2005), which is found to
be one of the most significant drivers of brandeagton success, and to impact the

consumers’ evaluation of the brand extension (Blg@lCernatony, & Hem, 2008).

When talking about perceived fit, Aaker and Ke([#990) distinguish between product
related fit and producer related fit. In terms odguct fit, the extension can either be a
complement or a substitute. A complementary exteansieans that the original and the
extension product are used together or in simitaagons to satisfy a need, whereas a
substitute describes the replacement of the ofigmmaduct by the extension. The
producer related fit refers to the belief of thesamer in the ability of the producer, in
particular in terms of skills and resources, tovpde the extension (Aaker & Keller,
1990).

When determining the extension similarity, a brauthema theory can be applied,
which distinguishes between a product- related reeheharacterised by functional and
concrete product associations, and a non- prodetated schema, characterised by
abstract image associations with the brand. Thelasity at the product level is
dependent upon the rapport between the parent laraehdhe extension, such as in the
case of similar usage situations, whereas the airtyilat image level, also called image
consistency, relates to the extent to which theresibn is able to mirror the parent
brand image (de Ruyter & Wetzels, 2000).

Accordingly, when talking about the perceived fitdaextension similarity it can be
differentiated between two types of fit, namelyegmlry fit and image fit. The first one
describes the similarity between the old categhat has been served traditionally and
the new product category, entered with the extendiothe usage situations resemble
each other or the products or services possestasiatiributes, the degree of category
fit, or product similarity will be perceived as higde Ruyter & Wetzels, 2000). The
second one, the image fit alludes to the image rcmgy between the parent brand
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image and the image of the extension. The imageroency will be high if the
extension and the original brand have the same imgaon consumers and if the
extension reflects the brand concept successiMiyrtfnes Salinas & Pina Pérez, 2009).
This is especially important when the extensionaexis the product offering into a new
market. Therefore, both, category and image fitraeasured in the empirical study, by
asking the respondents whether the extensiondithé other products offered by the
brand (category fit) and whether the extensiontfiessoverall image of the parent brand
(image fit). In this context the transferabilitycacompetence of the provider, which
refer to the company’s ability and skills to prodymroducts in another category as well,
is found to be an important driver of the degreditofde Ruyter & Wetzels, 2000), as
already identified by Aaker and Keller (1990). Wheffering services, especially the
ability to interact with the consumer is seen asngportant competence of the provider
(Sichtmann, Klein, & Ostruk, 2008).

In general, the perception of fit will be high ifet brand meaning of the extension and
the original product are the same and addition&lbth evoke the same image- based
associations (de Ruyter & Wetzels, 2000). Exterssigith a high degree of fit are more
likely to be evaluated positively, since the extenss more credible and trustworthy if
it fits the parent brand and the positive qualigygeptions are likely to be transferred to
the brand extension. This relationship has alrelaglgn observed in various studies
(Martinez, Polo, & de Chernatony, 2008; de Ruyter\Vgetzels, 2000, Buil, de
Cernatony, & Hem, 2008). Accordingly, in case dbw level of similarity between the
parent brand and the extension, the fit will beardgd as low and the extension will be
evaluated less favourably and will hardly be aceggty consumers, no matter how
strong the parent brand is (de Ruyter & Wetzel9020

The perception of fit is also regarded as relevanthe service environment, as an
addition to quality aspects (Vdlckner, Sattler, Hieg- Thurau, & Ringle, 2010).
Nevertheless, the general similarity of the ext@msind the brand is found to be more
important in the service context than the singletattes associated with other products
of the company (Sichtmann, Klein, & Ostruk, 20083. fit is regarded as important in
the field of product brand extensions, and ther@adsclear evidence of whether fit
impacts service extension evaluation and accondingledback effects, in the
subsequent empirical part, hypothetical servicenages for high as well as low fit

service extensions are included. The inclusion ofhp high and low fit service
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extensions aims to detect differences in the oeoags of feedback effects on the parent
brand according to the degree of fit.

2.3.4.Evaluation of Brand Extensions

Given the growing number of brand extensions, itofsincreasing importance to
understand the consumers’ evaluation of brand sides. The consumers’ assessment
of brand extensions depends largely on what kinagrof any information in addition to
the parent brand, about the brand extension idadlai If no additional information
about the extension is offered, consumers usually on the existing parent brand
knowledge and information about the extension cate@ general. If this is the case,
four basic conditions must hold true for a positieetension evaluation: positive
associations about the parent brand, some of thgiy@associations must be evoked
by the brand extension, negative associations thétparent brand are not taken over to
the extension and no negative associations argedliby the extension itself (Keller,
2008).

According to the prior academic work on generahdraxtensions not only the parent
brand knowledge and familiarity (Volckner & Satfle2006) is considered in the
evaluation but a large number of additional factdrse most obvious ones are the
perception of fit between the parent brand andetktension, the perceived quality of
the parent brand and the extension (Kapferer, 28@#4er & Keller, 1990), the image
of the parent brand, which consists of the indigidassociations the consumer has with
the brand (Keller, 2008) and the information aua#aabout the extension (Lei,

Pruppers, Ouwersloot, & Lemmink, 2004).

Aaker and Keller (1990) put forward that there isetation between the perceived

guality of the parent brand and the consumers’iopiabout a brand extension into an

unrelated category. Hereby, the extent to whichqtredity of the parent brand and other

positive associations are transferred to the ekians a consequence of the degree of
fit between the parent brand and the extension.bEteer the fit between the two, the

more associations are generally transferred andb#iter the attitude towards the

extension will be (Aaker & Keller, 1990).
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Furthermore, Lei et al. (2004) state that the esttanevaluation is mainly based on the
initial attitude towards the brand and the peragidegree of fit, but nevertheless other

factors such as quality influence the arising it towards the extension.

In general, corporate brands are more likely tasssfully introduce brand extensions
than product brands, as corporate brands posseassimangible elements that might
cover different product categories. Moreover, coap® brands, representing the
manufacturer of products or provider of servicesye more credibility, which is also

influencing the extension evaluation (de Ruyter &t#éls, 2000).

Briefly summing up the most important and most caniy mentioned factors that

drive the extension evaluation, it can be statedt the perceived fit influences the
extension evaluation in case of product brand ekbeis. Furthermore, parent brand
quality and the quality difference between theioagproduct and the extension is seen
as important and finally, the parent brand imaguémces the attitude towards the

extension in case of product brand extensions.

2.3.5.Evaluation of Service Brand Extensions

The evaluation of service brand extensions has fmerd to differ considerably from
the evaluation of product brand extensions duehw high number of distinctions
between services and goods, by various authorR(geer & Wetzels, 2000; Volckner,
Sattler, Henning- Thurau, & Ringle, 2010; van Risgmmink, & Ouwersloot, 2001).
As a consequence of these differences, some tfethefits of brand extensions, like the
image transfer, seem even more important in a Gerdntext, as services cannot be
interpreted visually in advance and possess lesgikie elements. Especially the
quality perception, which differs substantially Wween goods and services
(Parasuraman, Zeithaml, & Berry, 1985), should ddesth into consideration when it
comes to the evaluation of service brand extensiMi@ckner, Sattler, Henning-
Thurau, & Ringle, 2010) and the feedback effectshenproduct parent brand.

The image of the parent brand, seen as intangibohersion of the brand (Kapferer,
2004), is particularly important when it comes tervice brand extensions, as it
provides credibility and reduces the risk for te@sumer, keeping in mind that services
are characterized by the possession of credengbutds and intangible elements. A

corporate brand might therefore influence the serextension evaluation, especially if
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the extension lies in a field where the companyrt@aprevious experiences. Companies
typically extend their businesses with service mgi@ns into new markets.
Consequently, not only the corporate brand imagef isnportance but one particular
component of the image, which is the innovativenalsthe company (de Ruyter &
Wetzels, 2000).

The higher the credibility of the brand and compasythe higher and better the
extension evaluation generally is. This is espbciaiportant when it comes to brand
extensions from the product into the service se@srservices, as explained in detail
before, are characterized by the possession oEroedattributes. These imply that the
consumer has to trust the service provider andsethake use of information signals,
such as the corporate image, as cues for the éxteergaluation (de Ruyter & Wetzels,
2000). Not only the credibility but also the trust the parent brand is found to
positively influence the service extension evahmti(Volckner, Sattler, Henning-
Thurau, & Ringle, 2010). In addition to that, deyr and Wetzels (2000) found out
that service extensions to related markets areepeaf over extensions to unrelated
markets (de Ruyter & Wetzels, 2000).

It is suggested in the study of van Riel et al.OP0 that in the evaluation of service
extensions other aspects than in the evaluatiorprofiuct brand extensions are
significant. Nevertheless, they confirm that ther@ positive relationship between the
perceived quality of the parent brand and the extenevaluation, also in a service
context. Moreover, they affirm that the perceivédatsumes a relevant role in both,
product and service brand extensions. The percdivégtween the extension and the
parent brand is found to be positively related vitie attitude towards the extension.
Furthermore, if the parent brand and the extensmatch in some way, it is more
probable that the perceived quality of the pareand is transmitted to the extension.
The complementarity, which describes the degreehch the usage situation of the
original and the extension resemble each othdéouisd to be more important in service
than in product brand extensions (van Riel, Lemm&luwersloot, 2001; Sichtmann,
Klein, & Ostruk, 2008). Overall, if service pardmtnds are concerned, high extension
similarity is found to positively impact the pereed service quality of the extension
(Volckner, Sattler, Henning- Thurau, & Ringle, 2010

However, in contrast to the previous findings oadurct brand extensions, Vélckner et

al. (2010) put forward that the parent brand gyaéind not the extension similarity, is
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the dominant driver of service extension evaluatibn particular when placing the
focus on the service quality dimensions, the peezkiinteraction quality and the
perceived outcome quality of the parent brand @&tealed to significantly impact the
service extension evaluation (Volckner, Sattlernieg- Thurau, & Ringle, 2010).
This highlights that there are contradictory opmsoin the literature about the

evaluation of brand extensions, especially sefre@d extensions.

Nevertheless, the success of the service extermonse is independent from the
consequential influence of the extension on themabrand, as will be discussed in a

later section of the thesis.

When talking about service brand extensions frosemice parent brand, the parent
brand service quality is found to be a strongevedrof the extension evaluation than
the perception of fit (Volckner, Sattler, HenninBhurau, & Ringle, 2010), which is
contradictory to the findings on product brand agtens and highlights the importance
of quality in the service context.

Specifically, Volckner et al. (2010) state thatthe extension evaluation, the overall
quality assessment as well as the evaluation ofsilgle service quality dimensions
(interaction quality, physical environment quaktyd outcome quality) is superior if the
perceived quality of the parent brand is higherréarecisely, interaction quality refers
to the personal contact between the consumer anddtvice provider that happens
during the service delivery. The physical environinguality describes the influence of
the tangible environment of the place where theiserdelivery process occurs, on the
consumers’ quality evaluation. This is of importaras the consumer is usually present
at the service delivery due to the inseparabilify ppoduction and consumption.
Moreover, the outcome quality refers to the finatoome, the consumer is left with
(Volckner, Sattler, Henning- Thurau, & Ringle, 20.10

Furthermore, the sympathy and trust towards thempdsrand, which usually results
from previous affirmative experiences, can posljivinpact the assessment of the
service extension (Volckner, Sattler, Henning- Buir& Ringle, 2010). In addition to
that, Lei et al. (2004) affirm that extensions tlaa¢ less service intensive than the
original product will be evaluated better than estens with high service intensiveness
(Lei, Pruppers, Ouwersloot, & Lemmink, 2004).
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2.4. Feedback Effects

In general, feedback effects can occur in a pasiivnegative way and are independent
from the success of the brand extension per sey dkscribe the effects the brand
extension has on the parent brand image in the pestuations of the parent brand
(Keller, 2008; Lane & Jacobson, 1997).

Feedback effects depend amongst other things otheuhine brand that is extended has
a high, medium or low brand equity. High equityrita as Nivea for instance, are said
to evoke more positive associations and a morettéatepicture in the heads of
consumers. They are associated with high qualityteve more loyal consumers than
low equity brands. Such high brand equity can theismore easily capitalized on by
introducing brand extensions (Buil, de Cernatonyi&m, 2008). Brand extensions are
a good strategy to enhance the product offerirthaf/ reinforce the associations with
the brand and thus produce positive feedback sffestterms of strengthening the

brand image and the brand equity (Martines SanBfa Pérez, 2009).

Even if the brand extension per se is successiimplemented, it can harm the parent
brand and the parent brand image (Volckner, Saflékaufmann, 2008), such as by
introducing confusing associations (Martines Sali&aPina Pérez, 2009), depending
amongst other things on the extension similaritgl @he quality of the extension
compared with the quality of the parent brand (Bad&l Cernatony, & Hem, 2008).

In general, feedback effects can be analysed indifferent ways. First, panel data can
be utilized to detect whether cannibalization bemvehe products occurs. Second,
consumer survey data can be used to analyze whthparent brand image is affected
by the launch of a new product under the same brade or not. Furthermore,
consumer survey data is important to find out haetdrs like the degree of fit or
quality influence the feedback effects on the parerand (Volckner, Sattler, &

Kaufmann, 2008).

In the illustration below, a simplified processrfrahe parent brand across the brand
extension to the feedback effects on the paremdpres displayed. First, the brand
assets that can be transmitted from the parendlathe extension and parent brand
quality and image, shape the extension percepbigether with the extension similarity.

Second, the concept of the brand extension andotéved attributes inherent in the
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extension, impadhe extension evaluation aconsequently shapgbe feedback effec
on the parent brand.

Feedback
«Relevance of the Effects

Extension
Perception

*Brand Assets and

Image «Brand Attributes Bran_d Attributes « Retrospective
« Parent Brand * Quality of the i h

; *Brand Concept : Effects on the
Quality Extension Parent Brand

Extension
Evaluation

Extension Similarity

Figure 4: Process from the Brand Extension to FeddbHect: (Kapferer, 2004)

2.4.1.Positive Feedback Iffects

When talking about positive feedback effects th#ovdng points are c special
importance: First, the clarificaticand enlargemerdf the brand meaning, which mee
that as a result ahe extension the brand name evokes a more comghetdoroade
picture of the brand meaning (like weight watcknot onlystanding for weight lo: but
also formaintenance). Second, the enhance and strengtheningf the parent bran
image, which is the case if positive existing brasdociations are strengthened, if
favourability of certain associations is improvedifonew, positive bran@ssociations
are addedMartines Salinas & Pina Pérez, 2C. Third, the amplification of mark
coverage, as the absence of certain brand beraditied through the extension, mi
have prevented some consumers from buthe brand. Fourth, the revitalization of 1
brand, achieved by arising interest through the peaduct offering, and fifth, th

permission of subsequent extensi(Keller, Apéria, & Georgson, 201.

Furthermore, expanding the brand’s extendibilitygimi be considered a positi
feedback effect, if this expansion does not sinmgitausly create dilution effectSuch
enhancement of the extendibi occurs when extensions and the original pro
categoy are image consistent and the category assaasaticebroadene. In this case
the company might introduce further brand extersemd enhance the product catec
associations (for examplieatchesare not only seen as utility batsoas accessories),
while the existing brand beliefs remain the s¢ In her study from 200:Milberg

suggests, than explanation of the relation and the conne between the brand ai
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the extension to the customer, enhances the braxtésdibility and therefore favours
positive feedback effects (Milberg, 2001).

Furthermore, advertising spillover effects (patiacly reciprocal spillover effects) can
be seen as positive feedback effects. Hereby, tanctisn between forward spillover
effects, which is the case when advertising forghaeent has an effect on the extension,
and reciprocal spillover effects, which refer t@ thituation in which the extension is
promoted and the parent brand profits from thisesiiising, in terms of brand recall for
instance, has to be made. However, forwards spitl@ffects are found to be weaker

than reciprocal spillover effects (Balachander &o&&, 2003).

2.4.2. Negative Feedback Effects

Negative feedback effects generally refer to thet that the parent brand image is
worse after the extension evaluation than beforeichv might be very difficult to
reverse. In case of experiencing negative feedledfgdcts, the brand might not be
exclusively allied with a certain product anymovehich leads to a dilution of the
guality perception and brand image. In this contaxt extension might also hurt the
overall parent brand image, by introducing new eais$ions that are regarded as
inconsistent but nonetheless are incorporatedtirdomage of the brand. In addition to
the image, the overall brand meaning can be dijugspecially if the identification with
a certain product category is diminished (Kellepéfia, & Georgson, 2012). This
especially occurs if consumers are exposed to ivegatormation about the extension,
as put forward by different studies (Volckner, Bajt& Kaufmann, 2007; Ahluwalia &
Gurhan- Canli, 2000). Furthermore, dilution caroatscur at the product level in that
the flagship product, carrying the brand name iscgieed as less strong or not
dominant in the category any more. This goes harfthnd with the risk of depressing
the company’s overall sales, and in the long rdoweer quality perception of the whole
brand, as the flagship product acts as importaatngie for everything the brand stands
for (Roedder John, Loken, & Joiner, 1998). In additto that, highly familiar brands
are more likely to experience dilution and negatieedback effects than unfamiliar
brands (Thorbjornsen, 2005). Moreover, prestigadsare especially prone to dilution
if downscale brand extensions, which means tha¢xhension is of inferior quality than

the original product, are introduced (Dall'Olmoe&Ril Pina, & Bravo, 2012).
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A so called negative fit effect appears if nonatetl extensions, or low fit extensions
are perceived as being less reliable than ther@igiroduct. This negatively influences
the attitude towards the extension and accorditiglysuccess of the extension per se, as
well as the feedback effects on the parent brarehckl, the degree of fit is seen as
driver of negative feedback effects. The negateedback effect might either affect
brand attributes or the general brand associatiénen though the core parent brand
personality is found to be more stable and lessgio dilution than general beliefs

about the brand or product (Martines Salinas & Piégez, 2009).

