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中文摘要 

    複合式品牌延伸是近年來推出新產品時常用的策略，指的是兩個品牌共同推

出一個新產品，而這個新產品是兩者過去從未碰觸的產品類別，且新產品的名稱

中包含了兩個品牌原有的品牌名。當一個品牌聯盟形成並研發出新產品之後，在

包裝或是廣告中的產品名稱，便成為傳達新產品概念最直接的方式。 

    Park, Jun, and Shocker (1996)提出一個模式，描述消費者形成對於複合式品

牌延伸概念認知的過程。根據這個模式，如果消費者看到「Slim-Fast chocolate 

cakemix by Godiva」這個產品名稱，他們會先把產品「chocolate cakemix」及

「Slim-Fast」這個品牌結合起來，在心中先形成一個新的概念，然後再把這個新

的概念跟「Godiva」這個品牌結合起來，形成這個複合式品牌延伸產品的最終概

念。由於 Slim-Fast 在這個新產品概念的形成過程中，先跟該產品結合，因此消

費者會認為，這個產品與 Slim-Fast 的關聯性比跟 Godiva 來得強，也比較可能屬

於 Slim-Fast 的產品之一。然而，在上述這個複合式品牌產品名稱中，Slim-Fast

也位在整個品牌名稱短句的句首，一個合理的懷疑是，該產品與 Slim-Fast 相對

強烈的關聯性，也有可能來自於其位於短句句首的位置導致。 

    對於上述複合式品牌延伸產品與其中一個品牌較強的關聯性，本研究參考不

同的語言學理論，提出另外一個可能的解釋：位於品牌名稱短句句首的品牌，對

於這個複合式品牌延伸產品的影響力，會比另一個品牌來得強烈。本研究分別於

台灣與美國進行五個實驗，實驗中共使用了數個不同的複合式品牌延伸產品名稱

以及品牌產品組合，來測試研究假說。 

    與過去文獻不同的是，在本研究所使用的多數複合式品牌延伸產品名稱中，

消費者的確認為位於短句句首的品牌與該產品關聯性較另一品牌強，且對於該產

品的推出負較大的責任，故倘若複合式品牌的其中一個品牌，想要在消費者心中

創造一個相對較投入的形象，最有效的方式就是設法讓自己的品牌呈現在新產品

名稱的句首位置，除此之外，本研究亦發現，消費者心目中複合式品牌延伸產品

的責任歸屬，也會受到兩個品牌相對的強度或行銷能力所影響。 
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Abstract 

Composite brand extensions, in which two brands ally themselves to create a 

composite brand name and enter a different product category, have become a common 

way for firms to introduce a new product. An important managerial issue after the 

alliance has been formed and the new product developed is how to communicate the 

composite brand to consumers with an expression in advertising and on packaging. 

Park, Jun, and Shocker (1996) propose a model to describe how consumers form 

their perceptions of a composite brand extension concept. According to this model, if 

consumers are exposed to the expression “Slim-Fast chocolate cakemix by Godiva,” 

they first combine the product chocolate cakemix and the brand Slim-Fast to form a 

new concept in their minds and then combine this new concept with Godiva to create 

the final composite brand product concept. Thus, consumers perceive the product as 

more closely associated with and more likely belonging to Slim-Fast than Godiva. 

However, Slim-Fast is also located in the initial position in this expression. Potentially, 

the stronger association between the product and Slim-Fast may also come from the 

word order of the composite brand expression. 

Considering other linguistic theories, the author proposes an alternative 

explanation for the strong association between one brand and the extension product in 

a composite brand expression. That is, the brand in the initial position of the 

expression will exhibit more strength than its partner. Five studies including several 

expressions and composite brand alliances were conducted in Taiwan and the United 

States to test the hypotheses.  

In contrast with the findings of previous research, the results show that the brand 

in the initial position of most composite brand expressions is perceived as more 

closely associated with and more responsible for the extension product than the other 

brand in the alliance. To show its involvement and association with the co-branded 

product, standing in the initial position of the expression is a sufficient way for one 

brand to create a more involved image. The perceived responsibility is also influenced 

by the relative brand strength or marketing ability of both brands.  
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CHAPTER 1  INTRODUCTION 

Brand alliance strategies involving the short- or long-term association or 

combination of two or more brands, products, or other proprietary assets (Rao and 

Ruekert 1994) have become common. Consumers’ impressions of the brands in an 

alliance may be transferred to the co-branded product, while characteristics of the 

individual brands may carry over to the product or service of the alliance (e.g., Park, 

Jun, and Shocker 1996; Simonin and Ruth 1998). Brands in the alliance may also 

benefit from the cooperation (e.g., Simonin and Ruth 1998; Washburn Till, and 

Priluck 2004). 

Composite branding strategy, a specific form of brand alliance, refers to the 

combination of two existing brand names to create a composite brand name for a new 

product (Park et al. 1996). Many firms have adopted a composite branding strategy to 

develop or promote new products by integrating the expertise inherent in both brands. 

Most brand alliance strategy researchers have emphasized that the selection of the 

best partner can enhance consumers’ evaluations of the co-branded product or the 

brands themselves (e.g., Voss and Gammoh 2004; Walchi 2007).  

However, an important marketing issue once the alliance has been formed and 

the new product has been developed is how to communicate the composite brand to 

consumers with an expression in advertising and packaging. “Covergirl and Olay 

simply ageless foundation,” “Kellogg’s Cinnabon pancakes,” “Giorgio 

Armani-Samsung mobile phone,” and “Prada phone by LG” are recent examples of 

composite brand alliance expressions. These composite brand expressions are a way 

the two companies in the alliance can communicate with consumers. Consumers may 

interpret the expressions in their own way and form perceptions about how the brands 

in the alliances have cooperated with each other, or which brand has more 
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responsibility for developing and marketing the new product.  

Composite brand extension is a specific situation in which the composite brand 

product is in a product category that neither brand in the alliance has ever been in. 

Using the expression “Slim-Fast chocolate cakemix by Godiva1

However, Slim-Fast is also located in the initial position of the above expression. 

Potentially, the stronger association between the product and Slim-Fast may also 

come from the word order of the composite brand expression. If the expression 

“Slim-Fast chocolate cakemix by Godiva” is changed to “Godiva’s Slim-Fast 

chocolate cakemix,” will the result be the same? According to the model in previous 

research, the product chocolate cakemix will be perceived to be more closely 

associated with Slim-Fast than Godiva in both expressions. But in the second 

expression, Godiva is now located in the initial position instead of Slim-Fast. Will 

consumers still perceive the product to be more associated with Slim-Fast than 

” as an exemplar, a 

model was proposed by Park et al. (1996) to describe how consumers form the 

concept of a composite brand extension in their minds. Accordingly, it was suggested 

that consumers would first combine the product chocolate cakemix and the brand 

Slim-Fast to form a new concept in their minds. This new concept would then be 

combined with Godiva to create the final composite brand product concept. In this 

process, consumers would be more likely to associate Slim-Fast closely with the 

product, and consequently, its attributes would be more salient than Godiva’s for 

understanding the composite brand product. Moreover, after consumers are exposed 

to the information of composite brand extension, their attitudes toward Slim-Fast will 

become more favorable than Godiva in this case. 

                                                      
1 In the original article, cake mix was spelled as in the expression above. This original expression and 

spelling will be adopted when developing the conceptual argument. 
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Godiva? In the first expression, Slim-Fast is in the initial position of the expression 

and also combined with the product first. Thus, it could not be concluded definitely 

that which theory could explain the effect showed in previous research. In the second 

expression, Slim-Fast will still be connected with the product first, but it no longer 

stands in the initial position of the expression. Consequently, the two brands will 

show their strengths and compete with each other. Drawing on linguistic theories, the 

purpose of this research is to establish a conceptual framework for the investigation of 

composite brand extension expressions and to clarify the definitions and 

manipulations of some important concepts. Base on the clarification, this research 

examines whether the composite concept formation process as originally proposed, or 

the word order as suggested here, has more influence on consumers’ interpretation of 

the composite brand extension. 

There are a few researchers explored the branding issue from a linguistic 

perspective. For example, some researchers found that some semantic factors, such as 

paronomasia, unusual spelling, and word frequency, tend to improve consumers’ 

likability or memory toward the brand (Ang 1996; Klink 2001; Lowrey, Shrum and 

Dubitsky 2003; Meyers-Levy 1989; Park, Lawson and Milberg 1989). Besides the 

semantic meaning, brand name’s shape, including case, color, and size fonts, can 

influence consumers’ memory accuracy of the brand name (Gontijo, Rayman, Zhang 

and Zaidel 2002; Gontijo and Zhang 2007). The other linguistic dimension of brand 

naming is phonetics. Brand names with some specific sounds are more easily recalled 

than others that do not start with a plosive (Argo, Popa and Smith 2010; Bergh, 

Collins, Schultz and Adler 1984; Lowrey et al. 2003; Klink 2001). In comparison to a 

single brand name, when two brands are involved in a co-branded product name, the 

structure of the expression can be more vital to both brands and the product. Both of 

the brand owners are concerned about the performances of the co-branded product as 
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well as their own existing products and brand equity. The locations of the two brands 

in the composite brand expression may be an important determinant of those 

concerns. 

The linguistic theories used in the current research are universal. The rules are 

adopted by people using different languages from different countries. Therefore, to 

conduct studies in both Taiwan and the United States using Chinese and English 

languages respectively can not only verify the universality of the theories, but also 

enhance the generalizability of the findings. Moreover, brand managers may not only 

be interested in how consumers associate their own brand with the co-branded product, 

but also how the two original brands will be influenced by the alliance which they are 

involved in. Thus, several dependent variables, such as association, perceived 

responsibility, and feedback effect, were examined in the present research to provide a 

thorough perspective on this issue. Two sets of competing hypotheses were proposed 

and tested based on different linguistic theories to explain how consumers form the 

new concept including two existing brands and one co-branded extension product in 

their minds. Furthermore, not only the expression in the previous research was 

adopted, but several different expressions were also created in the current research. In 

most of those new expressions, the brand which would be combined initially with the 

product to form a new concept no longer stands in the initial position. Using these 

new expressions, the relative strengths of the two brands in an alliance could be 

purified. 

Chapter 2 begins by reviewing previous research on brand extension, brand 

alliance, and composite brand extension. Then the competing hypotheses will be 

proposed with the support of linguistic theories. Chapter 3 and Chapter 4 present four 

studies in Taiwan and one study in the United States respectively. Then the 

contributions, implications, and limitations of the findings conclude the dissertation. 
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CHAPTER 2 

LITERATURE REVIEW AND CONCEPTUAL 

DEVELOPMENT 

 

This chapter starts with a brief review of brand extension and brand alliance 

literatures, followed by the introduction of composite brand extension. Then the 

author presents several linguistic theories to illustrate how consumers form the 

composite brand product concept. Based on these theories, the competing hypotheses 

will be proposed. 

 

2.1  Brand Extension 

Brand extension strategy means to enter a completely different product class by 

using the current brand name. Many companies adopt brand extension strategy to 

lower the cost of new product awareness establishment, to reduce the risks the 

company may face, and to increase the efficiency of marketing the new product 

(Aaker and Keller 1990). The original established brand may transfer its attributes and 

characteristics to the extension product (the “spillover effect”) (Cohen and Basu 1987; 

Herr, Farquhar and Fazio 1996; Meyers-Levy and Tybout 1989; Sujan 1985). The 

performance of the extension product will also influence the original brand (the 

“feedback effect”) (Ahluwalia and Gürhan-Canli 2000; John, Loken and Joiner 1998; 

Keller and Aaker 1992; Loken and John 1993). 

Many researchers have explored the factors that affect consumers’ evaluations of 

the extension product. Fit between the original brand and the extension product is the 

most important one that mentioned frequently in the literature. The concept of fit, 

which comes from categorization theory, means the similarity (Aaker and Keller 1990; 
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Boush and Loken 1991; Herr et al. 1996; Park, Milberg, and Lawson 1991) or 

typicality (John et al. 1998; Loken and John 1993) of product categories or brand 

concepts. Consumers will evaluate the fit of product categories between the existing 

product classes and the new product. If the existing and the new products fit together, 

consumers’ attitudes and associations toward the existing products will transfer to the 

extension one (Cohen and Basu 1987; Herr et al. 1996; Meyers-Levy and Tybout 1989; 

Sujan 1985) and cause a more positive attitude toward the extension product (Grime, 

Diamantopoulos, and Smith 2002). However, an unfit extension product may change 

the brand’s personality (Diamantopoulos, Smith, and Grime 2005). 

Researchers have different perspectives toward the concept of fit. Aaker and 

Keller (1990) proposed that the dimensions of fit between the original and extension 

product classes include perceived complement, substitute, and transferability. The 

original and extension products are viewed fit together if those products will be 

consumed jointly to satisfy a particular need, or one of them can replace the other to 

satisfy the same need, or the perceived abilities to produce those products are 

considered similar. Keller (1998) also mentioned that fit depends on the amount of the 

common associations between the original and extension product classes in 

consumers’ minds. Most researchers agreed with the perspective that fit represents the 

common attributes, characteristics, or similar usage context between the original and 

extension products. However, Park et al. (1991) argued that fit reveals not only the 

product-to-product relation, but also brand-to-product consistency (i.e., brand concept 

congruency) based on the abstract brand concept instead of the similarity between the 

original and new products (Thorbjornsen 2005). If the extension product and the 

brand concept match, consumers will consider the brand and the extension product fit 

together. 

The perceived quality of a brand’s current products will also influence 
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consumers’ favorability and attitude toward the extension product (Aaker and Keller 

1990; Dacin and Smith 1994; Keller and Aaker 1992). Consumers will more likely 

favor an extension by a brand that has perceived high-quality products in comparison 

to a brand with perceived medium or low quality products. Besides the perceived 

quality of the original products, the variation among the current products of the brand 

is also an important determinant of spillover effect (Boush and Loken 1991; Dacin 

and Smith 1994). Consumers will have more confidence toward the extension product 

launched by a broad brand with a variety of product classes than a narrow brand. 

Brand extension may also cause feedback effect to the original brand. That is, 

consumers’ attitudes to the original brand might be changed due to the extension. 

Some researchers found that consumers’ attitudes to the original brand will be better 

after they learned the fact that this brand has launched an extension product (John et al. 

1998; Keller and Aaker 1992; Loken and John 1993). Nevertheless, does the original 

brand always benefit from the brand extension strategy? The answer is still doubtful. 

Although some researchers found that the original brand does not consequentially 

affected by a failed extension (Keller and Lehmann 2006; Keller and Aaker 1992), the 

original brand will still be harmed in some situations. Ahluwalia and Gürhan-Canli 

(2000) and John et al. (1998) demonstrated that the original brand will be damaged by 

the failure of an extension product if the fit between the original brand and the 

extension product is high. Furthermore, a dilution effect will also occur when the 

attributes of the extension product are inconsistent with the original brand’s concept 

(Loken and John 1993). In addition to the brand concept, the current products will 

also be harmed seriously when they and the extension product belong to the same 

product category (John et al. 1998). 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

8 

2.2  Brand Alliance 

A brand alliance is a general term to describe the cooperation between brands. It 

is a common way to promote the new products and avoid the risks of failure other 

than brand extension. A reputable partner can be a signal of good quality and thus help 

the other brand in the alliance to launch a new product to the marketplace (Rao, Qu, 

and Ruekert 1999). When new product is launched, brand alliance strategy can not 

only improve consumers’ evaluation of the product and both brands, it may also 

protect each partner brand against future counterextensions by other brands from the 

new product category back into its own parent category (Kumar 2005). 

The cooperation of existing brands can transfer consumers’ favorable impression 

of both brands to the alliance, and the characteristics of individual brands can also be 

brought into the product or service of the alliance (Park et al. 1996; Simonin and Ruth 

1998; Voss and Gammoh 2004). Many researchers also found that brand alliance is a 

win-win strategy, and all the brands in the alliance can benefit from the cooperation 

(Geylani, Inman, and Hofstede 2008; Leuthesser, Kohli, and Suri 2003; Rodrigue and 

Biswas 2004; Simonin and Ruth 1998; Washburn, Till, and Priluck 2000; Washburn et 

al. 2004). 

The strength of spillover and feedback effects of a brand alliance depends on the 

relative status, such as brand awareness, image, or brand equity, of the individual 

brands in the alliance (Hadjicharalambous 2010; Simonin and Ruth 1998; Washburn 

et al. 2000; Washburn et al. 2004), though the findings in these previous studies were 

still mixed. Some researchers concluded that a brand with high equity or familiarity 

will not be harmed if it allies with a brand with low equity or familiarity, but the 

product of the latter brand will benefit much more through allying with the former 

brand (Simonin and Ruth 1998; Voss and Gammoh 2004; Washburn et al. 2000). 

Nonetheless, Hadjicharalambous (2010) found that when a prestigious brand launches 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

9 

an extension product with a less prestigious brand, consumers may react negatively to 

the prestigious brand. 

Helmig, Huber, and Leeflang (2007), James (2006), and Walchi (2007) adapted 

the concept of fit to brand alliance field. They suggested that the fit between partners 

(i.e., partner congruity), which means the similarity of brand characteristics or 

benefits between two brands, would influence consumers’ attitudes of the co-branded 

product. Moderate incongruity composition is more favorable than high incongruity or 

congruity. In high incongruity situation, consumers need so much effort to process the 

brand alliance information that their preference of the product would not be improved. 

In highly congruity situation, consumers’ evaluation of the co-branded product would 

not be changed because they process the information almost without any efforts 

(Walchi, 2007). James, Lyman, and Foreman (2006) broadened the meaning of partner 

congruity to the fit of brand personality. Consumers’ attitudes of the brand alliance 

will be more positive if the personality of the two partners in an alliance is matched in 

comparison to the two partners with unmatched personalities. 

Although brand alliance has been a popular and promising issue practically and 

academically, the boundary of this concept is still ambiguous due to the absent of a 

strict definition. There are many types of alliances that differ in the purpose of allying 

or the way to communicate the alliance concept either to customers or to readers of 

branding research literature. Lebar et al. (2005) classified the types of brand alliance 

into five categories: promotions, sponsorship, licensed product, new-product 

extensions, and website. Base on the classification above, the purpose of an alliance 

can be generalized more simply into three categories: promotion, production, and 

sponsorship. The brands cooperating with each other for product or service promotion 

focus on the sales improvement of each individual brand after the alliance (e.g., Samu, 

Krishnan, and Smith 1999). The studies of this type of alliance often appear in the 
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promotion strategy literatures. The studies emphasizing the sponsorship type of 

alliance usually investigate the benefits to the sponsors after they contribute some 

resources to nonprofit organization or sports activities (e.g., Carrillat, Harris, and 

Lafferty 2010; Ruth and Simonin 2003). Some of these cooperation are also called 

“cause-brand alliances” when non-profit organizations were involved (e.g., Lafferty 

and Goldsmith 2005; Lafferty, Goldsmith, and Hult 2004),  

The relationship between partners in a promotion or sponsorship type of alliance 

is often loose and short-term. But if two or more brands cooperate for product 

development or marketing, the relationship will be closer and maintained for a longer 

time. Researchers have adopted different forms of brand alliances when investigating 

the situation of two brands involving in a new product development (see Appendix 1). 

However, not everyone has defined the context explicitly. 

As shown in Appendix 1, in one third of those studies, the participants were 

presented with information about two brands launching a new product, yet they were 

not informed how those two brands worked together (e.g., Rao, Qu, and Ruekert 1999; 

Voss and Gammoh 2004). In one-half of the remaining studies, the participants were 

told that one brand served as an ingredient in the other brand’s product, an ingredient 

brand alliance (e.g., Desai and Keller 2002; Simonin and Ruth 1998). In the other 

studies, the participants were not only informed that two brands introduced a new 

product together, but were also exposed to a composite brand name, an expression 

describing two brands and one product (e.g., Geylani et al. 2008; Park et al. 1996). 

From consumers’ perspectives, the relationship between those brands in a 

composite brand alliance is most close because all the individual brand names are 

presented in the combined name of the co-brand product. Consequently, the reciprocal 

influences between these brands and the composite brand product should be strongest 

among all types of brand alliance. 
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Consumers’ first impression of the composite brand product comes from the 

expression of the co-branded product name on the package or in advertising. How 

consumers process the expression to form the alliance concept in their minds may 

depend on the language structure of the expression, which is similar to the way people 

communicate with others (Carnie 2002). Therefore, linguistics theories are applicable 

to illuminate the process of how consumers form the composite brand concept in their 

minds. 
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2.3  The Composite Concept 

People use words and sentences to communicate with others. To understand the 

relation between the words in a phrase or a sentence, they will take the words which 

are more related to each other as a unit, and then combine units into a greater unit. At 

last, a hierarchical structure of the phrase or sentence is formed after multiple 

combinations (Carnie 2002). Consumers spend less cognitive effort when they adopt 

this nested concept formation process than when they combine all the concepts at one 

time. To analyze the structure of a phrase or a sentence in a syntax perspective, 

linguists often use a “linguistic syntax tree” to demonstrate it. Figure 1 is an example 

of linguistic syntax tree showing the structure of a noun phrase. 

