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Introduction
By 2025 India is expected to become the fifth largest

consumer durable market. The consumer electronics
market is expected to increase to US$ 400 billion by 2020.
The production of consumer durable products may reach
to $104 billion by 2016. (www.ibef.com).

The compound annual growth rate (CAGR) of the
sector is growing at double rate of 14.%  from $6.3 billion
in 2010 to US $ 12.5 billion in FY 2015. Urban market is
contributing 65% of market share in consumer durable
sector as compared to rural sector. Non-essential
products such as LED TVs, laptops, split ACs and, beauty
and wellness products demand in urban sector is
expected to grow faster. As central govt. is focusing on
rural electrification the demand for consumer durable
products like refrigerator and other electronics items will
be more and better.

The Indian auto industry accounts for 7.1% of gross
domestic products (GDP) and one of the largest in the
world. 31% of small car sold across globe are being
manufactured in India.

The growing middle class and young population
demand for two wheeler segment made it leader in the
automobile sector in India. Moreover, companies are also
focusing in rural sector for two wheeler segment which
is adding more value to the entire segment. The overall
Passenger Vehicle (PV) segment has 13 per cent market
share (ibef reports).

India produces approximately 125 million units
of bicycle which is 10% of the global bicycle production.
The annual domestic demand of bicycle is propelled by
govt initiative of various welfare schemes, which is 2.5
million units out of total demand of 10 miliion units in
India. India’s exports of bicycles are majorly contributed
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research paper trying to explore the factors that influence brand extension
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and family size etc. The research is an in depth descriptive and empirical
study aimed at finding out the influence of various factors like Perceived Risk,
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by African countries and other under developed nation
and negligible to western countries (Indian industry
statistics). The market for the premium or the lifestyle
bicycles targeted towards the lifestyle consumer is just
about emerging. The definition of high end bicycles it
self is changing. Earlier the high-end bicycles were
considered as those selling between Rs. 5000 to 8000.
However now with global brands moving into the
country this definition is also changing with price-points
starting from Rs.15000 to as high as a few lakhs!

In this industry transportation is the core product
and communication facility is actual and augmented
product. Product line decision involves Line stretching
and Line filling. In this industry, Mercedes-Benz
lengthens its product line by using both line stretching
and line filling. The top rated automobile companies are
leveraging their high brand equity for diversified range
of products. Today, 9 automobile companies hold their
position in the list of top 100 companies in terms of brand
equity. Protecting the strong brand name and expanding
the name to various extension startegies is a major
challenge for these companies. Although brand
sponsorship can be executed by- manufacturer brand,
private brand, licensed brand and co-branding; in this
industry, private and licensed brands are hardly used.
Brand developing strategies includes line extension,
brand extension, multibrand, new brand. As
environment is parameter which influences this industry
companies usually extend their brands toward high
quality environment friendly alternatives.

In this competit ive market ,  maximum
profitability in minimum investment is the major goal
for any corporate. The marketers in order to survive in
the market offer good price, quality, packaging, design,
distribution channel, and proper brand image strategy
which are needed to achieve revenue, sales, and
market  share.  A good brand image strategy
differentiates company brand from other competitors
brand in consumer mind. In this study, automobile
brands and their extension into different segments are
examined which leads consumer durable product
category, within a highly competitive and brand
conscious market in India. In the case of more
expensive consumer goods, such as refrigerators,
washing machines, color televisions, automobiles and
personal computers, retailers are marketing their
products more aggressively by providing easy
financing options to the consumers by partnering with
banks.

Extension is a popular growth strategy for both
fast moving consumer goods (Ambler and Style, 1997)
and luxury brands (Dall Olmo Riley, Lomax and
Blunden, 2004). In durable segment the main objective of
the extension strategy to leverage brand equity of
established brand within its premise or beyond.
Managers can opt to extend the brand within its current
product category through a „line extension or into a
completely new product category with a category
extension (Aaker and Keller, 1990). In case of brand
extension strategies followed in FMCG segment by large
retail outlets into private label perceived importance of
store atmospheric, brand promotion and product
specifications are independent of the social class of
consumers and the same is applicable for consumer
durable segment private label branding (Dhananjaya &
T. Moharana, 2016)

In practice, line extensions are more frequent than
category extensions or new brand launches. A study
conducted by Research International shows that 18% of
new product launches also involve the launch of a new
brand, while 65% of new products are line extensions of
an existing brand and 17% are category extensions (Les
Echos, 2004).
Literature Review