The most severe form of negative feedback effecthe dilution of the parent brand
name through negative associations introduced imaiad extension (Martinez, Polo, &
de Chernatony, 2008). Dilution generally referatoegative change of the consumers’
beliefs about and attitude towards the parent hrahtch can be thought of as feedback
on the parent brand, that might either affect thele brand image or single elements of
the brand image (Loken & Roedder John, 1993; Raedlalen, Loken, & Joiner, 1998).
Dilution might even reduce the sales of other pobslunarketed under the same brand
and therefore have grave consequences for the tplarand (Buil, de Cernatony, &
Hem, 2008). Especially prestige brands are momdliko run the risk of diluting the
brand meaning when introducing brand extensionsthasself expression benefits,
evoked by a flagship product might be modifiech# extension does not have the same
quality level or does not communicate the self egpion benefit (Roedder John,
Loken, & Joiner, 1998).

The occurrence of brand name dilution can be olksefiom different perspectives,
which is connected with the models of brand schemdification, explained on page
48 f.. Hereby, it can be stated that the extentvtoch the information about the

extension is inconsistent with the parent brand tedfact whether the extension is
perceived as typical or not, determine the vulnétatof the brand name or attribute
dilution (Loken & Roedder John, 1993). In particulaoken & Roedder John (1993)
find evidence for brand name dilution in their ergal study, in that favourable

attributes associated with the parent brand areindshred through an unsuccessful
brand extension. However, they also discover tleaernl quality beliefs are dilution

resistant in both cases, high and low typicalitheveas distinctive and more specific
characteristics are diluted (Loken & Roedder JAi993).
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Furthermore, brand extensions that are inconsistéhtor do not fit the parent brand
image or the original product category, are foumtinhit the extendibility of the brand,
which inhibits further brand extensions and is d¢fi@re seen as negative feedback effect
(Milberg, 2001).

2.4.3. The Role of Brand Image in the Context of FeedbacEffects

In the context of feedback effects, the brand imaggimes a central role, since brand
extensions might influence and alter the perceptibthe whole brand, and therefore
impact the parent brand image, or at least compgenehthe image. Associations
created by brand extensions might either enhandesaengthen the brand image or
negatively affect the parent brand image (Martirfealo, & de Chernatony, 2008), as
associations with the brand extension are embeddtx the existing networks,
according to the associative network theory. Theoty describes the brand image as a
mental scheme, consisting of stored informatiorso atalled nodes, which are
interconnected by links that represent the strergjttbrand associations (Martines
Salinas & Pina Pérez, 2009; Keller, 2008).

A general definition of thérand image s the following:

“the consumers' perception about a brand as retddby the brand associations held

in consumers’ memory”
(Keller, 2008, p. 51),

whereas brand associations are subjective netwamksstructures, representing any
kind of stored information about the brand, in fleads of consumers. Therefore, brand
images enable consumers to distinguish between etimgpbrands through the different

associations towards them (Martinez & de Chernat2d94).

When talking about service brand image, the imaggegbes the attitudes towards the
service provider. The image of a service brandesgmts an important quality indicator
and therefore influences the risk perception ofdblesumer (Meffert & Bruhn, 2009).
The image is built up by expectations and attitutmsards the brand or service
provider, arising from personal experiences, fgmliand narrations and is thus a direct
result of different learning processes (Linxweil2004). The corporate image might

serve as quality indicator, and therefore influethmeconsumers’ satisfaction evaluation
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with the service, the word of mouth spread by carmens and customer loyalty (de
Ruyter & Wetzels, 2000), whereas customer loyaltyhie service sector is determined
by the degree to which the customer repeats thehpse, has a positive overall attitude
towards the service provider and the degree to lwhidifferent service provider is

considered when the need for the service is préSamtiana, 2002).

Furthermore, the brand image comprises cognitiwe &fective elements, and hence
describes the whole, subjective and changeablerpietbout the brand the consumer
has in mind, in contrast to the relatively stalbianil identity, defined by the company
(Messing & Kilian, 2004). The more experiences pedmve with the brand and the

more information about a brand is available, theader and more stable the image of
the brand generally is. Nevertheless, just some characteristics, defined by the brand
identity emboss the brand and determine the symppathards it (Herbst, 2005). To be

aware of these core characteristics is especiafigortant if brand extensions are
planned to be introduced, as they play a cruci@ when determining the perceived
degree of fit between the parent and the extensienerally, brand extensions always
introduce a new set of attributes to the brandctvimight either enhance or dilute the
parent brand image, depending, amongst other sgatarwhether the extension fits the
parent brand or not (Loken & Roedder John, 1993).

It has been suggested by various scholars thatiefigeghe image of service brands is
interrelated with perceived service quality. Theara image might serve as pre-
purchase quality indicator and therefore assumesigaificant role in customer

retention, service evaluation and service satigfac{de Ruyter & Wetzels, 2000).

When it comes to service brand extensions, theepexd quality might be shaped by
the parent brand image, consumers have in mindrddfe extension. Especially if

services are involved in the brand extension pdée initial brand image, comprising
the quality perception, is seen as a driver ofetktension evaluation (Martinez, Polo, &
de Chernatony, 2008). Therefore, in order to exantine feedback effects of service
brand extensions on the parent brand, the brandey@nceptualized with perceived
quality, is used as main indicator for the feedbeit&cts on the product parent brand in

the later empirical study.
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2.5. Potential Drivers of Feedback Effects of Service Bind

Extensions on the Parent Brand Image

2.5.1.Service Satisfaction

As already reviewed above, there are proven diffisge between the evaluation of
service and product brand extensions. Consequehd#ydrivers of feedback effects, in
the case of service brand extensions, are expdotdoe different from the ones

stemming from product brand extensions.

In general, the existence, degree and directicieedback effects might be influenced
by the differences in quality levels between thteegion product and the parent brand,
by the parent brand strength, the perceived expditgiof the parent brand, by the
degree of fit between the parent brand and thensiie product (Vélckner, Sattler, &
Kaufmann, 2008) and by the availability of extemsimformation (Ahluwalia &
Gurhan- Canli, 2000).

In addition to that, in the service context, thecpeved quality, that has already been
identified as central element in the context ofvieer brand extensions by various
authors (Volckner, Sattler, Henning- Thurau, & R&g2010), resulting in either
satisfaction or dissatisfaction with a service (@no Brady, & Hult, 2000), is supposed
to assume an important role. The degree of fitxjgeeted to play a minor role in the
occurrence of feedback effects, due to the supeated function of quality. The
impact of extension information is not consideradtfer, as all scenarios included in
the empirical study provide the same level of infation in order to be able to measure
the impact of service quality and satisfaction loé feedback effects.

The distinct character of service quality, in congxan with the quality of goods has to
be considered when researching service brand estengvolckner, Sattler, Henning-
Thurau, & Ringle, 2010) and their feedback effemtsthe parent brand. The result of
the quality evaluation of the service extensiorgoading to the evaluation methods
mentioned before, is either satisfaction or dissattion with the service. This, in either
case, provides new information about the paremnidta the customer, regardless of the
fit. Using the original brand as reference poimttherefore largely depends on the
extension quality whether the feedback effectshenparent brand are more likely to be
positive or negative (Volckner, Sattler, & Kaufma2008).
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On the one hand, good quality of the extension,vigneg additional positive
information is more likely to result in positive eigback effects or at least in no
modification of the parent brand perception. On dkiger hand, bad or low quality of
the extension, is probably going to result in pateand dilution and negative feedback
effects. If the parent brand is characterized npum or high quality, the extension
might hardly meet or exceed the existing qualigndards. Thus, negative feedback
effects are more probable for high quality and figesthan for low quality and weak
brands (Vdlckner, Sattler, & Kaufmann, 2008).

Given the importance of quality in the service emmtin addition to the findings of
previous studies (i.e. that quality is the domindmver of extension evaluation in the
service context (Volckner, Sattler, Henning- Thuyr@wRingle, 2010)), described above,
the service extension quality and the resulting)gditisfaction are seen as important
potential drivers of feedback effects of servicanar extensions on a product parent
brand.

Volckner et al. (2008) propose that it is likelyathpositive or at least no feedback
effects on the parent brand arise when customesssatisfied with the service

extension. Consequently, Hla is formulated buildipgn the finding of Voélckner et al.

(2008):

Hla: Customer satisfaction with a service extensiohas a positive influence on the

post image evaluation of the parent brand.

On the contrary, in case customer satisfactionovg, Iresulting from a low quality
service scenario, it is more likely that negatigedback effects arise and influence the
parent brand image. This coincides with the findingf Voélckner et al. (2008).

Consequently, the following hypothesis is formutate

H1b: Customer dissatisfaction with a service extemsn has a negative influence on

the post image evaluation of the parent brand.

As already argued above, the brand image is an rimmpoquality indicator in the

service context (Meffert & Bruhn, 2009). Parentriarauality is already found to be the
dominant driver of the extension evaluation in ffeevice domain (Volckner, Sattler,
Henning- Thurau, & Ringle, 2010). Furthermore, Ire tcontext of feedback effects,
Martinez & de Cherantony (2004) reveal that theginal parent brand quality is
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positively related to the final evaluation of thargnt brand image (Martinez & de
Chernatony, 2004). As parent brand strength andgemare seen as particularly
important in the service context, since consumerse fgreater uncertainty when
purchasing services than when purchasing good$it(8ann, Klein, & Ostruk, 2008),
the parent brand strength and quality is also ssecrucial element when it comes to
feedback effects of service brand extensions.

If a brand already has a very strong image aneviéduations are high throughout, it is
difficult to achieve further positive feedback effe Therefore, strong brands are,
according to Volckner, Sattler and Kaufmann (2008)ore likely to experience
negative feedback effects. This is connected tosihecalled ceiling- effect, which
describes the difficulty to further strengthen sgdorands, as the perception of the
brand is already positive and its evaluation igady very high (Volckner, Sattler, &
Kaufmann, 2008).

2.5.2.Prospect Theory

As this thesis concentrates on service brand extesisthe prospect theory is seen as
relevant when it comes to the extension evaluadioth following feedback effects on

the parent brand.

Companies offering services face increasing pressardeliver at least adequate
services, continuously matching the consumers’ egbens, and to satisfy their

consumers in order to retain them in the long nfika service failure occurs, the

company either has the possibility to re- estabtisstomer satisfaction and strengthen
customer loyalty, or not to react to the failuredaisk the loss of customers (Smith,
Bolton, & Wagner, 1999).

In order to properly understand the relevance afmensation and recovery in case of a
service failure, the prospect theory developed lapriéman and Tversky (1997) is of
great relevance. The prospect theory in gerfstgjgests that losses are weighted more
heavily than gains”(Maxham Il & Netemeyer, 2002, p. 58) and tHet individual
decision making, resources are weighted differdgtiaccording to their utility”
(Smith, Bolton, & Wagner, 1999, p. 359).

Transferred to the service context, this means disgatisfaction with a service is

weighed more heavily and has a larger impact orsies and actions following it than
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service satisfaction (Maxham Ill & Netemeyer, 2Q08)addition to that, the evaluation
of the service heavily depends on the individualtity. Moreover, customers
remember negative service experiences longer tbaitiye ones, which also impacts
the service evaluation (Maxham Il & Netemeyer, 20@nd accordingly the feedback
on the parent brand in the case of brand extensidres idea of the prospect theory is
confirmed by the concept of asymmetric disconfiiorgtwhich claims that satisfaction
with a service is more heavily influenced by a riegaperformance than by a positive
one (Mittal, Ross, & Baldasare, 1998). Therefonest theories are seen relevant in the
context of service brand extensions, where thegperd quality of the extension leads
to either satisfaction or dissatisfaction with avgee.

Depending on the type of loss suffered from a serfailure the customer typically
prefers different types of recovery. The recovefipre is evaluated depending on
whether the service failure occurred in the corgise and affects the service outcome,
or during the service delivery process. The fiygtet of loss, economic loss, occurs if
outcome failures, such as overbooking of an aigldmppen. As recovery for an
economic loss, economic resources are usually égbeln this case, a social resource,
like an apology for an example, will not effectiy@npact the consumer’s perception of
distributive justice. The second type of loss, abtoss occurs when process failure
happen, like for instance impolite personnel inoéeh In this case the perception of
justice will be influenced by recovery attributédselthe communication of respect or an
apology, in other words, social resources. In @sttreconomic resources are expected
to influence the interactional justice less tham dstributive justice. In consequence, it
can be concluded that the better the recovery teff@tches the type of failure, the
better the perceived justice is (Smith, Bolton, &gker, 1999).

Stating that negative experiences are weighted rheewily than positive ones, the
prospect theory is seen as important when it caimdéke evaluation of service brand
extensions and the feedback effects on the pamamdb Specifically, dissatisfaction

with a service, arising from poor service qualibda disconfirmation of expectations,
is expected to have a larger impact than satisfacnd to result in negative feedback

effects on the parent brand. Therefore, the follmwypothesis is formulated:

H2: The negative effect of a service failure on th@ost-image evaluation will be

stronger than the positive effect of a positive sgice experience.
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Hereby, service failure (customer dissatisfactimgults from a service scenario with
low quality, and a positive service experience f{@uer satisfaction) results from a high

quality scenario, which will be tested with mangiidn checks in the empirical study.

2.5.3.Perceived Fit Between the Extension and the PareBrand

As already reviewed, the perceived fit between atersion and the parent brand

Impacts the extension evaluation and is therefoesgential value for the success of the
extension. Consequently, the extension similarnfjuences the feedback effects on the
parent brand, in particular in case of product trartensions (Buil, de Cernatony, &

Hem, 2008).

Successful high fit extensions probably enhanceptirent brand image and result in
positive feedback effects, as numerous associadonshared between the brand and
the extension and pre- existing associations kedylito be strengthened and enhanced.
If customers perceive a high degree of fit betwaebrand and its extension, the
possibility that they buy more products of the lokaim question is higher and
accordingly, the parent brand’s awareness, vigjbdnd usage is increased (Buil, de
Cernatony, & Hem, 2008). On the contrary, low fittemnsions might weaken the
credibility and lower the trust of consumers in biand. Therefore, they are regarded as
problematic when it comes to feedback effects, @liog to Buil, de Cernatony & Hem
(2008). Low fit extensions are found to decreasedbrporate credibility and therefore
produce a negative feedback effect, even if theud# towards the extension per se is
positive (Martines Salinas & Pina Pérez, 2009).n&s or only a small number of
attributes can be transferred from the parent btartde extension in low fit situations,
consumers base their evaluations more on the ¢tileuées and actual benefits of the
extension. The lack of transferable attributes iegpthat the quality of the extension is
more difficult to determine in advance, which inrrtuincreases the consumers’
perceived risk. Moreover, low fit extensions areurfd to be less accepted by
consumers, regardless of the parent brand strédgtRuyter & Wetzels, 2000). Hence
if product brand extensions are concerned, perdeivds seen as driver of feedback
effects (Buil, de Cernatony, & Hem, 2008; Martiigadinas & Pina Pérez, 2009).

Given the findings on low and high fit brand exiens, it can be assumed that fit acts
as driver of feedback effects, in the case of pcodimand extensions. The following

illustration shows the consequences of fit or ridfisregarding other factors like
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guality perception, influencing the extension eatibn and the feedback effects on the
parent brand, that might either be positive (braachforcement or expansion) or

negative (brand name dilution).

Typical Parent Brand Brand Dilution
Product [ /
@
, 2
Perceived 5 Brand
Extension Product — . S —p .
Fit m Reinforcement
Q
c
=)
=.
Brand Concept %_ S \ Brand Expansion

Figure 5: The Consequences of Product and Concephé&iMisfit (Kapferer, 2004)

Grounded upon previous findings on the impact ef perceived fit in product brand
extensions, it is therefore necessary to includé land low fit service extensions in the
empirical part of the thesis. Especially in thevaar context, the extendibility of the
parent brand and the ability of the service providetransfer its skills to the extension,
are important components of the perceived fit (deyt® & Wetzels, 2000). It is

approved that negative feedback effects are l&sdylto occur if consumers belief in
the parent brand’s ability to provide a trustworgstension product, especially in the

domain of service brand extensions (Voélckner, 8até Kaufmann, 2008).

Nevertheless, fit strongly influences the exten®oaluation and attitude towards the
extension but according to Martines & Pérez (202 no direct impact on the final
brand image. This means that the perception ofidg an indirect influence on the
feedback effects on the parent brand via the exterevaluation (Martines Salinas &
Pina Pérez, 2009), and therefore only acts as ratmdein case of asymmetric service
extensions and plays a subordinated role, as gualithought to assume a more
important role than fit in the service context, doethe afore mentioned differences
between services and goods, distinct charactexisdic services and the lack of
additional information about the extension (LokermR&edder John, 1993). Specifically,
as in the service context quality is found to peatsatisfaction, which both influence
the behavioural intention (Cronin, Brady, & HulQ@D). Therefore, service quality and

the consequential satisfaction with a service igeeted to be the dominant driver of
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feedback effects in case of service brand extessiamile fit is expected to act as

moderator.

2.5.4.Extension Information

When it comes to extension information it can b&tidguished between congruent or
consistent information, and incongruent or incaesisinformation. Both are said to be
evaluated differently. First, congruent informatioan lead to polarization in a high
motivation situation, and reinforce the brand abt@rgjthen the associations in low
motivation situations (Gurhan- Canli & Mahesward98). Second, inconsistent
information is incorporated according to differenmtodels, which are explained

subsequently.

The literature review on brand extensions and faeklleffects reveals that feedback on
the parent brand name occurs if extension infolwnat highly accessible and relevant
for the judgement (Ahluwalia & Gurhan- Canli, 200@Whether available information
about an extension is used in the evaluation abadextension and how this leads to
feedback effects on the parent brand, can be thescusing different schemata and
theories. In general, extensions with high simijarevoking similar associations as the
parent brand, will result in minor modificationsdaan assimilation of the existing
schema, whereas extensions with low similarityuoidg different brand associations
are likely to alter the parent brand image as tihdit@nal associations are embedded
into the existing network. This means that accomamiod occurs and the brand schema
is modified (Martines Salinas & Pina Pérez, 2008orbjornsen, 2005). However, as
consumers get more and more familiar with the thiced extension and the
associations with the brand extension, that aegiated into the existing brand schema,
feedback effects are supposed to diminish over {iidckner, Sattler, & Kaufmann,
2008).