 

 

Figure 1  An Example of the Linguistics Syntax Tree 
Note 1: A = Adjective; Det = Determiner; N = Noun; Prep = Preposition; AP = 

Adjective Phrase; NP = Noun Phrase; PP = Preposition Phrase. 
Note 2: From Syntax: A Linguistic Introduction to Sentence Structure (p. 85), by Keith 

Brown and Jim Miller, 1991, London: Routledge. 

 

A composite concept refers to a combination of two or more concepts to create a 

new meaning (Murphy 1988). One of these concepts is called the “head”, which is 
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often a noun or pronoun. The head would be modified by the other concepts referred 

to as the “modifiers.” Normally, in a noun phrase the modifiers can be located before 

or after the head (Carnie 2002; Sweet 1903). Take the noun phrase in Figure 1 for 

example, “a long story about an old man” is a composite concept. The noun “story” is 

the head of this concept; whereas the adjective “long” and the preposition phrase 

“about an old man” are the modifiers modifying the head. The preposition phrase 

“about an old man” is composed by a preposition, an adjective and a noun, and these 

elements will be combined to form an unit before they are connected with the head 

“story”. 

Murphy (1988) summarized three models to interpret the process how people 

form a composite concept: the extensional model, the concept specialization model, 

and the selective modification model. The extensional model (Osherson and Smith 

1981; Zadeh 1965) is used to represent a composite concept as the intersection of the 

sets corresponding to two or more independent concepts (e.g., pet fish). The concept 

specialization model (Brachman 1979; Finin 1980) was developed to explain 

noun-noun conjunctions that are formed by a head and a modifier. In this model the 

meaning of the head is specified by the modifier (e.g., apartment dog). The selective 

modification model proposed by Smith, Osherson, Rips, and Keane (1988) illustrates 

adjective-noun conjunctions. The adjective is used to specify a single feature of the 

noun (e.g., red apple). 

The components of a composite brand product typically include two brands and 

one product. Each component can be taken as an independent concept respectively. 

Therefore, the expression for a composite brand product can be viewed as a composite 

concept or a noun-noun conjunction, though it is composed of at least three 

components. The linguistic syntax tree can be used to illustrate the structure of a 

composite brand expression. The language structure of a composite brand expression 
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in previous research is shown as Figure 2. 

 

 
Figure 2  The Structure of a Composite Brand Expression 

Note: N = Noun; Prep = Preposition; NP = Noun Phrase; PP = Preposition Phrase. 

 

The concept specialization model was modified to the nested concept formation 

process to demonstrate how consumers may interpret the composite brand extension. 

For example, when consumers are exposed to the expression “Slim-Fast chocolate 

cakemix by Godiva,” the nested formation process will be triggered non-consciously 

and automatically to help them form a general idea about the composite concept. They 

will combine chocolate and cakemix to a single unit first, and then connect this new 

concept with Slim-Fast to form a greater unit. Finally, the new concept and the 

preposition phrase “by Godiva” will be linked to create a whole new meaning. 

In the current research, the author adopts this nested process. However, other 

linguistic theories should be considered as well. To be consistent with the theories, 

this research uses the terms, the “head brand” and the “modifier brand”, instead of the 

“header” and the “modifier” used by previous researchers. In the example above, 

Godiva was considered the modifier brand, and Slim-Fast was considered the head 

brand. Park et al. (1996) found the extension product was perceived to be more 
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closely associated with the head brand than the modifier brand. And the participants’ 

perceptions of the product also exhibited a stronger influence of the head brand’s 

attributes than the modifier brand’s characteristics. 

It should be noted that the definition of the head brand and the modifier brand is 

ambiguous within previous research. Park et al. (1996) in a pretest asked the 

participants to answer two questions: (1) which brand did they perceive to have 

ownership of the composite brand extension product? and (2) what was the perceived 

degree of association of the product with each of the two brands in the alliance? In 

both expressions “Slim-Fast chocolate cakemix by Godiva” and “Godiva chocolate 

cakemix by Slim-Fast” used in their study, the brand appearing before the product was 

perceived to be associated more with the product. As a result the researchers assigned 

the first brand in the expression to be the head brand. This same empirical process to 

identify the head brand was adopted by Jones (2004). However, he found that 

consumers perceived the extension product to be more associated with Slim-Fast in 

both cases. Thus, he concluded that Slim-Fast was the head brand no matter whether it 

appeared before or after the product. 

This procedure to determine the head brand in a composite brand expression 

raises some concerns. First, if the assignment of the head brand and the modifier 

brand is based on the empirical results, it may violate the linguistic theory, from 

which those terms come from. Second, the perceived association between each 

constituent brand and the extension product may also be influenced by relative brand 

familiarity, likability, or perceived extendibility. Using empirical results to identify the 

head brand and the modifier brand conceivably could be inconsistent with the 

underlying linguistic interpretation. To clarify this situation, this research will base the 

conclusion on linguistic theory and assign the head brand and the modifier brand by 

their respective locations in a composite brand expression. In so doing, there will be 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

16 

an opportunity to clarify the effect of the head brand, and to investigate the interaction 

of syntax and other marketing factors. 

These confusions not only happened in the assignment of the head brand and the 

modifier brand, but also appeared in the context that previous experiments were 

conducted. Both Jones (2004) and Uggla (2004) used the concept “modifier brand” to 

demonstrate consumers’ interpretation of an ingredient brand (e.g., ECCO shoes with 

GORE-TEX fabric). However, it seems less appropriate to adopt this concept in the 

ingredient branding context because consumers likely know that the host brand, which 

produces the end product, should assume the responsibility for the co-branded product 

in production or marketing. Further, the role of the ingredient brand in such an 

alliance is to provide one component of the product. Thus, it is reasonable that most 

consumers will perceive the host brand to be more associated with the product. And 

the syntax structure here would play a minor role in consumers’ perceptions toward 

the ingredient branding alliance. 

In Park et al. (1996), the head brand received stronger feedback effect from the 

composite brand extension only in the condition of “Slim-Fast chocolate cakemix by 

Godiva.” There is no significant feedback effect in another condition “Godiva 

chocolate cakemix by Slim-Fast,” in which the two brands’ positions were exchanged. 

They explained that the participants might perceive Godiva’s chocolate as an 

ingredient of the co-branded product. Hence the feedback effect of the host brand 

Slim-Fast was enhanced when it was the head brand. On the other hand, when the 

ingredient brand Godiva was the head brand, it remained a secondary component of 

the co-branded product in consumers’ perception. That might be the reason that the 

stronger feedback effect on the head brand Godiva did not appear in the latter case, 

though it was still perceived to be associated closer with the extension product in their 

pretest. 
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2.4  Proximity Iconicity 

Although the hierarchical structure of language mentioned above can be 

analyzed through the process of composite concept formation, the lineal structure, or 

the word order, is also essential for people to express themselves or understand others’ 

thoughts. When there are more than two modifiers in a noun phrase, the word order 

depends on the relation between the head and those modifiers (Valois 2006). The most 

objective and explicit modifier, which exhibits the intrinsic characteristics of the head 

without comparison with other things, will be located near the head. On the other 

hand, the most subjective and implicit modifier, which has to be clarified by 

comparing the head and other things, will be placed away from the head (Hetzron 

1978; Sproat and Shi 1988; Zhang 1998). This phenomenon, proximity iconicity, is 

common in Chinese, English, and other languages. For example, most people will use 

“the big red apple” instead of “the red big apple” when they describe the attributes of 

an apple. The apple can be defined as red color without comparing with other objects. 

But people need to compare it with other things to judge its relative size. 

People often take linguistic expressions as spaces. The distance of words in a 

sentence symbolizes the distance of the concepts that are represented by the words. 

The closer the words are in a sentence, the stronger is the relation between them. That 

is “closeness is strength of effect” (Lakoff and Johnson 1980; Wang 2002). For 

example, if A influences B, the effect will be greater when A and B are closer in a 

sentence. 

No matter how to interpret the expression for a composite brand extension using 

the concept formation process or the proximity iconicity, the same pattern should 

appear in consumers’ perceptions of the composite brand expressions. The head brand 

is located close to the extension product, so consumers will connect it with the 

product before the modifier brand is linked with the product. Consequently, the 
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extension product will be perceived to be more closely associated with the head brand 

than the modifier brand. Consumers will tend to consider the extension product as the 

head brand’s product. As a result, the head brand will be perceived to be more 

responsible for the extension product than the modifier brand due to the perceived 

product ownership. The performance of the co-branded extension product will also 

show a greater influence on the head brand than the modifier brand. That is, 

consumers’ attitude of the head brand will be more positive/negative when the 

extension product succeeds/fails. In comparison to the modifier brand, the head brand 

will benefit more from a favorable co-branded product. On the other hand, it will be 

damaged more seriously when the product does not perform well. Thus, a set of 

hypotheses are proposed: 

 

H1a: When consumers are exposed to the expression of a composite brand extension, 

they will perceive the product to be more closely associated with the head brand 

in comparison to the modifier brand. 

H1b: Consumers will perceive the head brand in the expression of a composite brand 

extension has more responsibility for the extension product in comparison to the 

modifier brand. 

H1c: In comparison to the modifier brand, the head brand of a composite brand 

extension expression will receive a stronger feedback effect from the 

performance of the extension product. 
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2.5  Initial Position 

In the expression “Slim-Fast chocolate cakemix by Godiva,” the head brand was 

also located in the initial position. A reasonable question may be raised: does the 

effect come from the head brand or the fact that this brand is also in the initial 

position? 

The word order not only represents syntax rules and expresses semantic meaning; 

it also conveys the interest, involvement and focus of speakers (Osgood 1980; Sweet 

1903; Tai 2002). English speakers often put the words they want to emphasize in the 

beginning of a sentence (Osgood 1980). Connolly (1991) indicated that information 

that people already know is usually provided in the initial position of a sentence, and 

new information will appear later. The meaning of the words or the phrase in the 

initial position also reveals the theme of the sentence (Fries 1995; Grimes 1986) or the 

scope of the latter words (Crompton 2006). Compared with English, Chinese is a 

topic-prominent language. The theme is always in the initial position of a sentence. 

And speakers often assume that listeners know the information appearing first (Chao 

1968; Her 1991; Li and Thompson 1981). 

According to this rule about the initial position, consumers may raise some 

thoughts toward the initial brand – the brand in the initial position of a composite 

brand expression. For example, in the expression “Slim-Fast chocolate cakemix by 

Godiva,” consumers may consider that Slim-Fast is more important than Godiva in 

this alliance because of its position in this phrase. Slim-Fast may be perceived as the 

leader or initiator, and Godiva was invited to take part in this alliance. Since 

consumers may take the initial brand as the main producer of the co-branded product, 

the product may be perceived as one member of Slim-Fast’s product line. The 

association between the product and Slim-Fast will be perceived to be closer than the 

product and Godiva. Consumers will also consider Slim-Fast to have more 
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responsibility for the product and for its marketing than Godiva because Slim-fast 

seems to play a major part in the alliance. Consequently, the initial brand Slim-Fast 

will receive a stronger feedback effect due to the performance of the co-branded 

extension product. That is, consumers tend to attribute the success or failure of the 

product to Slim-Fast instead of Godiva. Contrarily, when the two brands switch their 

locations in the expression with each other, Godiva becomes the initial brand. Now 

Godiva, instead of Slim-Fast, will be perceived to be more associated with and have 

more responsibility for the product. Also, Godiva will receive a stronger feedback 

effect. Based on the argument of the initial position, a set of competing hypotheses are 

proposed: 

 

H2a: When consumers are exposed to the expression of a composite brand extension, 

they will perceive the product to be more closely associated with the initial 

brand in comparison to the other brand in the alliance. 

H2b: Consumers will perceive the initial brand of a composite brand extension 

expression has more responsibility for the extension product in comparison to 

the other brand in the alliance. 

H2c: In comparison to the other brand in the alliance, the initial brand of a 

composite brand extension expression will receive a stronger feedback effect 

from the performance of the extension product in comparison to the other brand 

in the alliance. 

 

These two sets of hypotheses come from different linguistic theories. The head 

and modifier brand hypotheses, H1a, H1b, and H1c, are based on the model of 

composite concept formation process related to the relative positions of both brands 

and the product in a composite brand expression. However, the initial brand 
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hypotheses, H2a, H2b, and H2c, are proposed according to the absolute position of 

one brand in the composite brand expression. These competing hypotheses are not 

necessarily related to each other. For example, in the expression “Slim-Fast chocolate 

cakemix by Godiva,” Godiva is the modifier brand, while Slim-Fast is both the head 

brand and the initial brand. Nevertheless, in the expression “Godiva’s Slim-Fast 

chocolate cakemix,” Slim-Fast remains the head brand, but now the modifier brand 

Godiva stands in the initial position. 
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2.6  The Use of Hyphen 

It is very common to create a new composite brand by connecting two brands 

with a hyphen, such as BenQ-Siemens or Warner-EMI, in the real world. In English, 

the hyphen is usually used to connect two or more words to form a new composite 

concept (Perkins 1990). The most common composition is to connect two adjectives 

to modify a noun (e.g., a well-dressed woman). A hyphen is also used to connect 

nouns to form a new composite concept (e.g., a diplomatic tug-of-war). Sometimes, 

the hyphen represents an equal relationship among those words that are connected by 

the hyphen (Chen 1989). However, the hyphen does not exist in the Chinese language. 

 Consumers’ interpretation toward a composite brand expression may be 

affected by the appearance of a hyphen. Thus, their perception toward “Slim-Fast 

Godiva chocolate cakemix” and “Slim-Fast-Godiva chocolate cakemix” may be 

different. In the latter expression, consumers would likely take the two brands as one 

new concept because of the hyphen, and then combine this new concept composed by 

the two brands with the product to form the final composite concept. In this case, 

there is no head brand and modifier brand in consumers’ minds. Although the initial 

brand may still be perceived the leader in the alliance, consumers may consider the 

position of both brands in the alliance more equal in this expression than the similar 

expression without a hyphen between the two brands. Thus, those effects in the two 

sets of competing hypotheses proposed above will be weaker when the two brands in 

a composite brand extension expression are connected by a hyphen than without a 

hyphen. That is, in the first set of hypotheses, the effects of the head brand in a 

composite brand extension expression with a hyphen between two brands will be 

weaker than in another expression without a hyphen. On the other hand, if the second 

set of hypotheses is supported (i.e., the initial brand exhibits a greater influence), the 

effects of the initial brand in an expression with a hyphen between two brands will be 
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weaker than in another expression without a hyphen. Two hypotheses are proposed as 

the following: 

 

H1d: When the two brands in an expression of a composite brand extension are 

connected by a hyphen, consumers will perceive 

(a) the association between the extension product and the latter brand, 

(b) the responsibility of the latter brand, and 

(c) the feedback effect of the latter brand 

weaker than when the two brands are not connected by a hyphen. 

H2d: When the two brands in an expression of a composite brand extension are 

connected by a hyphen, consumers will perceive 

(a) the association between the initial brand and the extension product, 

(b) the responsibility of the initial brand for the extension product, and 

(c) the feedback effect of the initial brand 

weaker than when the two brands are not connected by a hyphen. 
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CHAPTER 3  STUDIES IN TAIWAN 

 

To test the competing hypotheses H1a-c and H2a-c, four experiments in Chinese 

language were conducted in Taiwan. The participants in the experiments, students 

from a university in Taiwan, were invited to participate in one of the experiments with 

an incentive of a lucky draw equivalent to 200 NT dollars. 

 

3.1  Study 1: The Association Between Each Brand and the Extension 

Product 

The purpose of Study 1 is to test the competing hypotheses H1a and H2a. 

Hypothesis 1a predicts a stronger association between the head brand and the 

extension product, whereas H2a argues that the initial brand will be perceived to be 

more closely associated with the extension product. 

 

3.1.1  Stimuli Creation and Procedure 

Pretests 

Pretests were conducted to choose two brands with the same perceived 

familiarity and likability, and one extension product with the same perceived 

extendibility from both brands. The concept “perceived extendibility” in Park et al. 

(1996) is similar to the concept “fit” between the extension product and the original 

brand in brand extension literature (e.g., Aaker and Keller 1990; Keller 1998) 

referring to the similarity between the new product and the current product category. 

It is reasonable that if consumers perceive the co-branded product to be more similar 

to one brand’s current products than another brand’s products in the alliance, the 

former will have a stronger association with the co-branded product than the latter. In 
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the most extreme case, when the co-branded product is a member of one brand’s 

current product line, the other brand serves as an ingredient brand. In this case the 

locations of the two brands in a composite brand expression will only play a minor 

role when consumers form their perception of this composite brand product concept. 

It is therefore necessary to control the extendibility of two brands in an alliance. 

Several fictitious composite brand extensions with real brands were created for 

the pretests. Using seven-point scales, the respondents rated the familiarity, likability, 

and extendibility to the extension product of each brand. Based on the results of these 

pretests (see Table 1), Bomy, Pringles, Dove, and Savlon were selected to be the 

brands in two alliances. The extension products of these two alliances were assorted 

fruit cornflakes and deodorant2

 

, respectively. 

Table 1  Results of the Pretest for Study 1 

Brand Familiarity Likability Extendibility 
M(SD) t(df) M(SD) t(df) M(SD) t(df) 

Bomy 5.57(1.60) 1.07 (20) 4.86(1.31) .62 (20) 3.79(1.47) .51 (18) 
Pringles 6.00(1.30) 5.14(1.56) 3.58(1.80) 
Dove 5.52(1.36) 3.80 (20)*** 4.10(1.81) .12 (20) 5.32(1.20) 1.29 (18) 
Savlon 4.62(1.94) 4.14(1.28) 4.89(1.20) 
Note: * p < .10, ** p < .05, *** p < .01. 

 

Experimental Design of Study 1 

There were three expressions and two brand orders used in Study 1 (see Table 2). 

The participants were randomly assigned to one of the six groups. Every participant 

was exposed to both the Bomy/Pringles and the Dove/Savlon alliances. To test the 

hypotheses, the expression used in Park et al. (1996) was translated into Chinese: 

                                                      
2 Dove had not introduced deodorant in Taiwan when this experiment was conducted. 
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“Bomy assorted fruit cornflakes by Pringles” (named “the by expression”: 波蜜什錦

水果玉米脆片—品客生產). To separate the effects of the head brand and the initial 

brand, another two Chinese expressions were created: “Bomy manufacturing, Pringles 

assorted fruit cornflakes3

 

” (named “the V-ing expression”: 波蜜生產的品客什錦水

果玉米脆片) and “Bomy Pringles assorted fruit cornflakes” (named “the simple 

expression”: 波蜜品客什錦水果玉米脆片). (Please see Appendix 2 for the details of 

the expression translation.) 

Table 2  Sample Sizes of the Studies in Taiwan 

The Initial Brand = Brand A 
Study 1 

A=Bomy/Dove 
B=Pringles/Savlon 

Study 2A 
A=Bomy 

B=Pringles 

Study 2B 
A=Bomy 
B=Lay’s 

Study 2C 
A=Lin Feng Ying 

B=Pringles 
The By Expression 40 38 41 30 
The V-ing Expression 40 60 54 33 
The Possessive Expression - 55 52 31 
The Simple Expression 40 43 45 27 

The Initial Brand = Brand B 
Study 1 

A=Bomy/Dove 
B=Pringles/Savlon 

Study 2A 
A=Bomy 

B=Pringles 

Study 2B 
A=Bomy 
B=Lay’s 

Study 2C 
A=Lin Feng Ying 

B=Pringles 
The By Expression 41 43 45 27 
The V-ing Expression 41 55 55 29 
The Possessive Expression - 58 47 30 
The Simple Expression 38 42 43 27 

Total Sample Size 240 394 382 234 

 
                                                      
3 The Chinese version of the V-ing expression does not include a comma. However, this is the best way 

to translate the meaning in English as it keeps this expression a noun phrase instead of a sentence. 

Furthermore, the relative locations of the two brands and the product in the English translation of the 

V-ing expression were kept the same with that in the original Chinese expression, though the English 

translation is grammatically incorrect. (Please see Appendix 2 for the details of the expression 

translations.) 
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Although it is necessary to use the expression with a similar structure as that in 

previous research, the Chinese translation of the by expression was unusual. The 

modifier is rarely located behind the head in Chinese. In order to keep the structure 

consistent with previous research, the by expression was adjusted to make it more 

comprehensible by adding a “—.“ The V-ing and the simple expressions differ from 

the by expression used in previous research. As pointed out before, in the by 

expression the head brand also stands in the initial position. In these two new 

expressions “Bomy manufacturing, Pringles assorted fruit cornflakes” and “Bomy 

Pringles assorted fruit cornflakes,” Bomy was the initial brand, and Pringles was the 

head brand. When the order of the two brands in each expression was reversed, 

Pringles was the initial brand and Bomy was the head brand (see Table 3). The 

strength of the head brand and the initial brand can be separated, and the effect of the 

head brand relative to the initial brand can be clarified using these two expressions. 