Many brand extension experiments and surveys
empirically with students, employees and consumers
with original and fictitious brands have revealed
generalised feedback about this strategy. The validity of
these studies with respect to external environment has
always been criticised and questioned (Lynch, 1999;
Winer, 1999; Klink and Smith, 2001). There has been
always conflicting findings and the methodology applied
was questioned (Smith and Park, 1992; Dacin et al., 1994).
It was always sought to have research on existing brands
in current market environment. Wernerfelt (1988)
presented another finding with unfamiliar brands about
the reputation of the parent brand is an important
parameter and it is important to appreciate how this
influences brand extension perceptions, this variable was
investigated. Derbaix (1983) focused on perceived risk of
any product while purchasing, recommended known
brand name as one of the measure to reduce perceived
risk. It was, therefore, investigated the impact of perceived
risk on brand extension.

Acknowledging the trend towards brand
extensions, marketing researchers have examined the
factors that influence brand extension success (e.g., Aaker
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and Keller, 1990; Reddy et al., 1994; Broniarczyk, and
Alba, 1994; Völckner and Sattler, 2006; Echambadi et al.,
2006; Chowdhury, 2007; Völckner and Sattler, 2007).
Most of the researchers have focused on horizontal
extension while less attention has been paid to vertical
extensions. A vertical extension is a case where a branded
product is introduced above (up- market), or below (down-
market), traditional price points for the brand. A majority
of the vertical extension research to date has centered
around the impact that vertical extensions have on the
core brand (e.g. Randall et al., 1998; Kim et al., 2001).
Unfortunately, little work has focused on the
considerations that may influence consumer evaluations
of these within-category extensions.

The acceptance of extended brand depends on the
function of extended brand as well parent brand (Keller,
2003). Extended brand commercialised under well
known brand has been accepted by consumers (Aaker
and Keller 1990) and receive superior supplier and
partner support. On the other hand, brand extension also
helps in strengthening the old brand and motivates
consumer to purchase other products in the same brand
name (Chen and Liu, 2004). These brand extension
strategies helps in improving the effectiveness of
marketing efforts and market share (Smith and Park,
1992). Other benefits are the transfer of intangible
components of the brand such as brand awareness, trust
or other specific brand associations Broniarczyk and
Alba, 1994) stored in the customers' minds to the newly
introduced extension.

In 1991, an article by Park, Milberg and Lawson
“Evaluation of Brand Extensions: The Role of Product
Feature Similarity and Brand Concept Consistency”, was
published in which two factors that distinguish between
successful and unsuccessful brand extensions: product
categorical similarity and brand concept uniformity were
investigated. This laboratory experiment was done on 195
students and the stimulus used was wrist watches which
are durable good. The results were that, in identifying
brand extensions , consumers take into consideration not
only information about the product similarity between the
new product and the products already linked with the
brand , but also the concept steadiness between the brand
perception and the extension.

Dacin and Smith (“The Effect of Brand Portfolio
Characteristics on Consumer evaluations of Brand
Extensions”, 1994) used two laboratory experiments and
a survey on 180, 80 and 98 students respectively and the

authors examined the effects of several brand portfolio
characteristics on consumers? confidence and their liking
towards the subsequent brand extensions. The
experiment based findings revealed a positive
relationship between the numbers of products affiliated
with a brand and consumers? confidence in favoring their
evaluations of extension quality.

“The Effects of Extensions on Brand name Dilution
and Enhancement” the authors, Zeynep, Gurhan-Canli ,
Durairaj Maheswaran (1998) examined new product
extension strategies that were likely to be effective in
building brand equity. The framework accounted for
mixed findings in brand equity literature by recognising
inspiration as a factor that moderates the dilution and
enhancement effects observed in prior research. The
product considered for the laboratory experiment was
consumer durable brands and the experiment was
conducted on 347 students. In high motivation
conditions, unrelated extensions were analysed in detail
that led to the modification of family brand evaluations,
regardless of the typicality of the extensions.

Aaker and Keller (1990) also points out the high
relevance of fit along with perceived parent brand quality
as well as consumers’ perceived difficulty of making the
extension. The research also revealed that high quality
perceptions about the parent brand tend to increase the
extension’s perceived quality.

Park et al. (1991) studied similarity and brand
concepts on durable goods. The study concluded with
the result proving that with increasing similarity, there
is higher consistency in brand concepts such as fit
perceptions, quality and so on. Brand equity built in a
certain product category can also be exploited by
licensing the well-known brand name to third parties for
use in a related class. High prestige brands are having
higher chances of extending the brands to remote product
categories than inferior quality brands (Park et. al., 1991).
A company can always overstretch its top quality brands.