Consumers typically possess schemata of family donrsemes. These schemata are
composed of the entire knowledge about the bratsdaitributes and the values
associated with it (Gurhan- Canli & Maheswaran, 8)99 herefore, the family brand
name represents and stands for all the informatenconsumer possesses about the
brand (de Ruyter & Wetzels, 2000). Two dimensiorisbrand schemata can be

distinguished according to previous academic stjduhich are first the product related
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or functional associations and second, the imagedassociations (de Ruyter &
Wetzels, 2000).

There are four different models that deal with ftineorporation of inconsistent
extension information and parent brand schema rneatins. In general, the extent to
which additional information is processed and ipooated into the existing schema,
and following the occurrence of dilution and entement effects, no matter which
model is looked at, depends upon the level of matitm of the consumer (Gurhan-
Canli & Maheswaran, 1998).

The first one of these categorization models, thekkeeping model shows that every
kind of information is integrated incrementally anéxisting structures and schemata.
Depending on how strong the parent brand is andoenthe brand schema looks like,
brand dilution through inconsistent information s (Loken & Roedder John, 1993).
The bookkeeping model is widely supported, espigciagarding high motivation
conditions, regardless of the fit of the extengi@iirhan- Canli & Maheswaran, 1998)
in the literature on product brand extensions. The&ans that feedback effects occur
when there is a low fit between the extension &edparent brand but also when there
is a high fit between the two, as both, the higt lanv fit extension introduce additional
information, which causes the consumer to revisebtland beliefs and therefore dilutes
brand attributes if the additional information rconsistent with the existing brand
schema (Loken & Roedder John, 1993).

The second one, the typicality- based model ardbas the gravity of inconsistent
information depends on how typical the extensioforsthe brand and on how typical
the inconsistent information is. In other wordsextension information is inconsistent,
the extension is perceived as atypical, or as lbvextension and a transfer of the
extension information to the parent brand is noy Wkely to occur (Loken & Roedder

John, 1993). Rather, ‘sub-types’, classifying irgistent information separately, as
exception, are built from the atypical informatiddn the contrary, when looking at
typical extensions, no sub- types are built andtidih is more likely to occur (Martines
Salinas & Pina Pérez, 2009). In general, the syfingg model is mostly supported in
low motivation situations (Gurhan- Canli & Mahesamar 1998). Moreover, the transfer
of information to the parent brand, and therefatetion or enhancement will happen
with a higher probability if the extension categdsy similar to the parent brand
category (Loken & Roedder John, 1993).
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Third, the accessibility- diagnosticity model sw@that whether additional information
will be incorporated into the existing brand schemnanot depends on the accessibility
of the input in memory, the perceived diagnosticifythe input for the judgement and
the accessibility of other inputs in memory. Getlgré can be argued that the higher
the accessibility of information, the higher thelpability that the information will be
incorporated and that this incorporation will résala brand dilution or enhancement.
Diagnosticity in this case refers to the abilityté quality level of the brand extension
for instance to predict the quality level of thegoa brand. It is assumed that the higher
the perceived fit between the extension and thendbractually is, the higher the
diagnosticity between the two will be (Ahluwalia@iirhan- Canli, 2000).

The more shared dimensions and associations bettfeerparent brand and the
extension exist the higher the extension similantill be. In the accessibility-
diagnosticity model, this leads to the assumptibat tthe shared dimensions are
diagnostic or at least informative and thereforeehan impact and feedback effect on
the parent brand. It is mentionable that the diagaby of information depends,
together with the extension similarity, on its vale, in other words, whether the

extension information is positive or negative (Alidia & Gurhan- Canli, 2000).

Ahluwalia and Gurhan- Canli (2000) found out, thlaé accessibility of extension
information works as moderator of the feedbackatéf@n the parent brand. On the one
hand, highly accessible information, leads to fee#beffects in high and low fit
situations. But on the other hand, lowly accessibfermation causes consumers to
incorporate negative rather than positive infororain case of a high fit extension, and
to incorporate positive information rather in caga low fit extension. Accordingly, by
making information about the extension accessibbpecially during the purchase
decision, the positive effect of available extensimformation can be increased
(Ahluwalia & Gurhan- Canli, 2000).

Fourth, the conversion model argues that schenmataesisting structures only change
if there is extremely atypical information aboue tbxtension, that does not match the

parent brand at all (Gurhan- Canli & Maheswara®8)9

Gurhan- Canli and Maheswaran (1998) found out ¢eaterally, in high motivation
situations, the bookkeeping model is supported admein low motivation conditions
the sub- typing model is favoured (Gurhan- CanlM&aheswaran, 1998). Loken and
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Roedder John (1993) also express their supporthiorafore mentioned bookkeeping
and typicality- based model, depending on the ordfetthe measures used. The
typicality- based model is supported when typigalis measured first and the
bookkeeping model is supported when family bradtkfseare asked for first (Loken &
Roedder John, 1993).

According to the bookkeeping model, dilution andrédfore feedback effects will occur
if any inconsistent information is spread, regasdlef the perceived fit, as new
information is integrated incrementally into thesting brand schema. Otherwise, the
typicality- based model states that the weight tlsatbased on the inconsistent
information, depends on whether the extension iscgdeed as typical or not.
Accordingly, in case of atypical extensions, douatiis less likely to occur, as the new
product is not regarded as typical for the famihardl. Taking both models into
account, it can be stated that the extent to wthiehnformation is inconsistent and the
fact whether the extension is perceived as tymcalot, determine the vulnerability of
the brand name or attribute dilution (Loken & Roeddiohn, 1993).

So far, there has been no evidence for this phenomen the area of service
extensions. Keeping in mind that services are dbanaed by the fact that consumption
and production happen simultaneously and that sesviare heterogeneous and
intangible, which implies differences in the qualiand extension evaluation, as
described above, the general findings on brand nsahmodification in the goods
domain cannot be transferred to service extensiangiout further investigation.
Therefore, it is investigated in the following sydwvhether fit does or does not
influence the modification of the final brand imageither in satisfaction or
dissatisfaction situations. In addition to the medsf brand schema modification, the
following main points are taken into consideratiornthe hypothesis development: So
far, it has mainly been proven that degree ohdis a direct influence on the extension
evaluation (Aaker & Keller, 1990; van Riel, Lemmjr& Ouwersloot, 2001), but there
is little evidence about the direct influence ofrgeéved fit on feedback effects.
According to van Riel et al. (2001) a high degréé&tdetween the parent brand and the
extension leads to a direct positive evaluatiorthef extension, which in turn has a
direct influence on the feedback effects. Respelstiva low degree of fit between the

brand and the extension, leads to a lower evaluatibthe extension (van Riel,
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Lemmink, & Ouwersloot, 2001), which again impadt tfinal brand image of the
parent brand.

In line with that, Martinez et al. (2004) propodustt fit does not directly produce

feedback effects on the global brand image. Neek#is, they argue that fit does
influence the extension evaluation, but not disettle emergence of feedback effects.
They have further proven that the extension evalodtas a direct influence, also called
feedback effect, on the post-image of a brand (Mezt Polo, & de Chernatony, 2008).
In addition to that Gurhan- Canli & Maheswaran @p8nd support for the moderating

effect of fit, motivation and extension informatijom case of both, positive and

negative feedback effects (Gurhan- Canli & Maheswarl998; Lane & Jacobson,

1997). Therefore, the following conclusion can bawh: Post-image scores higher
after a positive service extension scenario charaetd by a high degree of fit, than
after a positive service extension scenario chersetd by a low degree of fit, as the
high fit extension is expected to yield higher @sien evaluations. Hence, the
perceived fit is expected to act as moderator apgsed by Gurhan- Canli &

Maheswaran (1998). As a result, hypothesis 3armutated and will be tested in the
empirical study.

H3a: Service satisfaction will have a stronger impet on the parent brand image in

case the perceived fit between the parent brand antie service extension is high.

The assumptions concerning the influence of fitfteedback effects is a contradictory
field within existing academic research, as mogiegts are convinced that high fit leads
to a positive extension evaluation and accordingbsitive feedback effects (Keller &

Aaker, 1992). However, according to Vdlckner et (@008) a low degree of fit in

negative scenarios leads to the contrary: Negd@edback effects on the post-image
are stronger in case low degree of fit exists. fid@son for their assumption is that an
extension with a low degree of fit might induce arendiverse set of associations than
those with the parent brand and therefore can hiaenparent brand image (Volckner et
al., 2008). Aaker and Keller (1990) also acknowtstithat consumers could be critical
concerning extensions, which are lying out of tbepany’s core-competences (Aaker
& Keller, 1990; Milberg et al., 1997). Thereforedéferent hypothesis for a low degree
of fit and feedback effects is developed, whichnstathat post-image scores lower after

a negative service extension scenario charactebyeal low degree of fit, than after a
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negative service extension scenario characteriges igh degree of fit. This is tested
with H3b.

H3b: A service failure will have a stronger impacton the parent brand image in

case the perceived fit between the parent brand antie service extension is low.

Building upon the literature review on servicesara extensions and service brand
extensions, satisfaction or dissatisfaction witeeavice is included as expected main
driver of feedback effects. Service satisfactiorsigpposed to assume and important
role, as quality, an important factor in extensémaluation (Voélckner, Sattler, Henning-
Thurau, & Ringle, 2010), and satisfaction are hygimterrelated and can hardly be
separated in the service context (Meffert & Brubo09).

2.6. Model lllustrating the Expected Feedback Effects of
Asymmetric Service Extensions on the Parent Brand
Image

Summarizing the literature review on brand extemsigervice extensions in particular,
extension evaluation in the product and service alonand feedback effects, the
following model illustrating the expected feedbaekiects of asymmetric brand

extensions from the goods into the service seetorbe set up:

SATIS-
FACTION

PERCEIVED
QUALITY OF
THE EXTENSION

BRAND
IMAGE

DISSATIS-
FACTION

AOX>»>mmOoMmMmmMmMT

Figure 6: Model lllustrating the Expected Feedbafflects of Asymmetric Service Extensions (Cronin,dra%
Hult, 2000; Martinez, Polo, & de Chernatony, 2008)

In this study the perceived quality of the servisgension is highlighted, to meet the

requirements and anomalies of asymmetric brandhsites from the product into the
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service sector. Therefore, as displayed aboveyeéheeived quality of the extension, the
starting point in the model, is expected to resitlier in satisfaction or dissatisfaction,
which is supposed to act as main driver of feedladfgcts of service brand extensions.
Since the comparison of expectations and outcamflagenced by quality, is expected to
cause satisfaction or dissatisfaction with the isen{Bolton & Drew, 1991), which

consequently is expected to produce feedback seffent the parent brand, service
satisfaction is of special interest and the cerl@ient of the empirical study. Hereby,
it is shown in the illustration, that customer stction is expected to have a positive
influence on the brand image and that customeiatisfaction is expected to have a
negative influence on the brand image. In additmrhat it is also portrayed that the

negative effects are stronger than the positives.one

Moreover, the perceived degree of fit is expectedhbderate the feedback effects on
the parent brand in that in case of high fit, tbsipve feedback effects are expected to
be stronger, and in case of low fit, the negateedback effects are stronger. So, in line
with the study of Martinez and de Cherantony (20@i4)is not expected to directly

influence the final brand image, but to moderatefdedback effects via the perception

of quality and following customer satisfaction (Maez & de Chernatony, 2004).

The quality of the hypothetical service extensisnekpressed through the different
service scenarios. Service quality has been idedtés important factor in a service
context (Volckner, Sattler, Henning- Thurau, & R&g2010), and is expected to
impact the perceived quality of the extension, amdesult in (dis)satisfation, and
consequently to act as main driver of feedbackctffeon the parent brand. The
perceived quality of the extension, after the smrvexperience, either results in
customer satisfaction, a neutral perception or atisaction according to the
disconfirmation model of consumer satisfaction (Méal 1995). Therefore, not only the
perceived quality of the extension, but also trmulteng satisfaction or dissatisfaction
with a service are further thought to produce fee#beffects on the parent brand
image, which is measured before and after the expo® the service extension, in

order to detect feedback effects on the produardrand.
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3. Methodology

To be able to base the analysis of feedback effagiengst other factors on the
customer satisfaction with a service, manipulatbvecks are conducted prior to the
statistical analysis. As in previous studies fitf@ind to influence the extension
evaluation and feedback effects on the parent bdedRuyter & Wetzels, 2000;

Martinez, Polo, & de Chernatony, 2008), high and Iit service extensions are

included in the survey, and it is examined whethere are differences in the feedback
effects of service brand extensions depending erdéyree of fit. Following, one high

and one low service quality scenario for both, ltigh and low fit versions is included

in the study. It is important that the scenariasadly differ from each other in terms of
quality as this plays an important role when it esnto the consumers’ satisfaction and
dissatisfaction with a service. Customer satistactor dissatisfaction with a service
results from the comparison of pre- expectationsatds the service and the actual
performance of the service (Bolton & Drew, 1991),terms of quality, as already
explained in the theoretical part of the thesis.t@none hand, satisfaction arises from
the confirmation of the expectations, which medra the service is better or at least
equal as expected. On the other hand, dissatsfactsults from the disconfirmation of
expectations towards the service, which meansthigaservice is worse than expected
and therefore the customer is dissatisfied (Bolkorbrew, 1991). While the high

service quality scenario in both cases, high and fig is expected to cause service
satisfaction, the low quality scenarios, in cas@igh and low fit, are expected to cause
dissatisfaction with a service. Following, the ughce of service satisfaction on the

feedback effects of service brand extensions oprbeuct parent brand is examined.

Therefore, three hypotheses are developed, basad tiye findings of the literature
review on brand extensions, services and feedbfhekt® described in the theoretical
part of the thesis. The organization of the hyps#isels divided according to what are
assumed to be the most important factors in sekviaed extension evaluation and the
feedback effects on the parent brand, namely pgotepf fit, service quality and
customer satisfaction. Service satisfaction isudetl as expected main driver of
feedback effects, as quality, an important factorektension evaluation (Vélckner,
Sattler, Henning- Thurau, & Ringle, 2010), and sfatition are highly related and can
hardly be distinguished in the service context {&®f& Bruhn, 2009). This division
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particularly helps to detect how feedback effeaiseaand to analyze the research
guestion in detail. Furthermore, the split allowsexamine the feedback effects of
service brand extensions on the parent productddramore detail than any other study

before, including customer satisfaction as a netenqi@l driver of feedback effects.

3.1. Research Design

The study on hand is an academic, descriptive relseamed to answer the previously
formulated hypotheses, based upon previous resdardings from the literature
review. Furthermore, relationships between two arengroups can be analysed by
applying a descriptive research design. Therefmguantitative method is applied and
survey sampling is appropriate to answer the rebe@uestion and to test the
hypotheses (Churchill & lacobucci, 2002).

Given the purpose of the research, to find out Bewice brand extensions influence
the consumers’ attitude towards a product pareamdyra questionnaire is developed
and a survey is conducted. This provides the pitisgito test the attitude of consumers

and to proceed the findings statistically, in ortdetest the hypotheses.

The blueprint displayed beneath, which guides #search process, shows the research

design for the study on hand:

1 1

! |

1 | -

: | High customer

1 1 . .

! High fit service : satisfaction scenai

! extensiol

g : Low customer Feedback

| ' | satisfaction scenat effects on
Nike | | — the product

! 1

' ! High customer E?a:(nagtimage

N[ Low fit service| 1 satisfaction scenat

! extensiol |

! Low customer

: ! | satisfaction scenar

! |

1° Pretest 29 Pretest Final Questionnaire

Figure 7: Research Design
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The two pre- tests hereby serve to conduct the poéation checks. Specifically, it is
tested with the first pre-test whether the sergicenarios represent a high and a low fit
service extension to the parent brand. The secoedept aims to test whether high
quality in a service scenario results in custonagistaction and whether low quality in
a service scenario results in dissatisfaction. &glsntly, the final questionnaire,
testing the feedback effects of service brand exbeis on the product parent brand is
developed. Nonetheless, the manipulation checks uadertaken again with the
complete sample, before conducting the analysthehypotheses, in order to ensure,

that the assumptions concerning fit and custontesfaetion are met.

3.1.1.Parent Brand and Service Extensions

Since consumers are asked to indicate their agtitod/ards a brand, it is feasible to
work with an actual brand in the study (Martinep]d & de Chernatony, 2008). As
parent brand for this research the famous spodasdoNike is chosen, because strong
corporate brands provide credibility, which is esply important in the field of service
brand extensions due to the high level of credexticdbutes, which force the consumer
to rely on obvious cues such as corporate imageféo service quality in advance (de
Ruyter & Wetzels, 2000). Nike rates at rank 26hat Forbes list of the most powerful
brands, being the best rated brand from the sjdtsstry, and being present in over
170 countries all over the world (Forbes, 2012)erEfore, the brand is seen as
appropriate to ensure comparability with other eiogl studies researching global
brands, also from other industries. Nike is funthere familiar to most Austrian people
(with a brand familiarity of 89% (Maier, 2012)), kcontrast to some smaller sports

brands.

This study examines hypothetical service extensiwhgch provides the benefit that the
stimuli used can be selected and manipulated bytitieor. This is a method already
successfully applied by other authors and seenppeopriate for the purpose of the
study (Volckner, Sattler, Henning- Thurau, & Ringl2010). The selection and
development of the hypothetical service extensisngescribed in detail under the

headlines ‘First pre- test’ and ‘Second pre- test’.
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3.1.2.Data Collection and Sample

After the literature review, primary data is cotket, as secondary data to answer the
specific research question appropriately is notlabi (Churchill & lacobucci, 2002).
Data collection is conducted, using four differer@rsions of questionnaires, each
containing one of four developed service scenalgscan be seen in Figure 7. The
questions used remain the same, for all four vessiof the questionnaire, just the
service scenarios vary from questionnaire to gomestire. The survey is conducted via
paper and pencil in December 2012 / January 2018ustria. Each of the respondents
is confronted with only one of the four versiongloé final questionnaire.

The total sample size is 120, to ensure the rdibalof results and include enough
respondents for each questionnaire version, tdbleeta analyze the subgroups implied
by the different versions. The respondents are eth@&cording to a quota sampling,
which is a non- probability sampling method, asuiadom sample would have been too
costly and time consuming. A quota sample is ch@sethis method assures that the
sample is as representative as possible with a posbability sample. In a quota
sample, elements of the population are chosendh auvay that the proportion of the
sample elements possessing a certain charactdagstipproximately the same as the
proportion of the elements with the characteristicthe population (Churchill &
lacobucci, 2002).