 

Table 3  The Initial Brand and the Head Brand in Every Expression 

Expressions Brand Order 1 The Initial Brand The Head Brand 

The By Exp. Brand A Product by Brand B A A 
The V-ing Exp. Brand A manufacturing, Brand B Product A B 
The Possessive Exp. Brand A’s Brand B Product A B 
The Simple Exp. Brand A Brand B Product A B 

Expressions Brand Order 2 The Initial Brand The Head Brand 

The By Exp. Brand A Product by Brand B B B 
The V-ing Exp. Brand B manufacturing, Brand A Product B A 
The Possessive Exp. Brand B’s Brand A Product B A 
The Simple Exp. Brand B Brand A Product B A 

 

Initially, the 240 participants (79 males and 161 females; average age 20.46 years) 

were told they would be asked some questions about their attitudes towards several 

brands. They were shown one of the composite brand extension expressions and 
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informed that two brands are going to introduce a new product together. Then, 

usingseven-point scales, they rated: (1) the association between brands and product 

(-3 = associated more with Bomy/Dove, 3 = associated more with Pringles/Savlon), 

and (2) ownership of the extension product (-3 = belongs to Bomy/Dove, 3 = belongs 

to Pringles/Savlon). Finally, they rated their familiarity (1 = never heard of it, 7 = very 

familiar), likability (1 = extremely dislike, 7 = extremely like), and previous purchase 

experience (1 = never bought it, 7 = purchased often) of the two brands. After 

answering the questions about one alliance, they were shown another composite brand 

extension expression and were asked to answer the above questions according to their 

evaluation of this alliance. (Please see Appendix 2 for the complete questionnaire.) 

The sequence of the two alliances in the questionnaire was randomly rotated to 

prevent the order effect. 

 

3.1.2  Results and Analyses 

Due to the high correlation between the association and ownership scores 

(Bomy/Pringles: r = .60, p < .01; Dove/Savlon: r = .58, p < .01), these two items were 

averaged into one score for the analyses. There was no order effect between two 

sequences of composite brand alliances in the questionnaire (Bomy/Pringles: t(238) 

= .30, p = .76; Dove/Savlon: t(238) = 1.18, p = .24). Hypotheses 1a and 2a are 

competing predictions about the relative perceived association between the extension 

product and the head brand or the initial brand in a composite brand expression. If the 

association score is negative, the more closely the product was perceived to be 

associated with Bomy/Dove. On the other hand, when the score is positive, the more 

closely the product was perceived to be associated with Pringles/Savlon. 

Table 4 presents the results of t tests against zero for the absolute association. In 

the Bomy/Pringles alliance, when the initial brand was Bomy, the average association 
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score was significantly negative in the by and the simple expressions. However, in the 

V-ing expression the score was positive, but not significant. On the other hand, when 

the initial brand was Pringles, the association scores of all three expressions were 

significantly higher than zero. Most of the results support H2a. Furthermore, the 

average effect size r of the five homogeneous results (χ2 (4) = 7.32, excluding the 

heterogeneous result of the expression “Bomy manufacturing, Pringles assorted fruit 

cornflakes,” was .41. It would take 66 null results to mitigate this effect of the initial 

brand. 

 

Table 4  The T Test Results of the Absolute Association 

Exp. Initial 
Brand 

M (SD) t(df) r Initial 
Brand 

M (SD) t(df) r 

By Bomy - .44(1.85) -1.49(39)* .23 Dove - .81(1.72) -2.98(39)*** .43 
Pringles .80(1.80) 2.37(40)*** .35 Savlon .44(1.74) 1.61(40)* .25 

V-ing Bomy .03(1.79) .09(39) .01 Dove - .03(1.77) - .09(39) .01 
Pringles .74(2.01) 2.37(40)** .35 Savlon - .07(1.93) - .24(40) .04 

Simple Bomy - .73(1.76) -2.61(39)** .39 Dove - .05(1.78) - .18(39) .03 
Pringles 1.41(1.54) 5.65(37)*** .68 Savlon .79(2.03) 2.39(37)** .37 

Note 1: * p < .10, ** p < .05, *** p < .01, one-tailed. 
Note 2: Sample size of Study 1 was 240. 
Note 3: The range of the mean score was from -3 to 3. The lower the score was, the 

more closely the product was perceived to be associated with Bomy/Dove. The 
higher the score was, the more closely the product was perceived to be 
associated with Pringles/Savlon. 

 

Further t tests were conducted to compare the scores between two brand orders 

(i.e., relative association). If the scores of two brand orders are significantly different, 

it means the perceived association scores shift when Bomy and Pringles exchange 

their positions in the expression. The results of the three expressions indicate that 

when Pringles was the initial brand (Pringles was also the head brand in the by 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

30 

expression, and Bomy was the head brand in the V-ing and the simple expressions), 

the association score was significantly higher than when Bomy was the initial brand 

(Bomy was the head brand in the by expression, and Pringles was the head brand in 

the V-ing and the simple expressions) (the by expression: t(79) = 3.06, p < .01, r = .33; 

the V-ing expression: t(79) = 1.70, p = .05, r = .19; the simple expression: t(76) = 5.69, 

p < .01, r = .55). That is, participants perceived that one brand was more closely 

associated with and own the co-branded product when it is the initial brand. 

Although in the by expression the head brand in the initial position showed a 

greater association with the product, the effect of the head brand disappeared when it 

was moved away from the initial position in other two expressions. Thus, H2a was 

supported in that the initial brand exhibited more strength than the head brand in a 

composite brand extension expression for the Bomy/Pringles alliance. 

In the Dove/Savlon alliance, when the initial brand was Dove, the average 

association score was significantly negative in the by expression. In the V-ing and the 

simple expressions the scores were negative, but not significant. On the other hand, 

when the initial brand was Savlon, the scores of the by and simple expressions were 

significantly positive. Nonetheless, the association score of the V-ing expression was 

slightly lower than zero, but not significant (see Table 4). The average effect size r of 

these six homogeneous results (χ2 (5) = 8.37) was .18. It would take an additional 12 

studies filed away to change the combined significant results to just significant at p 

= .05. Although the effect of the initial brand in the Dove/Savlon alliance is not as 

strong as in the Bomy/Pringles alliance, the extension product was still perceived to 

be more closely associated with the initial brand than the other brand. 

Again, further t tests were conducted to compare the scores between two brand 

orders. If the scores of two brand orders are significantly different, it means the 

perceived association scores shift when Dove and Savlon exchange their positions in 
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the expression. The results of the by and the simple expressions indicate that when 

Savlon was the initial brand, the association score was significantly higher than when 

Dove was the initial brand (the by expression: t(79) = 3.25, p < .01, r = .34; the simple 

expression: t(76) = 1.94, p = .06, r = .22). That means one brand was perceived to be 

more closely associated with the product when it was the initial brand than when it 

was not in the initial position of these two expressions. However, no significant 

difference was found in the V-ing expression (t(79) = .12, p = .91, r = .01). Combining 

the three homogeneous results (χ2 (2) = 4.70), the average effect size r was .20. It 

would take an additional 7 studies filed away to change the combined significant 

results to just significant at p = .05. 

 

3.1.3  Conclusion and Discussion 

In Study 1, not only the by expression that used in previous research was adopted, 

but two new expressions (the V-ing and simple expressions) were also created. By 

doing so, the strength of the initial brand and the head brand could be separated and 

tested, especially through the simple expression “Bomy Pringles assorted fruit 

cornflakes” because there is not any unnecessary meaning provided in this expression. 

Among all expressions in the Bomy/Pringles alliance, the results show a strong 

association between the composite brand extension product and the initial brand. It 

confirms the suspicion mentioned in the first two chapters that the strength of the head 

brand in the 1996 research was also due to the fact that the head brand was located in 

the initial position. As for the Dove/Savlon alliance, the same effect of the initial 

brand was found in the by and simple expressions, though the V-ing expression did 

not exhibit the same pattern. 

Moreover, the association score was biased by the relative strength of the two 

brands in both alliances. The manipulation check (see Table 5) showed that the 
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participants’ familiarity of Pringles was significantly higher than Bomy. The 

familiarity, likability and purchase frequency of Dove were also significantly higher 

than Savlon. The mean scores of all groups in Table 4 did not equally shift to both 

sides of the scale in two brand orders. The scores slightly favored Pringles in the 

Bomy/Pringles alliance, and slanted to Dove in the Dove/Savlon alliance, respectively. 

However, the results also show that the association score shifted when the brand order 

exchanged even if they were biased by the unequal brand strengths of the two 

constituent brands. One brand was still perceived to be more closely associated with 

the extension product when it was moved to the initial position. 

The word “生產的” in the V-ing expression in Chinese might indicate that the 

initial brand was only the manufacturer, thereby decreasing the association between 

the initial brand and the extension product. On the other hand, the same word in the 

by expression accompanied the modifier brand at the end of this expression decreased 

the association scores between the modifier brand and the product for the same reason, 

hence the head brand was perceived more closely associated with the product 

relatively. Also, the “—“ in the by expression might indicate that the words after this 

punctuation were only an additional note to the previous words in the expression. 

Therefore, the effect of the head brand in the initial position might be strengthened. To 

rule out this possibility, in the following studies the wording will be slightly modified. 

Also, a new expression, the possessive expression, containing fewer Chinese words 

and simpler in semantic meaning will be added. 
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Table 5  Manipulation Checks for Studies 1, 2A, 2B, and 2C 

Brand Familiarity Likability Purchase Experience Extendibility Marketing Ability 
Study 1 M (SD) t(237) M (SD) t(237) M (SD) t(308) M (SD) t(df) M (SD) t(df) 

A: Bomy 5.15(1.46) 6.67*** 4.90(1.39) .82 4.46(1.62) 1.04 na na na na B:Pringles 1.79(1.03) 5.01(1.47) 4.60(1.46) na na 
Study 1 M (SD) t(237) M (SD) t(237) M (SD) t(308) M (SD) t(df) M (SD) t(df) 

A: Dove 5.62(1.10) 16.14*** 4.90(1.38) 5.16*** 4.50(1.57) 13.77*** na na na na B:Savlon 3.91(1.55) 4.31(1.21) 2.63(1.57) na na 
Study 2A M (SD) t(308) M (SD) t(310) M (SD) t(308) M (SD) t(308) M (SD) t(df) 

A: Bomy 5.03(1.45) 6.04*** 4.45(1.18) 5.28*** 4.32(1.53) 1.24 4.21(1.62) .04 na na 
B:Pringles 5.49(1.22) 4.95(1.20) 4.46(1.28) 4.22(1.48) na na 

Study 2B M (SD) t(285) M (SD) t(294) M (SD) t(285) M (SD) t(285) M (SD) t(291) 
A: Bomy 4.98(1.55) 6.48*** 4.51(1.24) 6.28*** 4.31(1.66) 3.77*** 4.02(1.65) 2.35** 4.91(1.23) 15.26*** B: Lay’s 5.50(1.15) 5.06(1.06) 4.79(1.32) 4.37(1.64) 6.13(0.80) 

Study 2C M (SD) t(175) M (SD) t(176) M (SD) t(176) M (SD) t(176) M (SD) t(176) 
A: Ling Feng Ying 5.82(1.14) 1.28 5.65(1.05) 3.98*** 5.16(1.52) 3.66*** 4.63(1.66) 9.05*** 5.88( .98) 2.66*** B: Pringles 5.71(1.09) 5.19(1.25) 4.60(1.41) 3.08(1.48) 5.62(1.06) 

Note 1: * p < .10, ** p < .05, *** p < .01. 
Note 2: Sample sizes of Studies 1, 2A, 2B, and 2C were 240, 394, 382, and 234, respectively. 
Note 3: The range of the mean scores was from 1 to 7. 
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3.2  Studies 2A, 2B, and 2C: Perceived Responsibility and Feedback 

Effect 

The experimental design of Studies 2A, 2B, and 2C was similar. Therefore the 

procedure and the results were reported collectively. The purpose of these three 

studies is to test the competing hypotheses H1b-c and H2b-c. Hypotheses 1b and 1c 

predict that the head brand of a composite brand extension expression will be 

perceived to have most responsibility for the co-branded product, and it will receive a 

stronger feedback effect than the modifier brand. Hypotheses 2b and 2c state that the 

initial brand will be perceived to be more responsible for the product and show a 

greater feedback effect that the other brand in the composite brand expression. 

 

3.2.1  Stimuli Creation and Procedure  

Study 2A 

It was suggested that consumers’ perceptions toward the alliance or the two 

brands will be influenced by the relative brand awareness, image, or brand equity of 

the two individual brands in the alliance (Hadjicharalambous 2010; Simonin and Ruth 

1998; Washburn et al. 2000; Washburn et al. 2004). The results of the Dove/Savlon 

alliance in Study 1 showed that the product was generally perceived to be more 

closely associated with Dove than Savlon, though the scores did shift when the 

positions of the two brands exchanged. To prevent the bias, only the Bomy/Pringles 

alliance was kept in Study 2A because these two brands were more equivalent in 

consumers’ minds. There were four expressions and two brand orders used in this 

study. The participants were randomly assigned to one of the eight groups. The three 

expressions (the by, the V-ing, and the simple expressions) used in Study1 were 

adopted. However, due to the concern of the wording issue in the by and the V-ing 
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expressions mentioned previously, these two expressions were slightly adjusted. The 

words “生產” were changed to “出品” in the by expression and “推出” in the V-ing 

expression, respectively. Also, the punctuation “—“ in the by expression was changed 

to a comma4

The participants were told that the researchers were curious about their attitudes 

and thoughts of some brands and products when they were invited to participate in the 

experiment by filling out a questionnaire. In the beginning of the questionnaire, they 

were asked to rate their likability and purchase intention for nine famous brands, 

including Bomy and Pringles. They were then exposed to one of the expressions and 

told that two brands are going to introduce a new product together. After they read this 

information, they evaluated the degree of overall and marketing responsibility of both 

brands in the alliance for the extension product (-3 = Bomy takes all the responsibility, 

3 = Pringles takes all the responsibility). 

(see Table 6). In addition to these three expressions used in Study 1: the 

by expression “Bomy assorted fruit cornflakes by Pringles” (波蜜什錦水果玉米脆

片，品客出品), the V-ing expression “Bomy producing, Pringles assorted fruit 

cornflakes” (波蜜推出的品客什錦水果玉米脆片), and the simple expression “Bomy 

Pringles assorted fruit cornflakes” (波蜜品客什錦水果玉米脆片), another common 

expression “Bomy’s Pringles assorted fruit cornflakes” (named “the possessive 

expression”: 波蜜的品客什錦水果玉米脆片) was added. (Please see Appendix 2 for 

the details of the expression translation.) 

                                                      
4 The modifier is rarely located after the head in Chinese. Therefore, it is unavoidable to add 

punctuation between the head and the modifier that appears afterwards to connect them. A comma 

is a better alternative than the punctuation “—“ because it is widely used and does not have much 

specific meaning. Even so, the comma still refers to a pause in the expression, and thus might 

influence the results of the experiments. 
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To map out the hierarchical language structure of the expression in participants’ 

minds, they were asked to choose a break point in the expression if they needed to 

pause when reading the expression aloud. Their answers to this question can be taken 

as a proxy of the language structure in their minds. After answering the pause point 

question, the information about the performance of the composite brand product was 

presented. The participants were told that the composite brand product 

succeeded/failed in the market. It has been voted to be the yearly best/worst product 

by consumers in a survey of a well-known website. Then they were asked to rate their 

likability and purchase intention for the two brands per se. To prevent the 

subject-artifact problem (Rosenthal and Rosnow 1991, p. 120), the wording was a 

little different from the same questions in the beginning of the questionnaire. Also, the 

questions of the pre-attitudes of Bomy and Pringles were presented within a group of 

brands to keep the participants from noticing the replication of these questions. Finally, 

they rated the familiarity, purchase experience and extendibility to the extension 

product of both brands on seven-point scales. (Please see Appendix 3 for the complete 

questionnaire.) 

 

Study 2B 

In Study 2A Pringles seemed to be more favored and familiar than Bomy (see 

Table 5) even if there was no significant difference between them in the pretest of 

Study 1. The unequal strength of the two brands in an alliance may influence the 

perceived responsibility score. To rule out the bias of the unequal brand strength, the 

new brand Lay’s was chosen to be Bomy’s new partner in the alliance through pretests 

in Study 2B (familiarity: Bomy = 5.78, Lay’s = 5.83, t(17) = .19, p = .84; likability: 

Bomy = 4.39, Lay’s = 5.00, t(17) = 1.42, p = .17; extendibility: Bomy = 4.17, Lay’s = 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

37 

4.11, t(17) = .11, p = .91). 

The design and procedure of Study 2B was similar to Study 2A. To encourage 

the participants think deeply about the information of a composite brand extension 

and the manipulation of the product performance, two open-ended questions were 

added in Study 2B. The participants were asked to write down their thoughts about the 

composite brand extension after the composite brand extension expression was shown. 

Then when they were exposed to the information of the product performance, they 

had to write down the possible reason of the product’s success/failure. By answering 

these two questions, the participants would have a chance to process the information 

provided more deeply, and generate some thoughts before answering other questions. 

Besides the attitude and purchase intention of the two brands in the alliance, one 

more question for each brand was added to investigate the feedback effect. They were 

asked to evaluate their purchase intention for a new product of each brand. To prevent 

the bias of extendibility of the two brands to these two new products, the two new 

products were only product line extensions that differed in volume from the current 

products of each brand. Considering the possibility that the perceived responsibility 

might be influenced by relative marketing ability of both brands in the alliance, the 

participants were asked to rate the marketing ability of Bomy and Lay’s for 

manipulation check. (Please see Appendix 4 for the complete questionnaire.) 

 

Study 2C 

The product “assorted fruit cornflakes” in Studies 1, 2A, and 2B might be a little 

difficult for the participants to process, and they might be confused about this new 

product concept. Further, the product name was too long such that some participants 

chose to pause after two brand names in order to keep the structure “balanced”. 
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Although the researcher selected Lay’s, instead of Pringles, through pretests in Study 

2B to avoid the unequal familiarity and likability of the two brands in the alliance, 

Lay’s was still perceived to be more familiar and favored than Bomy (see Table 5). 

Therefore, based on additional pretests, Lin Feng Ying and Pringles were chosen to be 

the brands in a new alliance, and the extension product was cup soup (familiarity: Lin 

Feng Ying = 5.06, Pringles = 5.12, t(32) = -.34, p = .73; likability: Lin Feng Ying = 

5.00, Pringles = 4.85, t(33) = .55, p = .59; extendibility: Lin Feng Ying = 2.97, 

Pringles = 2.88, t(33) = .32, p = .75). The design and procedure of Study 2C was the 

same as Study 2B. (Please see Appendix 5 for the complete questionnaire.) Due to the 

high likability of both brands, there might be a ceiling effect when the co-branded 

extension product succeeds. Therefore, only product failure was manipulated in Study 

2C. Table 6 summarized the experimental design of all studies in the current research. 
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Table 6  Experimental Design of All Studies 

Expressions Study 1 Study 2A Study 2B Study 2C Study 3 

The By Exp. 
波蜜什錦水果玉米脆片

－品客生產 
波蜜什錦水果玉米脆片

－品客出品 
波蜜什錦水果玉米脆片

－樂事出品 
林鳳營杯湯－

品客出品 
Tropicana puff 

pastry by Pringles 

The V-ing Exp. 
波蜜生產的品客什錦水

果玉米脆片 
波蜜推出的品客什錦水

果玉米脆片 
波蜜推出的樂事什錦水

果玉米脆片 
林鳳營推出的

品客杯湯 － 

The Possessive Exp. － 波蜜的品客什錦水果玉

米脆片 
波蜜的樂事什錦水果玉

米脆片 
林鳳營的品客

杯湯 
Tropicana’s 

Pringles puff pastry 

The Simple Exp. 
波蜜品客什錦水果玉米

脆片 
波蜜品客什錦水果玉米

脆片 
波蜜樂事什錦水果玉米

脆片 
林鳳營品客杯

湯 
Tropicana Pringles 

puff pastry 

The Hyphen Exp. － － － － Tropicana-Pringles 
puff pastry 

Dependent Variables Association Responsibility 
Feedback Effect 

Responsibility 
Feedback Effect 

Responsibility 
Feedback Effect 

Association 
Responsibility 

Feedback Effect 

Manipulation of the 
Feedback Effect － Success/Failure Success/Failure Failure Failure 
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3.2.2  Results and Analyses 

The participants in Studies 2A, 2B, and 2C were asked to choose a pause point in 

the expression that they had seen. The underlying language structure could be 

determined by the pause point to demonstrate the existence of the head brand in an 

expression. For the V-ing, the possessive, and the simple expressions, if a participant 

paused between two brands in the expression, it can be inferred that the brand 

appearing after the initial brand is the head brand because it was connected with the 

product first. However, if the two brands in an expression were combined first, the 

participants would pause before the extension product. It means there was not a head 

brand in their minds because the product was separated from those two brands in the 

first round of combination. 

In the by expression, the extension product stands between the two brands. 

Participants could either choose to pause between the head brand and the product, or 

between the product and the modifier brand. The former situation means that the 

modifier brand was combined with the product first because the pause point separated 

the head brand and the product, whereas the latter case means that the product was 

connected with the head brand initially. Participants who paused illogically between 

two Chinese words that belong to one term were taken as inattentive to the task and 

excluded in the following analyses. For example, “Lin Feng, Ying’s Pringles cup 

soup” would be an illogical answer because “Lin Feng Ying” is a brand name and the 

three words should not be processed separately. Overall, 1,010 participants were 

included in the analyses (375 males and 631 females; average age 19.90 years). 

