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Brand extensions may bring new sources of revenue growth through expansion into new customers segments (e.g., Porsche Panamera)

or through more conservative moves within the existing customer base (e.g., Clorox’s home cleaning products). A major concern

when branching out into new customer segments is the potential negative impact on the image of the original brand, particularly when

current customers perceive this new customer segment as a dissociative reference group. We make the novel prediction that perceived

fit between the new product extension and the brand will moderate the effect of dissociative segment adoption, so that a brand

extension adoption by a dissociative segment (versus an ingroup) will negatively impact the parent brand when product category

similarity is high, but will not have an impact when similarity is low.  Our initial results are consistent with this prediction. The

implication to managers is that parent brand dilution effects would be minimized by targeting current customers with more similar

brand extensions, whereas dissimilar brand extensions may be a viable alternative that generates lower dilution risks when targeting

dissociative customer segments.
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DISCUSSION
These results contribute to the extant literature on WOM, suggesting that positive WOM can have a negative impact on consumer 

evaluations and choice.  Additionally, this research introduces the idea of demystification, an idea which has not previously been applied to 
experiential consumption.  This initial study suggests that WOM may demystify an impending experience, and reduce consumer motivation.   
The effect of demystification on notions of meaningfulness and the ordinary in experiential consumption are consistent with previous research 
on the pleasure paradox (Wilson et al. 2005).

However, one interesting line in these results is the evaluation of an experience being “tainted” after WOM exposure.  Indicators such as 
“tainted”, “spoiled” and “polluted” suggest a contamination-like effect that begs further exploration.  Physical objects touched by others leads 
to consumer disgust and perceived contamination, rendering the touched object impure (Argo, Dahl, and Morales 2006).  We consider that 
perhaps, analogously, conceptual contamination is driven by consumer demystification, when the open-ended idea of potential consumption 
is sullied by details of another’s actual consumption. Specifically, we question if conceptual contamination stems from demystification and a 
loss of wonderment about the impending experience, leaving the receiver feeling that the experience will be more spoiled, impure, mundane, 
and less his own. In essence, the impending consumption experience is contaminated for the receiver.  Additional studies are underway to 
address the dimensions of this possible contamination.
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The Effects of Dissociative Segment Adoption of Brand Extensions 
on the Evaluation of the Parent Brand

Claudio Alvarez, Boston University, USA
Remi Trudel, Boston University, USA

Brand extensions play a critical role in corporate growth strategies because they bring new sources of revenue while minimizing brand 
development investments. This revenue growth can be achieved by extending the brand to new customers (e.g., Porsche Panamera, Bic 
surfboards) or through more conservative moves within the customer base (e.g., Clorox’s home cleaning products). A major concern when 
branching out into new customer segments is the potential negative impact on the image of the original brand, particularly when these new 
customers are perceived to belong to an outgroup by current customers. After all, brand managers try to maximize revenues from brand exten-
sions without exposing the current customer and revenue base to significant risks. Despite its relevance to managers, the effect that venturing 
into new segments has on existing customers has been largely overlooked in the brand extension literature. The present study aims to fill this 
gap by investigating the potential negative effects of extending the brand into new customer segments to the parent brand.

Consumer research has provided compelling evidence for the impact of reference groups on brand evaluation. Escalas and Bettman 
(2005) proposed that reference groups can be an important source of brand associations, and showed that the association of a brand with a 
group that consumers belong to (an ingroup) leads to higher self-brand connection whereas the association with an outgroup lowers self-brand 
connection. White and Dahl (2007) also demonstrated that consumers tend to avoid brands associated with dissociative reference groups, 
not only in terms of self-brand connection but also in product evaluation and product choice tasks. In a longitudinal field study conducted by 
Berger and Heath (2008), students that had bought Livestrong wristbands stopped using them after they were adopted by “geek” students. 
Mere extension of this line of research would lead us to predict that the negative affect derived from the adoption of a brand extension by a 
dissociative segment (versus an ingroup) can transfer to the parent brand, resulting in more negative attitudes and purchase intentions.

However, the effect of reference groups is expected to vary depending on the perceived fit of the parent brand with the extension product 
category. Perceived fit impacts the affect transfer from the brand extension to the parent brand, as has been extensively demonstrated in ex-
perimental manipulations of brand extension failure (see Keller and Sood 2003 for a review). When the performance of the brand extension 
contradicts expectations derived from the parent brand, dilution effects are more likely to happen when the extension has high fit with the par-
ent brand. In other words, brands can be largely immune from being contaminated by far extensions. We make the novel prediction that per-
ceived fit will moderate the effect of dissociative segment adoption, so that a brand extension adoption by a dissociative segment (versus an 
ingroup) will negatively impact the parent brand when product category similarity is high, but will not have an impact when similarity is low.