The table displayed beneath shows the quota applige survey, resulting in a total of
120 respondents, split according to age groupgyander:

18-29 30-49 50+

Female 5 respondents pe 5 respondents pe 5 respondents per
guestionnaire versiol guestionnaire versiol guestionnaire version

= 20 respondents = 20 respondents = 20 respondents

Male 5 respondents per5 respondents per5 respondents per
guestionnaire versionguestionnaire versionguestionnaire version

= 20 respondents = 20 respondents = 20 respondents

40 respondents 40 respondents 40 respondents

Table 1: Quota Sampling
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The quota applied assures that 30 respondentsleed per service scenario, in order to
ensure comparability of the scenarios.

3.2. Pre-tests

3.2.1.First Pre-Test

To begin with, several potential service extensiaresgrouped according to their level
of tangibility and interaction, using the graphisplayed beneath. The focus of this
survey lies on service brand extensions charaetdrizy high interaction and high
tangibility. First, high interaction, because imtetion is seen as a critical success factor
in the service evaluation and because the interadtetween the service provider and
the customer provides various options to manipulagehypothetical service scenarios,
as for instance the responsiveness of the servimé@der. Second, high tangibility is
chosen because such services are most similaotlugis and possess lots of tangible
elements. This facilitates the consumers’ evalmatb the service and therefore is
supposed to drive the feedback effects on the ptgolarent brand via the dimensions

quality and customer satisfaction.

Interaction

High interaction Low interaction

High tangibility Personal Trainer

Cooking Classes

Low tangibility

Tangibility

Figure 8: Interaction Tangibility Matrix

After the selection of six services, out of the dpaat marked in bold, that represent
potential service extensions (three of them paaéhigh fit service extensions and three
of them potential low fit service extensions) fbe tbrand Nike, the fit with the product
brand and the tangibility and interaction levele dested in the first pre-test.
Additionally, four disturbing factors, that mearensces from the opposite quadrant,

Page 59 /113



are included in the questionnaire, to create vagaand avoid respondent bias. The
following potential service extensions are testedthe first pre-test, the first three
thought as high fit extensions, the second threeght as low fit extensions and the last
four ones being disturbing factors: personal tmaitessons, fithess centre, sports
medicine consultancy, beach club, adventure halidayooking classes (“Fitness
through healthy nutrition”), cinema, online musitore, internet banking and life

insurance.

The first pre-test was conducted in November 201%/ienna. 20 respondents were
asked, applying a paper and pencil method. Theorelgmts were sampled according to
a judgemental sampling and no quota was appligdarfirst pre-test, as the pre-test is
thought to give the researcher a direction and tatisical analysis and hypotheses

testing is based on the pre-test.

The first two questions, ‘How well do you know theand Nike?’ and ‘Which product
do you associate with Nike?’ in the pre-test a@ught as initial screening questions.
The first one is measured on a seven point Likestes(1=not good at all to 7 =very
good), whereas the second one is an open queasikimg for spontaneous associations.
People who do not know the brand at all or asseciah- sports products that are not
part of Nike’'s product portfolio, with the brand guestion are excluded from the
sample, as somebody who does not know the brahdught to be unable to determine
the fit between an extension and the brand. Allppeparticipating in the first pre-test
turned out to be familiar with the brand Nike ahdrefore passed the initial screening

guestions.

The third question, ‘How do you rate the qualityNike?’, is also measured on a seven
point Likert scale (1=not good at all to 7=very d®doThis question is included in the

questionnaire to give the researcher a broad ifltlaeoperceived quality of the parent

brand. The overall quality of the brand Nike isthtvith an average of 6.20. This rating
indicates already a high quality perception oftthend Nike.

In the next part the perceived fit between the pobgarent brand and the potential
service extension is tested. Two questions, ‘HowW de the following services fit the
other services offered by the brand Nike?’ and ‘Heell do the following services fit
the overall picture you have in mind about the br&fike?’, are measured on seven

point Likert scales (1=very badly to 7=very welby fall the services tested in the pre-
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test. To determine one high and one low fit scentribe developed for the second pre-
test, the services that scored highest and lowesha fourth and fifth question, are
chosen as hypothetical service extensions. Thasetlze personal trainer (65% think
that a personal training service fits Nike very wW@=6.25); and 60% think that a
personal training service fits their image of tmartal Nike very well (M=6.45)) and the
cooking classes (25% indicate that cooking claskesot fit the brand Nike at all
(M=2.85); 15% indicate that cooking classes dofiidhe overall image of Nike at all
(M=3.15).

Next, the interaction level is tested for all seed in the pre-test, to ensure that the
services entering the final study have the sanerantion level, which is important for
the comparability of the services. To ensure thatterm interaction is understood the
same way by all respondents, a description of énm tinteraction is provided. The
interaction is measured with the question ‘How hdyh you estimate the interaction
between the client and the service provider infttlewing service?’, applying a seven
point Likert scale (1= no or hardly any interactton/= very high interaction). Last, the
tangibility of the service is asked for, to enstirat all services entering the final study
represent the same level of tangibility. Therefohe, respondents are asked to rate the
tangibility on a seven point Likert scale (1= mgimtangible to 7=mainly tangible). To
ensure understanding of the terms used, a det@dsctiption of tangibility is provided.
The answers to these questions confirm that thectvagen service extensions represent
the desired level of interaction and the desiregllef tangibility and therefore can be
compared with each other in the final analysisefattion of a personal trainer:
M=6.75; tangibility of a personal trainer. M=4.58jteraction of cooking classes:

M=5.8; tangibility of cooking classes: M=5.6).

To summarize the results of the first pre-testflysiéNike is perceived as a high quality
brand. The personal trainer represents a potemgal fit service extension, with high
interaction and high tangibility and the cookingasdes represent potential low fit

service extension, with high tangibility and higteraction, for the brand Nike.

3.2.2.Second pre-test

The second pre-test aims to find out whether the éhosen and developed high and

low fit scenarios, based on the findings of thetfpre-test actually represented high and
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low customer satisfaction, due to the differenefattion and outcome quality levels
described in the scenario.

Therefore, four hypothetical service scenariosdaeeloped, a low and a high quality
scenario, resulting in customer (dis)satisfactimr the personal trainer service
extension and a low and a high service quality @&gen causing customer
(dis)satisfaction for the cooking class serviceeggion, as can be seen in the Appendix
on page 95 f.. The scenarios are developed acgptdiRungtusanatham et al. (2011),
in that specific components of the scenario areipudaited, and others, like the service
scape are held stable. Specifically, the serviaityudimensions ‘interaction quality’
(for instance the responsiveness) and ‘outcomeitguébr instance the result of the
personal training lessons) are manipulated in #eice scenarios, as these two are
found to significantly impact the extension evaiomtby Vdlckner et al. (2010). All
three stages, relevant for the evaluation of aiseand expected to trigger satisfaction,
pre-consumption, consumption, and post- consumptoe briefly described in the

scenarios.

The second pre-test was conducted in November éreer 2012 in Vienna, Austria.

20 respondents were asked, applying a paper amdl peethod. The respondents are
independent from the ones asked in the first peet &and sampled according to a
judgemental sampling. Like in the first pre- testquota was applied in the second pre-
test. 10 respondents were asked to rate the lotoroes satisfaction personal trainer
and the high customer satisfaction cooking clasnhato and 10 respondents were
asked to rate the high customer satisfaction patstainer and the low customer

satisfaction cooking class scenario.

At the beginning, the first three general questiaresthe same as in the first pre- test, in
order to check whether the chosen respondents famsméiar with the brand Nike and
therefore were able to answer the questions albeubriand extensions accurately. The
fourth question in the second pre- test is theowalhg: ‘How do you rate the perceived
service quality of the brand Nike in the servicersrio?’, and is measured on a seven
point Likert scale (1= not good at all to 7= vegod). The next question ‘How do you
rate your personal satisfaction with the persomainér/ cooking class?’, is also
measured on a seven point Likert scale (1= verwptisfied to 7= very satisfied) and is
supposed to reflect the service satisfaction Ielé sixth question ‘How high is your

willingness to proceed with the personal trainingbdking classes or would you book
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the service again?’, is also measured on a sevie lp&ert scale (1=very low to 7=
very high) and indicates the repurchase intention.

The service quality of the high customer satistactpersonal trainer scenario is rated
with a mean of 6.9 by the respondents on a sevam pikert scale. The personal
satisfaction of this scenario is rated with a me&r6.8 by the respondents and the
willingness to book the service again with a mefh6.@ on a seven point Likert scale.
This indicates that high service quality resultscustomer satisfaction in the high fit
scenario. Consequently, the personal trainer serean be proceeded in the final
guestionnaire. The service quality of the low costo satisfaction personal trainer
scenario is rated with a mean of 1.7 by the respotsdon a seven point Likert scale,
indicating a low quality. The personal satisfactiorthis case is rated with a mean of
1.6 and accordingly the willingness to book the/iseragain is rated with a mean of 1.1
by the respondents on a seven point Likert scahes@ results suggest that the low
service quality in the high fit scenario, leadststomer dissatisfaction. Therefore, the
proposed scenario can be further used in the §onaktionnaire. The service quality of
the high customer satisfaction cooking class seéensrated with a mean of 6.8 by the
respondents on a seven point Likert scale. Theopatsatisfaction with this scenario is
rated with a mean of 7.0 and the willingness tokbttte Nike cooking class again is
rated with a mean of 6.6 on a seven point LikeatescAll the mean values being high,
this low fit service scenario is perceived as aviser resulting in high customer
satisfaction by the respondents and therefore can ploceeded in the final
guestionnaire. The service quality of the low coso satisfaction cooking class
scenario is rated with a mean of 1.3 by the respotsdon a seven point Likert scale.
Accordingly, the personal satisfaction is low, wathmean of 1.1, and the willingness to
book the Nike cooking class again is very low wathmean of 1.0 on a seven point
Likert scale. This means that the low fit, low dtyaservice scenario results in customer
dissatisfaction and can therefore be used in tied §uestionnaire.

3.3. Conceptual Framework

The conceptual framework for feedback effects ofise brand extensions on a product
parent brand includes the previously identifiedeptial drivers of feedback effects in

the service context as well as an indicator fordbeurrence of feedback effects, which
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in this case is the parent brand quality, partidulthe change in parent brand quality

perception.

Arising from different associations towards a branthe brand image is a
multidimensional construct, that is hard to measara interrelated with other
constructs, as quality for instance (Martinez, P&8lale Chernatony, 2008). Therefore,
in this study, the brand image is operationalizath wquality, in order to measure
feedback effects on the parent brand. To measerérdnd quality, proven multi item
measures are used and applied in the questionreareyiefly indicated in the table
below, and described in the Appendix on page 10 this context, the general brand
image towards the brand name, Nike, and not thgena a specific product of the
Nike brand is measured (Martinez & de ChernatoA942. Given the importance of the
perceived quality of the parent brand (de RuyteM&tzels, 2000), even if it is a
product brand, the parent brand quality is alreatBasured in the pre-tests of the
empirical study and again at the beginning anchatand of the final questionnaire,
using multi item measures and additionally, oneglsinquestion on overall brand

quality.

The fit between the service extension and the mtodtand is imposed in advance in
this study, in that high and low fit service extens are included. It is tested with the
manipulation checks in the pre-tests whether tedad high fit scenarios are indeed
perceived as such, and checked again with the @enphmple, before the analysis of

the hypotheses.

For the present research on the feedback effestsroice extensions it is suggested that
the service quality of the extension is of high artance for the feedback effects on the
parent brand. Therefore, the afore mentioned sergiality dimensions (interaction,
physical environment and outcome quality) are taketo consideration in the
development of the service scenarios, to includesice scenarios in the final
guestionnaire that in deed represent high and laality services. The perceived quality
of the extension is tested with a multi item sq@laylor & Bearden, 2002), as can be

seen in the table displayed below.

Following, measures to test the validity of thedstare included in the questionnaire,
which are also described in the table below (Bistélogreve, Fahr, & Sichtmann,
2012).
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The customer satisfaction with the service extarssis first tested in the second pre-
test, in the manipulation checks, and tested agéimnthe complete sample. Scenarios
describing high service quality, resulting in highstomer satisfaction and scenarios
describing low service quality, resulting in custndissatisfaction are included in the
study. Customer satisfaction is measured with gmayed multi item scale (Homburg,
Koschate, & Hoyer, 2005), as indicated in the tab&dow and described in the
Appendix on page 106f..

Measure Used Source
Brand Familiarity Diamantopoulos,
How familiar are you with the brand Nike? Smith, & Grime

(7 Paint Likert Scale: 1=not familiar/ experiencedmpetent/ informed (2005)
at all to 7=very familiar/ experienced/ competeénfibrmed)
Parent Brand Quality Volckner & Sattler,
How do the following statements fit the brand Nike? (2006); Y00
1) Nike offers better quality than other brands ' '
2) Nike positively distinguishes from other brands Donthu, & Lee,
3) The quality of Nike is extremely high (2000)
(7 Point Likert Scale: 1= does not apply at alftdotally applies)
Perceived Degree of Fit Taylor & Bearden,
To what extent do you agree with the following sta¢nts? e
1) Personal trainer lessons / cooking classes fitntiage of Nike AN VB €
2) Personal trainer lessons / cooking classes fibther products Sattler, (2006)
offered by Nike
3) It seems logical that Nike offers personal traimessons /
cooking classes
4) Offering personal trainer lessons / cooking classesns prope
for Nike
5) Personal trainer lessons / cooking classes matehotterall
picture of Nike
(7 Point Likert Scale: 1=do not agree at all toofadly agree)
Extension Evaluation Taylor & Bearden
If the brand Nike offered this service extensionyauld be...

i (2002)
... above average quality
... of better quality than the same by competitors
... of very good quality
(7 Point Likert Scale: 1= do not agree at all totGtally agree)
Reality Check Bilstein, Hogreve,
How realistic is the above described scenario? Fahr, & Sichtmann
1) It was easy to imagine the described situation. (2012)
2) | was able to put myself into the scenario.
(7 Point Likert Scale: 1=do not agree at all toofadly agree)
Service Satisfaction Homburg,
(I;llg\évsgatlsﬂed would you be with the Nike persorailrting/ cooking Koschate, & Hoyer
1) Allin all I would be very satisfied with the Nileervice (2005)

2) The service would meet my expectations
3) The scenario described an ideal personal trainoogking class
(7 Point Likert Scale: 1=do not agree at all toofaily agree)

Table 2: Measures Used in the Questionnaire
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In addition to the multi item measures, an openednguestion, single questions and
demographic questions are included in the finaktjaenaire, which is included in the

Appendix on page 100 f..

First, an initial screening question is includedthie questionnaire. The first question,
‘Which product do you associate with the brand Rikés an open ended question that
is included in order to detect whether the respondefamiliar with the brand Nike or
not. Question number two as well serves as scrgegirestion and tests the brand
familiarity applying a multi item scale measuringabd familiarity developed by
Diamantopoulos et al. (2005). The multi item measused, is displayed in the table
above, and should help to determine whether thporetents are able to accurately
answer the following questions about the Nike servbrand extension. The third
question ‘How do you rate the quality of the braXike?’ measures the perceived
overall quality of the brand Nike on a seven pdiikert scale (1=not good at all to
7=very good), and serves as indicator for the gareand image. Following, the fourth
question consists of the perceived brand qualitystact, developed by Vélckner and
Sattler (2006) and Yoo, Donthu, and Lee (2000)asbe seen in the table above and
in the Appendix on page 106 f.. Answering the fiiestion, the respondents are asked
to display their picture of the brand personalitiytbe brand Nike, in a semantic
differential developed according to Mahnik and Mdwsder (2006). The semantic
differential measures the brand personality, whagether with the perceived quality
constitutes the brand image. In the semantic diffeal adjectives which can be
assigned to the following dimensions: sinceritycigsment, competency, sophistication
and persistence, are used to determine the braisoradity (Mahnik & Mayerhofer,
2006). Ongoing, question six measures the percefitedetween the hypothetical
service extensions and the brand Nike using a mefti measure developed by Taylor
and Bearden (2002) and Volckner and Sattler (2006 next question, question
number seven measures the hypothetical extensialuagion by using a multi item
measure developed by Taylor and Bearden (2002)prdepresenting the service
scenario to the respondents. This question is aaelkeas it measures the consumers’
expectations before the service, which in comparistgh the actual performance will
determine the perceived quality and customer satisih or dissatisfaction with the
service and therefore impact the evaluation of itend extension and the feedback
effects on the parent brand (de Ruyter & Wetz€§02.
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Following, one of the hypothetical service scerarsopresented to the respondents.

Question number eight, serves to check how realtste respondents perceive the
service extension scenario used in the questiomnéiereby, a multi item measure
developed by Bilstein, Hogreve, Sichtmann and Ka042) is used, as can be seen in
the table above. Question number nine is similaguestion number seven, using the
same multi item measure developed by Taylor anddgea(2002), with the difference
that the actual extension evaluation, after présgrine scenario to the respondent, is
measured. Next, the customer satisfaction with dbesice extension is asked for.
Therefore, a multi item measure for customer sattgfn developed by Homburg,
Koschate and Hoyer (2005) is used, as displaydtdrtable above. Question number
eleven and twelve again relate to the brand quefityiike (for the measures and scales
applied see page 65, Table 2). The questions remhainith the difference that the
respondent already is familiar with the hypothétssavice extension. Brand personality
is also tested again, using the same semanticehffial as already described above (see
description of question five on page 66). Brandli(and brand personality, both
relating to the brand image, are measured agadtetiect the differences in the parent
brand evaluation after the service extension. Aalaistly, as back up questions for the
brand quality and brand personality, question nuniberteen and fifteen are asked:
‘Has your picture of the brand Nike changed afeading the service scenario?’” and ‘If
yes, how has your attitude towards the brand Nik@nged after reading the service
scenario?’. The first one is measured on a bineajes(yes or no), whereas the second
one is measure on a seven point Likert scale (argly negative changed to 7=strongly
positive changed).Finally, demographic questioresiacluded in the questionnaire, as

can be seen in the Appendix on page 102, for 8tatiseasons and further analysis.