 

The Language Structure 

Table 7 shows how those participants connected the three concepts (i.e., two 
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brands and one product) in an expression in the beginning of the composite concept 

formation process. The results of the V-ing and the possessive expressions were quite 

similar. In the V-ing expression, more than 90% of the participants paused between 

the two brands, meaning they combined the head brand and the product first. As for 

the possessive expression, although there were 14.28% of participants in Study 2A 

(Bomy and Pringles), and 37.11% in Study 2B (Bomy and Lay’s) who paused before 

the extension product, most participants paused between the two brands. These results 

showed that there was a common language structure in most participants’ minds when 

exposed to the V-ing and the possessive expressions (Please see Figure 3 for the 

language structure of the possessive expression, which is also similar to the structure 

of the V-ing expression.). The participants first combined the product and the head 

brand, which is close to the product. Therefore, the head brand did exist in their 

minds. 

 

Table 7  The Pause Point in the Expressions of Study 2A, 2B, and 2C 

The By Expression: A Product by B Study 2A (%) Study 2B (%) Study 2C(%) 
Combine the Head Brand and the Product First 47.69 79.76 96.43 
Combine the Modifier Brand and the Product First 52.31 20.24 3.57 

The V-ing Expression: A producing, B Product Study 2A (%) Study 2B (%) Study 2C(%) 
Combine the Head Brand and the Product First 90.63 94.29 95.08 
Combine Two Brands First 9.37 5.71 4.92 

The Possessive Expression: A’s B Product Study 2A (%) Study 2B (%) Study 2C(%) 
Combine the Head Brand and the Product First 85.72 62.89 96.67 
Combine Two Brands First 14.28 37.11 3.33 

The Simple Expression: A B Product Study 2A (%) Study 2B (%) Study 2C(%) 
Combine the Head Brand and the Product First 8.23 7.95 70.37 
Combine Two Brands First 91.77 92.05 29.63 

Note : Sample sizes of Studies 2A, 2B, and 2C were 394, 382, and 234, respectively. 
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Figure 3  The Structure of the Possessive Expression 
Note: N = Noun; NP = Noun Phrase. 

 

The result of the by expression in Study 2A was unusual because more than a 

half of the participants did not pause at the comma. This unreasonable situation might 

due to the presentation of the question in Study 2A. The participants were provided 

several blanks between each two words for them to select an appropriate pause point. 

They might decide to choose some places else other than the comma since the comma 

already refers to a pause. In Studies 2B and 2C, the comma was excluded in this 

specific question (but remained in other questions of the questionnaire) hence, as 

expected, most participants chose to pause after the product as the comma indicating 

(Please see Figure 2 for the language structure of the by expression). 

Whether the participants paused between or after the two brands, either 

composite formation process is reasonable for the simple expression. There are no 

semantic clues for consumers to decide whether to combine two brands first (see 

Figure 4) or the head brand and the product first (similar to the structure of the 

possessive expression in Figure 3) when exposed to this expression. Consequently, the 

language structure of the simple expression in their minds could be influenced by the 

relative length of the product or brand name in the expression. The co-branded 

product’s name in Studies 2A and 2B (assorted fruit cornflakes) was longer than the 
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product’s name in Study 2C (cup soup). As a result, in Studies 2A and 2B most people 

combined the two brands first, and paused before the product. However, in Study 2C 

most participants connected the head brand and the product first, and paused between 

the two brands.  

 

 

Figure 4  The Structure of the Simple Expression 
Note: N = Noun; NP = Noun Phrase. 

 

Perceived Responsibility 

Hypotheses 1b and 2b contrast the competing strength of the initial and head 

brands toward the perceived responsibility for the product in a composite brand 

extension expression. Table 8 presents the results of t tests comparing the 

responsibility scores against zero (i.e., absolute responsibility). If the mean score was 

lower than zero, it means participants considered brand A (Bomy or Lin Feng Ying) to 

be more responsible for the co-branded product. If the score was higher than zero, it 

means brand B (Pringles or Lay’s) was thought to have more responsibility for the 

product. 
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Table 8  Results of Analyses for Absolute Responsibility 

 Study 2A 
Brand A = Bomy 

Brand B = Pringles 

Study 2B 
Brand A = Bomy 
Brand B = Lay’s 

Study 2C 
Brand A = Lin Feng Ying 

Brand B = Pringles 

A=Initial The By Expression : Brand A Product by Brand B 
Responsibility M (SD) t(37) r M (SD) t(40) r M (SD) t(29) r 

Overall .08(1.76) .28 .05 .44(1.94) 1.45* .22 .23(1.65) .77 .14 
Marketing .53(1.72) 3.51*** .50 1.24(1.64) 4.86*** .61 .53(1.68) 1.74** .31 
B=Initial The By Expression : Brand B Product by Brand A 

Responsibility M (SD) t(42) r M (SD) t(43) r M (SD) t(25) r 
Overall .53(1.72) 2.04** .30 .18(1.81) .67 .10 .04(2.01) .10 .02 

Marketing .11(2.05) .37 .06 .41(2.05) 1.32* .20 -.35(2.12) -.83 .16 
A=Initial The V-ing Expression : Brand A producing, Brand B Product 

Responsibility M (SD) t(58) r M (SD) t(53) r M (SD) t(32) r 
Overall .03(1.81) .14 .02 - .50(1.66) -2.22** .29 - .82(1.57) -2.99*** .47 

Marketing - .29(1.90) - 1.16 .15 - .43(2.02) -1.55* .21 -.52(1.64) -1.80** .30 
B=Initial The V-ing Expression : Brand B producing Brand A Product 

Responsibility M (SD) t(54) r M (SD) t(54) r M (SD) t(27) r 
Overall  .67(1.69) 2.95*** .37 1.56(1.03) 11.24*** .84  .82(1.79) 2.43** .42 

Marketing 1.20(1.28) 6.94*** .69 1.87(1.12) 12.37*** .86 1.58(1.23) 6.76*** .79 
A=Initial The Possessive Expression : Brand A’s Brand B Product 

Responsibility M (SD) t(54) r M (SD) t(51) r M (SD) t(29) r 
Overall - .33(1.82) -1.34* .18 - .62(1.81) -2.46*** .33 - .50(1.53) -1.80** .32 

Marketing - .29(1.94) -1.11 .15 - .08(1.83) - .30 .04 - .32(1.78) -1.01 .18 
B=Initial The Possessive Expression : Brand B’s Brand A Product 

Responsibility M (SD) t(57) r M (SD) t(46) r M (SD) t(29) r 
Overall  .88(1.53) 4.37*** .50 1.04(1.23) 5.80*** .65  .37(1.75) 1.15 .21 

Marketing 1.12(1.48) 5.78*** .61 1.19(1.23) 6.66*** .70 1.53(1.22) 6.86*** .79 
A=Initial The Simple Expression : Brand A Brand B Product 

Responsibility M (SD) t(42) r M (SD) t(43) r M (SD) t(26) r 
Overall  .33(1.55) 1.37* .15  .45(1.58) 1.91** .26 - 30(1.46) -2.50*** .44 

Marketing  .44(1.62) 1.79** .27 1.09(1.48) 4.90*** .59  .41(1.65) 1.29 .25 
B=Initial The Simple Expression : Brand B Brand A Product 

Responsibility M (SD) t(40) r M (SD) t(42) r M (SD) t(26) r 
Overall  .49(1.43) 2.18** .36 1.09(1.48) 4.85*** .60 - .19(1.57) - .61 .07 

Marketing  .46(1.36) 2.18** .28 1.19(1.33) 5.84*** .67  .26(1.56) .86 .16 
Note 1: * p < .10, ** p < .05, *** p < .01, one-tailed. 
Note 2: Sample sizes of Studies 2A, 2B, and 2C were 394, 382, and 234, respectively. 
Note3: The range of the mean score was -3 to 3. The lower the score was, the more 

responsibility Brand A (Bomy or Lin Feng Ying) was perceived to have for the 
product. The higher the score was, the more responsibility Brand B (Pringles 
or Lay’s) was perceived to have for the product. 
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The results of t tests for the V-ing and the possessive expressions were quite 

similar. Most of the mean scores of the overall and marketing responsibility support 

H2b, the initial position hypothesis, especially when the international brand, Pringles 

or Lay’s, was the initial brand. However, the results of the by and the simple 

expressions seem to be confounded by perceived brand strength, such as brand 

familiarity, likability, or perceived marketing ability. (See Table 5 for the results of the 

manipulation checks.) In Studies 2A and 2B, most scores of the by and the simple 

expressions are higher than zero. It means that when a stronger international brand 

and a relatively weaker national brand launch a new product with a product name as 

in the by and the simple expressions, no matter which brand is in the initial position, 

consumers would think the stronger international brand would have more 

responsibility for the co-branded product. In Study 2C, the results show less influence 

by perceived brand strength because the local brand Ling Feng Ying is also strong and 

perceived to perform well in marketing in Taiwan. 

Table 9 shows the results of comparing the perceived responsibility scores 

between two brand orders in one expression (i.e., relative responsibility). If the score 

when brand B was the initial brand was significantly higher than when brand A was 

the initial brand, then the initial brand was perceived to have more responsibility for 

the product. That is, when one brand’s location in the expression was changed from 

the initial position to the other position, the perceived responsibility would shift to the 

other partner brand in the alliance. 

The results of the V-ing and the possessive expressions support H2b, the initial 

position hypothesis. Most of the responsibility scores were significantly higher when 

brand B (Pringles or Lay’s) was the initial brand than when brand A (Bomy or Lin 

Feng Ying) was in the initial position. However, the scores between two brand orders 
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did not show significant differences in the simple expression, though most of the 

mean scores were still higher when brand B was the initial brand than when brand A 

was in the initial position. Since there were neither semantic clues nor other words in 

the expression to guide their processing, participants may have perceived both brands 

to have relatively equal responsibility for the co-branded product. 

 

Table 9  Results of Analyses for Relative Responsibility 

 Study 2A 
Brand A = Bomy 

Brand B = Pringles 

Study 2B 
Brand A = Bomy 
Brand B = Lay’s 

Study 2C 
Brand A = Lin Feng Ying 

Brand B = Pringles 

The By Exp. Brand A Product by Brand B vs. Brand B Product by Brand A 

Responsibility t(79) Effect 
Size r 

t(83) Effect 
Size r 

t(54) Effect 
Size r 

Overall 1.18 .13 - .63 .07 - .40 .05 
Marketing -1.94** .21 -2.06** .22 -1.73** .23 

The V-ing Exp. Brand A producing, Brand B Product vs. Brand B producing, Brand A Product 

Responsibility t(112) r t(107) r t(59) r 
Overall 1.94** .18 7.82*** .60 3.82*** .45 
Marketing 4.86*** .42 7.37*** .58 5.53*** .58 

The Possessive Exp. Brand A’s Brand B Product vs. Brand B’s Brand A Product 

Responsibility t(111) r t(97) r t(58) r 
Overall 3.82*** .34 5.28*** .47 2.04** .26 
Marketing 4.37*** .38 4.00*** .38 4.73*** .52 

The Simple Exp. Brand A Brand B Product vs. Brand B Brand A Product 

Responsibility t(82) r t(85) r t(52) r 
Overall  .50 .10 1.95** .21 1.26 .19 
Marketing  .07 .01  .32 .04 - .34 .05 

Note 1: * p < .10, ** p < .05, *** p < .01, one-tailed. 
Note 2: Sample sizes of Studies 2A, 2B, and 2C were 394, 382, and 234, respectively. 
 

As for the by expression, there was no significant difference on overall 

responsibility between two brand orders. However, the results of marketing 

responsibility shows that the modifier brand, which is not even in the initial position, 

was perceived to be more responsible for the co-branded extension product in 
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comparison to the head brand in the initial position. 

 

Feedback Effects 

 Hypotheses 1c and 2c predict the competing relative feedback effect of the head 

brand and the initial brand  in a composite brand expression due to the performance 

of the co-branded extension product. The pre-attitudes and the post-attitudes, 

including both likability and purchase intention of each brand, were collected in three 

studies. The feedback effect of each brand in the alliance was computed by 

subtracting the pre-attitude asked in the beginning of the questionnaire from the 

post-attitude evaluated after the product performance manipulation, and then divided 

by the pre-attitude. A score higher than zero represents a positive feedback effect, 

whereas a score lower than zero shows a negative feedback effect. Another indicator 

of feedback effect was the purchase intention of a new product line extension, ranged 

from 1 to 7, introduced by each brand respectively. Table 10 presents the average 

scores of each brand’s feedback effect and the results of t tests comparing the scores 

against zero in both success and failure context of the three studies. 

Unfortunately, the manipulation of product performance did not seem to be 

effective. The purchase intention of the new extension product of each brand was not 

higher when the co-branded product succeeded than when it failed. Also, the likability 

and purchase intention of each brand were biased by the relative brand strength in 

Studies 2A and 2B. No matter how the extension product performed, the stronger 

international brand, Pringles or Lay’s, received negative feedback effect, whereas the 

weaker national brand, Bomy, received positive feedback effect. Comparing the 

feedback effect scores of each brand in the alliance between two brand orders in one 

expression, the results did not show a clear pattern supporting H1c or H2c. 
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Table 10  Feedback Effects in Study 2A, 2B, and 2C 

Success/ 
Failure 

Feedback 
Effect of 

Brand 
A/B 

Variable 

Study 2A 
Brand A=Bomy 

Brand B=Pringles 

Study 2B 
Brand A=Bomy 
Brand B=Lay’s 

Study 2C 
Barnd A=Lin Feng Ying 

Brand B=Pringles 
M (SD) t(df) M (SD) t(df) M (SD) t(df) 

Success 

A 

Likability  .06( .25) 3.24(197)*** .05( .26) 2.64(188)*** naa na 
Intention  .04( .35) 1.71(197)*  .02( .29)  .84(188) na na 

New 
Product 

nab na 4.55(1.57)  na na 

B 

Likability - .00( .22) - .14(197) - .01( .21) - .61(188) na na 
Intention - .00( .35) - .13(196) - .02( .23) - .94(188) na na 

New 
Product 

na na 4.49(1.48) na na na 

Failure 

A 

Likability .03( .23) 1.82(189)*  .03( .31) 1.28(180)  .01( .15) 1.13(230) 
Intention .04( .33) 1.61(189) - .01( .26) - .72(181) - .02( .21) -1.68(230)* 

New 
Product 

na na 4.48(1.56) na 4.80(1.48) na 

B 

Likability - .04( .22) -2.28(189)**  .02( .33)  .61(180) - .06( .19) -4.62(229)*** 
Intention - .02( .28) -1.02(189) - .05( .23) -3.05(181)*** - .04( .30) -2.24(230)** 

New 
Product 

na na 4.87(1.40) na 4.81(1.57)) na 

Note 1: * p < .10, ** p < .05, *** p < .01. 
Note 2: a In Study 2C, only product failure was manipulated. 
Note 3: b The purchase intention of another line extension product of each brand was Note 4: asked only in Studies 2B and 2C. 
Note 5: Sample sizes of Studies 2A, 2B, and 2C were 394, 382, and 234, respectively. 
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3.2.3  Integrating Across the Results 

To estimate the general strength of the initial position hypothesis relative to the 

responsibility scores, meta-analyses were conducted. The author first conducted 

homogeneity tests before aggregating the results to determine whether the results 

came from the same underlying distribution of results (Rosenthal 1991; Rosenthal and 

Rosnow 1991). Further, the author calculated the number of null results that must be 

in file drawers before the overall probability of a type 1 error can be just brought to p 

= .05. This number of filed studies, or the tolerance for future null results can then be 

used to judge whether such a tolerance level is small enough to threaten our overall 

conclusions. The results of the by expression in three studies obviously differed from 

other three expressions and might be biased by the unusual structure in Chinese 

language. Thus, only the V-ing, the possessive, and the simple expressions were 

included in the meta-analyses. Table 11 presents the results of the meta-analyses. 
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Table 11  Meta-Analyses of Studies 2A, 2B, and 2C 

 Variable Number 
of 

Results 

Homogeneity 
Test 

Combine 
Studies 

Drawer 
Files 

 χ2 or Za p Effect Size (r) X 
Absolute 

Responsibility 
(The V-ing and 

Possessive Exp.) 

Overall 10 12.42 >.10 .39 253 
Marketing National Brand 6 1.54 >.10 .16 12 

International Brand 6 10.90 >.05 .74 549 
Comparison 2 9.32  <.01 na na 

Relative 
Responsibility 
(The V-ing and 

Possessive Exp.) 

Overall Bomy / Lay’s 2 1.30 .10 .54 54 
Bomy or Lin Feng 

Ying / Pringles 
4 3.91 >.10 .30 45 

Comparision 2 3.42 <.01 na na 
Marketing 6 6.44 >.10 .47 323 

Absolute 
Responsibility 

(The Simple Exp.) 

Overall National Brand 2 .42  >.10 -.25 2 
International Brand 2 1.56  .06 .44 10 

Comparison 2 4.43  <.01 na na 
Marketing 4 49.07 <.01 na na 

Relative 
Responsibility 

(The Simple Exp.) 

Overall 2 .87 >.10 .10 na 
Marketing 2 .12 >.10 .02 na 

Note 1: a The statistic is χ2 when comparing more than two results but Z when comparing two results. 
Note 2: The results of the V-ing and Possesive Expressions included Studies 2A, 2B, and 2C. The results of the simple expression included only 

Studies 2A and 2B. 
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The Absolute Responsibility: The V-ing and the Possessive Expressions 

Because of the similarity of the syntax structures in the V-ing and the possessive 

expressions, 12 results of these two expressions (2 expressions x 3 studies x 2 brand 

orders) were compared. 

 

Overall Responsibility.  Two of the 12 results, including one in the opposite 

direction, were excluded in this analysis because the distribution underlying those two 

differed significantly from the remaining results. The heterogeneity of these two 

results may be due to the unequal participants’ perceptions of the marketing ability or 

likability of the partners in an alliance (see Table 5). For example, when participants 

were exposed to the expression “Bomy producing, Pringles assorted fruits cornflakes” 

in Study 2A, the overall responsibility score was slightly higher than zero. It means 

that participants thought Pringles should have at least half of the responsibility for the 

co-branded product, even if Bomy was the initial brand. 

The other case that showed the interference of brand strength was the expression 

“Lay’s producing, Bomy assorted fruits cornflakes” in Study 2B. The overall 

responsibility score was the highest among all the results and the standard deviation 

was relatively small. It means most participants perceived that when Lay’s was in the 

initial position it would have more responsibility for the co-branded product. However, 

this perception did not occur when the participants were exposed to the expression 

“Pringles producing, Bomy assorted fruits cornflakes” in Study 2A. The reason for 

this difference may be that Lay’s reputation and market share had been increasing in 

Taiwan. Compared to other potato chips brands, it has more flavors of chips, and 

some of them are low-calories, low-fat, or lightly salted. Consumers, especially 

females, may have had a relatively more positive attitude toward Lay’s, compared to 
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Pringles. There were more than 60% young female participants in these three studies. 

Their attitudes of Lay’s were quite positive (likability: male = 4.94, female = 5.10, 

t(379)= 1.47, p = .17; purchase intention: male = 5.02, female = 5.26, t(380)= 1.85, p 

= .06). As a result, it strengthened the influence of the initial brand when Lay’s was in 

the initial position. 

Except for these two results, the distribution of the remaining 10 results were 

homogeneous (χ2 (9) = 12.42). Across the studies the brand in the initial position was 

perceived to have more overall responsibility for the new product. An average effect 

size of r = .39 is relatively strong. Further, it would take a large number of null results 

(253) to mitigate this effect. 

 

Marketing Responsibility.  All the brand alliances in these studies were 

composed of an international brand (i.e., Pringles or Lay’s) and a national brand (i.e., 

Bomy or Lin Feng Ying). The 12 results were split into two groups: (1) the 

international brand in the initial position and (2) the national brand in the initial 

position. When the national brand was in the initial position, the distribution of the six 

results were homogeneous (χ2(5) = 1.54), and the average effect size r was .16. It 

would take an additional 12 studies filed away to change the combined significant 

results to just significant at p = .05. 

When the international brand was in the initial position, the distribution of those 

six results was homogeneous (χ2(5) = 10.90), and the average effect size r was .74. 

Now it would take at least 549 unreported studies averaging null results to bring these 

results to significance at p = .05. When an international brand was in the initial 

position, consumers considered it to have more responsibility for marketing than the 

other national partner in the alliance. However, when the national brand was in the 
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initial position, the responsibility score only shifted to the national brand slightly. 

Consumers still thought the international brand would have almost half of the 

marketing responsibility. 

Then those two average effect sizes were compared to find out if there was a 

significant difference between the marketing responsibility scores when the 

international brand or the national brand was in the initial position. The difference 

between the marketing responsibility scores when the international or the national 

brand was in the initial position was significant (Z = 9.32, p < .01). Compared to a 

weaker national initial brand, a strong international brand in the initial position would 

be perceived to have most responsibility for marketing the new product. 

Regardless of whether a national or international brand was in the initial position, 

the initial brand was perceived to have responsibility for marketing the new product. 

This effect of r = .74 for the international brand was quite large. When the national 

brand was in the initial position, the effect was smaller but still supportive of the 

thesis that the initial brand in a composite brand extension expression would be 

perceived to be more responsible for marketing the new product. 