A study by Deborah, Barbara and Christopher
(1998) revealed that flagship products are less vulnerable
to dilution than beliefs about the parent brand name in
general.

Innovativeness is a personality trait related to an
individual’s receptivity to new ideas and willingness to
try new practices and brands increase (Leif, Leslie, Nina,
2001, Claire Blok, 2011). Consumer innovativeness is
suggested to be related to behaviors and characteristics
of consumers (Goldsmith et al., 2003which has been
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related to the success of brand extensions (Klink&Smith,
2001; Vo¨lckner&Sattler, 2006). The idea is that more
innovative consumers more easily accept brand
extensions because they are more adventurous and less
dependent on perceptions of related-ness (perceived fit)
between the extension and the parent brand (Czellar,
2003). of brand extensions as well as impact subsequent
feedback effects (Jose, Nina and Eva, 2010). Some studies
show that consumer innovativeness can have a positive
influence on brand-extension evaluations, for both FMCG
(Vo¨lckner& Sattler, 2006) and services (Hem et al., 2003).
Perceived risk, simillary & consumer innovativeness
plays a significant role in FMCG brand extension
inrespective of demographic and social class of consumer
groups and has been empirically examined in Odishaq
region (Dhananjaya Beura, 2016)
Research Gap:
• The various factors in relation to each other have

not been studied. For instance, the relation between
different factors that define the success of brand
extensions such as fit perceptions and quality
associations have been left untouched by
researchers.

• Researchers have depended predominantly on
laboratory settings where the respondents were
asked to record reactions against hypothetical brand
extensions (e.g. Aaker and Keller, 1990, Broniarczyk
and Alba, 1994; Dacin and Smith, 1994).

• The Literature Survey shows that very few studies
have been done on the Consumer Durables
especially in automobile sector and how consumers
perceive Brand Extensions in this sector.

•  No comprehensive study has been done on the
outcome of Brand Extension in the consumer
durable sector particularly in automobile segment
in the Indian market.

OBJECTIVES OF THE STUDY
In view of the above discussions, the following are

the objectives that have been focused in the study.
(i) The research study primarily examines in-depth

the perceptions and purchase behaviour pattern of
Odisha consumers with respect to products launched
through brand extensions in the consumer durable
segment particularly automobile segment and to find out
how Odisha’s consumers’ perceive brand extension of
CD segment.

(ii) To identify whether demographic factors have
any influence on Odisha consumers’ evaluation of brand
extension in the CD segment.

(iii) Identify the factors that influence the
consumers to accept brand extensions in Consumer
Durable products.

(iv) To offer suggestions for further brand research.
Conceptual Framework

Figure 1. A Schematic Representations of the
Variables Discussed in the Paper
RESEARCH METHODOLOGY

The present study shall rely on a mix of
quantitative and qualitative methodologies. Data sources
would be both primary and secondary. Secondary data
will correspond to Brand Extension strategies and
products of Indian manufacturers of automobiles. The
primary data will be collected from the consumers across
income groups, different age group and across gender.
Along with it other mediating variables are also
considered like education, profession, family size etc.
Sampling Design

This empirical study is based on primary
information collected from 250 consumers through a
structured questionnaire. The questionnaire was
designed to elicit information on the following aspects:
similarity of extended brand with parent brand;
reputation of parent brand; perceived risk associated with
extended brand relative to parent brand; consumer
innovation in buying behaviour; Perceived quality of
extended brand with parent brand; brand concept
consistency with respect to parent brands; and Overall
evaluation of brand extensions. Demographic
information was also collected during the sample. Brands
were selected on the basis of criteria of being widely
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known by marketers and channel members for further
investigation with the customers.
Data gathering Tool

Two separate sets of structured survey
questionnaires, using Likertian 6 point Scale, will be used
to collect data from primary sources – consumers.
Stimulus Selection

The parent brands are selected on the criteria of
following parameters (aaker & Keller 1990)

•Consumer familiarity
•Positive reputation
•Not having been broadly extended
•Few studies in the extension segment

A pilot study was conducted to identify 3 major
brands. Sample size was 30 management students, with an
average age of 22. The brands are mentioned in table – 1

Table 1

Reasons for Selection of stimuli and rejection of Stimuli
• In case of durables M&M was selected because of

highly reputed and well diversified brands. Where
in PHILIPS is not well extended and very few
successful extension. Samsung was rejected because

of highly diversified brand extensions and brands
under one conglomerate.