3.4. Data Analysis

Subsequently, the different versions of the finakesiionnaire will be labelled as

following:
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Version Scenario

Version 1 High fit positive

Nike Personal Trainer —high satisfaction
Version 2 High fit negative

Nike Personal Trainer- low satisfaction
Version 3 Low fit positive

Nike Cooking Class- high satisfaction
Version 4 Low fit negative

Nike Cooking Class- low satisfaction

Table 3: Labelling of the Questionnaire Versions

3.4.1.Data Cleaning

Data Cleaning is conducted before the data anadyage in order to ensure reliable and
valid results of the study. For the purpose of @é&aning first, question number two is
looked at in order to detect whether the resporsdardg familiar with the brand in order
to ensure that the questionnaire can be answerenladely. Hereby, no respondent had
to be eliminated. Second, question number five,séraantic differential, is looked at,
in order to detect respondents who did not payatte to the questionnaire and tick the
same category throughout the whole measure, asvthugd not display the true brand

personality. Hereby, three respondents had toibenglted.

In addition to that, the descriptive statistics ev&yoked at, in order to detect errors in

data entering and missing values.

In order to make up for the three missing respotsjéhree new respondents, fulfilling
the quota were asked to participate in the stualyhat the final sample consists of 120
respondents.

3.4.2.Validity and Reliability

Before analysing the data, first reliability andigd#y checks are conducted for the
multi item measures used in the questionnairet,Ring reliability of the measures is
tested by calculating Cronbach’s Alpha. In genesahles with alpha values above 0.8
are said to be highly reliable. As can be seerhentable below, all the multi item

measures used in the questionnaire are highlybtelisith alpha values above 0.9.
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Name of Measure Used Cronbach’s Alpha

Brand Familiarity 0.934
Brand Quality Before 0.914
Fit 0.975
Service Quality Before 0.921
Realistic 0.931
Service Quality After 0.971
Satisfaction 0.982
Brand Quality After 0.958

Table 4: Reliability of the Measures Used

Second, in order to check the validity of the synauestion number eight is used, in
that the means and standard deviations are chedkesl. question is, as already
mentioned, measured on a 7 point Likert scale ta#yodisagree to 7=totally agree).
First, the total means and standard deviations@mguted and second, the means and
standard deviations for each scenario separate@yiraestigated to see whether the
study conducted is valid. In the two questions hed tonstruct used, the means are
above 5, as can be seen in the table beneath, waialiny the study conducted is

perceived as valid.

It was easy for me to | was able to put myself into

imagine  the  described the scenario easily.

situation.
Mean (total) 5.5 5.58
Standard Deviation (total) 1.593 1.634

Table 5: Validity Assessment

The detailed validity checks for each version o tfuestionnaire can be seen in the

Appendix on page 110.

3.4.3.Descriptive Statistics

The total sample consists of 120 respondents. 50D®%eorespondents are female and
50% are male, which is implied by the quota appliet.7% of the respondents are
Austrians, other nationalities mentioned are Geyn&tovakia, Hungary and Poland.
The average age of the respondents is 38.5 yea/660f the respondents are living in
the urban area, the other 35.8% are living in thealrarea. The majority of the
respondents (49.2%) has a university degree, iuBB2% possess the A-level, 19.2%
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have done an apprenticeship and 2.5% completed Weorg school. Furthermore,

70% of the respondents are currently employed %22k studying, 0.8% are currently
unemployed, 2.5% are retired and 4.2% chose theomsg category ‘other’.

Corresponding to the educational level of the samisle income level is rather high,
23.3% earning more than € 2550 per month, 40% dextvE€ 1551 and € 2550, 19%
between € 650 and € 1550 and 16.7% less than € 650.

3.4.4.Manipulation Checks

To begin with, it is tested whether the Nike peedamainer and the cooking classes
indeed represent high and low fit service exterssiton the parent brand Nike, like

suggested in the pre-tests:

The two high quality service scenarios and the lwoquality scenarios represent high
and low fit service extensions. This is proven loyiadependent T-tests, using the
versions as independent variables and the aggregai#i item scales measuring fit as
dependent variables. Hereby, the high fit scengdi<5.17, SE= 0.18) rate on average
higher on fit than the low fit scenarios (M=1.8, =8F11). There is a significant

difference between the means (t(118)=15.845, ps@fléct size r=0.82) which means

that high and low fit scenarios actually represifiierent levels of fit.

After the fit between the scenarios and the pdreamd, it is tested whether the different
high and low quality scenarios indeed result inhhand low customer satisfaction
situations: The positive high and low fit scenarivs=5.87, SE=0.18) on average yield
higher satisfaction levels than the negative higid dow fit scenarios (M=1.83,
SE=0.15). There is a significant difference betwetre two mean values
(t(114.5)=16.92, p<0.05, effect size r=0.85), whmshans that the high and low quality
scenarios in deed represent different customesfaation levels.

Therefore, it can be concluded that the maniputatita the hypothetical service
scenarios works as intended, and it can be prodeeidk the statistical analysis of the
hypotheses.

3.4.5.Analysis of the Hypotheses

Hla: Customer satisfaction with a service extensiohas a positive influence on the

post image evaluation of the parent brand.
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In order to test hypothesis la, a paired sampésttis conducted for the customer
satisfaction scenarios, version 1 and 3 of the tqresaire. To test whether the
customer satisfaction with the service brand extensas an effect on the image of the
product parent brand, the aggregated multi itemsoneafor brand quality, measured
before and after presentation of the service isl @sedependent variable, whereas the

versions representing customer satisfaction are asendependent variable.

For version 1 and 3, the customer satisfaction aoes, the brand quality before
(M=4.92, SE=0.18) on average is lower than the doqumality after (M=5.26, SE=0.18).
There is a significant difference between the tw(69)=-3.036, p<0.05, effect size
r=0.37), which means that H1a is supported, in thatcustomer satisfaction scenarios
have a significantly positive influence on the piosage evaluation of the parent brand.
In addition to the analysis with the aggregated tmiém measure, the t-test is
conducted with the single brand quality questioargly again, brand quality before is
on average lower (M=5.45, SE=0.16) than brand tuafter (M=5.88, SE=0.17) and
there is a significant difference between the mealnes (1(59)=-3.156, p<0.05, effect
size r=0.38).

In addition to that, question 14 and 15 in the tjoasaire are used to determine
whether the perception and the image of the pdmemid have changed after the service

scenario. Therefore, the frequency tables are bake

Customer Satisfaction Scenarios

Perception  has 50% yes

changed 50% no

If yes M=5.5
SD=1.4

Table 6: Perception Change Customer Satisfactiongsicsn

The mean of 5.5 (measured on a seven point Likalesshows that if the perception of
the parent brand has changed, it has changedv@bgitivhich underlines the result of

the above described t-test.

H1b: Customer dissatisfaction with a service extemsn has a negative influence on

the post image evaluation of the parent brand.
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In order to test hypothesis 1b, a paired sampésttis conducted for the customer
dissatisfaction scenarios, version 2 and 4. Towdsther the customer dissatisfaction
with the service brand extension has a negatiexefin the image of the product parent
brand, the aggregated multi item measure for brpradity, measured before and after
presentation of the service is used as dependeiaiblea whereas the version again is
used as independent variable.

For version 2 and 4, the customer dissatisfactmenarios, the brand quality before
(M=4.89, SE=0.17) on average is higher than thendrguality after (M=3.47,
SE=0.19). There is a significant difference betwtentwo (t(59)=7.498, p<0.05, effect
size r=0.7), which means that H1b is supportedthat the customer dissatisfaction
scenarios have a significantly negative influenoetlee post image evaluation of the
parent brand. In addition to that, the paired santfikst is conducted with the single
brand quality questions used as dependent variaHE®by again, the quality before
(M=5.52, SE=0.14) is on average higher than thadguality after the service scenario
(M=3.65, SE=0.22). There is a significant differerfzetween the means (1(59)=8.303,
p<0.05, effect size=0.73).

Again, question 14 and 15 in the questionnaire wed to determine whether the
perception and the image of the parent brand hhsaged after the service scenarios.

Therefore, frequency tables are looked at:

Customer Dissatisfaction Scenarios

Perception has 65% yes

changed 35% no

If yes M=2.56
SD=1.02

Table 7: Perception Change Customer Dissatisfactien&ios

The mean of 2.56 shows that if the perception efghrent brand has changed, it has
changed negatively, which again underlines thelredithe above described t-test, in
that customer dissatisfaction with a service caasasgative change in the perception

of the parent brand.
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To conclude the analysis of hypothesis 1 it caisdid that the hypothesis is supported
and that customer (dis)satisfaction with a senaggnsion has a (negative) positive

influence on the post image evaluation of the piabeand.

The differences in the change of the quality peroapof the parent brand, can be
illustrated as following:

Average Change in Parent Brand Quality
Perception
7,00
6,00
4,92 +0.34 5,26
5,00 —
4,89 \
4,00
-1.42 o ——
3,00 3,47
2,00
1,00
Parent Brand Quality Before Parent Brand Quality After
= Satisfaction ===Dissatisfaction

Figure 9: Change in Parent Brand Quality Perception

The illustration highlights that a service resudtin satisfaction has a positive influence
on the parent brand quality perception, in thatrtrean value rises, whereas a service
resulting in dissatisfaction has a negative infaeeron the parent brand quality

perception.

H2: The negative effect of a service failure on th@ost-image evaluation will be

stronger than the positive effect of a positive sgice experience.

To analyse hypothesis 2, an independent t-testorgducted, comparing the high
customer satisfaction scenarios, questionnaireiorerd and 3 with the customer
dissatisfaction scenarios, questionnaire versi@an@ 4, with regard to brand quality,
using the versions as independent variables. Ttwverefgain, brand quality is used as
indicator for the brand image, and first the singland quality question and second the

aggregated multi item measures for brand qualieyumed as dependent variables. To
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compare the negative and the positive effect a manable, named total quality
difference, is computed for the single brand qualitestion, taking the absolute values
resulting from the subtraction of total brand giyalbefore from total brand quality
after. The same variable is computed for the nmitdth measures, to be able to draw

conclusions on the effects size of a positive andgative service experience.

First, the customer satisfaction scenarios (M=0$%B70.12) on average show lower
changes in the total brand quality evaluation tthencustomer dissatisfaction scenarios
(M=2.08, SE=0.22). There is a significant differermetween the two (t(118)=-5.633,
p<0.05, effect size r=0.46). This implicates tle average change in the perception of
the parent brand caused by a customer dissatmfiastienario is significantly greater
than the average change caused by a customemsttisfscenario. This means that the
negative effect of a service failure on the postgen evaluation is stronger than the

positive effect of a positive service experience.

The illustration beneath visualizes the magnitutithe change in parent brand quality

evaluation in case services resulting in satiséactir dissatisfaction:

Average Change in Parent Brand
Quality Evaluation
2,5
2.08

2

1,5
E Change in Parent Brand
1 Quality Evaluation
0.66
0 - .
Satisfaction Dissatisfaction

Figure 10: Average Change in Parent Brand QualityuEztmn
Second, using the multi item measure for brandityyagain the customer satisfaction
scenarios (M=0.89, SE=0.16) on average show lowanges in the brand quality
evaluation than the customer dissatisfaction siengdM=1.57, SE=0.17). There is a
significant difference between the two (t(117.72)837, p<0.05, effect size r=0.26).
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Once again this shows that the average changeeipéhception of the parent brand
caused by a customer dissatisfaction scenariagisfisiantly greater than the average
change caused by a customer satisfaction sceffdni®.means that the negative effect
of a service failure on the post-image evaluatgsationger than the positive effect of a

positive service experience.

To conclude the analysis of hypothesis 2 it carsdid that hypothesis 2 is supported
and therefore, the negative effect of a servickifaion the post-image evaluation is

stronger than the positive effect of a positivereerexperience.

H3a: Service satisfaction will have a stronger impet on the parent brand image in

case the perceived fit between the parent brand antie service extension is high.

To analyse this hypothesis, the low and the highvéirsion of the questionnaire
representing high customer satisfaction are useddependent variables. Again, the
brand image which is measured with brand qualrtythat the brand quality evaluation
before is subtracted from the brand quality evabmatfter the presentation of the

extension, is used as dependent variable.

An independent t-test is used in order to detecttirdr there are differences between
the high and low fit versions in the differencetire evaluation of the brand quality
before and after the scenario. The hypothesis ¢amsupported neither for the mutli
item measure nor for the single brand quality qaastas no significant result can be

observed in the t-tests.

H3b: A service failure will have a stronger impacton the parent brand image in

case the perceived fit between the parent brand antie service extension is low.

Respectively, hypothesis 3b is analysed using alaednd the high fit version of the

guestionnaire representing customer dissatisfacign independent variables. As
indicator for the brand image, consistently witke thnalyses above, brand quality is
used as dependent variable. Again, the differemd¢ba quality evaluation is computed,
in that the brand quality evaluation before is sadied from the brand quality

evaluation after the presentation of the extension.
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An independent t-test is used in order to detecttirdr there are differences between
the high and low fit versions in the differencetire evaluation of the brand quality
before and after the presentation of the scen@he. hypothesis cannot be supported

neither for the multi item measure nor for the &rgrand quality question.

To shortly conclude hypothesis 3 it can be saitlfihdoes not influence the post image
evaluation of the parent brand, neither in caseustomer satisfaction nor in case of

customer dissatisfaction.

3.4.6.Additional Analysis

The additional analysis in conducted to provideedtds understanding of feedback
effects of service brand extensions on a productrpabrand, including the service

extension evaluation.

The impact of fit on the service extension evahluais tested as following, in order to
determine whether fit has or does not have anenfie on the extension evaluation in
the proposed model: An independent t-test is caeducusing the versions as
independent variables and the service quality ed@in after the exposure to the service
scenario (question number nine in the questionhasalependent variable. Hereby, the
mean values of both satisfaction scenarios, higle5Mb, SE=0.24) and low fit
(M=4.67, SE=0.27) differ significantly from eachhet (1(56.861)=2.148 , p<0.05,
effect size r=0.27), in terms of service qualitplesation. Respectively, the mean values
of both dissatisfaction scenarios, the high (M=3.8B=0.31) and the low fit scenario
(M=1.32, SE=0.09) differ significantly from eachhet (1(58)=5.385, p<0.05, effect size
r=0.58). This implies that fit has an influence thre service extension evaluation in

terms of service quality.

To analyse whether the service quality has an enfte on the service extension
evaluation, again an independent t-test is usedebye the versions are used as
independent variables and service quality afteptiesentation of the service scenario is
used as dependent variable. The mean values focseuality after the presentation of
the scenario of the low fit scenarios, high custosatisfaction (M=4.67, SE=0.27) and
low customer satisfaction (M=1.32, SE=0.09), diff@gnificantly from each other

(t(58)=11.671, p<0.05, effect size r=0.84). Thisamethat the perceived service quality
of the extension, after the presentation of thenages, is higher in case a positive
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scenario was presented. Accordingly, the mean sdioiethe high fit scenarios, high
customer satisfaction (M=5.44, SE=0.24) and lowtamer satisfaction (M=3.08,

SE=0.31), also differ significantly from each otheterms of service quality evaluation
(t(58)=6.005, p<0.05, effect size r=0.62). Respetyi this indicates that also in case of
high fit, a positive scenario results in a highaalgy evaluation of the extension. This
means that the customer satisfaction with a serlkg® an influence on the service

extension evaluation, measured with service quality

Furthermore, a correlation between the initial bramage, measured with the variable
brand quality before, and the service extensioruatan before the exposure to the
service scenario is conducted. The correlationigsificantly positive for both, the
personal trainer service (r=.602, p<0.05), and d¢beking classes (r=.393, p<0.05)
which means that the service quality evaluatiorraases if the initial brand image
increases. Hereby, the service extension evaluagore is used for the correlation, as
the variable service extension evaluation afterldiauclude the perceived quality.
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4. Results and Discussion

Despite the growing importance of services and asgtric service extensions, research
on brand extensions still mainly focuses on prodoinds and product brand

extensions and the feedback effects of those opatent brand.

The research on hand contributes to the literaturthat it investigates the feedback
effects of asymmetric service extensions, on aymbgarent brand and highlights the
differences between product and service brand sixtes. Particularly, the influence of

quality and the arising customer satisfaction wté service on the feedback effects is
researched. Therefore, a framework for asymmetand extensions, from the goods
into the service sector, building upon previousaesh findings is developed, taking
into account the characteristics of services ane difficulties of service brand

extensions in comparison to product brand extessibncontrast to previous studies,
this research is based on quasi experiences anohhothe extension product. This is
especially important in the service context as dhality evaluation is impossible in

advance and therefore the performance is crucid¢termine quality.

Generally, it is found out that image feedback afealso do exist for asymmetric
service brand extensions, which confirms the resaft several previous studies on
product to product brand extensions or serviceetwice brand extensions (Martinez,
Polo, & de Chernatony, 2008; Vdlckner, Sattler, &ufmann, 2008). In line with the
findings of Vdlckner et al. (2008) on product exdem quality compared to the parent
brand quality, customer satisfaction (which implibsit the service quality at least
matches the expectations and therefore is of thee sa higher quality than the parent
brand) with a service extension is found to haypesitive feedback effect on the parent
brand image. Respectively, customer dissatisfadfimplying a lower quality of the
extension than the parent brand) with a servicerson has a negative influence on the
post image evaluation of the parent brand, andetber evokes a negative feedback

effect.

Furthermore, image feedback effects are found testbager in case of a negative
service experience, which again is in line with gnevious findings of Vdélckner et al.

(2008), and underlines the importance of qualityhe service context, as a negative
service experience implies a lower quality of théeasion than the parent brand.

Moreover, this finding highlights the valence oétprospect theory and the concept of
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asymmetric disconfirmation in that a negative sarvexperience is weighted heavier
than a positive one. Keeping in mind the implicasicof the prospect theorgthat
losses are weighted more heavily than gaifidaxham Il & Netemeyer, 2002, p. 58),
it is proven by the study on hand, that the negateedback effect of a service failure
on the post-image evaluation of the parent brarsireger than the positive feedback
effect of a positive service experience.