 

The Relative Responsibility: The V-ing and the Possessive Expressions 

To further test the efficacy of the initial brand’s superiority, the author had 

compared the effects of the same brand in the initial position relative to when it was 

the head brand. There were six results (2 expressions x 3 studies) that provided an 

opportunity to test the difference between these two brand orders for the V-ing and the 

possessive expressions.  

 

Overall Responsibility.  Due to the heterogeneity between two results (the V-ing 
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and the possessive expressions in Study 2B) and others, the six results was split into 

two groups: (1) Study 2B: Bomy/Lay’s, and (2) Studies 2A and 2C Bomy/Pringles and 

Lin Feng Ying/Pringles. As mentioned above, Lay’s was more favored by the 

participants such that the influence of the initial brand was strengthened when Lay’s 

was in the initial position. As a result, the t values of these two results were larger than 

others. The distribution of these two results were homogeneous (Z(1) = 1.30), and the 

average effect size r was .54. It would take an additional 54 studies filed away to 

change the combined significant results to just significant at p = .05. Each brand in the 

alliance was perceived to have more responsibility when it was in the initial position 

than when it was the head brand. 

Except for these two results, the distribution of the other four results were 

homogeneous (χ2 (3) = 3.91). Across the results the brand in the initial position was 

perceived to have overall responsibility for the new product. The average effect size r 

was .30, and it would take 45 unreported studies averaging null results to mitigate this 

effect. The same pattern that a brand would be perceived to have more responsibility 

when it shifted from being the head brand to the initial position still held across these 

four results. As expected the difference between these two effect sizes was significant 

(Z(1) = 3.42, p < .01). 

 

Marketing Responsibility.  All six results support the initial position hypothesis, 

and they were homogeneous (χ2 (5) = 6.44). The average effect size r was .47, and 323 

unreported studies averaging null results would bring the results to be significant at p 

= .05. Again, across results, when a brand was in the initial position of a composite 

brand extension expression, it was perceived to have more responsibility for 

marketing the new product than when it was the head brand. 
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The strength of the initial brand and the head brand could be separated by 

creating new expressions that differ from the expression in previous research. The 

results of meta-analyses for the V-ing and the possessive expressions showed the 

strong connection between the initial brand and the extension product. However, the 

V-ing and the possessive expressions were influenced by semantic meanings. The 

words “producing” or the possessive were clues that suggest consumers to process 

those expressions according to the meaning of the words and the syntax structure as 

well. Therefore, since the simple expression contained only two brands and the 

product without any other words or symbols, the aggregate results of t tests for the 

simple expression were examined. 

 

The Absolute Responsibility: The Simple Expression 

In comparison to other expressions, participants’ interpretation of the simple 

expression was more complicated. There were no clues for them to decide whether to 

combine the two brands first or to connect the latter one with the product first. If they 

chose to combine the two brands first, the head brand did not exist in their minds. 

Furthermore, the participants were more sensitive to the length of the words or the 

expression itself and the brand strength without the implication of other words. In 

Studies 2A and 2B most people tended to combine the two brands first, and paused 

between the latter brand and the product due to the long product name. On the other 

hand, in Study 2C most participants chose to combine the head brand and the product 

first, and paused between the two brands because the product name was shorter. 

All the brand alliances in Studies 2A, 2B, and 2C were composed of an 

international brand and a national brand. The international brands in Study 2A (i.e., 

Pringles) and 2B (i.e., Lay’s) were perceived to be stronger than the national brand 
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(i.e., Bomy). But in Study 2C the national brand (i.e., Lin Feng Ying) was perceived 

to be even stronger than the international brand (i.e., Pringles) (see Table 5). Due to 

this heterogeneity between Study 2C and the other two studies, only Studies 2A and 

2B were included in the following meta-analyses. 

Another important issue would be the homogeneity of the syntax structure in the 

participants’ minds. There were two reasonable possibilities where the participants 

would choose to pause in the simple expression, and those two groups should be 

analyzed separately. However, most participants paused between the latter brand and 

the product in Studies 2A and 2B, which means a head brand did not exist in their 

minds. Thus, the few participants who paused between the two brands were excluded 

from the meta-analyses because the sample size was too small to produce valid test 

results. 

For the simple expression each t test that tested the responsibility score against 

zero could be viewed as a single result. Thus, four results (2 studies x 2 brand orders) 

were included in the meta-analyses. 

 

Overall Responsibility.  All the brand alliances in these results were composed 

of one international brand and one national brand. Again, four results were split into 

two groups: (1) the international brand in the initial position and (2) the national 

brands in the initial position. When the initial brand was an international brand, the 

distribution of those results were homogeneous (Z(1) = 1.56), and the average effect 

size r was .44. In this situation, it would take 10 unreported studies averaging null 

results to bring the results just to a significant level. This result means that when an 

international brand was in the initial position, consumers perceived it to have more 

overall responsibility than the other national partner in the alliance. 
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When the initial brand was a national brand, the distributions of these results 

were homogeneous (Z(1) = .42), and the average effect size was r = - .25. If there are 

two additional studies filed away averaging null results, then the combined significant 

results would become just statistically significant at p = .05. Even when the national 

brand was in the initial position, the responsibility scores were still higher than zero 

(note the negative sign for r). Consumers would still think the international brand 

would have more responsibility. 

The difference between these two average effect sizes was significant (Z = 4.43, 

p <.01).The perceived responsibility of the international brand would be significantly 

more when it was in the initial position of the expression, though it would still be 

perceived to have more responsibility than the national brand for the new product 

even if it was not the initial brand. 

 

Marketing Responsibility.  The four results were significantly heterogeneous 

(χ2(3) = 49.07). Thus, the results of the t tests could not be aggregated. However, all 

the single t test results showed that no matter whether the international or the national 

brand was in the initial position, the responsibility scores were all higher than zero. It 

means the international brand was always perceived to have more responsibility than 

its national partner. 

 

3.2.4  Conclusion and Discussion 

In these three studies, the competing hypotheses H1b-c and H2b-c considering 

the effects of the head brand or the initial brand in a composite brand extension 

expression were examined. One expression (the by expression) used in previous 

research was adopted, and other three expressions (the V-ing, the possessive, and the 
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simple expressions) that separate the head brand from the initial position of these 

expressions were also used. The results of the V-ing and the possessive expressions 

support the prediction that the initial brand, instead of the head brand, will be 

perceived to have more responsibility for the co-branded extension product. However, 

consumers’ thoughts about the simple expression were more complicated because 

there was no semantic clue to help them generate the idea about the alliance and the 

co-branded product. As a result, the influence of other factors, such as relative brand 

strength of the two brands in the alliance, was more obvious in the simple expression, 

although the effect of the initial brand still revealed. 

The results of the by expression show that the modifier brand, which was not 

even in the initial position, was perceived to be more responsible for the co-branded 

product. This finding conflicts with the predictions of both H1b and H2b. According 

to the model of the composite concept formation process, the head brand should be 

perceived to be more responsible for the product. Also, the head brand stands in the 

initial position of the by expression. The effect of the head brand should be 

strengthened by its position. It seems that the participants’ perceptions toward the 

composite brand extension not only depended on the word order and the structure of 

the expression, but was also biased by the semantic meaning of the words in the 

expression. The effect of the modifier brand was somehow strengthened by the word 

“by” (i.e., “出品” in Chinese). Participants might consider the modifier brand as a 

producer of the co-branded product hence it should take more responsibility for it. 

Moreover, the structure of the by expression was so unusual in Chinese language that 

participants might be confused and have trouble processing it. Since the main question 

of the current research came from the confusion of the head brand also being in the 

initial position of this expression, it is necessary to compare the by expression and 
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other expressions that separate the effects of the head brand and the initial brand in 

English. 

The results of these three studies did not show a clear pattern whether the head 

brand or the initial brand would receive a stronger feedback effect. Even the 

manipulation of the composite brand extension product performance seems not to be 

effective. The influence of one brand on its partner in an alliance has been 

demonstrated in previous research (e.g., Levin, Davis, and Levin 1996; Simonin and 

Ruth 1998; Washburn, Till, and Priluck 2004). When the familiarity, likability, or 

equity of two brands are unequal, the weaker brand is more likely to benefit from the 

alliance, and the stronger brand might receive a negative feedback effect, even if 

consumers have no information about the performance of the co-branded product. The 

feedback effect in the three experiments of the current research might be biased by 

unequal brand strength, though the efforts of searching for appropriate brands have 

been made in every study. 

Furthermore, consumers’ attitudes toward an existing brand might hardly be 

changed due to a single piece of information about the performance of a new 

co-branded extension product. The change of attitude should appear and be 

strengthened by multiple information sources about the brand. It does not mean that 

the two brands in an alliance will not be affected by the performance of the 

co-branded product. Under the limitation of experimental study, other indicators of the 

feedback effect should be developed, and the method of manipulating should be 

modified to detect the influence of the product performance on the two brands. 
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CHAPTER 4  STUDY 3 IN THE UNITED STATES 

 

The main question of the current research came from the suspicion that the head 

brand of a composite brand expression (i.e., the by expression) in the previous 

research was also in the initial position. In addition to the by expression, three other 

expressions that separate the effect of the head brand and the initial brand were 

created and tested in Chinese language. Although the effect of the initial brand was 

demonstrated in the four studies of the current research, the generalizability of the 

findings could be enhanced by conducting another experiment and testing the 

hypotheses in English language. If the finding of the experiment in the US using 

English language is consistent with that in Taiwan using Chinese language, then the 

different results between the previous and this research cannot be attributed to the 

differences of languages or cultures. Further, the by expression translated from 

English is unusual in Chinese language, though it should be included as the only 

expression that the head brand also stands in the initial position in the present research. 

To conduct the experiment including the by expression in English language provides 

an opportunity to compare the findings with the previous research using exactly the 

same expression. 

Study 3 replicated Study 2C with appropriate adjustments and was conducted 

using on-line questionnaire in English language in the United States. The participants 

in this study were panel members from an on-line survey company. To make certain 

that all the participants were able to process English well and also familiar with the 

stimuli (i.e., the two brands and the extension product in the alliance), people who are 

not native English speakers or have lived in any other countries outside the United 

States for more than five years in the past 10 years were excluded from this study. All 
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the hypotheses of this research were examined in Study 3. To test the hypotheses, the 

by, the possessive, and the simple expressions that used in Studies 2C were adopted. 

Another common expression “Brand A-Brand B Product” (named “the hyphen 

expression”) was also used in Study 3. The two hypotheses, H1d and H2d, about the 

use of hyphen were not tested in those studies in Taiwan because the hyphen is not a 

typical type of punctuation in Chinese language. People in Taiwan may not know how 

to use a hyphen they may therefore misinterpret the expression. 
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4.1  Stimuli Creation and Procedure 

The stimuli used in those studies in Taiwan could not be adopted directly in 

Study 3 because consumers in the United States may not be familiar with those brands. 

Even if the international brands, such as Pringles and Lay’s, are also well-known in 

the United States, consumers may have different perceptions or associations toward 

them. Therefore, new stimuli should be selected through pretests for Study 3. 

 

4.1.1  Pretests 

Pretests were conducted to choose two brands and one extension product. 

Besides extendibility, familiarity, likability, and marketing ability that were used to 

select brands and product in Study 2C, more criteria such as consumption frequency, 

product quality, and brand fit were considered in the pretests of Study 3. The efforts 

have been made for these pretests to avoid the possibilities that the unequal brand 

strength or any other brand characteristics of the two brands in the alliance would bias 

the results. 

Similar to those experiments in Taiwan, several fictitious composite brand 

extensions with real brands were created for the pretests. Using seven-point scales, the 

respondents rated the familiarity, likability, consumption frequency, product quality, 

marketing ability, extendibility of each brand, and the brand fit of each alliance. Based 

on the results (see Table 12), a puff pastry introduced by Tropicana and Pringles were 

selected to be the composite brand extension in the following experiment. 

 

Table 12  Results of the Pretest for Study 3 

Brand Familiarity Likability Extendibility Brand Fitness 
M(SD) t(29) M(SD) t(29) M(SD) t(29) M(SD) 

Tropicana 5.57(1.43) 1.54 5.37(1.61) .55 1.97(1.59) .18 3.07(1.93) 
Pringles 5.90(1.06) 5.53(1.46) 2.00(1.53) 
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Brand Consumption 
frequency 

Product Quality Marketing Ability  

M(SD) t(29) M(SD) t(29) M(SD) t(29)  
Tropicana 4.53(2.08) 1.83* 5.57(1.48) .15 5.07(1.57) .51  
Pringles 3.97(1.65) 5.60(1.25) 5.17(1.53)  

* p < .10, ** p < .05, *** p < .01. 
 

4.1.2  Experimental Design of Study 3 

There were four expressions and two brand orders used in Study 3 (see Table 13). 

The participants were randomly assigned to one of the eight groups. The by, the 

possessive, and the simple expressions were adapted from the studies in Taiwan. A 

common composite brand expression, the hyphen expression, including a hyphen 

between two brands was created for this study to test H1d and H2d. 

 

Table 13  Sample Size of Study 3 

Expression The Initial Brand = Tropicana Sample 
Size 

The Initial Brand = Pringles Sample 
Size 

By Tropicana Puff Pastry by Pringles 36 Pringles Puff Pastry by Tropicana 37 
Possessive Tropicana’s Pringles Puff Pastry 36 Pringles’ Tropicana Puff Pastry 37 

Simple Tropicana Pringles Puff Pastry 44 Pringles Tropicana Puff Pastry 43 
Hyphen Tropicana-Pringles Puff Pastry 43 Pringles-Tropicana Puff Pastry 43 

Total Sample Size 319 
 

 

The procedure of this experiment was similar to that of Study 2C. The 

participants were told that the purpose of this research is to collect their thoughts 

about some brands and products. In the beginning of the questionnaire, one of the 

composite brand extension expressions was presented and the participants were asked 

to write down their imagination about this new product. After they generated some 

thoughts about the product, they chose a pause point in the expression they were 

exposed. Then they evaluated the association between the product and each brand in 

the alliance (-3 = associated more with Tropicana, 3 = associated more with Pringles), 
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the ownership of the co-branded product (-3 = belongs to Tropicana, 3 = belongs to 

Pringles), and the overall and marketing responsibility (-3 = Tropicana takes all the 

responsibility, 3 = Pringles takes all the responsibility) of the two brands in the 

alliance using seven-point scales. Then they rated the familiarity, likability, product 

quality, consumption frequency, marketing ability, extendibility, and brand fit of 

Tropicana and Pringles. 

Next, a scenario about one consumer’s unpleasant experience of the co-branded 

product trial was presented. After the participants read the scenario, they were told 

that the unhappy consumer in the scenario is going to make a call to complain. Using 

a seven-point scale, the participants had to evaluate which company they think this 

consumer would more likely to call (-3 = Tropicana, 3 = Pringles). Also, using the 

same seven-point scale they were asked to imagine which brand’s product in the 

future would this consumer decide not to buy according to the scenario. Using this 

scenario to present a consumer’s unpleasant experience, the manipulation of the 

product performance was more authentic, hence a stronger feedback effect might be 

detected in this study. As mentioned in Chapter 3, the attitude of an existing brand is 

hardly changed by a single piece of information. Thus, the two new questions 

mentioned above were used as the indicators of the feedback effect in study 3. The 

scenario and the two questions can not only enhance the participants’ involvement for 

this task, but people should be able to imagine and process this information easily. 

Practically, implications from the answers of these two questions would be more 

insightful to brand managers. (Please see Appendix 6 for the complete questionnaire.) 
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4.2  Results and Analyses 

After filtering out those who are not native English speakers or have stayed in 

other countries for more than five years recently, 319 participants were included in the 

analyses (193 males and 126 females; average age 21.86 years old). 

Table 14 shows the results of manipulation checks. Pringles performed better in 

familiarity and marketing ability, but the participants consumed Tropicana’s product 

more frequently and its products were perceived to be better than Pringles’. However, 

the differences were not large, and there was no significant difference between the 

extendibility and likability scores of two brands. 

 

Table 14  Manipulation Checks for Study 3 

Brand Familiarity Likability Extendibility Brand Fitness 
M(SD) t(318) M(SD) t(318) M(SD) t(318) M(SD) 

Tropicana 5.98(1.29) 4.74*** 5.58(1.32) .62 1.97(1.59) .18 3.44(1.61) 
Pringles 6.21(1.12) 5.53(1.41) 2.00(1.53) 
Brand Consumption 

frequency 
Product Quality Marketing Ability  

M(SD) t(318) M(SD) t(318) M(SD) t(318)  
Tropicana 4.21(1.63) 2.47** 5.79(1.13) 4.16*** 5.04(1.40) 3.27***  
Pringles 3.97(1.54) 5.54(1.31) 5.26(1.35)  

Note 1: * p < .10, ** p < .05, *** p < .01. 
Note 2: Sample size of Study 3 was 319. 

 

4.2.1  The Language Structure 

Table 15 presents how those participants connected the two brands and the 

extension product in an expression in the beginning of the composite concept 

formation process. In the by expression, the head brand was the initial brand as well, 

whereas in other three expressions the head brand, if any, was not in the initial 

position of the expression. There were over 90% of the participants who were exposed 

to the by expression chose to combine the head brand and the product first. That 
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means the structure of this expression in their minds matched the theory and was quite 

consistent among all participants. For the possessive expression, the head brand still 

existed in more than half of the participants’ minds. Others chose to combine two 

brands in the beginning of the process. 

 

Table 15  The Pause Point in the Expressions of Study 3 

Expression Initial Brand = Tropicana % Initial Brand = Pringles % 

By 

Combine the Head Brand and 
the Product First. 

91.67 Combine the Head Brand and 
the Product First. 

94.59 

Combine the Modifier Brand 
and the Product First. 

8.33 Combine the Modifier Brand 
and the Product First. 

5.41 

Possessive 
Combine the Head Brand and 
the Product First. 

69.44 Combine the Head Brand and 
the Product First. 

59.46 

Combine Two Brands First 30.56 Combine Two Brands First 40.54 

Simple 
Combine the Head Brand and 
the Product First. 

45.45 Combine the Head Brand and 
the Product First. 

58.14 

Combine Two Brands First 54.55 Combine Two Brands First 41.86 

Hyphen 
Combine the Head Brand and 
the Product First. 

20.93 Combine the Head Brand and 
the Product First 

46.51 

Combine Two Brands First 79.07 Combine Two Brands First 53.49 
Note: Sample size of Study 3 was 319. 

 

As mentioned in the previous chapters, there would be two reasonable composite 

concept formation processes for the simple expression since there is no clue to 

indicate which two of the three components (i.e., two brands and one product) should 

be combined first. If consumers combine the product and the brand closed to the 

product first, then this brand will be the head brand. If consumers connect the two 

brands first, then there is no head brand in their minds. The results of the simple 

expression show that about half of the participants connected the two brands first, and 

the other half combined the head brand and the product initially. In comparison to the 

results of the studies in Taiwan, this distribution shows that both formation processes 

were adopted evenly by the participants, which fits the prediction of the current 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

67 

research. 

In the hyphen expression, the hyphen between Tropicana and Pringles provides a 

clue for the participants that these two brands should be connected first. Therefore, 

there should not be a head brand in consumers’ minds since the product would not be 

connected with any brands initially. Eighty percent of the participants combined the 

two brands first when seeing the expression “Tropicana-Pringles puff pastry.” 

However, nearly 50% of the participants who saw the expression “Pringles-Tropicana 

puff pastry” paused between the two brands even if these two brands were connected 

by a hyphen. In this situation, the head brand still existed in those participants’ minds. 

 

4.2.2  Association between Each Brand and the Extension Product 

Hypotheses 1a and 2a contrast the strength of the initial brand and the head brand 

toward the perceived association between each brand and the extension product in a 

composite brand expression. The two indicators of associations in Study 3 were 

analyzed separately because the correlation was only .35, though significant. If the 

association scores were negative, the more the product was perceived to be associated 

with or belong to Tropicana. On the other hand, if the scores were positive, the more 

the product was perceived to be associated with or belong to Pringles.  

Table 16 presents the results of t tests comparing the scores against zero (i.e., 

absolute association) and between two brand orders (i.e., relative association). Overall, 

the results of the possessive, the simple, and the hyphen expressions comparing the 

scores against zero support H2a. In the possessive expression, both the association 

and ownership scores were significantly lower than zero when Tropicana was the 

initial brand, but higher than zero when Pringles was the initial brand. That means the 

initial brand was perceived to own and be more closely associated with the 
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co-branded product. The same pattern could also be found in the hyphen expression. 

For the simple expression, only the ownership scores revealed effect of the initial 

brand. The association scores did not significantly differ from zero. Interestingly, the 

results of the by expression differed from other expressions and were also inconsistent 

with both two hypotheses as well as the findings in Study 1 in Chinese language. The 

ownership score was significantly higher than zero when Tropicana was the head 

brand in the initial position, but lower than zero when these two brands exchanged 

their positions. That means the participants considered that the product belongs to the 

modifier brand even if it was not in the initial position of the expression. The 

association scores of both brand orders favored Pringles, but not significant when 

Tropicana was the head brand in the initial position. 