• In case of Mahindra & Mahindra already extended
segment motor cycle and hypothetical extension of
bicycle was selected as stimuli. As the high end
bicycle market is emerging and export to the western
countries has lots of scope this can be a good
research to find out the possibilities.

INSTRUMENT DESIGN
A questionnaire was designed to verify the

variables extracted from literature survey. It was
constructed on the basis of referred literature and
anchored through 6 point likert scale & Cronbach's Alpha
was based on Standardized Items- 0.86 (Refer Table 2)

Table 2:Reliability Statistics

Dependent variable : Overall evaluation of brand
Extension. Questionnaire was designed to measure
behavioral and attitudinal statements following the
established attitude research procedures(Fishbein &
Ajzen 1975)
Independent Variables :
• Similarity – This was measured on a six point scale

anchored from “ Not at all similar” to Very similar”.
(Reference : Bousch et al. 1987;Smith & Park 1992;
aaker & keller 1990)

• Brand Reputation - This was measured on a six
point scale anchored from “ Strongly Disagree” to “
Strongly Agree”. (Reference : Loken & John
1993;sunde & Bordie 1993 )

• Perceived Risk – In this questionnaire distinction is
made between two dimensions of perceived risk i.e.
uncertainty about the outcome of choice and
uncertainty about the consequence of a choice
(Derbaix 1983;kapferer and laurent 1993). This was
measured on a six point scale anchored from “
Strongly Disagree” to “ Strongly Agree”.
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• Innovativeness – This was measured using the five
items procedure of stenkamp and baumgartner (1995).
This was measured on a six point scale anchored from
“ Strongly Disagree” to “ Strongly Agree”.

• Perceived Quality – This was measured on three
items  relative to same category of products
(Zethamal 1988; Farquahar 1989)This was
measured on a six point scale anchored from “
Strongly Disagree” to “ Strongly Agree”.

• Brand Concept Consistency : This variable was
measured on the basis of functional and prestige
concept of various brands.(Park et al.) This was
measured on a six point scale anchored from “
Strongly Disagree” to “ Strongly Agree”.

EXPLORATORY FACTOR ANALYSIS
The factors  extracted and communalities

mentioned in the exploratory factor analysis revealed  23
items are clustered under six different factors and
renamed as similarity, brand reputation, perceived risk,
consumer innovativeness, perceived quality and brand
concept consistency as shown in table 3.

Table 3 :Communalities

Initial             Extraction

ITEM1 1.000 .778

ITEM2 1.000 .811

ITEM3 1.000 .811

simillarity 1.000 .979

ITEM4 1.000 .795

ITEM5 1.000 .613

ITEM6 1.000 .746

reputation 1.000 .973

ITEM7 1.000 .769

ITEM8 1.000 .729

ITEM9 1.000 .859

ITEM10 1.000 .802

ITEM11 1.000 .742

ITEM12 1.000 .814

perceived risk 1.000 .994

ITEM13 1.000 .793

ITEM14 1.000 .848

ITEM15 1.000 .872

ITEM16 1.000 .794

ITEM17 1.000 .781

innovativeness 1.000 .998

ITEM18 1.000 .839

ITEM19 1.000 .758

perceived quality 1.000 .986

ITEM20 1.000 .732

ITEM21 1.000 .853

ITEM22 1.000 .817

ITEM23 1.000 .695
brand concept consistency 1.000 .974

Extraction Method: Principal Component Analysis.

DATA ANALYSIS:
Data collected from the secondary source will be

subjected to content analysis; while data collected from
primary source will be subjected to statistical analysis
using SPSS software. The gathered data will be scored
and tabulated for descriptive and comparative statistics
(such as: Exploratory Factor analysis, regression
analysis, and ANOVA). Graphical presentations of the
findings will be made for a comprehensive view of the
result summaries.
Demographic analysis of the sample

 As per the demographics male(58.8%) and female
( 41.2%) representing the sample. Where as almost 65%
of population are within the age group of 25-60.

    Multivariate analysis: To more thoroughly test
the hypotheses we employed multiple regression
analysis. The rationale for this is that the scaling of the
items, as well as the construction of the aggregated
variables, are of a multiple nature. The findings from this
analysis are shown and interpretations of the findings
are explained.