Therefore, service satisfaction which is highlyemeélated with the quality of the
service (Parasuraman, Zeithaml, & Berry, 1985%eisn as the main driver of feedback

effects on a product parent brand, stemming frowice extensions.

One of the main drivers of brand extension evatmatand subsequently feedback
effects is, according to many researchers, theepag fit between the extension and
the parent brand (Aaker & Keller, 1990; van Riedmimink, & Ouwersloot, 2001). In
contrast to previous research on product brancheiirs, in this study the perceived fit
is found to have no direct impact, and an overatlaker influence on the image
feedback effects than service satisfaction, incge of asymmetric service extensions.
This can be concluded since service satisfacti@s shot have a stronger impact on the
parent brand image in case the perceived fit betviee parent brand and the service
extension is high. Respectively, a service faildwes not have a stronger impact on the
parent brand image in case the perceived fit betviee parent brand and the service

extension is low.

Therefore, when it comes to the feedback effectseofice extensions on the product
parent brand, the fit between the two can be seearegligible, whereas the quality of
the service, leading to (dis)satisfaction is thesmmportant driver of feedback effects.
This can be concluded as following: The high and tmstomer satisfaction scenarios,
in case of low fit, and the high and low customatisfaction scenarios in case of high
fit differ significantly from each other, when ibmes to the evaluation of the final
brand image, measured by the quality evaluatioth@fparent brand after the exposure
to the service scenario. In addition to that, thghhcustomer satisfaction scenarios,
either in case of low or high fit, do not diffeom each other, when it comes to the final
brand image. Respectively, the low customer satisia scenarios, either in case of low
or high fit, do not differ from each other whencames to the final evaluation of the

brand image. Therefore, the proposed model is stgghoas can be seen in the figure
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below, and the impact of service satisfaction om plarent brand is displayed in the

following figure.

SATIS-
FACTION

PERCEIVED
QUALITY OF
THE EXTENSION

BRAND
IMAGE

DISSATIS-
FACTION

AOX>»PO0OMmMMT

Figure 11: Model lllustrating the Feedback Effeat®\symmetric Service Extensions

Therefore, service quality in its three dimensiored the resulting service
(dis)satisfaction are seen as the main driver efltback effects on the product parent
brand, and satisfaction and not the degree ofditlpces differences in the final quality
evaluation of the parent brand. This new discovierythe field of service brand
extensions enlarges the previous findings on sergigality in the context of brand
extensions of Vdlckner et al. (2010), who state fharent brand quality is the main
driver of service extension evaluation. Furthermdine result of the study leads to the

conclusion that fit cannot be used as proxy foviserquality.

Nonetheless it is found out, that the perceivednifiiderates the service extension
evaluation, measured by the final service quakifyef the presentation of the service
scenario). The high satisfaction scenarios differmf each other in the final service

quality evaluation, the high fit scenario yieldinggher average scores. The low
customer satisfaction scenarios also differ frorwheather in terms of service quality,

again the high fit, low satisfaction scenario yietflhigher scores. Therefore, it can be
concluded, that the higher the perceived fit betwde parent brand and the service
extension is, the higher will be the extension eatibn. Talking about the extension
evaluation, it can further be postulated that higbervice quality leads to a better
extension evaluation, as the high quality servigietd better evaluations in terms of

service quality, in both, the high and the lowsfienarios. The additional analysis of the
service extension evaluation reveals that theainitrand image is positively related to

the service extension evaluation, which is in kéh the findings of van Riel et al.
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(2001). This implies that a higher initial brandage leads to a higher extension

evaluation.

However, service satisfaction, producing differenirethe extension evaluation as well
as in the final evaluation of the parent brand ieyag seen as the dominant driver of
image feedback effects on the parent brand in chasymmetric service extensions, as
the perceived fit does not influence the final lobramage but only the extension
evaluation. When it comes to image feedback effatis implies that high service
quality and service satisfaction are more imporiarthe context of asymmetric service

extensions than the perceived fit between the sidarand the parent brand.

Concluding the results of the study it can be dtéit@t asymmetric service extensions
do produce feedback effects on a product paremtdbr@articularly, it is highlighted
that in a service context, quality and the arigingtomer (dis)satisfaction are the most
important drivers of feedback effects. The peragifie between the extension and the
parent brand, is found to influence the extensioaluation, but not directly the
feedback effects on the parent brand. Howevers fiound to have a weaker influence
on the extension evaluation than service qualitygase of service brand extensions, and
therefore work as moderator instead of driver afdfeack effects, whereas service
satisfaction is seen as dominant driver. This umifjoding contributes to the literature
in that service satisfaction, arising from sendgality, is identified as the main driver

of feedback effects of service brand extensions.

The empirical study on the feedback effects of amgtnic service extensions on the
product parent brand, has been conducted in Augtsanainly the impact of service
satisfaction is measured and the importance oficeiquality in the context of brand
extensions is stressed, this is seen as limitataie study, as the importance of the
different service quality dimensions (Furrer, Sh@hing Liu, & Sudharshan, 2000) and
accordingly, service satisfaction might vary acrasstures (Chan & Wan, 2008).
Furthermore, the small sample size and the fattamon-probability sampling method

has been applied to select the sample, are sdinitasions of the study.

As in the context of service brand extensions tyiakems to be the most important and
obvious difference to product brand extensions, ithpact of service quality is
measured in the empirical study. The way how aoldliti information is incorporated

into the existing networks in the case of servicand extensions, and which model of
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brand schema modification is applied, providesraeresting field for further research,

as this is not revealed in the research on hand.

Due to the lack of comparable real-life producséovice brand extensions, hypothetical
service extensions have been developed for theenhmarent brand. This can be seen as
limitation as consumers judge the service situatiothout experiencing it, despite
service experience being an important factor inetuation of services. Therefore, it
is recommended to repeat the study with real-lildemsions, to deepen the
understanding of feedback effects of asymmetriviserbrand extensions. In the
hypothetical service brand extensions, interactamd outcome quality have been
manipulated, to produce high and low satisfacticenarios. A different result might be
obtained regarding the feedback effects on a ptogaient brand, manipulating other
dimensions of service quality. The parent brandsehofor this study, Nike, is
characterized by high quality perceptions. Thishhiause ceiling effects, described in
the theoretical part of the thesis, and therefioné positive feedback effects.

Summing up the limitations it can be recommendedudher research to conduct the
study again with a less known and lower qualitynbrar real-life service extensions, in

an international context.
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5. Zusammenfassung

Das Ziel der vorliegenden Master- Arbeit ist eszdiggen welche Rickwirkungen
Markentransfers vom Produkt- in den Dienstleistgegtor auf die Muttermarke,
angesiedelt im Produktbereich haben, und welchgrdi@ten Einflussfaktoren auf diese
Ruckwirkungen sind. Um dieses Ziel zu erreichen, rdee Studien Uber
Markenerweiterungen im Produktbereich rezensiedt ngtflektiert, um festzustellen ob
die Erkenntnisse aus dem Produktbereich auch fimm®trische Markentransfers vom
Produkt- in den Dienstleistungssektor gelten kénresbesondere wird untersucht,
welchen Stellenwert Dienstleistungszufriedenheit ohem Markentransfer und die
Qualitat der Dienstleistung im Hinblick auf rickw@nde Effekte auf die Muttermarke

haben.

Um Ruckwirkungen (sowohl positiv als auch negaéivj die Muttermarke zu messen,
wird eine empirische Studie durchgefuhrt. Die Stuziigt, dass riuckwirkende Effekte
auch bei Markenerweiterungen vom Produkt in demslleistungsbereich auftreten. Es
stellt sich heraus, dass Dienstleistungszufriedéntter grofdte Einflussfaktor auf

Ruckwirkungen auf die Muttermarke ist, was daraslfliel3en lasst, dass der Qualitat
der Dienstleistung bei Markentransfers vom Produktden Dienstleistungssektor ein

hoher Stellenwert zukommt.

Die Ergebnisse der Studie zeigen, dass Dienstigstjualitat eine essentielle Rolle
spielt, wenn asymmetrische Markenerweiterungen edifigt werden. Diese neue
Erkenntnis stellt einen Widerspruch zu bisherigémdten Gber Markenerweiterungen
im Produktbereich dar, da hierbei die Nahe und #&hikit der Markenerweiterung als
Hauptkriterium fur das Entstehen von rickwirkendgfekten gesehen wird und nicht
die Qualitat der neu eingefiihrten Erweiterung. Zadgellt sich heraus, dass die fir die
Studie gewahlte Marke Nike, nicht resistent gegennvasserung des Markenimages ist,
was wiederum die Wichtigkeit des untersuchten Tlematerstreicht, da selbst
internationale, starke Marken nicht vor Verwassgraither sind und es essentiell ist,
Faktoren, die das Entstehen von solch rickwirkenddfekten auf das Image
beeinflussen, zu verstehen um einer etwaigen Veevdsg des Markenimages

entgegenzuwirken und die Marke durch die Erweitgrzun starken.
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Bisher gab es keinerlei vergleichbare Studien iMarkentransfers vom Produkt- in
den Dienstleistungssektor. Daher stellt diese Arbgie Pionierarbeit im Bereich der

asymmetrischen Markenerweiterungen dar.
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7. Appendix

7.1. Pre-Test1

Die vorliegende Umfrage findet im Rahmen eines ¢laragsprojektes der Universitat Wien
statt. Diese Studie dient ausschlieRlich akaderais@wecken und wird nicht flr geschéftliche
Interessen an Firmen weitergegeben.

Bei dieser Befragung handelt es sich um ein Forsgsprojekt tber Markendehnung und die
rickwirkenden Effekte auf die Muttermarke. In deeffagung gibt es keine richtigen oder
falschen Antworten, wir fragen nach lhrer persdmdic Einschatzung.

Sie bendtigen insgesamt ca. 5 Minuten fur die Bearting.

Vielen Dank fir Inre Teilnahme und lhre Zeit!

”I a NIKE

©

Wie gut kennen Sie die Marke NikeP £ gar nicht gut, 7 = sehr gt
©) @ ©) O] ® ® @)

Welches Produkt verbinden Sie spontan mit der Malike?

Wie stufen Sie die Qualitat der Marke Nike eitt>(gar nicht gut, 7 = sehr gt
O] @ ©) O] ® ® @)
Teil 1:

Zuerst wollen wir von lhnen wissen, ob Sie sichstelfen kdnnen, dass Nike die folgenden
Dienstleistungen anbietet?

Wie gut passen die folgender
Dienstleistungen zu den

anderen Dienstleistungen die
von Nike angeboten werden?

Wie gut passen folgende
Dienstleistungen zu lhrem
Gesamtbild der Marke Nike?

1 = sehr schlecht 7 = sehr gytl =sehr schlecht 7 =sehr gut

Personal Trainer O @ O ®06 ® 0 O @ O ®06 ®
Internet Banking O @ 63 @6 ® O @ 63 @6 ®
Lebensversicherung O @6 ®06 & 0 O @ 0 ®06 ® 0
Fitness Center O @6 ®06 ® 0 O @6 ®06 ® 0
Beach Club / Animation O @ 0 ®06 ® 0 O @ 0 ®06 ® 0
Kino O @06 ®06 ®0 O @ 0 ®06 ® 0
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Abenteuer Urlaub (2.B., | ¢ 6 5 @ © © o PO O @0 60
Rafting,Fallschirmspringen)

Kochkurs O @ 63 ®06 ® 0 O @ 63 ®06 ® 0
Online Music-Store O @ 3 @6 ® O @6 ®06 & 0
Sportmedizinische DO 086 0 DO 086 0
Beratung

Teil 2:

Im nachsten Teil wollen wir wissen, wie hoch Sie dnteraktion zwischen Kunde und
Mitarbeiter in den folgenden Dienstleistungen bd@m? Beispiel: Bei einem Frisor ist die
Interaktion sehr hoch, weil die Anwesenheit vondviieiter und Kunde erforderlich ist sowie
eine intensive Betreuung des Kunden fur die Diersttingserstellung unerlasslich ist. Bei
einem Online-Wérterbuch hingegen, ist die Intexaktigering, weil die gleichzeitige
Anwesenheit und eine intensive Betreuung fur dengpruchnahme der Dienstleistumight
notwendig sind.

Wie hoch schéatzen sie die Interaktion zwischen kwmnad
Mitarbeiter in den folgenden Dienstleitungen?

1 = kaum bis gar keine Interkation 7 = sehr Bdhterkation

Personal Trainer ©) @ ©) ©) ® ® @)
Internet Banking O] @ €) ® ® ® @)
Lebensversicherung O] @ ) ® ® ® @
Fitness Center ©) @ ©) ©) ® ® @)
Beach Club / Animation 0] @ ® ® ® ® @)
Kino @ @ ® @ ® ® @
RaftngFallschimspringery © @ ® © ® © 0o
Kochkurs 0] @ ® ® ® ® @)
Online Music-Store ©) @ ©) O] ® ® @)
ggﬁ);lrpnegdizinische o ° ) @ ® ® @
Teil 3:

In wie weit ist die Dienstleistung bzw. einzelne sBedteile der Dienstleistung fiir Sie
tastbar/materiell?

Materiell bzw. tastbar bedeutet in dem Zusammenhdags man die Dienstleistung entweder
fuhlen, schmecken, riechen, sehen oder hdren kann.

1 = immateriell 7 = materiell
Personal Trainer ® @ ©) ® 6 ® @
Internet Banking ® @ ® ® ® ® @
Lebensversicherung @ @ ® @ ® ® @
Fitness Center ® @ ©) @ 6 ® @
Beach Club / Animation ® @ ©) ® ® ® @

Page 94 /113




Kino

Abenteuer Urlaub (z.B.:,
Rafting,Fallschirmspringen)

Kochkurs

Online Music-Store

CINCINCIMCINC)
O O O ©® | ®
© O 0 © |6
® S B ® | @
© O 0 © | O
®© © 0 © | ®
Q O Q O | O

Sportmedizinische Beratung

7.2. Pre-Test 2.1

Die vorliegende Umfrage findet im Rahmen eines €&muagsprojektes der Universitat
Wien statt. Diese Studie dient ausschliel3lich akasighen Zwecken und wird nicht far
geschaftliche Interessen an Firmen weitergegeben.

Bei dieser Befragung handelt es sich um ein Forsg$projekt tber Markendehnung
und die ruckwirkenden Effekte auf die Muttermarke.der Befragung gibt es keine
richtigen oder falschen Antworten, wir fragen n#fater persénlichen Einschatzung.

Sie bendtigen insgesamt ca. 5 Minuten flur die Beartting.

Vielen Dank fur lhre Teilnahme und lhre Zeit! ’I .
NIKE JI

Wie gut kennen Sie die Marke NikeP £ Uberhaupt nicht gut, 7 = sehr gut
O] @ ® @ ® ® @)

Welches Produkt verbinden Sie spontan mit der Malike?

Wie stufen Sie die Qualitat der Marke Nike eiti>=(Uberhaupt nicht gut, 7 = sehr gut
@ @) ® @ ® ® @

Teil 1: Nike Personal Trainer
Im folgenden Teil wird lhnen eine Szene mit einemke\Personal Trainer vorgestellt.

Bitte lesen Sie diese aufmerksam durch und versuBie sich in die Situation hinein
Zu versetzen. Bitte bewerten Sie anschlieend dagnaio nach ihrer
wahrgenommenen Qualitdt und Zufriedenheit mit deenBXleistung auf einer 7-
stufigen Skala.

Szenario: Nike Personal Trainer

Stellen Sie sich vor, Sie buchen Personal Trainandg&n bei einem Nike Personal
Trainer.

Das erste Treffen mit dem Personal Trainer findetinem Nike Personal Training
Zentrum statt. Die Raumlichkeiten sind einladenel] bnd sauber. Der Trainer trifft
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eine viertel Stunde zu spét ein und empfangt Steemigen knappen Worten. Die erste
Personal Trainingseinheit beginnt mit einem Hed&tmeck, der vom Trainer selbst
durchgefiihrt wird. Der Trainer erlautert die Ubumgdie fiir den Health Check
erforderlich sind. Er zeigt sich wenig interessiart der korrekten Ausfiihrung der
Ubungen und gibt Ihnen nur wenige Tipps. Nach deh&t werden Sie aufgefordert,
dem Trainer lhre personlichen Ziele, die Sie minde€raining erreichen wollen, per
Email zuzuschicken.

Nach dem ersten Training prasentiert Ihnen dern€radie Ergebnisse des Health
Checks und einen Trainingsplan, der Sie innerhalt xwei Monaten zu Ihrem Ziel

fuhren soll. In den folgenden Wochen trainiert deersonal Trainer zwei Mal

wochentlich zu den vereinbarten Zeiten mit lhnebgésehen von den Ubungen im
Trainingsplan bekommen Sie wenig Unterstitzungdeagi Zielerreichung. Nach zwei

Monaten haben Sie lhre personlichen Ziele aus IBrehmt nicht erreicht und schlieRen
das Personal Training ab. Der Trainer verabschisadt nach dem letzten Treffen
knapp von lhnen.

Wie stufen Sie die von Ihnen wahrgenommene Diassilegsqualitdt von Nike in
dieser Situation ein?

(1 = dberhaupt nicht gut, 7 = sehr gut

0) @ ® @ ® ® @

Wie stufen Sie lhre Zufriedenheit mit dem Nike Paa Training ein? I = sehr
unzufrieden, 7 = sehr zufrieden
0) @ ® @ ® ® @

Wie hoch ware lhre Bereitschaft das Nike Personalining fortsetzen oder noch
einmal in Anspruch zu nehmen?

(1 = sehr niedrig, 7 = sehr hog¢h

0) @ ® ® ® ® @

Teil 2: Nike Kochkurs (,Fit durch gesunde Ernahrung)

Im folgenden Teil wird Ihnen ein Szenario vorgdstelas einen Kochkurs mit dem
Titel ,Fit durch gesunde Ern&dhrung“ angeboten ven Eirma Nike beschreibt. Bitte
lesen Sie dieses aufmerksam durch und versuchesic®ian die Situation hinein zu
versetzen. Bitte bewerten Sie anschlieRend dasaBaemach ihrer wahrgenommenen
Qualitat und Zufriedenheit mit der Dienstleistung @iner 7- stufigen Skala.