To test these hypotheses, we randomly assigned 238 undergraduate students to six experimental conditions in a 2 (fit: high, low) x 3 
(reference group: no information, ingroup, dissociative segment) between-subjects design. Through a series of four pretests, we defined (1) 
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the parent brand to be American Eagle, which was familiar, moderately liked, and perceived as being characteristic of our student population 
(i.e., an ingroup brand); (2) the brand extensions to be backpack (high fit) and bicycle (low fit); and (3) reference group characterizations 
to be “men and women between 18-35 years old from middle and upper socioeconomic classes that are pursuing an undergraduate degree” 
(ingroup) and “men and women between 40-60 years old from a lower socioeconomic class and less than high school education” (dissocia-
tive segment). 

After a brief introduction, participants were asked to imagine that American Eagle had launched a new backpack (high fit) or bicycle 
(low fit), and that this brand extension was being used by the ingroup or dissociative segment (no information about user profile was given 
in the control conditions). They were then asked about their attitudes toward the American Eagle brand and how likely they were to buy an 
American Eagle t-shirt, which is one of the current products sold by this brand; men and women received almost identical pictures of a white 
t-shirt with the American Eagle logo. 

The expected two-way interaction was confirmed both for brand attitudes and likelihood of purchase. Specifically, the use of American 
Eagle backpacks (high fit) by a dissociative segment resulted in lower attitudes toward the parent brand and lower likelihood of purchasing 
American Eagle t-shirts relative to the ingroup condition. On the other hand, the use of American Eagle bicycles (low fit) by a dissociative 
segment did not impact attitudes toward the parent brand and resulted in even higher likelihood or purchasing an American Eagle t-shirt than 
the ingroup condition. 

The results of this first study provide preliminary support for our hypotheses. They demonstrate that the negative affect derived from 
the usage of a brand extension by a dissociative segment may transfer to the parent brand when there is high fit between the parent brand 
and the brand extension product category. They also provide an important boundary condition for the effect of reference groups on brands, 
since no dilution effects emerged in low fit conditions. The implications to managers are mildly optimistic. On the one hand, managers who 
use brand extension as a mechanism to increase consumption within the current target market should be more careful about not extending 
into too dissimilar product categories. But on the other hand, if the main objective is to bring new customers to the parent brand franchise, 
dissimilar brand extensions may be a viable alternative (Milberg, Sinn and Goodstein 2010) that generates lower dilution risks than similar 
brand extensions. 
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Understanding Design Elements in Bundles
Deny Belisle, Concordia University, Canada

H. Onur Bodur, Concordia University, Canada

Bundling strategy is widely used in today products and services markets. It refers to the selling of two or more products/services 
together at a single price (Stremersch and Tellis 2002). Past research suggests that the contingency level among bundled products (i.e., their 
complementarity, substitutability or independence) influences consumers’ evaluation of the offer. On the one hand, products complementarity 
appears as an essential condition to building successful bundles (Guiltinan 1987). On the other hand, products substitutability is viewed as 
detrimental to bundle value (Venkatesh and Kamakura 2003). Despite the wide array of bundles offered in the marketplace, it is unknown 
whether contextual information provided with the offer such as price and image presentation formats can influence bundle attractiveness, by 
either highlighting products’ complementarity or reducing their perceived substitutability.

Past work highlighted consumers’ use of contextual information when evaluating bundles. Different contextual cues, such as the set of 
alternatives considered as well as their presentation format, can be used as a means to simplify information processing (e.g., Simonson and 
Tversky 1992). In line with this literature, we examine the influence of adopting a mixed-joint pricing strategy where the reduction is assigned 
to the total price of the bundle (Guiltinan 1987; Yadav and Monroe 1993) versus a mixed-leader strategy, where price reduction is applied to 
one of the bundled items only, on bundle attractiveness across contingency levels. We also investigate whether presenting the products under 
the same or in separate images affects consumers’ perceived attractiveness of bundles of complements.

It is proposed here that using a mixed-joint pricing strategy is likely to emphasize complementarity among items, which essence is the 
joint use of products. It should therefore yield to a higher bundle attractiveness perception for bundles of complements as compared to a 
mixed-leader strategy. On the other hand, mixed-leader pricing strategy is expected to be beneficial to bundles of substitutes. Coherent with 
Blattberg and Wisniewski’s (1989) findings, a mixed-leader strategy is expected to increase dissimilarity between substitutable products. Ap-
plying a reduction on only one product in a bundle composed of two equally-priced products makes the prices of these products different. As 
a result, products’ similarity is reduced, therefore leading to a higher assessment of bundle attractiveness than when a mixed-joint strategy is 
adopted. Finally, these pricing strategies are not expected to differently influence the assessment of bundles of independent products. 


