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Brand managers often identify growth categories that lie beyond the reach of their current brands. This paper provides initial evidence

for the viability of using intermediate brand extensions to shape parent brand associations in order to bridge the gap between an
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23-G: Framing and Sales Promotions: Is Gas Scarce?
Mazen Jaber, Saginaw Valley State University, USA

Kylie Goggins, Saginaw Valley State University, USA

Manufacturers routinely use sales-promotions to encourage purchases by consumers. This paper focuses on how the framing of such 
promotions affects consumers’ perceptions of offer attractiveness and purchase intentions. We compare consumer responses to instant savings 
framed as a dollar discount, a gasoline gift-card, and a monetary discount framed as non-monetary.

23-H: The Effectiveness of Groupon Promotion versus Coupon Promotion: From the 
Consumer’s Perspective

Jun Pang, Renmin University of China, China
Peter Popkowski Leszczyc, University of Alberta, Canada

Kanliang Wang, Renmin University of China, China

This research identifies the unique features of groupons and compares their promotion effectiveness with that of coupons from a mul-
tifaceted perspective. Using a field experiment, we demonstrate the relative advantages of groupon promotion and investigate the consumer 
consequences of its unique features to explain the underlying mechanisms.

24-A: Pioneering Advantage Revisited: The Moderating Roles of Form and Function in 
Consumer’s Evaluation of the Follower’s New Product

Sangwon Lee, Ball State University, USA

In this paper, the moderating roles of form and function of the new products to nullify pioneers advantage are examined. Results from 
the experimental study demonstrate that depending on the functionality level and form similarity, new product launch strategy needs to be 
different.

24-B: The Legitimation of Illicit Products through Design
Aimee Huff, Oregon State University, USA

Sarah Wilner, Wilfred Laurier University, Canada

An emergent generation of sex toys has redefined and destabilized this historically illicit product category with striking aesthetic im-
provements. We explore the process of legitimization by examining discourse about sex toys in popular media that both lead and reflect this 
transformation, and construct a semiotic square to structure our analysis.

24-C: Connecting the Dots: Using Sequential Extensions to Achieve Brand Growth
Adrian Peretz, Oslo School of Management, Norway

Lars Erling Olsen, Oslo School of Management, Norway

Brand managers often identify growth categories that lie beyond the reach of their current brands. This paper provides initial evidence 
for the viability of using intermediate brand extensions to shape parent brand associations in order to bridge the gap between an existing brand 
and an attractive, but distant extension category.

24-D: Are You One of Us? Regaining Online Credibility through Collaborative Product 
Development

Laurel Aynne Cook, University of Arkansas, USA
Ronn J. Smith, University of Arkansas, USA

The knowledge of a product’s collaborative development is explored (Study 1) and experimentally tested (Studies 2 and 3) to determine 
differences in multiple measures of trust and source credibility regarding toy companies. Using three samples of adult parents, the results have 
important implications regarding brand and product discourse between consumers.