Combining the six homogeneous results (χ2(5) = 5.82) of the association score 

for the possessive, the simple, and the hyphen expressions, the average effect size r 

was .22. It would take 22 unreported studies averaging null results to bring these 

results to significance at p = .05. Due to the heterogeneity among the six results of the 

ownership score for the possessive, the simple, and the hyphen expressions, these 

results were split into two groups according to the initial brand. When Tropicana was 

the initial brand (χ2(2) = 3.81), the average effect size r was .29. It would take an 

additional 10 studies filed away to change the combined significant results to just 

significant at p = .05. When Pringles was the initial brand (χ2(2) = 5.26), the average 

effect size of r = .52 was relatively higher. Now it would take an additional 44 studies 

filed away to change the combined significant results to just significant at p = .05. The 

integrated results of the possessive, the simple, and the hyphen expressions show that 

the product was generally perceived to be more closely associated with and belong to 

the initial brand. This effect was stronger when Pringles was the initial brand than 
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when Tropicana was in the initial position (Z = 2.11, p = .02). 

 

Table 16  The Association and Ownership between Each Brand and the Product 

Expression Variable Absolute 
Initial Brand = Tropicana 
(Comparing against Zero) 

Absolute 
Initial Brand = Pringles 

(Comparing against Zero) 

Relative 
(Compare Two 

Orders) 
M (SD) t(df) r M (SD) t(df) r t(df) r 

By Association  .19(2.07) .56 (35) .09  .68(2.01) 2.04 (36)** .32 1.01 (71) .12 

Ownership  .97(1.66) 3.50 (35)*** .51 - .62(2.09) -1.81 (36)** .29 -3.60 (71)*** .39 

Possessive Association - .72(1.80) -2.41 (35)** .38  .59(1.72) 2.10 (36)** .33 3.19 (71)*** .35 

Ownership -1.08(1.76) -3.69 (35)*** .53 1.32(1.36) 5.94 (36)*** .70 6.55 (71)*** .61 

Simple Association - .18(1.90) - .64 (43) .10 - .09(1.86) - .33 (42) .05 .22 (85) .02 

Ownership - .34(1.67) -1.35 (43)* .20  .88(1.47) 3.95 (42)*** .52 3.63 (85)*** .37 

Hyphen Association - .53(1.49) -2.36 (42)** .34  .44(1.88) 1.54 (42)* .23 2.67 (84)*** .28 

Ownership - .26(1.50) -1.12 (42) .17  .53(1.59) 2.20 (42)** .32 2.37 (84)** .25 

Note 1 * p < .10, ** p < .05, *** p < .01, one-tailed. 
Note 2: Sample size of Study 3 was 319. 
Note 3: The range of the mean score was -3 to 3. The lower the score was, the more 

closely the product was perceived to be associated with Tropicana. The higher 
the score was, the more closely the product was perceived to be associated 
with Pringles. 

 

Further t tests were conducted to compare the scores between two brand orders 

(i.e., relative association). If the perceived association/ownership scores in two brand 

orders are significantly different, the scores shift when Tropicana and Pringles 

exchanges their positions in the expression. Except the association scores of the 

simple expression, all the association and ownership scores of the possessive, the 

simple, and the hyphen expressions were significantly different when Tropicana and 

Pringles exchanged their positions. When Pringles was the initial brand (Tropicana 

was the head brand, if any), the scores were significantly higher than when Tropicana 

was the initial brand (Pringles was the head brand, if any). That means the co-branded 

product was perceived to be more closely associated with and belongs to one brand 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

70 

when this brand was in the initial position in comparison to when it was the head 

brand for these three expressions. For the by expression, only ownership scores 

revealed a significant difference between two brand orders. The participants perceived 

that the modifier brand, which is accompanied with “by” and was not in the initial 

position, owns the product. 

Combining the three homogeneous results (χ2(2) = 5.21) of the relative 

association score for the possessive, the simple, and the hyphen expressions, the 

average effect size r was .22. It would take 10 unreported studies averaging null 

results to bring these results to significance at p = .05. Due to the heterogeneity of the 

result of the possessive expression, only the simple and the hyphen expressions were 

included in the integrating result (Z(1) = .86) of the relative ownership score. The 

average effect size r of these two expressions was .31. It would take at least 11 studies 

filed away to change the combined significant results to just significant at p = .05. 

To test H1d and H2d, t tests were conducted to compare both absolute 

association and ownership scores of the simple and the hyphen expressions because 

the hyphen is the only difference between these two expressions. There were no 

significant differences in both brand orders on both association and ownership scores. 

However, comparing the t tests results of relative association, the effect of initial 

position was stronger in the hyphen expression than in the simple expression (Z = 

1.71, p = .04). 

 

4.2.3  Perceived Responsibility 

Hypotheses 1b and 2b predict the competing strength of the initial and head 

brands on the perceived responsibility for the product in a composite brand extension 

expression. Table 17 presents the t tests comparing the responsibility scores against 
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zero (i.e., absolute responsibility) and between two brand orders (i.e., relative 

responsibility). If the scores were lower than zero, the participants considered 

Tropicana to be more responsible for the co-branded product. On the other hand, if the 

scores were higher than zero, Pringles was perceived to have more responsibility for 

the product. 

In the simple and the hyphen expressions, most of the scores were significantly 

higher than zero when Pringles was the initial brand. But the scores were still positive 

when Tropicana was the initial brand, though not significantly. Combining the six 

homogeneous results (χ2(5) = 8.88) of the marketing responsibility in the possessive, 

simple, and the hyphen expressions, the average effect size r was .22. It would take 21 

unreported studies averaging null results to bring these results to significance at p 

= .05. Thus, the results of the possessive, the simple, and the hyphen expressions 

support H2b. However, for the by expression the opposite pattern showed again. The 

modifier brand, which was not in the initial position of the expression, was perceived 

to be more responsible for the product.
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Table 17  Results of Analyses for Absolute and Relative Responsibility 

Expressions Variable Absolute Responsibility 
Initial Brand = Tropicana 
(Comparing against Zero) 

Absolute Responsibility 
Initial Brand = Pringles 

(Comparing against Zero) 

Relative Responsibility 
(Compare Two Orders) 

M (SD) t(df) r M (SD) t(df) r t(df) r 
By Overall  .64(1.22) 3.14 (35)*** .47 - .73(1.33) -3.35 (36)*** .49 -4.58 (71)*** .48 

Marketing  .42(1.30) 1.93 (35)** .31 - .14(1.46) - .56 (36) .09 -1.71 (71)** .20 
Possessive Overall - .50(1.23) -2.44 (35)** .38 .51(1.07) 2.92 (36)*** .44 3.76 (71)*** .41 

Marketing - .53(1.23) -2.57 (35)*** .40 .35( .86) 2.49 (36)** .38 3.55 (71)** .39 
Simple Overall  .02(1.05)  .14 (43) .02  .51(1.10) 3.05 (42)*** .43 2.13 (85)** .23 

Marketing  .05(1.10)  .27 (43) .04  .47(1.24) 2.46 (42)** .35 1.67 (85) .18 
Hyphen Overall  .12(1.18) .65 (42) .10  .16(1.40) .76 (42) .12  .17 (84) .02 

Marketing  .05(1.31)  .23 (42) .04  .35(1.29) 1.77 (42)** .26 1.08 (84) .12 
Note 1: * p < .10, ** p < .05, *** p < .01, one-tailed. 
Note 2: Sample size of Study 3 was 319. 
Note 3: The range of the mean score was -3 to 3. The lower the score was, the more responsibility Tropicana was perceived to have for the 

product. The higher the score was, the more responsibility Pringles was perceived to have for the product. 
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Further t tests were conducted to compare the responsibility scores between two 

brand orders in an expression (i.e., relative responsibility). If the score when Pringles 

is the initial brand is significantly higher than when Tropicana is the initial brand, then 

the initial brand is perceived to have more responsibility for the product. That is, 

when one brand’s location in an expression is changed from the initial position to the 

other position, the perceived responsibility would shift to its partner brand in the 

alliance. 

Generally, the results of the possessive, the simple, and the hyphen expressions 

support H2b, the initial position hypothesis. Both overall and marketing responsibility 

scores of the possessive expression were significantly higher when Pringles was the 

initial brand than when Tropicana was in the initial position. In the simple expression, 

only overall responsibility scores showed a significant difference when the brand 

order shifted, but the same pattern could be found in the mean scores of marketing 

responsibility. The scores between two brand orders did not show significant 

differences in the hyphen expression, though the mean scores were still higher when 

Pringles was the initial brand than when Tropicana was in the initial position. 

Combining the three homogeneous results (χ2(2) = 3.50) of the possessive, simple, 

and hyphen expressions, the average effect size r of marketing responsibility was .23. 

It would take 12 additional null results to bring these results to significance at p = .05. 

As for the by expression, both overall and marketing responsibility scores were 

significantly higher when Tropicana was the initial brand than when Pringles was in 

the initial position. That means the modifier brand, which is not in the initial position 

either, in the by expression was perceived to have more responsibilities for the 

product. This finding is consistent with and seems stronger than the finding in Study 1, 

but supports neither the prediction of the head brand’s strength nor the expectation of 
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the initial brand’s effect. 

To test H1d and H2d, t tests were conducted to compare both overall and 

marketing responsibility scores of the simple and the hyphen expressions. There were 

no significant differences in both brand orders on two variables. Comparing the 

results of the relative responsibility, no significant difference was found between these 

two expressions. 

 

4.2.4  Feedback Effects 

Hypotheses 1c and 2c predict the competing relative feedback effect of the initial 

and the head brands in a composite brand extension expression due to the 

performance of the co-branded product. In Study 3, only product failure was 

manipulated because there might be a ceiling effect of the two highly favorable 

brands – Tropicana and Pringles when a positive product performance is manipulated. 

Using seven-point scales, two indicators of feedback effect were evaluated: (1) to 

which company will the consumer in the scenario call to complain; and (2) which 

brand’s product will the consumer in the scenario never buy again in the future. Table 

18 presents the results of t tests comparing the scores of feedback effect against zero 

(i.e., absolute feedback effect) and between two brand orders (i.e., relative feedback 

effect). If the scores were lower than zero, that means Tropicana received stronger 

feedback effect from the failure of the co-branded product. On the other hand, if the 

scores were higher than zero, that means Pringles received stronger feedback effect 

due to the performance of the product. 

The results of t tests comparing the scores against zero for the possessive, the 

simple, and the hyphen expressions show that the scores were all significantly higher 

than zero when Pringles was the initial brand. However, only one score was 
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significantly lower than zero when Tropicana was the initial brand. That is, the 

participants tended to blame Pringles for the failure of the co-branded product no 

matter which brand was in the initial position. For the by expression, the participants 

blamed the modifier brand Pringles for the failure of the product when Tropicana was 

the head brand in the initial position. When the brand order reversed, the scores were 

not significantly different from zero. 

An additional analysis of combining the above results of the complaint score for 

the possessive, the simple, and the hyphen expressions was conducted. Due to the 

heterogeneity between one result (Pringles’ Tropicana puff pastry) and others, this 

result was excluded from the integrating. The average effect size r of the rest five 

results (χ2 (4) = 5.85) was .31. It would take an additional 35 studies filed away to 

change the combined significant results to just significant at p = .05. Overall, the 

results of the possessive, the simple, and the hyphen expressions still support H2c that 

the initial brand will receive stronger feedback effect. 

Comparing the two brand orders, there is a consistent and significant pattern 

among the possessive, the simple, and the hyphen expressions. The participants 

blamed the brand more when it was in the initial position than when it was the head 

brand. However, in the by expression a brand would be blamed more for the failure of 

the co-branded product when it was the modifier brand, which was not in the initial 

position as well, than when it was the head brand in the initial position. 

Combining the above results of the possessive, the simple, and the hyphen 

expressions, the stronger feedback effect of the initial brand showed on both variables. 

For the complaint score, the average effect size r of the three results (χ2 (2) = 5.64) 

was .39. It would take an additional 43 studies filed away to change the combined 

significant results to just significant at p = .05. For the re-purchase score, the average 
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effect size r of the three results (χ2 (2) = .46) was .25. It would take an additional 16 

studies filed away to change the combined significant results to just significant at p 

= .05. 

To test H1d and H2d, t tests were conducted to compare both two scores of 

feedback effect of the simple and the hyphen expressions. There were no significant 

differences in both brand orders on two variables. Comparing the results of the 

relative feedback effect, no significant difference was found between these two 

expressions. 

 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y
77 

Table 18  Feedback Effects in Study 3 

Exp. Variable Absolute Feedback Effect 
Initial Brand = Tropicana 
(Compare against Zero) 

Absolute Feedback Effect 
Initial Brand = Pringles 
(Compare against Zero) 

Relative Feedback Effect 
(Compare Two Orders) 

M (SD) t(df) r M (SD) t(df) r t(df) r 
By Complaint 1.14(1.50) 4.57 (35)*** .61 - .30(1.84) - .98 (36) .16 -3.65 (71)*** .40 

Re-Purchase  .75(1.08) 4.17 (35)*** .58  .22(1.62)  .81 (36) .13 -1.65 (71)* .19 
Possessive Complaint - .67(1.87) -2.14 (35)** .34 1.46(1.30) 6.81 (36)*** .75 5.65 (71)*** .56 

Re-Purchase - .11(1.69) - .40 (35) .07  .78(1.06) 4.51 (36)*** .60 2.72 (71)*** .31 
Simple Complaint - .23(1.49) -1.01 (43) .15  .79(1.30) 3.98 (42)*** .52 3.39 (85)*** .35 

Re-Purchase  .09(1.49) .40 (43) .06  .81(1.30) 4.12 (42)*** .54 2.41 (85)*** .25 
Hyphen Complaint - .21(1.73) - .80 (42) .12  .58(1.37) 2.79 (42)*** .40 2.36 (84)** .25 

Re-Purchase  .02(1.61) .09 (42) .01  .65(1.31) 3.27 (42)*** .45 1.98 (84)** .21 
Note 1: * p < .10, ** p < .05, *** p < .01, one-tailed. 
Note 2: Sample size of Study 3 was 319. 
Note 3: The range of the mean score was from -3 to 3. The lower the score was, the more the consumers attributed the product failure to 

Tropicana. The higher the score was, the more the consumers attributed the product failure to Pringles. 
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4.3  Conclusion and Discussion 

Study 3 replicated the experiments in Taiwan using four expressions in the 

United States. The competing hypotheses about the relative effect of the head brand 

and the initial brand were tested in English language. The results show that there was 

a common language structure in consumers’ minds when processing the by and the 

possessive expressions. As expected, when seeing the simple expression, half of the 

participants connected the head brand and the product first, and the others combined 

the two brands initially. However, quite a few participants still combined the head 

brand and the product initially when they were exposed to the hyphen expression, 

though there were more than a half of them followed the indication of the hyphen and 

connected the two brands first. 

Generally speaking, the results of the possessive, the simple, and the hyphen 

expressions support the initial brand hypotheses. The co-branded product was 

perceived to belong to and be more closely associated with the initial brand, instead of 

the head brand. A brand would be perceived to have more responsibility for the 

co-branded product when it stood in the initial position than when it was the head 

brand. As a result, this brand also received more negative feedback effect from the 

failure of the product when it was the initial brand than when it was the head brand. 

In comparison to the re-purchase score, the complaint score of feedback effect 

reveals a more obvious pattern of the initial brand. The findings of Study 3 show that 

the feedback effect did exist when consumers were exposed to the information of the 

co-branded product performance and this effect was related to the relative position of 

the two brands in the alliance. However, the decision of not to buy the products of an 

existing brand might be based on the attitude change. As mentioned in the discussion 

in Chapter 3, this change is more difficult to be manipulated by a single piece of 
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information. Thus, as discussed in the following paragraph, the result of the 

re-purchase score was more likely influenced by the characteristics of the two brands 

in the alliance. 

The results also show that Pringles was perceived to have more responsibility for 

the co-branded product and received a stronger negative feedback effect than 

Tropicana no matter which brand stood in the initial position. The more perceived 

responsibility of Pringles might be due to its slightly higher marketing ability in 

comparison to Tropicana (see Table 14). Consumers might consider that Pringles 

should do more for the product since its marketing capability is higher than Tropicana. 

On the other hand, the stronger negative feedback effect might be due to consumers’ 

perceptions of Pringles’ lower perceived product quality in comparison to Tropicana. 

Also, Pringles’ main product, potato chips, refers to a category of snack food related 

to some attributes such as high-caloried, salty, or greasy. On the contrary, Tropicana’s 

main product, orange juice, is taken as a breakfast food related to the attributes such 

as healthy and nutritious. Therefore, consumers might be more likely to attribute the 

failure of the co-branded product to Pringles instead of Tropicana. 

The surprising results of the by expression support neither the hypotheses of the 

initial brand nor the prediction of the head brand. Although more than 90% of the 

participants connected the head brand and the product first, the head brand in the 

initial position did not reveal any effects predicted in the current research. On the 

contrary, the modifier brand accompanied with the word "by” was perceived to own 

the product and have more responsibilities for the product. When the product failed to 

satisfy customers, those upset customers would be more likely to call the modifier 

brand to complain! The reason might be that the word “by” brought a semantic 

meaning indicating that the modifier brand’s unique position in the alliance overrode 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

80 

the dual effect of the head brand in the initial position of this expression. 

The results of the perceived responsibility for the by expression in Study 3 were 

similar to the results of Studies 2A, 2B, and 2C in Taiwan. Without the interference of 

the punctuation in the Chinese expression, the English version seems to show a 

stronger effect of the modifier brand. However, the effect of the initial brand was 

found in the perceived association scores in the Chinese version, although the results 

of the English version still favored the modifier brand. A possible explanation is that 

the punctuation in the by expression in the Chinese language acts as a visual break, 

hence the association between the product and the modifier brand was also cut off. 

However, when thinking about the responsibility, the participants would consider 

some questions such as “Which brand produces the product?” or “Who should take 

charge of this product?” The word “by” then provides consumers an indication to 

answer these questions. Therefore, the modifier brand accompanied with “by” was 

perceived to be more responsible for the co-branded product in the Chinese as well as 

the English version. 
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CHAPTER 5  GENERAL DISCUSSIONS, 

CONTRIBUTIONS, AND FUTURE RESEARCH 

DIRECTIONS 

 

This chapter will discuss the findings of the five studies conducted in Taiwan and 

United States. The theoretical contributions as well as managerial implications will be 

presented first, followed by the research limitations and future research directions. 

 

5.1  General Discussions 

When two brands ally to introduce a new product, it is in the interests of both 

brands to communicate this alliance and the new product to consumers successfully. 

One aspect of this marketing strategy is to develop an expression for the composite 

brand to facilitate the transfer of consumers’ perceptions of the existing brands to the 

new product, or to form a new concept of the alliance and product. Extending 

previous research on composite brand extension, new expressions were created to 

estimate the relative strength of two brands located in different positions, i.e., the head 

brand or the initial brand, in these expressions. Four studies in Chinese language and 

one study in English language were conducted in Taiwan and the United States, 

respectively, to examine the competing hypotheses. 

Using both Chinese and English languages to examine the theories, the universal 

linguistic principle in the brand alliance context can be shown. Furthermore, several 

expressions and brand alliances were used in the five experiments of the current 

research. Unlike the student participants in four of these studies, the last study used 

panel subjects. The generalizability of the findings could be improved by replicating 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

82 

in different languages and contexts as well as using varieties of stimuli and 

participants. 

 

5.1.1  The Effect of the Initial Brand 

In the current research, instead of the head brand, it is the initial brand that will 

be accorded this association, and be perceived to have more responsibility for the 

product and its marketing when the head brand is not in the initial position (the V-ing, 

the possessive, the simple, and the hyphen expressions). That is, according to the 

syntax rule, consumers may have some thoughts toward the brand in the initial 

position of a composite brand expression. Indeed, in five studies of the current 

research in two languages, this argument has been confirmed. The influence of the 

head brand may still exist, but it would be diluted by the initial brand when the head 

brand and the initial brand are not the same.  

The semantic meaning in the V-ing and the possessive expressions strengthens 

the connection between the initial brand and the product. For example, the expression 

“Bomy’s Pringles assorted fruit cornflakes” may indicate the ownership of the product 

by the possessive in the expression. As for the simple expression without other words 

or punctuations, the perceived responsibility of both brands in a composite brand 

alliance tend to be more equal than in other expressions due to its lack of semantic 

clues. However, the perceived association between each brand and the extension 

product still exhibited the strength of the initial brand. 

For the hyphen expression including a hyphen between two brands, it was 

predicted that the effect of the initial brand should be weaker because the two brands 

will be combined initially and they should therefore be considered more equally in the 

alliance. However, the results show no significant difference between the simple and 
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the hyphen expressions. Moreover, the effect of the initial brand seems to be slightly 

stronger in the hyphen expression than in the simple expression in Study 3. One 

possible explanation is that most of the participants connected the two brands into one 

unit so that the second brand in the expression was suppressed. The effect of the initial 

brand was thus emphasized in this expression. 

One reasonable suspicion might be raised: would the strength of the head brand 

be stronger for those participants who combined the head brand and the product first 

in comparison to those who combined the two brands first? Additional analyses were 

conducted to investigate the difference between the results of these two groups. The 

participants who were exposed to the possessive, the simple, and the hyphen 

expressions in Study 3 were split into two groups based on their answers of the pause 

point questions. All the t tests in Chapter 4 were redone and the difference between 

each result of the two groups was computed. The results comparing two groups did 

not show clear evidence that the perceived association, responsibility, and feedback 

effect were influenced by where the participants chose to pause in the expression. 