Regression of overall BE with Mahindra Motor
cycle (Already extended)

The overall regression model of Mahindra
Centuro(Motor cycle), already extended brand, which is
tested for hypothetical extended product is found to be
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HYPOTHESIS
Table 4
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significant with P= 0.000. The total variance explained

by all the predictor variables is found to be 27.2% (R2 =
0.272)
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It is found from the regression analysis that the
impact of Similarity (P= 0.048), Reputation (P=0.002)
Perceived risk (P=0.004) & brand concept consistency
(P= 0.000) on overall brand extension and is found to be
significant, where as Consumer Innovativeness (P=0.432)
& perceived quality (P=0.776) are sufficiently not
significant in impacting the overall Brand Extension.

Testing of hypotheses: Thus, for Mahindra Centuro
(Motor cycle) in case of already extended brand, the

hypotheses 1, 2, 3 & 6 are accepted and hypotheses 4 & 5
are rejected. This finding revealed that Mahindra
motorcycle (Centuro) which is already extended from
parent brand Mahindra has no significant impact due to
consumer Innovativeness and perceived quality. As these
are usually high involvement and high priced consumer
durable product and also the brand is linked to durability
and performance, consumers are not dependent on
consumer innovativeness and perceived quality rather

Table 5, Model Summary
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their behavior is more influenced by the parent brand
similarity, perceived risk, reputation and also brand
concept consistency.

Regression of overall BE with Mahindra bicycle
(Hypothetical Extension)

The overall regression model of Mahindra Bicycle
(Hypothetical Extension), which is tested for hypothetical
extended product is found to be significant with P= 0.000.
The total variance explained by all the predictor variables
is found to be 26.3% (R2 = 0.263)

a. Dependent Variable: Overall Brand Extension
It is found from the regression analysis that the

impact of Similarity (P= 0.015), Reputation (P=0.001)
Perceived risk (P=0.001) & brand concept consistency
(P= 0.000) on overall brand extension and is found to be
significant, where as Consumer Innovativeness (P=0.803)

& perceived quality (P=0.633) are sufficiently not
significant in impacting the overall Brand Extension.

Testing of hypotheses: Thus, for Mahindra Bicycle
(Hypothetical Extension) in case of hypothetical extended
brands,  the hypotheses 1, 2, 3 & 6 are accepted and
hypotheses 4 & 5 are rejected. This finding revealed that
Mahindra bicycle which is hypothetical brand extension
from parent brand Mahindra has no significant impact
due to consumer Innovativeness and perceived quality.
As these are usually high involvement and high priced
consumer durable product and also the brand is linked
to durability and performance, consumers are not
dependent on consumer innovativeness and perceived
quality rather their behavior is more influenced by the
parent brand similarity, perceived risk, reputation and
also brand concept consistency.
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Analysis of variance (ANOVA) of variables with
respect to mediating variables

The significance of the variables similarity,
reputation, perceived risk, consumer innovativeness,
Perceived quality and brand concept consistency are
tested with respect to gender, age, education, profession,
income and family size with the help of ANOVA while
purchasing Consumer durables.

Gender :
Testing of hypotheses (H7): The P value extracted

in the ANOVA Table(Refer Table 9) explains that Male
and female consumer groups do not significantly differ
with respect to the importance they assign to similarity,
reputation, perceived risk, consumer innovativeness,
perceived quality and brand concept consistency.
However incase of Mahindra motorcycle case male and
female significantly differ with respect to the importance
they assign to perceived risk (P=0.026) and
innovativeness(P=0.027) and in case of Mahindra bicycle
perceived risk(P=0.025).
H12(BRAND CONCEPT CONSISTENCY) 0.108           0.827
Age :

Testing of hypotheses (H8): Different demographic
consumer groups, such as age do not significantly differ
with respect to the importance they assign to similarity,
reputation, perceived risk, consumer innovativeness, and
perceived quality and brand concept consistency. This
should be true for CD sectors for both already extended
and hypothetical extension brands. Hence hypothesis is
accepted and can be interpreted that consumer groups
in different age group do not give importance to any of
the variable like similarity, reputation, perceived risk,
innovativeness, perceived quality and brand concept
consistency across CD segment especially in case of
Mahindra & Mahindra.