Szenario: Nike Kochkurs

Der Kochkurs mit dem Titel ,Fit durch gesunde Emiidg"“ angeboten von Nike, findet
in einem freundlichen Kochstudio in zentraler Lagatt. Das Ambiente ist einladend
und Sie fuhlen sich auf Anhieb wohl und gut betr@ié Leiterin des Kurses stellt sich
zu Beginn des Kurses personlich bei allen Teilnehmaer.

Zu Beginn gibt die Leiterin des Kurses eine Eintiitg und stellt ein Konzept vor, das
helfen soll, durch gesunde Ernédhrung in Kombinatimhsportlichen Aktivitaten Ihre
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Fitness zu verbessern. Auf Fragen geht die Leitdas Kurses ausfihrlich ein und
antwortet kompetent. Weiters erhalten Sie Tippg, mvan das neue Erndhrungskonzept
in den Alltag integrieren kann.

Wahrend des Kurses wird ein komplettes Menl gekatdd dem Ernahrungskonzept
entspricht. Die Zutaten, die zur Verfigung gestslirden sind frisch und zur Genlge
fur alle Teilnehmer vorhanden. Die Leiterin steht Rat und Tat zur Seite und ist
bemiht um die individuellen Winsch der Teilnehnigie Rezepte sind einfach und
Uberzeugen trotzdem im Geschmack. Am Ende des Kilnsleommen Sie eine Mappe
mit praktischen Tipps und Tricks sowie zahlreicR&zepten mit nach Hause.

Wie stufen Sie die von Ihnen wahrgenommene Diessilegsqualitdt von Nike in
dieser Situation ein (= tberhaupt nicht gut, 7 = sehr gut
0] @) ® @ ® ® @

Wie stufen Sie lhre Zufriedenheit mit dem Nike Khkals ,Fit durch gesunde
Ernéhrung” ein?X = sehr unzufrieden, 7 = sehr zufrieden
0) @ ® @ ® ® @

Wie hoch ware Ihre Bereitschaft den Nike Kochkume einmal in Anspruch zu

nehmen?X = sehr niedrig, 7 = sehr hogh
0) @ ® @ ® ® @

7.3. Pre-Test 2.2

Die vorliegende Umfrage findet im Rahmen eines €lauagsprojektes der Universitat
Wien statt. Diese Studie dient ausschlief3lich akasiehen Zwecken und wird nicht far
geschaftliche Interessen an Firmen weitergegeben.

Bei dieser Befragung handelt es sich um ein Forsg$projekt Gber Markendehnung
und die rickwirkenden Effekte auf die Muttermarke.der Befragung gibt es keine
richtigen oder falschen Antworten, wir fragen n#futer persénlichen Einschatzung.

Sie bendtigen insgesamt ca. 5 Minuten flur die Beartting.

Vielen Dank fur lhre Teilnahme und lhre Zeit! ”I 3
- J’

Wie gut kennen Sie die Marke NikeP £ Uberhaupt nicht gut, 7 = sehr gut
0] @) ® @ ® ® @

Welches Produkt verbinden Sie spontan mit der Malke?

Wie stufen Sie die Qualitat der Marke Nike eiti>=(Uberhaupt nicht gut, 7 = sehr gut
0] @) ® @ ® ® @
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Teil 1: Nike Personal Trainer

Im folgenden Teil wird lhnen eine Szene mit einerke\Personal Trainer vorgestellt.
Bitte lesen Sie diese aufmerksam durch und versu8ie sich in die Situation hinein
Zu versetzen. Bitte bewerten Sie anschlieBend dasnaBio nach ihrer
wahrgenommenen Qualitdt und Zufriedenheit mit deenBXleistung auf einer 7-
stufigen Skala.

Szenario: Nike Personal Trainer

Stellen Sie sich vor, Sie buchen Personal Trainandg&n bei einem Nike Personal
Trainer.

Das erste Treffen mit dem Personal Trainer findetinem Nike Personal Training
Zentrum statt. Die Raumlichkeiten sind einladenel] bind sauber. Der Trainer trifft
punktlich zur vereinbarten Zeit ein und empfange Biflich. Die erste Personal
Trainingseinheit beginnt mit einem Health Check, w@m Trainer selbst durchgefuhrt
wird. Der zertifizierte Trainer erlautert kompetealle Ubungen und erklart Ihnen
ausfuhrlich, worauf man beim Training besonders tAgeben muss. Aul3erdem
erkundigt er sich Uber lhre personlichen Ziele, 8ie mit dem Personal Training
erreichen wollen.

Nach dem ersten Training prasentiert Ihnen dern€radie Ergebnisse des Health
Checks und einen detalllierten, eigens fur Sie mhisiten Trainingsplan um Ihre
individuellen Ziele in zwei Monaten zu erreichen.den folgenden Wochen trainiert
der Personal Trainer zwei Mal wéchentlich zu derewdarten Zeiten mit Ihnen, gibt
Ihnen Tipps und unterstitzt Sie beim Training. Naeei Monaten haben Sie lhre
personlichen Ziele erreicht und schlieRen das Rafsbraining ab. Der Trainer gibt
Ihnen zudem Tipps fur ein erfolgreiches weiteresning.

Wie stufen Sie die von Ihnen wahrgenommene Diessilegsqualitdt von Nike in
dieser Situation ein?

(1 = Gberhaupt nicht gut, 7 = sehr gut

0) @) ® @ ® ® @

Wie stufen Sie lhre Zufriedenheit mit dem Nike Paid Training ein?
(1 = sehr unzufrieden, 7 = sehr unzufrieflen
0) @ ® ® ® ® @

Wie hoch ware lhre Bereitschaft das Nike Personalining fortsetzen oder noch
einmal in Anspruch zu nehmen?

(1 = sehr niedrig, 7 = sehr hog¢h

O] @ ® @ ® ® @)
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Teil 2: Nike Kochkurs (,,Fit durch gesunde Ernahrung*)

Im folgenden Teil wird Ihnen ein Szenario vorgdstelas einen Kochkurs mit dem
Titel ,Fit durch gesunde Ernahrung® angeboten ven Birma Nike beschreibt. Bitte
lesen Sie dieses aufmerksam durch und versuchesickien die Situation hinein zu
versetzen. Bitte bewerten Sie anschlieRend dasaBaemach ihrer wahrgenommenen
Qualitat und Zufriedenheit mit der Dienstleistung @iner 7- stufigen Skala.

Szenario: Nike Kochkurs (,Fit durch gesunde Erndhrung®)

Der Kochkurs mit dem Titel ,Fit durch gesunde Emiig“ angeboten von Nike, findet
in einem freundlichen Kochstudio in zentraler Lagatt. Das Ambiente ist einladend,
und Sie fuhlen sich wohl. Die Leiterin des Kurstlssich bei den Teilnehmern jedoch
nicht vor.

Die Einfihrung zu Beginn des Kurses durch die Kaitstin fallt sehr knapp aus und
das Konzept des Kurses und der Zusammenhang zwisggsunder Ernahrung und
Fitness wird nicht erlautert. Die Leiterin des Kesswirkt unvorbereitet und hat Mihe
die Fragen der Teilnehmer zu beantworten. Sie kdnsieh nicht vorstellen, den
Kursinhalt in den Alltag zu integrieren.

Wahrend des Kurses wird ein komplettes MenlU gekatdd dem Ernahrungskonzept
entspricht. Die Zutaten, die zur Verfigung geste#rden sind knapp bemessen und
sind maRig frisch. Wahrend des Kochens sind Sie sl alleine gestellt und
bekommen keine Unterstiitzung. Die Rezepte sind karag und die Zutaten exotisch.
Die Gerichte sind trotz der aul3ergewohnlichen 2majeschmacklos und Uberzeugen
Sie nicht.

Die Rezepte missen Sie sich selbst notieren, StiitePapier werden von der Leiterin
des Kurses nicht zur Verfigung gestellt.

Wie stufen Sie die von Ihnen wahrgenommene Diessilegsqualitdt von Nike in
dieser Situation ein (= Gberhaupt nicht gut, 7 = sehr gut
©0) @) ® @ ® ® @

Wie stufen Sie lhre Zufriedenheit mit dem Nike Khkals ,Fit durch gesunde
Ernéhrung” ein?X = sehr unzufrieden, 7 = sehr zufrieden
0) @ ® @ ® ® @

Wie hoch ware lhre Bereitschaft den Nike Kochkuoem einmal in Anspruch zu
nehmen?X = sehr niedrig, 7 = sehr hogh
O] @ ® @ ® ® @)
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7.4. Final Questionnaire

Die vorliegende Umfrage findet im Rahmen eines ¢laragsprojektes der Universitat Wien
statt. Diese Studie dient ausschlie3lich akaderais@wecken und wird nicht flr geschéftliche

Interessen an Firmen weitergegeben.

Bei dieser Befragung handelt es sich um ein Forsgsprojekt tber Markendehnung und die
rickwirkenden Effekte auf die Muttermarke. In deeffagung gibt es keine richtigen oder

falschen Antworten. Sie werden nach lhrer persbehicEinschatzung gefragt.

Sie bendtigen insgesamt ca. 15 Minuten flr die Beantung.

Vielen Dank fir lhre Teilnahme und lhre Zeit!

TEIL 1: Fragen zur Marke Nike

1. Welches Produkt verbinden Sie mit der Marke Nike?

2. Wie gut sind Sie mit der Marke Nike vertraut? Bezidich der Marke Nike bin ich...

nicht vertraut| ® @ ® @ ® ® @ | vertraut

nicht erfahren| @ @ ® @ ® ® @ | erfahren
nicht sachkundigl ® @ ©) @ ® ® @ | sachkundig
nicht informiert | © @ ©) @ ® ® @ | informiert

3. Wie stufen Sie die Qualitat der von Nike angebotemeProdukte ein? (1 = iiberhaupt nicht

gut, 7 = sehr gyt
@ @ ©) @ ® ® @

4. In wie weit treffen die folgenden Aussagen auf didarke
Nike zu?

Trifft Gberhaupt trifft
nicht zu voll zu

Die Marke Nike ist qualitativ hochwertiger als arei®larken.

20606 e

Die Marke Nike hebt sich positiv von anderen Markén

Ich schétze die Qualitat der Marke Nike extrem heich

@
OO0 606 0
OO0 ®6e 6o
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5. Bitte stellen Sie Ihren personlichen Eindruck der Marke Nike auf der jeweils

angegebenen Skala dar:

innovativ| ® @ ® @ ® ® @ | altmodisch
langweilig| ® @ ©) @ ® ® @ | unterhaltsam
stark| ® @ ©) @ ® ® @ | schwach
unsympathisch © @ ® @ ® ® ® | sympathisch
prestigelog @ @ ® @ ® ® @ | prestigetrachtig
ehrlich| ® @ ® @ ® ® @ | unehrlich
authentisch ® @ ©) @ ® ® @ | unglaubwirdig
unattraktiv| @ @ ©) @ ® ® @ | attraktiv
kompetent © @ ® @ ® ® @ | inkompetent

6. Im Folgenden geht es darum, wie Personal Trainer 8hden zur Marke Nike passen:

In wie weit stimmen Sie folgenden Aussagen zu?

Stimme Uberhaupt stimme vo
nicht zu und ganz zu

Personal Trainer Stunden passen zum Image der Niakke

OO0 ®6e oo

Personal Trainer Stunden passen zu den UbrigenlRerd die
von der Marke Nike angeboten werden.

ONGRONONONGONG)

Es scheint logisch, dass die Marke Nike Persorah&r Stunden
anbietet.

ONONORONORONG

Das Angebot von Personal Trainer Stunden eignktgic fur die
Marke Nike.

ONGRONONONGONG)

Das Gesamtbild, das ich von der Marke Nike habsstpau

Personal Trainer Stunden.

ONONORONORONG

7. In wie weit stimmen Sie folgenden Aussagen zu?

Wenn die Marke Nike Personal Trainer Stunden anbietn
wirde...

Stimme Uberhaupt stimme voll
nicht zu und ganz z

... werden diese Uberdurchschnittliche Qualitadehab

OO0 606 0

... wird die Qualitat besser sein, als die Qualitit Personal
Trainer Stunden der meisten anderen Anbieter.

(ONONORONONONG)

... wird die Qualitat sehr gut sein.

OO0 6060

TEIL 2: Fragen zu Markenerweiterungen — Nike Persoml Trainer Stunden

Lesen Sie folgende Situation bitte aufmerksam durch

Im folgenden Teil wird Ihnen eine Szene mit einemkeNPersonal Trainer vorgestellt. Bitte

lesen Sie diese aufmerksam durch und versuchesic@ien die Situation hinein zu versetzen.

Bitte beantworten Sie anschlie3end die Fragen ewelBtung des Szenarios.

Szenario: Nike Personal Trainer

Stellen Sie sich vor, Sie buchen Personal Traitande&n bei einem Nike Personal Trainer.

Das erste Treffen mit dem Personal Trainer findetinem Nike Personal Training Zentrum

statt. Die Raumlichkeiten sind einladend, hell waliber. Der Trainer trifft plnktlich zur
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vereinbarten Zeit ein und empfangt Sie hoflich. Biste Personal Trainingseinheit beginnt mit
einem Health Check, der vom Trainer selbst durcitgéfwird. Der zertifizierte Trainer
erlautert kompetent alle Ubungen und erklart lhaesfihrlich, worauf man beim Training
besonders Acht geben muss. Aul3erdem erkundigtlerusier Ihre persoénlichen Ziele, die Sie

mit dem Personal Training erreichen wollen.

Nach dem ersten Training prasentiert lhnen demeérailie Ergebnisse des Health Checks und
einen detaillierten, eigens fur Sie entwickeltemifingsplan um lhre individuellen Ziele in
zwei Monaten zu erreichen. In den folgenden Wodh&iniert der Personal Trainer zwei Mal
wochentlich zu den vereinbarten Zeiten mit Ihnabt ¢hnen Tipps und unterstiitzt Sie beim
Training. Nach zwei Monaten haben Sie lhre perstiel Ziele erreicht und schlieRen das

Personal Training ab. Der Trainer gibt lhnen zud€&mpps fir ein erfolgreiches weiteres

Training.
BITTE NICHT MEHR ZURUCK BLATTERN
8. Wie realitatsnah ist das beschriebene Szenario allsrer Stimme dberhaupt stimme vall
Sicht? nicht zu und ganz zu
Ich konnte mir die beschriebene Situation leichtellen. OO0 ®06 6 0
Ich konnte mich gut in das Szenario hineinversetzen O ONONONONONE)

9. In wie weit stimmen Sie nun, nachdem Sie das Szemagelesen haben, folgenden
Aussagen zu?

Das Personal Training der Marke Nike... Stimme Gberhaupt stimme voll
nicht zu und ganz Zu

... hat Uberdurchschnittliche Qualitat. O CRONONONONG)

hat eine héhere Qualitat, als das Training eerdeersonal DGO 6 O

Trainer.

... hat eine sehr hohe Qualitat. ORCNONONONONG)

10.Wie zufrieden waren Sie mit dem Nike Personal Traiimg? | Stimme Gberhaupt stimme Voll
nicht zu und ganz z

AIIe_s in allem, ware ich mit dem Nike Personal Tirag DOO®® 6 O
zufrieden.
Das Personal Training wirde meinen Erwartungerpesthen. | © @ @ @ ® ® @
_Il?;sinzenano schildert eine ideale Betreuung deiradn Persona DOBO®O 6 O

11 Nachdem Sie das Szenario gelesen haben, wie stuf@ nun die Qualitat der Marke
Nike ein?
(1 = Uberhaupt nicht gut, 7 = sehr gut
o ©@ @ o 6 & 0
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12.In wie weit treffen nun die folgenden Aussagen audie
Marke Nike zu?

Trifft Gberhaupt
nicht zu

Die Marke Nike ist qualitativ hochwertiger als aneldarken.

2060600

Die Marke Nike hebt sich positiv von anderen Markén

OO0 ®6e o

Ich schatze die Qualitat der Marke Nike extrem heich

OO0 ®6e oo

trifft voll und
ganz z

13 Bitte stellen Sie nochmals Ihren Eindruck der MarkeNike auf der jeweils

angegebenen Skala dar:

innovativ| ® @ ® @ ® ® @ | altmodisch
langweilig| ® @ ® @ ® ® @ | unterhaltsam
stark| @ @ ® @ ® ® @ | schwach
unsympathisch © @ ® @ ® ® ® | sympathisch
prestigelog @ @ ® @ ® ® @ | prestigetrachtig
ehrlich| ® @ ® @ ® ® @ | unehrlich
authentisch ® @ ©) @ ® ® @ | unglaubwirdig
unattraktiv| @ @ ©) @ ® ® @ | attraktiv
kompetent © @ ® @ ® ® @ | inkompetent

14 Hat sich Ihr Bild der Marke Nike nach der Dienstleistungs-Erfahrung geandert?

o Ja o Nein

15Wenn ja, wie hat sich Ihre Einstellung zu Nike veradert? (1= stark negativ verandert, 7 =

stark positiv verandert)

o @ 66 e 06

® o

16.Abschliel3ende personliche Angabefwerden ausschliellich fur statistische Zwecke

verwendet)
Hochste abgeschlossene Beruf Nettoeinkommen
Schulbildung pro Monat
o Pflichtschule o Student/Schiler o Weniger als 650
o Lehre/Fachschule o erwerbstatig EUR
o Matura o arbeitslos o 650 — 1.550 EUR
o Universitat/FH o in Pension o 1.551 - 2.500
o Sonstiges: o Sonstiges: EUR
o mehr als 2.500
EUR
Staatsbirgerschaft Geschlecht Wohnsitz
o Osterreich o weiblich o Stadt
o Andere: o mannlich o Landlicher Raum
Alter: Jahre
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7.5. Service Scenarios

7.5.1.Nike Personal Trainer- High Fit Negative
Szenario: Nike Personal Trainer

Stellen Sie sich vor, Sie buchen Personal Trainandg&n bei einem Nike Personal

Trainer.