Based on these findings, consumers’ perceptions toward the relative association, 

responsibility, and feedback effect of the two brands in a composite brand alliance 

were not influenced by how they form the composite brand concept. The effect of the 

initial brand remained whether the head brand exists in consumers’ minds or not. 

The most unexpected finding is the result of the by expression in the Chinese and 

English versions that contradict both hypotheses of initial position and head brand. 

The effect of the head brand was expected to be stronger in this expression than in 

others because the head brand is also located in the initial position. However, the 

semantic meaning of the word “by” seems to override the influence of language 

structure or word order. The modifier brand accompanied with “by” showed its impact 
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on the perceived association, responsibility, and feedback effect. 

 

5.1.2  The Influence of Relative Brand Strengths 

Consumers’ perception of a composite brand extension seems to be influenced by 

the relative strength of the two brands in an alliance. In Park et al. (1996) and Jones 

(2004), the brand strengths of the two brands Godiva and Slim-Fast were not equal. 

Godiva was perceived to be more favorable than Slim-Fast. Using a seven-point scale 

in a pretest of Park et al. (1996), the likability scores of Godiva and Slim-Fast were 

5.41 and 3.94, respectively. Although Slim-Fast became stronger in 2004, the 

favorableness of Godiva was still slightly higher. However, their findings seemed not 

to be biased by the unequal brand strength, but were influenced more seriously by the 

unequal extendibility of the two brands as discussed above. 

In the current research, different results were found depending upon whether a 

stronger brand or a weaker brand was in the initial position in Studies 2A, 2B, and 2C. 

Although the researcher carefully selected the brands and extension product through 

extensive pretesting, consumers’ attitudes and knowledge toward those real brands 

have been changing frequently due to advertisements, TV commercials, or new 

products information. No matter which brand was in the initial position, consumers 

perceived the stronger international brand to have more responsibility when it was 

paired with a weaker national brand in the studies in Taiwan. But if the strengths of 

both international and national brand are more equal (e.g., Lin Feng Ying and Pringles 

in Study 2C), the influence of the initial brand would still appear. 

Although Tropicana and Pringles in Study 3 seem to be more equivalent in brand 

strength, an additional analysis was conducted to test the relation between the relative 

brand strength of Tropicana and Pringles and the three dependent variables. A 
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difference score of the relative brand strength was computed by averaging the 

difference scores of brand familiarity, likability, product quality, consumption 

frequency, and marketing ability between the two brands. The correlations between 

the difference score of the relative brand strength and the three dependent variables – 

perceived association, responsibility, and feedback effect were not significant, except 

the re-purchase score (r = .13, p = .02). The relative brand strength seems to have only 

little influence on the findings of Study 3. However, the results still show the 

influences of other brand characteristics. For example, when the information of the 

co-branded product performance was presented, the participants tended to attribute the 

failure to Pringles because it was associated with junk food even if they like Pringles 

potato chips very much. In fact, the manipulation of the product performance in Study 

3 is the awful taste of the co-branded product puff pastry, and Pringles’ chips are 

perceived to be delicious. Therefore, this attribution did not caused by the overlap 

between the product failure manipulation and Pringles’ attributes. 
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5.2  Theoretical Contributions 

5.2.1  Separating the effect of the Head Brand from the Initial Position 

According to the nested composite concept formation process, previous 

researchers have argued that the head brand in the composite brand expression will be 

perceived to be more closely associated with the product and will receive a stronger 

feedback effect than the modifier brand. However, the head brand in the expression 

“Slim-Fast chocolate cakemix by Godiva” used in their experiments was also in the 

initial position of the phrase. To clarify the differences of a brand being the initial 

brand relative to the head brand, three new expressions in both Chinese and English 

languages were created to separate the effect of the head brand from the initial brand. 

Considering more linguistic theories, the head brand and the initial brand will both 

exhibit their influences on the extension product. Therefore, a competition between 

the head brand and the initial brand was created among these new expressions in this 

research. 

In addition, the original expression in previous research was also adopted (the by 

expression) in both English and Chinese versions of the present research. The 

structure of this expression in Chinese is so unusual that adding punctuation to make 

it more comprehensive is unavoidable. Although the added punctuation made the 

results of the experiments in Taiwan a little implicit, the results of Study 3 in English 

language provides a more explicit comparison between the by expression and three 

others, as well as the comparison between the current and the previous research. 

 

5.2.2  The Assignment of the Head Brand 

The assignment of the head brand in expressions used in previous research was 

empirically based rather than theoretically driven. Drawing on linguistic theory, the 
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argument has been made in the current research that the head brand should be 

assigned according to the language structure of the expression rather than consumers’ 

perceptions of association between the product and each brand. In this way, the effect 

of the head brand could be clarified without confounding other factors, such as brand 

familiarity, likability, or extendibility. Moreover, a pause point question was used in 

the experiments of the present research as a proxy of the language structure in 

consumers’ minds. This underlying language structure could be determined and the 

existence of the head brand could be demonstrated by the location they paused while 

reading the composite brand expression. 

The findings show that a common language structure exists that help consumers 

interpret the composite brand concept when they were exposed to the by, the V-ing, 

and the possessive expressions. The head brand does, in fact, exist in consumers’ 

minds. 

The simple expression is relatively “clean” in the syntax structure as there are no 

clues for consumers to decide how to begin the combining process. The composite 

concept of this expression can be formed in two possible ways: (1) to combine two 

brands first or (2) to connect the head brand and the product first. If consumers choose 

to combine two brands first, the brands in an alliance are viewed to be more equal. 

One of the important determinants of how consumers begin the combining process is 

the length of the product name. When the product name is long, consumers will tend 

to combine the two brands first and the head brand will not exist. When the product 

name is short, the possibility of combining the head brand and the product increases. 

According to the usage of the hyphen, the two brands in the hyphen expression 

were expected to be combined initially so that there would not be a head brand in 

consumers’ minds. However, the results show that there was still a small part of the 
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participants that paused between the two brands, indicating the head brand appeared 

in this expression. Somehow these participants did want to separate the two brands 

connected by a hyphen because to pause between them created an unbalanced 

structure that those participants in Studies 2A and 2B tried to prevent, as discussed in 

Chapter 3.  

 

5.2.3  Clarifying the Confusion between Composite and Ingredient Branding 

Strategies 

Besides the assignment of the head brand in a composite brand expression, there 

was other confusion related to several types of brand alliance in the branding 

literatures. A typical misemployment was to apply the model of composite concept 

formation process to explain how consumers process an ingredient branding product 

concept. It is possible that an ingredient co-branded product is presented as a 

composite brand product. That is, both the host and the ingredient brand names show 

in the expression of the co-branded product. It is obvious that the host brand will be 

perceived to be in charge of the product in comparison to the ingredient brand, which 

only provides a component of the end product. In this case, linguistics theories will 

only play a minor role. 

The ingredient co-branded product is an extreme case representing two brands 

with unequal extendibility to the extension product in the alliance. Indeed, Park et al. 

(1996) noticed that “chocolate is seen as an ingredient of a chocolate cakemix and 

Godiva is associated with chocolate” (using a seven-point scale in the pretest, the 

extendibility of Godiva and Slim-Fast are 5.89 and 6.27, respectively) hence Godiva, 

as a modifier brand in the expression “Slim-Fast chocolate cakemix by Godiva,” 

received little feedback effect might be due to its position as an ingredient brand. In 
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Jones (2004), he called the cakemix by Godiva and Slim-Fast an “ingredient cobrand” 

though the extendibility of each brand to the product was not reported. As a result, 

Slim-Fast showed a stronger association and had more responsibility for the 

co-branded product marketing in both brand orders using the by expression. To avoid 

the bias, equivalent extendibility of the two brands in the alliance is the most 

important criterion of brands and product selection in the current research. By 

selecting two brands which meet this criterion, the confounding caused by the thought 

that one brand might only be the ingredient of the co-branded product can be ruled 

out. 
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5.3  Managerial Implications 

There are several alternative expressions for two brands in a composite brand to 

choose. It is a direct way to communicate this alliance and the co-branded product 

with consumers through the expression. Generally speaking, if one of these brands 

would like to show its involvement and association with the co-branded product, 

being the initial brand of a composite brand expression, especially for the V-ing and 

the possessive expressions in the current research, would be a sufficient way to create 

a deeper-involved image. When the simple expression is adopted, two brands in the 

composite brand alliance would be perceived to have more equivalent responsibility 

for the co-branded product in comparison to other expressions in our experiments. 

However, when using the by expression the modifier brand would be perceived to be 

associated more closely with, have more responsibility, and receive more feedback 

effect even if it is not in the initial position. 

It is also a possible strategy to find a local partner when an international brand 

decides to enter an unfamiliar market. For a strong international brand, adopting the 

V-ing or the possessive expressions and being the initial brand could create a 

perception that it takes more responsibility for the co-branded product. If it is not 

necessary to take an important role in the alliance, the international brand should not 

adopt the simple expression. If the product fails, it may damage the international 

brand no matter which brand is in the initial position. On the other hand, the best way 

for a weaker national brand to benefit more from a successful alliance is to adopt the 

V-ing or the possessive expressions and be the initial brand. To stand in the initial 

position in these two expressions helps the national brand create a more involved 

image in the alliance. In sum, a stronger brand will be perceived to take more 

responsibility for the co-branded product in a composite brand extension context. This 
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influence of brand strength overrides the effect of the language structure because 

consumers believe that a stronger brand should have better capability to develop or 

market the product. However, the linguistic effect will emerge when the brand 

strengths of the two brands in an alliance are perceived to be more equivalent. If the 

two brands’ strengths are equivalent, being the initial brand in a composite brand 

extension expression would be a declaration of the co-branded product ownership to 

consumers.  

It was suggested that selecting a brand partner which is complementary to 

another brand to form a brand alliance could improve consumers’ attitudes toward the 

co-branded product (Park et al. 1996). According to the findings of the current 

research, it might not always be a good idea to find a partner brand which represents 

good values or have some favorable characteristics that can be complementary to your 

own brand. Take the alliance in Study 3 for example, Tropicana should be a perfect 

partner for Pringles to ally with because Tropicana can carry over some positive 

attributes such as healthy or nutritious to the co-branded product, and diminish the 

health concern caused by Pringles’ current products. However, it should be noted that 

once the performance of the co-branded product is not as good as expected, there will 

be an increased possibility that consumers will attribute this negative outcome to 

Pringles, the brand implies some attributes that are not completely positive. 
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5.4  Research Limitations and Future Research Directions 

The biggest challenge of this research is to select the appropriate stimuli for the 

experiments. The most important criterion is the equivalent extendibility of the two 

brands to the extension product in the alliance. Keeping this criterion as the first 

priority of brands and product selection can rule out the possibility that the 

participants took the composite brand extension product as an ingredient co-branded 

product. Thus the linguistic theories are still applicable in the current research to 

explain consumers’ perceptions toward the composite brand extension. 

Ideally, it would be better for the two brands in the experiment to have stable and 

equivalent familiarity, likability, extendibility and marketing ability. Controlling these 

factors can prevent the results from being interfered with or confounded. Although 

many efforts have been made on brand and product selection in each experiment of 

the present research, it seems impossible to find the perfect combination of two 

brands without the confounding factors. In fact, any associations or thoughts that 

consumers might have about one of the two brands in the alliance would be a 

prominent concern and cause the change of their perception toward the alliance or the 

brand per se. The reality is that consumers’ thoughts about existing brands are 

changing all the time because they are exposed to all kinds of information about these 

brands. Thus experimental research using existing brands will always under the 

impact of any information or activities relative to the brands or product in the real 

world. 

Also, the concern of medium brand fit was considered while designing the 

experiments of the current research. Nevertheless, the priority of this research was to 

select two brands and an extension product with equivalent extendibility, familiarity, 

likability and marketing ability. A compromise on medium to low brand fit was 
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therefore made when selecting brands in the pretests. 

Another important issue is the manipulation and measurements of the feedback 

effect in branding research. The manipulation of the feedback effect seems to have 

failed in Study 2A, 2B, and 2C. Normally, consumers’ attitudes of an existing brand 

will be formed or changed by multiple encounters with the brand over a long period of 

time. The attitude change hardly happens due to a single piece of information. 

However, the performance of the co-branded product does influence consumers’ 

perceptions toward the two brands in the alliance. Using one scenario and two 

different questions as indicators of the feedback effect in Study 3 did increase the 

participants’ involvement and strengthen the effect of two brands’ positions in an 

expression on the feedback effect. Future research can improve the manipulation or 

measurements and emphasize the short-term influence caused by the limitation in 

manipulating of a single study. Thus, different aspects of feedback effects should be 

investigated and more practical managerial implications can be provided. 

Two sets of hypotheses which predict the effect of the head brand and the initial 

brand respectively were proposed in the current research. The results of several 

experiments show that the initial brand revealed a stronger effect, though there is a 

common language structure and a head brand in consumers’ minds when they are 

exposed to most expressions. However, how they process the expression and form 

their perception of the alliance is still a puzzle. The linguistic theories used in the 

present research were deduced from how people use languages. Reciprocally, people 

follow linguistic rules while talking or writing and interpret others’ words using these 

rules as well. As a native speaker, a person process any words or sentences without 

thinking about those theories and rules. Although a qualitative research might be 

helpful to find out how consumers’ real thoughts of the composite brand alliance, their 
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perceptions might be formed non-consciously. It might be thus difficult to 

demonstrate the mechanism in their mind. 

Linguistically, the result of the by expression in Chinese could not be compared 

with the same expression in English. The expression is unusual because the modifier 

rarely located after the head in Chinese language. To keep the structure and make the 

expression more comprehensive, some words and punctuation were added hence the 

results might be biased. Those words or punctuation provided additional semantic 

meaning that might influence the results. This is almost unavoidable because the 

semantic meaning is embedded in every word in the expression. Frankly speaking, 

every expression, except the simple one, in the present research cannot stay away 

from this bias. Therefore, the theory provided in the current research will not be the 

only explanation of the results, though the effect of the initial brand was found 

undoubtedly. 

Another limitation is that the answer of the pause point question was used as a 

proxy to illustrate the language structure of each expression. However, this answer 

might be influenced by other factors, such as the length of the name of the product 

and two brands, and thus might not represent the composite concept formation process 

correctly. Consequently, the effect of the head brand could not be detected by splitting 

the participants based on the answer of the pause point question. Future research can 

develop new ways to find out how consumers form the composite brand concept and 

the influence of the head brand can be investigated more explicitly. 

The linguistic view of composite brand expression is an important, but not the 

only way to explain how consumers form their perceptions of a composite brand 

alliance and the new product. The word color, layout, size or style of each brand, and 

the extension product in the composite brand expression on the product package or the 
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advertisement are also important factors influencing consumers’ interpretation of the 

alliance. Since the composite brand strategy has become more and more popular 

recently, to investigate how consumers process the composite brand information can 

provide practical contributions and help partners in brand alliances to find a proper 

way to communicate with their consumers. 
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APPENDIX 1  RELEVANT RESEARCH LITERATURE ON BRAND ALLIANCES 
Author Type of 

Alliance 
Dependent 
Variables 

Independent 
Variables 

Major Findings 

Desai and Keller 
(2002) 

ingredient attitudes toward the 
product and brands, 
beliefs about the 
attributes, perceived 
fit of extension  

Expansion type, 
ingredient branding 
strategy 

With slot-filler expansions, a cobranded ingredient facilitates initial 
expansion acceptance, but a self-branded ingredient leads to more 
favorable subsequent category extension evaluations. With more 
dissimilar new attribute expansions, a cobranded ingredient leads to 
more favorable evaluations of both the initial expansion and the 
subsequent category extension. 

Dickinson and 
Heath (2006) 

partner attitude toward the 
alliance 

perceived quality of 
the brands, brand 
fit, difficulty of 
manufacturing 

When original brands are perceived as high quality then co-brands 
will be evaluated more positively. If there was perceived fit 
between participating co-brand partners then the co-brand 
evaluation would be positive. The more difficult the product was to 
manufacture, the more favorable the co-brand evaluation. 

Esch, Schmitt, 
Redler, and 
Langner (2009) 

composite impression of the 
alliance 

awareness of brands Comparing the brand personality profiles of fictitious brand 
alliances with high and low awareness brands, high awareness 
brands served as anchors for forming impressions of co-branded 
entities. 

Gammoh, Voss, 
and Chakraborty 
(2006) 

partner attitude toward the 
focal brand  

ally present/absent, 
cognitive 
elaboration, 
argument strength 

When cognitive elaboration is low and the ad contains strong 
arguments, the ally serves as an endorser. On the other hand, the 
presence of a reputable ally is an information cue when cognitive 
elaboration is high and the ad contains weak arguments. 

Geylani, Inman, 
and Hofstede 
(2008) 

composite attitude toward the 
product 

expected durability, 
expected style 

While expected value of the brand attributes may improve, under 
certain conditions the uncertainty associated with the brands 
increases through the alliance. 

Hadjicharalambous 
(2010) 

composite extension evaluation core brand image, 
partner brand 
image, ownership 
status 

Owners responded more favorably than non-owners to upward 
cobranding extension. Brand dilution occurs when a prestigious 
brand introduces a cobranding extension with a less prestigious 
brand. 

Helmig, Huber, 
and Leeflang 
(2007) 

partner behavioral intention brand fit, product fit Product fit has the strongest effect on behavioral intention. 

James (2006) composite likelihood of 
purchase, quality of 
the new product 

quality of the 
brands, product fit, 
difficulty of making 
the new product 

A combination of resources, skills and prior experiences when 
combined helps the chance of alliance success by appearing to ease 
the process of manufacture.  

James, Lyman, and 
Forman (2006) 

composite attitude toward the 
alliance, quality of 
alliance product, 
likelihood of 
purchase 

brand personality When brands fit together, the likelihood of consumers purchasing 
the new product is improved. 

Jones (2004) composite  
ingredient 

Ownership, the 
confidence in the 
assignment of 
ownership, the price 
willing to pay 

header congruence, 
cobrand type, third 
party evaluation 

Consumer confidence in the assignment of ownership may vary 
based on perceived brand congruence with the product category and 
the type of co-brand partnership. The addition of a second brand 
may reduce consumer perceptions of risk allowing the brands to 
charge a price premium. 

Kumar (2005) composite Evaluation of the 
counter extension 

product category, 
product 
performance, 
extension strategy 

Customers evaluate a counter extension less favorably if the 
preceding extension by the focal brand is cobranded than if it is 
solo branded. 

Levin, Davis, and 
Levin (1996) 

ingredient evaluation of the 
co-branded product, 
brand equity 

evaluation of the 
brands 

Brand image can be affected by the co-branding strategy. When one 
brand was thought to be inferior, it reduced both the evaluations of 
the composite product and the evaluations of the other brand. 

Monga and 
Lau-Gesk (2007) 

partner Attitude toward the 
advertisement and 
the cobrand product, 
perceived fit of 
brands 

Cobrand personality 
type, self prime, 
cognitive load, 
self-referencing 

Consumers with complex self prefer cobrands exuding 
sophistication and excitement to those that exhibit either 
characteristic. Caucasians evaluate a sophisticated and excited 
personality cobrand more favorably when primed on independence. 
Hispanics evaluate this cobrand personality combination more 
favorably when primed on interdependence.  

Park, Jun, and 
Shocker (1996) 

composite product evaluation, 
attribute salience, 
attribute 
performance 

brand location in the 
expression, 
complementarity 

A composite brand extension has a better attribute profile than a 
direct extension and has a better attribute profile when it consists of 
two complementary brands. The header in the composite brand 
name is important in composite’s attribute profile  

Rao, Qu, and 
Ruekert (1999) 

partner Perceived quality of 
unobservable 
attributes 

Credibility, type of 
signal, observability 
of product quality 

When evaluating a product with an important unobservable 
attribute, consumers’ quality perceptions are enhanced when a 
brand allies with a brand that is vulnerable to consumer sanctions. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

103 

Rodrigue and 
Biswas (2004) 

ingredient perceived quality, 
willingness to pay, 
purchase intentions, 
post-attitude toward 
both brands 

dependency and 
exclusivity of the 
ally brand 

The attitudes of the brands before the alliance have a positive effect 
on attitudes toward the alliance. Attitudes toward brands after the 
alliance reveal a positive spillover effect for the two brands. The 
moderating effects of dependency and exclusivity differ based on 
whether the brand serves as the host or the ally brand. 

Simonin and Ruth 
(1998) 

ingredient post-attitude toward 
the brands 

pre-attitude of the 
brands, product fit, 
brand fit, attitude 
toward alliance 

Consumers’ attitudes toward the brand alliance influence 
subsequent impressions of each partner’s brand. Brand familiarity 
moderates the strength of relations. Each brand is not necessarily 
affected equally by its participation in an alliance. 

Venkatesh and 
Mahajan (1997) 

ingredient - - A model is provided to help determine of the optimal price, price 
premium, and profits for products with branded components,  

Voss and Gammoh 
(2004) 

partner attitude,  perceived 
quality 

the amount of 
well-known brands 
that cooperated 

The presence of a single brand ally significantly increased 
perceived quality and attitudes. Multiple alliances improved focal 
brand evaluations relative to the no ally condition. the second ally 
did not increase evaluations relative to the single ally condition. 

