Decission to brand…
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But before applying branding decisions consider the following about brand extension
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The conclusions are deductions of reciprocal effects on brand extensions from 3 research cases.The data  (Scanner panel data are from ACNielsen ‘90-‘94) are from:
· A large personal care brand extended into a related personal care category.(from 18 to 43 products with category similarity 4.75)

· A food product extended into a related food category (from 45 to 52with category similarity 2.81)
· A personal care brand extended to a different personal care category(from 25 to 47 with category similarity 4.47)
· A market leader(53% share) of food products  supplied us with data 18 months after introduction of dissimilar products

In the first study extensions where tested for 

· Reciprocal Effect of trial on parent brand choice

· Impact of Parent brand experience on extension trial and repeat

And the results(from the first 3 cases) where:

· There can be positive reciprocal effects of extension trial on parent brand choice among prior users and prior non-users
· Reciprocal effects of extension trial can result in market share increases for the parent brand, especially among prior non-users of the brand

· Parent brand experience has a significant impact on extension trial

· Parent brand experience does not have a significant impact on extension repeat

Case 2(food products) shows moderate reciprocal effects perhaps because of low-category similarity. Deductions from study 1 and 2 converge
In study 2 the food categories data allowed us to focus on three different(chronologically) extensions under the same parent brand.
And the results where:

· The potential for positive reciprocal effects in enhanced by a high degree of category similarity between the parent and extension brands
In Study 3 scanner panel data similar to those used in studies 1 and 2 allowed for deductions on a case of failed extension.The results are deduced from the food-products of the last case
And the results where:

· An unsuccessful extension can produce negative reciprocal affects among prior users of the parent brand, even when the extension category has relatively low similarity to the parent category