Table 10

Education :
Testing of hypotheses (H9):  The P vaue extracted

in the ANOVA table (Refer Table 11) explains that,
Different education consumer groups do not significantly
differ with respect to the importance they assign to
similarity, reputation, and perceived risk, consumer
innovativeness, perceived quality and brand concept
consistency. However incase of Mahindra bicycle
different education group significantly differ with respect
to the importance they assign to similarity (P=0.015).
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Table 11 Testing of hypotheses (H10): Different
demographic consumer groups, such as profession(Refer
table 12)  do not significantly differ with respect to the
importance they assign to similarity, reputation,
perceived risk, consumer innovativeness, and perceived
quality and brand concept consistency. This should be
true for CD segment for both already extended and
hypothetical extension brands. Hence hypothesis is
accepted and can be interpreted that consumer groups
in different profession group do not give importance to
any of the variable like similarity, reputation, perceived
risk, innovativeness, perceived quality and brand
concept consistency across CD segment especially in case
of Mahindra & Mahindra.
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Table 12

Income:
Testing of hypotheses (H11): The P value extracted

in the ANOVA table (Refer Table 13)  explains that, different
income level consumer groups do not significantly differ
with respect to the importance they assign to similarity,
reputation, perceived risk, consumer innovativeness,
perceived quality and brand concept consistency. However,
incase of Mahindra motorcycle different income level
consumer group significantly differ with respect to the
importance they assign to reputation (P=0.006) and
perceived risk (P=0.005) and in case of Mahindra bicycle
reputation (0.033) & perceived risk(P=0.011).

Table 13

Family size :
Testing of hypotheses (H12): The P value extracted

in the ANOVA table (Refer Table 14) reflects that, Different
family size of the consumer groups do not significantly
differ with respect to the importance they assign to
similarity, reputation, perceived risk, consumer
innovativeness, and perceived quality and brand concept
consistency. However incase of Mahindra motorcycle
family size of the consumer groups significantly differ
with respect to the importance they assign to perceived
risk (P=0.026) and brand concept consistency (P=0.031)
and in case of Mahindra bicycle perceived risk(P=0.014).

Table 14

MAJOR  FINDINGS  &  RECOMMENDATIONS
The following section presents the

recommendations of the study. These are based on the
findings from the previous section. Here, the implications
which will be useful for various areas shall be presented,
that is, recommendations for management,
recommendations for theory and recommendations for
future research with respect to acceptability and success
of brands and their extensions which eventually will help
in their management.
Implications for Management
• The findings substantiate the belief that a brand and

its extensions across CD segment, to contribute to
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success should possess a strong fit perception in
the minds of people. This perception is contributed
by similarity, reputation of the firm, perceived risk,
consumer innovativeness, perceived quality, brand
concept consistency to parent brand and the rank of
brand in its respective product categories. It is
considered that focus by marketers on this aspect
would improve the brand value.

• In order to succeed in consumer durable segment
management should focus on similarity, perceived
risk, Reputation and brand concept consistency
more than the consumer innovativeness and
perceived quality of the parent brands as was found
from already extended category of Mahindra
motorcycle. The same finding was also observed in
case of hypothetical extension of Mahindra bicycle.
The demographic variables like gender, income,
family size and education influences the buying
decision of consumer groups particularly in terms
of their perceived risk, innovativeness, reputation
and similarity. So brand managers should keep in
mind all these variables.

Implications for Theory
The conceptual model developed in this research

is focused on new product or brand extension acceptance
in the consumer durable segment. Strong efforts were
made to establish theoretically new areas of concern,
which seriously affects new product or new extension
acceptance in the automobile market, notwithstanding
the recommendations made in the past by several
authors. The findings of this study are more specific
oriented than the findings of previous researchers which
are more general in nature.
Implications for further research

The study in particular made an effort to explore
the brand extension effects on parent brands and to
identify the factors that help in determining new product
acceptance in the consumer market. It would be interesting
to investigate the various aspects of brand management
such as branding objectives, branding strategies and the
people involved in branding. It would be encouraging to
develop this research further in developing a standard
to measure brand extensions in each of the segment in
various environments.
Conclusion

The consumers of Odisha are very much conscious
towards reputation, similarity with parent brands,

perceived risk and brand concept consistency. But
consumers of Odisha normally do not experiment much.
Therefore, Odisha consumers are low risk takers. This
phenomenon exists irrespective of education, income
group and gender. However, they try out extended
consumer durable product of the parent brand. The
reputation of the parent brand also gives a positive impact
on the consumers mind. As similarity has significance
in extended brand as per the findings consumers in
Odisha are influenced by stronger parent brand. Image
similarity and category fit between the parent brand and
extended brand is very important. Perceived quality and
consumer innovativeness remains irrelevant in this
segment.
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