Das erste Treffen mit dem Personal Trainer findetinem Nike Personal Training
Zentrum statt. Die Raumlichkeiten sind einladenel] bnd sauber. Der Trainer trifft
eine viertel Stunde zu spét ein und empfangt Steemigen knappen Worten. Die erste
Personal Trainingseinheit beginnt mit einem He&tmeck, der vom Trainer selbst
durchgefuhrt wird. Der Trainer erlautert die Ubungdie fir den Health Check
erforderlich sind. Er zeigt sich wenig interessiart der korrekten Ausfiuihrung der
Ubungen und gibt Ihnen nur wenige Tipps. Nach deh&t werden Sie aufgefordert,
dem Trainer lhre personlichen Ziele, die Sie mind€raining erreichen wollen, per

Email zuzuschicken.

Nach dem ersten Training prasentiert Ihnen dern€radie Ergebnisse des Health
Checks und einen Trainingsplan, der Sie innerhalt xwei Monaten zu Ihrem Ziel
fuhren soll. In den folgenden Wochen trainiert deersonal Trainer zwei Mal
wochentlich zu den vereinbarten Zeiten mit Ihnebgésehen von den Ubungen im
Trainingsplan bekommen Sie wenig Unterstitzungdagi Zielerreichung. Nach zwei
Monaten haben Sie lhre personlichen Ziele aus Br&nt nicht erreicht und schliel3en
das Personal Training ab. Der Trainer verabschisidt nach dem letzten Treffen

knapp von lhnen.

7.5.2.Nike Cooking Class- Low Fit Positive
Szenario: Nike Kochkurs

Stellen Sie sich bitte vor Sie nehmen an einem Kochunter dem Motto ,Fit durch

gesunde Ernahrung”, angeboten von Nike, teil.
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Der Kochkurs mit dem Titel ,Fit durch gesunde Emiig“ angeboten von Nike, findet
in einem freundlichen Kochstudio in zentraler Lagatt. Das Ambiente ist einladend
und Sie fuhlen sich auf Anhieb wohl und gut betr@ié Leiterin des Kurses stellt sich
zu Beginn des Kurses personlich bei allen Teilnegnmer.

Zu Beginn gibt die Leiterin des Kurses eine Eintiitg und stellt ein Konzept vor, das
helfen soll, durch gesunde Ernédhrung in Kombinatimhsportlichen Aktivitaten Ihre
Fitness zu verbessern. Auf Fragen geht die Leitdes Kurses ausfihrlich ein und
antwortet kompetent. Weiters erhalten Sie Tippsg, man das neue Ernahrungskonzept

in den Alltag integrieren kann.

Wahrend des Kurses wird ein komplettes MenlU gekatdd dem Ernahrungskonzept
entspricht. Die Zutaten, die zur Verfigung gestslirden sind frisch und zur Genlge
fur alle Teilnehmer vorhanden. Die Leiterin steht Rat und Tat zur Seite und ist
bemiiht um die individuellen Winsch der Teilnehn&ie Rezepte sind einfach und
Uberzeugen trotzdem im Geschmack. Am Ende des &ilnslkkommen Sie eine Mappe

mit praktischen Tipps und Tricks sowie zahlreicReazepten mit nach Hause.

7.5.3.Nike Cooking Class- Low Fit Negative
Szenario: Nike Kochkurs (,Fit durch gesunde Erndhrung®)

Stellen Sie sich bitte vor Sie nehmen an einem Kochunter dem Motto ,Fit durch
gesunde Ernahrung“, angeboten von Nike, teil.

Der Kochkurs mit dem Titel ,Fit durch gesunde Emidg"“ angeboten von Nike, findet
in einem freundlichen Kochstudio in zentraler Lagatt. Das Ambiente ist einladend,
und Sie fuhlen sich wohl. Die Leiterin des Kurstlssich bei den Teilnehmern jedoch
nicht vor.

Die Einfihrung zu Beginn des Kurses durch die Kaitstin fallt sehr knapp aus und
das Konzept des Kurses und der Zusammenhang zwisggsunder Erndhrung und
Fitness wird nicht erlautert. Die Leiterin des Kasswirkt unvorbereitet und hat Mihe
die Fragen der Teilnehmer zu beantworten. Sie kdnsieh nicht vorstellen, den

Kursinhalt in den Alltag zu integrieren.

Page 105 /113



Wahrend des Kurses wird ein komplettes MenlU gekatdd dem Ernahrungskonzept
entspricht. Die Zutaten, die zur Verfigung geste#rden sind knapp bemessen und
sind méaRig frisch. Wahrend des Kochens sind Sie sl alleine gestellt und
bekommen keine Unterstiitzung. Die Rezepte sind karag und die Zutaten exotisch.
Die Gerichte sind trotz der aul3ergewohnlichen Zmaeschmacklos und tberzeugen
Sie nicht.

Die Rezepte missen Sie sich selbst notieren, StiitePapier werden von der Leiterin

des Kurses nicht zur Verfigung gestellt.

7.5.4.Coding Of Questionnaire and Scales to be Used forata

Analysis
1 = high fit, positive
. . . . . 2 = high fit, negative
version Scenario used in questionnaire _ , 2.
3 = low fit, positive
4 = low fit, negative

The same multi item measures are used for alletsions of the questionnaire. Following, as

an example, one of the low fit scenarios will bgpthyed.

Part 1:
Q1L

duct Welches Produkt verbinden Sie mi i
produc der Marke Nike? open question

= Used as a screening question
Q2.
Brand Familiarity: Diamantopoulos et al. (2005)

Wie gut sind Sie mit der Marke Nike vertraut? Bdimlgder Marke Nike bin ich...

7 Point Likert Scale
1 = nicht vertraut
7 = vertraut

vertraut / erfahren / sachkundig /

fam 1 —-fam 4 . ;
- - informiert

= Used as a screening question

Qs3:

7 Point Likert Scale
1 = Uberhaupt nicht gut
7 = sehr gut

Wie stufen Sie die Qualitat der vor

q_total_before Nike angebotenen Produkte ein?

= Used to analyze H2 and H3a and b

Q4:
Parent Brand Quality: Vdlckner & Sattler (2006) and Yoo, Donthu and Lee (2000)

In wie weit treffen die folgenden Aussagen aufii@rke Nike zu?
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before_1 Die Marke Nike ist qualitative 1 E)?:irlllztl_uiIt()(::rrthzSaltenicht zu
9 - hochwertiger als andere Marken. L P
7 = trifft voll und ganz gut
q_before_2 Die Marke Nike hebt sich positive 7 Point Likert Scale
von anderen Marken ab.
g_before_3 IC.h schatze die Q“?“‘a‘ der Marke 7 Point Likert Scale
Nike extrem hoch ein.

= Used to analyze H1, H2 and H3a and b

Q5:
Brand Personality: Mahnik & Meyerhofer, 2006

Bitten stellen Sie Ihren personlichen Eindruck Mierke Nike auf der jeweils angegeben Skala
dar:

Innovativ / langweilig / stark /
unsympathisch / prestigelos / ehrlic
/ authentisch / unattraktiv /
kompetent

7 Point Scale
I1 = innovativ, 7 =
altmodisch

brand_pers_before 1 -9

=> Not used in the final analysis as the brand petggriefore and after presenting the
scenario resulted to be incomparable

Q6:
Perceived Degree of Fit: Taylor & Bearden (2002) ahVoélckner & Sattler (2006)

Im Folgenden geht es darum, wie ein Kochkurs (@&itch gesunde Erndhrung®) zur Marke
Nike passt: In wie weit stimmen Sie folgenden Agesazu?

7 Point Likert Scale
fit_1 Ein Kochkurs passt zum Image der Marke Nikeg. 1 = stimme Uberhaupt nicht zu
7 = stimme voll und ganz gut
fit 2 Ein Kochkurs passt zu den Ubrigen Produkten, d’bePoint Likert Scale
— von der Marke Nike angeboten werden.
fit 3 Es scheint Iog_lsch, dass die Marke Nike einen 7 Point Likert Scale
— Kochkurs anbietet.
fit 4 Das Angebo_t von Kochkursen eignet sich gut fur7 Point Likert Scale
— die Marke Nike.
fit 5 Das Gesamtbild, das ich von der Marke Nike 7 Point Likert Scale
habe, passt zu Kochkursen.

=> Used to analyze prerequisite Pa

Q7.

Extension Evaluation: Taylor and Bearden (2002)

In wie weit stimmen Sie folgenden Aussagen zu? WharMarke Nike Kochkurse anbieten
wirde...

7 Point Likert Scale
1 = stimme Uberhaupt nicht zu
"7 = stimme voll und ganz gut

... werden diese

ext_eval_before_1 Uberdurchschnittliche Qualitat habe

ext _eval before 2 ... wird die Qualitat besser,sdm 7 Point Likert Scale
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die Qualitat von Kochkursen der
meisten anderen Anbieter.

ext_eval before 3 ... wird die Qualitat sehr gut sein | 7 Point Likert Scale

Part 2:

Q8:
Reality Check: Bilstein, Hogreve, Sichtmann and Fah(2012)

Wie realitatsnah ist das beschriebene SzenaritheersSicht?

L . . .| 7 Point Likert Scale

. Ich konnte mir die beschriebene Situatio _0 : . S .

realistic_1 . = stimme Uberhaupt nicht zu
leicht vorstellen. e
7 = stimme voll und ganz gut

- Ich konnte mich gut in die beschriebene . .

realistic 2 ! ) mich g 7 Point Likert Scale
— Situation hineinversetzen.

= Used to check the reliability of the questionnaire

Q9:

Extension Evaluation: Taylor and Bearden (2002)

In wie weit stimmen Sie nun, nachdem Sie das Skegatesen haben, folgenden Aussagen zu?
Der Kochkurs der Marke Nike...

7 Point Likert Scale
ext_eval_after_1| ... hat Uberdurchschnittliche Q&glit| 1 = stimme Uberhaupt nicht zu
7 = stimme voll und ganz gut

... hat eine héhere Qualitat, als

Kochkurse anderer Anbieter. 7 Point Likert Scale

ext_eval_after_2

ext_eval after_3| ... hat eine sehr hohe Qualitat. oiitR.ikert Scale

= Used to conduct the additional analysis

Q10:
Service Satisfaction: Homburg, Koschate & Hoyer (205)

Wie zufrieden wéaren Sie mit dem Nike Kochkurs?

7 Point Likert Scale
1 = stimme Uberhaupt nicht zu
7 = stimme voll und ganz gut

Alles in allem, wére ich mit dem Nike

safisfaction_1 Kochkurs zufrieden.

satisfaction 2 Der Kochkurs wirde meinen 7 Point Likert Scale
—"| Erwartungen entsprechen.

satisfaction 3 Das Sze.narlo schildert den idealen 7 Point Likert Scale
—"| Ablauf eines Kochkurses.

= Used to analyze the prerequisites Pb & Pc

Q11:
Total Brand Quality after

Nachdem Sie das Szenario gelesen/ Point Likert Scale
g_total_after haben, wie stufen Sie nun die 1 = Uberhaupt nicht gut
Qualitat der Marke Nike ein? 7 = sehr gut
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= Used to analyze H2 and H3a and b

Q12:

Parent Brand Quality: Vdlckner & Sattler (2006) and Yoo, Donthu and Lee (2000)

In wie weit treffen nun die folgenden AussagendiafMarke Nike zu?

Die Marke Nike ist qualitativ

7 Point Likert Scale

q_after_1 hochwertiger als andere Marken 1 f tr!fft Uberhaupt nicht zu
7 = trifft voll und ganz gut
q_after 2 Die Marke Nike hebt sich positive 7 Point Likert Scale
von anderen Marken ab
q_after 3 Ich schatze die Qualitat der Marke 7 Point Likert Scale

Nike extrem hoch ein.

= Used to analyze H1, H2 and H3a and b

Q13:

Brand Personality: Mahnik & Meyerhofer, 2006

Bitten stellen Sie nochmals Ihren personlichen Eioklder Marke Nike auf der jeweils

angegeben Skala dar:

brand_pers_after 1 -9

Innovative / langweilig / stark /
unsympathisch / prestigelos / ehrli
/ authentisch / unattraktiv /
kompetent

ci7 Point Scale
1 = innovativ, 7 = altmodisc

=> Not used in the final analysis as the brand petggriefore and after presenting the
scenario resulted to be incomparable

Q14 & 15:

Change in the Image Perception:

perception

Hat sich Ihr Bild der Marke Nike
nach der Dienstleistungserfahrung
geandert?

Binary scale
l=ja
2 = nein

perception_yes

Wenn ja, wie hat sich Ihre
Einstellung zu Nike verandert?

7 Point Likert Scale
1 = stark negative verandert

7 = stark positive verdndert

Q1l6:

Abschliel3ende persdnliche Angaben

Hochste abgeschlossene

1 = Pflichtschule
2 = Lehre/Fachschule

education : 3 = Matura
Schulbildung 4 = Universitat/FH
5 = Sonstiges

education_other

Hochste abgeschlossene
Schulbildung - sonstiges

open question

profession

Beruf

1 = Student/Schiiler
2 = erwerbstatig
3 = arbeitslos
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4 =in Pension
5 = Sonstiges

profession_other

Beruf - sonstiges

open question

1 = weniger als 650 EUR
2 =650 —1.550 EUR

income Nettoeinkommen pro Monat 3=1551 — 2.500 EUR
4 = mehr als 2.500 EUR
. . . 1 = Osterreich
nationality Staatsbiirgerschaft 2 = Andere
nationality_other Staatsburgerschaft — andere gpestion
sex Geschlecht ! N W?Ib“qh
2 = mannlich
[age | Alter: Jahre |__open question
. . 1 = Stadt
residence Wohnsitz 2 = Landlicher Raum

7.5.5.Validity Assessment

It was easy for me tol was able to put myself into

imagine  the

describedthe scenario easily.

situation.

Mean (total) 5.5 5.58
Standard Deviation (total) 1.593 1.634
Mean (Version 1) 6.03 6.03
Standard Deviation (Version 1) 1.520 1.426
Mean (Version 2) 5.858 558
Standard Deviation (Version 2) 1.539 1.358
Mean (Version 3) 5.28 5.43
Standard Deviation (Version 3) 1.547 1.612
Mean (Version 4) 54 5.13
Standard Deviation (Version 4) 1.714 2.013
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7.5.6.Curriculum Vitae

Lebenslauf

Personliche Daten
Geburtsdatum
Geburtsort
Nationalitat

Bildungslaufbahn

Oktober 2010

Juli 2010

Juli 2009- Janner 2010
Oktober 2007

1999- 2007
1995- 1999

Sprachkenntnisse

DeutschMuttersprache

Katharina Walzl, BA
Rechte Bahngasse 28/2
1030 Wien

07.05.1989
graz
Osterreich

Masterstudium an der Universitdt Wienternationale
Betriebswirtschaft”

Bachelor Prifung
Bachelor Arbeit: “Die Bedeutung des Markenimages dias
Markenmanagement. Eine Imageanalyse am Beispietem."

Auslandssemester an deetsiidad de Santiago de Chile
Bachelorstudium an der Fachhochsduaeneum; Studiengang:
.Management internationaler Geschaftsprozesse”mit der
Vertiefung "Internationales Marketing und Vertrieb*

Neusprachliches Gymnasium der UrsulGez
Volksschule der Ursulinen Graz

SpanischAusgezeichnete Kenntnisse

Englisch Ausgezeichnete Kenntnisse FranzosischGute Kenntnisse

Sonstige Fahigkeiten und Qualifikationen

e Teilnahme am HP Mentoring Programm fiir Berufseigsténnen
e Sehr gute MS Office Kenntnisse - Erwerb des ECDL

* Fuhrerschein der Klasse B

« Gute Kenntnisse des Statistikprogrammes SPSS
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Berufserfahrung

Mai 2013 Media Investment Consultant bei der MediaCom,
Kommunikationsagentur

Tatigkeiten:
¢ Mediaplanung im Print und Online Bereich
— Planung und Durchfiihrung von Werbekampagnen
- Laufendes Kampagnenmanagement
— Erstellung und Analyse von Reporten
— Erstellung von Prasentationen und Erarbeiten von
Empfehlungen

. Entwicklung von Kommunikationsstrategien
Dezember 2011- Assistant Brand Manager bei Pernod Ricard Austria
April 2013 Brand Management ABSOLUT Vodka und Malibu Rum
Tatigkeiten:

« Event- und Projektmanagement:
Organisation und Abwicklung des weltweit ersten
ABSOLUT Vodka Special Edition Days:
- medienrelevante Veranstaltung
— Versteigerung von Sondereditionen und Limited
Editions
— Uber 120 Gaste
e Organisation von Verkostungen und einer Bartender
Competition
e Kommunikation mit anderen Abteilungen und Kunden
* Briefing von Agenturen; enge Zusammenarbeit mit
Partneragenturen
» Aktive Mitarbeit beim Launch der ABSOLUT Vodka
Limited Edition 2012 und beim Relaunch von Oddkadkéo
* Mitarbeit bei der Planung und Umsetzung der
Herbstkampagne
— Organisation von Werbemitteln und Koordination
der Ablaufe
* Organisation und Einkauf von POS Materialien
¢ Konkurrenz-, Markt-, Trendanalysen und Marktbeolbaia
* Erstellen von Prasentationen und Reporten
* Social Media und Online Marketing

August- September 2011 Praktikum im Market Management der Allianz Elementar
Versicherungs- AG
Tatigkeiten:
* Mitarbeit bei einer Online Marketing Kampagne
e Planung, Durchfiihrung und Auswertung einer
Mitarbeiterkampagne
e Unterstitzung bei einem Produkt Launch
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August 2010

Mérz- Mai 2009

Praktikum im Marketing und Projektmanagement bei der
Sportunion Steiermark
Tatigkeiten:

Projektbezogenes Arbeiten

Analyse der Marke Sportunion und Empfehlungen zur
Markenentwicklung und Positionierung

Mitarbeit in der Organisation und Administration

Praktikum im Marketing bei der innocent Alps GmbH
Tatigkeiten:

Konkurrenz-, und Marktanalysen

PR- Arbeit und Erstellung von Pressepaketen
Planung und Umsetzung einer Sampling Aktion in
Salzburger Biiros

Analyse der AC Nielsen Daten

Mitarbeit in der Marktforschung

Kundenbetreuung und Unterstitzung des Verkaufs
Organisatorische Tatigkeiten
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