Walchli (2007) partner Attitudes toward the 
product and the 
brand configuration 

Processing 
instruction, 
between-partner 
congruity 

When concept congruity is controlled across brand pairs, the 
non-monotonic relationship between between-partner congruity 
level and product evaluation occurs when consumers elaborate on 
the rationale for the partnership.  

Washburn, Till, 
and Priluck (2000) 

composite brand equity of the 
composite brand 
and the constituent 
brands 

The relative brand 
equity of the 
constituent brands, 
product trial 

Although low equity brands may benefit most from co-branding, 
high equity brands are not denigrated even when paired with a low 
equity partner. Positive product trial seems to enhance consumers’ 
evaluations of co-branded products. 

Washburn, Till, 
and Priluck (2004) 

ingredient brand equity,  brand equity Brand equity of the partner brands influences consumer perceptions 
of the alliance brand’s equity.  
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APPENDIX 2  THE TRANSLATION OF THE EXPRESSIONS 
 
The Expressions in Study 1: 
 

The by expression: 
波蜜   什錦    水果   玉米   脆片  —  品客   生產 
Bomy  shijin  shuiguo  yumi  cuipian  —  Pinke  shengchan 
Bomy  assorted  fruit   corn    flake  —  Pringles manufacture 
“Bomy assorted fruit cornflakes by Pringles” 
 

The V-ing expression: 
波蜜     生產    的  品客   什錦   水果   玉米   脆片 
Bomy  shengchan  de  Pinke  shijin  shuiguo  yumi  cuipian 
Bomy manufacture  DE Pringles assorted  fruit   corn   flake 
“Bomy manufacturing, Pringles assorted fruit cornflakes”5

 
 

The simple expression: 
波蜜   品客   什錦   水果   玉米   脆片 
Bomy  Pinke  shijin  shuigro  yumi  cuipian 
Bomy Pringles assorted  fruit    corn   flake 
“Bomy Pringles assorted fruit cornflakes” 

 
 
The Expressions in Study 2A: 
 

The by expression: 
波蜜   什錦    水果   玉米   脆片  —  品客   出品 
Bomy  shijin  shuiguo  yumi  cuipian  —  Pinke  chupin 
Bomy  assorted  fruit   corn    flake  —  Pringles produce 
“Bomy assorted fruit cornflakes by Pringles” 

 
The V-ing expression: 

波蜜   推出   的  品客   什錦   水果   玉米   脆片 
Bomy  tuichu  de  Pinke  shijin  shuiguo  yumi  cuipian 
Bomy  produce DE Pringles assorted  fruit   corn   flake 
“Bomy producing, Pringles assorted fruit cornflakes” 
 

The simple expression: 
波蜜   品客   什錦   水果   玉米   脆片 
Bomy  Pinke  shijin  shuigro  yumi  cuipian 
Bomy Pringles assorted  fruit    corn   flake 
“Bomy Pringles assorted fruit cornflakes” 

                                                      
5 To present the meaning of the V-ing expression, a grammatically correct phrase was listed here 

instead of the translation in the text, though the structure of this translation is not the same with the 

original Chinese version. 
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The possessive expression: 
波蜜   的  品客   什錦   水果   玉米   脆片 
Bomy  de  Pinke  shijin  shuigro  yumi  cuipian 
Bomy  DE Pringles assorted  fruit    corn   flake 
“Bomy’s Pringles assorted fruit cornflakes” 
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APPENDIX 3  THE QUESTIONNAIRE OF STUDY 1 

◎ 以下是兩個市場知名品牌擬聯手推出新產品的計畫。請依照您的判斷，

在適當的方格中打。 

1.  請問您認為「波蜜生產的品客什錦水果玉米脆片」，比較偏向是哪個品牌的

產品？ 

波蜜    □  □  □  □  □  □  □   品客 

 

2. 請問您認為「波蜜生產的品客什錦水果玉米脆片」與哪個品牌關聯性較大？ 

波蜜    □  □  □  □  □  □  □   品客 

 
◎ 請問您認為以下八個屬性，對於「什錦水果玉米脆片」而言，重要性為

何？請依照您認為的重要性與否，圈選適當的數字。 

1. 營養均衡 非常不重要 1    2    3    4    5    6    7 非常重要 

2. 脆 非常不重要 1    2    3    4    5    6    7 非常重要 

3. 可當零食 非常不重要 1    2    3    4    5    6    7 非常重要 

4. 助消化 非常不重要 1    2    3    4    5    6    7 非常重要 

5. 口感好 非常不重要 1    2    3    4    5    6    7 非常重要 

6. 健康養生 非常不重要 1    2    3    4    5    6    7 非常重要 

7. 色彩豐富 非常不重要 1    2    3    4    5    6    7 非常重要 

8. 熱量充足 非常不重要 1    2    3    4    5    6    7 非常重要 

親愛的同學： 

 您好，這是一份研究消費者對品牌的看法之學術問卷，問卷資料僅供學術研究之用，絕不

會對外公開，請您安心填答。為了感謝您配合填答問卷，完整填答本問卷者，將可參加抽獎活

動，每 15份完整問卷，即可抽出一位得獎的幸運者，致贈獎金新台幣 200 元整。 

    再次謝謝您撥冗填答！ 

                                                    國立政治大學企業管理研究所 

                                                    指導教授：樓永堅、別蓮蒂 博士 

                                                    博士生  ：蔡孟君  敬上 

                                                    中華民國九十七年五月 
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◎ 請問您認為「波蜜」一向以來的產品，在以下八個屬性上的表現

如何？請依照您的判斷，圈選適當的數字。 

1. 營養均衡 非常差 1    2    3    4    5    6    7 非常好 

2. 脆 非常差 1    2    3    4    5    6    7 非常好 

3. 可當零食 非常差 1    2    3    4    5    6    7 非常好 

4. 助消化 非常差 1    2    3    4    5    6    7 非常好 

5. 口感好 非常差 1    2    3    4    5    6    7 非常好 

6. 健康養生 非常差 1    2    3    4    5    6    7 非常好 

7. 色彩豐富 非常差 1    2    3    4    5    6    7 非常好 

8. 熱量充足 非常差 1    2    3    4    5    6    7 非常好 

 

◎ 請問您認為以下八個屬性，對於「波蜜」這個品牌而言，重要性

為何？請依照您認為的重要性與否，圈選適當的數字。 

1. 營養均衡 非常不重要 1    2    3    4    5    6    7 非常重要 

2. 脆 非常不重要 1    2    3    4    5    6    7 非常重要 

3. 可當零食 非常不重要 1    2    3    4    5    6    7 非常重要 

4. 助消化 非常不重要 1    2    3    4    5    6    7 非常重要 

5. 口感好 非常不重要 1    2    3    4    5    6    7 非常重要 

6. 健康養生 非常不重要 1    2    3    4    5    6    7 非常重要 

7. 色彩豐富 非常不重要 1    2    3    4    5    6    7 非常重要 

8. 熱量充足 非常不重要 1    2    3    4    5    6    7 非常重要 
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◎ 請問您認為「品客」一向以來的產品，在以下八個屬性上的表現

如何？請依照您的判斷，圈選適當的數字。 

1. 營養均衡 非常差 1    2    3    4    5    6    7 非常好 

2. 脆 非常差 1    2    3    4    5    6    7 非常好 

3. 可當零食 非常差 1    2    3    4    5    6    7 非常好 

4. 助消化 非常差 1    2    3    4    5    6    7 非常好 

5. 口感好 非常差 1    2    3    4    5    6    7 非常好 

6. 健康養生 非常差 1    2    3    4    5    6    7 非常好 

7. 色彩豐富 非常差 1    2    3    4    5    6    7 非常好 

8. 熱量充足 非常差 1    2    3    4    5    6    7 非常好 

 

◎ 請問您認為以下八個屬性，對於「品客」這個品牌而言，重要性

為何？請依照您認為的重要性與否，圈選適當的數字。 

1. 營養均衡 非常不重要 1    2    3    4    5    6    7 非常重要 

2. 脆 非常不重要 1    2    3    4    5    6    7 非常重要 

3. 可當零食 非常不重要 1    2    3    4    5    6    7 非常重要 

4. 助消化 非常不重要 1    2    3    4    5    6    7 非常重要 

5. 口感好 非常不重要 1    2    3    4    5    6    7 非常重要 

6. 健康養生 非常不重要 1    2    3    4    5    6    7 非常重要 

7. 色彩豐富 非常不重要 1    2    3    4    5    6    7 非常重要 

8. 熱量充足 非常不重要 1    2    3    4    5    6    7 非常重要 
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◎ 以下是兩個市場知名品牌擬聯手推出新產品的計畫。請依照您的

判斷，在適當的方格中打。 

1. 請問您認為「多芬生產的沙威隆制汗爽身噴霧」，比較偏向是哪個品牌的

產品？ 

多芬   □  □  □  □  □  □  □   沙威隆 

 

2. 請問您認為「多芬生產的沙威隆制汗爽身噴霧」與哪個品牌關聯性較大？ 

多芬   □  □  □  □  □  □  □   沙威隆 
 

◎ 請問您認為以下八個屬性，對於「制汗爽身噴霧」而言，重要性

為何？請依照您認為的重要性與否，圈選適當的數字。 

1. 清香 非常不重要 1    2    3    4    5    6    7 非常重要 

2. 制汗 非常不重要 1    2    3    4    5    6    7 非常重要 

3. 不黏膩 非常不重要 1    2    3    4    5    6    7 非常重要 

4. 溫和不刺激 非常不重要 1    2    3    4    5    6    7 非常重要 

5. 無藥味 非常不重要 1    2    3    4    5    6    7 非常重要 

6. 滋潤 非常不重要 1    2    3    4    5    6    7 非常重要 

7. 清潔 非常不重要 1    2    3    4    5    6    7 非常重要 

8. 抑菌 非常不重要 1    2    3    4    5    6    7 非常重要 
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◎ 請問您認為「多芬」一向以來的產品，在以下八個屬性上的表現

如何？請依照您的判斷，圈選適當的數字。 

1. 清香 非常差 1    2    3    4    5    6    7 非常好 

2. 制汗 非常差 1    2    3    4    5    6    7 非常好 

3. 不黏膩 非常差 1    2    3    4    5    6    7 非常好 

4. 溫和不刺激 非常差 1    2    3    4    5    6    7 非常好 

5. 無藥味 非常差 1    2    3    4    5    6    7 非常好 

6. 滋潤 非常差 1    2    3    4    5    6    7 非常好 

7. 清潔 非常差 1    2    3    4    5    6    7 非常好 

8. 抑菌 非常差 1    2    3    4    5    6    7 非常好 

 

◎ 請問您認為以下八個屬性，對於「多芬」這個品牌而言，重要性

為何？請依照您認為的重要性與否，圈選適當的數字。 

1. 清香 非常不重要 1    2    3    4    5    6    7 非常重要 

2. 制汗 非常不重要 1    2    3    4    5    6    7 非常重要 

3. 不黏膩 非常不重要 1    2    3    4    5    6    7 非常重要 

4. 溫和不刺激 非常不重要 1    2    3    4    5    6    7 非常重要 

5. 無藥味 非常不重要 1    2    3    4    5    6    7 非常重要 

6. 滋潤 非常不重要 1    2    3    4    5    6    7 非常重要 

7. 清潔 非常不重要 1    2    3    4    5    6    7 非常重要 

8. 抑菌 非常不重要 1    2    3    4    5    6    7 非常重要 
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◎ 請問您認為「沙威隆」一向以來的產品，在以下八個屬性上的表

現如何？請依照您的判斷，圈選適當的數字。 

1. 清香 非常差 1    2    3    4    5    6    7 非常好 

2. 制汗 非常差 1    2    3    4    5    6    7 非常好 

3. 不黏膩 非常差 1    2    3    4    5    6    7 非常好 

4. 溫和不刺激 非常差 1    2    3    4    5    6    7 非常好 

5. 無藥味 非常差 1    2    3    4    5    6    7 非常好 

6. 滋潤 非常差 1    2    3    4    5    6    7 非常好 

7. 清潔 非常差 1    2    3    4    5    6    7 非常好 

8. 抑菌 非常差 1    2    3    4    5    6    7 非常好 

 

◎ 請問您認為以下八個屬性，對於「沙威隆」這個品牌而言，重要

性為何？請依照您認為的重要性與否，圈選適當的數字。 

1. 清香 非常不重要 1    2    3    4    5    6    7 非常重要 

2. 制汗 非常不重要 1    2    3    4    5    6    7 非常重要 

3. 不黏膩 非常不重要 1    2    3    4    5    6    7 非常重要 

4. 溫和不刺激 非常不重要 1    2    3    4    5    6    7 非常重要 

5. 無藥味 非常不重要 1    2    3    4    5    6    7 非常重要 

6. 滋潤 非常不重要 1    2    3    4    5    6    7 非常重要 

7. 清潔 非常不重要 1    2    3    4    5    6    7 非常重要 

8. 抑菌 非常不重要 1    2    3    4    5    6    7 非常重要 
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◎ 請依照您對於以下品牌的熟悉程度，圈選適當的數字。 

1. 波蜜 非常不熟悉 1    2    3    4    5    6    7 非常熟悉 

2. 品客 非常不熟悉 1    2    3    4    5    6    7 非常熟悉 

3. 多芬 非常不熟悉 1    2    3    4    5    6    7 非常熟悉 

4. 沙威隆 非常不熟悉 1    2    3    4    5    6    7 非常熟悉 

◎ 請依照您對於以下品牌的喜歡程度，圈選適當的數字。 

1. 波蜜 非常不喜歡 1    2    3    4    5    6    7 非常喜歡 

2. 品客 非常不喜歡 1    2    3    4    5    6    7 非常喜歡 

3. 多芬 非常不喜歡 1    2    3    4    5    6    7 非常喜歡 

4. 沙威隆 非常不喜歡 1    2    3    4    5    6    7 非常喜歡 

◎ 請依照您購買以下品牌的產品之經驗，圈選適當的數字。 

1. 波蜜 從沒買過 1    2    3    4    5    6    7 經常購買 

2. 品客 從沒買過 1    2    3    4    5    6    7 經常購買 

3. 多芬 從沒買過 1    2    3    4    5    6    7 經常購買 

4. 沙威隆 從沒買過 1    2    3    4    5    6    7 經常購買 

 
◎ 請完整填寫以下基本資料，以便通知中獎，謝謝！ 

 
學號：                     姓名：                     系級：                    

性別：        年齡：       E-mail：                                           

本問卷到此結束，謝謝您的協助! 
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APPENDIX 4  THE QUESTIONNAIRE OF STUDY 2A 

  
◎請依照您對於以下品牌的喜歡程度及購買意願，分別圈選適當的數

字。 

 A. 請問您喜不喜歡以下這些 
品牌？ 

 B. 請問您是否願意購買這些品牌

的產品？ 

品牌 

非
常
不
喜
歡 

不 
喜 
歡 

有
點
不
喜
歡 

普   

通 

有
點
喜
歡 

喜   

歡 

非
常
喜
歡 

 

非
常
不
願
意 

不 

願 

意 

有
點
不
願
意 

普   

通 

有
點
願
意 

願   

意 

非
常
願
意 

1. 潘婷  1    2    3    4    5    6    7   1    2    3    4    5    6    7 

2. HP  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

3. 波蜜  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

4. 高露潔  1    2    3    4    5    6    7   1    2    3    4    5    6    7 

5. 露得清  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

6. 品客  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

7. Swatch  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

8. 多芬  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

9. 宏碁(Acer)  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

 

親愛的同學： 

您好，這是一份研究消費者對品牌的看法之學術問卷，問卷資料僅供學術研究之

用，絕不會對外公開，請您安心填答。為了感謝您配合填答問卷，完整填答本問卷者，

將可參加抽獎活動，每 15 份完整問卷，即可抽出一位得獎的幸運者，致贈獎金新台幣

200 元整。 

    再次謝謝您撥冗填答！ 

                                                    國立政治大學企業管理研究所 

                                                    指導教授：樓永堅、別蓮蒂 博士 

                                                    博士生  ：蔡孟君  敬上 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

114 

由波蜜負責              由品客負責 

由波蜜負責              由品客負責 

由波蜜負責              由品客負責 

由波蜜負責              由品客負責 

◎ 請問您認為以下八個屬性，對於產品「什錦水果玉米脆片」而言，

重要性為何？請依照您認為的重要性與否，圈選適當的數字。 

1. 營養均衡 非常不重要 1    2    3    4    5    6    7 非常重要 

2. 脆 非常不重要 1    2    3    4    5    6    7 非常重要 

3. 可當零食 非常不重要 1    2    3    4    5    6    7 非常重要 

4. 助消化 非常不重要 1    2    3    4    5    6    7 非常重要 

5. 口感好 非常不重要 1    2    3    4    5    6    7 非常重要 

6. 健康養生 非常不重要 1    2    3    4    5    6    7 非常重要 

7. 色彩豐富 非常不重要 1    2    3    4    5    6    7 非常重要 

8. 熱量充足 非常不重要 1    2    3    4    5    6    7 非常重要 

◎ 兩個市場知名品牌擬以「波蜜推出的品客什錦水果玉米脆片」名

稱聯手推出新產品，請依照您的判斷，回答以下問題，在適當的

方格中打 V。 

1. 請問您認為哪個品牌較有可能參與較多「波蜜推出的品客什錦水果玉

米脆片」產品計畫的決策？ 

波蜜    □  □  □  □  □  □  □   品客 

2. 請問您認為哪個品牌主要負責「波蜜推出的品客什錦水果玉米脆片」

的產品研發？ 

波蜜    □  □  □  □  □  □  □   品客 

3. 請問您認為哪個品牌主要負責「波蜜推出的品客什錦水果玉米脆片」

產品的生產？ 

波蜜    □  □  □  □  □  □  □   品客 

4. 請問您認為哪個品牌主要負責「波蜜推出的品客什錦水果玉米脆片」

產品的行銷工作？ 
波蜜    □  □  □  □  □  □  □   品客 
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◎ 請依照您對於「波蜜推出的品客什錦水果玉米脆片」其中兩個品

牌的想像與判斷，圈選適當的數字。 

1. 波蜜與品客兩個品牌

合作的關係非常緊密。 非常不同意 1    2    3    4    5    6    7 非常同意 

2. 波蜜與品客兩家公司

非常願意合作。 非常不同意 1    2    3    4    5    6    7 非常同意 

3. 波蜜與品客兩家公司

為了新產品成功而一

起工作。 
非常不同意 1    2    3    4    5    6    7 非常同意 

4. 當要擬定可能影響雙

方的決策時，波蜜與品

客兩家公司會試著相

互配合、協調。 

非常不同意 1    2    3    4    5    6    7 非常同意 

5. 波蜜與品客兩家公司

的員工並沒有通力合

作。 
非常不同意 1    2    3    4    5    6    7 非常同意 

6. 波蜜與品客兩個品牌

未來可能會有其他合

作的機會。 
非常不同意 1    2    3    4    5    6    7 非常同意 
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◎ 請問您認為「波蜜」一向以來的產品，在以下八個屬性上的表現

如何？請依照您的判斷，圈選適當的數字。 

1. 營養均衡 非常差 1    2    3    4    5    6    7 非常好 

2. 脆 非常差 1    2    3    4    5    6    7 非常好 

3. 可當零食 非常差 1    2    3    4    5    6    7 非常好 

4. 助消化 非常差 1    2    3    4    5    6    7 非常好 

5. 口感好 非常差 1    2    3    4    5    6    7 非常好 

6. 健康養生 非常差 1    2    3    4    5    6    7 非常好 

7. 色彩豐富 非常差 1    2    3    4    5    6    7 非常好 

8. 熱量充足 非常差 1    2    3    4    5    6    7 非常好 

 

◎ 請問您認為對於「波蜜」這個品牌而言，以下八個屬性的重要性

為何？請依照您認為的重要性與否，圈選適當的數字。 

1. 營養均衡 非常不重要 1    2    3    4    5    6    7 非常重要 

2. 脆 非常不重要 1    2    3    4    5    6    7 非常重要 

3. 可當零食 非常不重要 1    2    3    4    5    6    7 非常重要 

4. 助消化 非常不重要 1    2    3    4    5    6    7 非常重要 

5. 口感好 非常不重要 1    2    3    4    5    6    7 非常重要 

6. 健康養生 非常不重要 1    2    3    4    5    6    7 非常重要 

7. 色彩豐富 非常不重要 1    2    3    4    5    6    7 非常重要 

8. 熱量充足 非常不重要 1    2    3    4    5    6    7 非常重要 
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◎ 請問您認為「品客」一向以來的產品，在以下八個屬性上的表現

如何？請依照您的判斷，圈選適當的數字。 

1. 營養均衡 非常差 1    2    3    4    5    6    7 非常好 

2. 脆 非常差 1    2    3    4    5    6    7 非常好 

3. 可當零食 非常差 1    2    3    4    5    6    7 非常好 

4. 助消化 非常差 1    2    3    4    5    6    7 非常好 

5. 口感好 非常差 1    2    3    4    5    6    7 非常好 

6. 健康養生 非常差 1    2    3    4    5    6    7 非常好 

7. 色彩豐富 非常差 1    2    3    4    5    6    7 非常好 

8. 熱量充足 非常差 1    2    3    4    5    6    7 非常好 

 

◎ 請問您認為對於「品客」這個品牌而言，以下八個屬性的重要性

為何？請依照您認為的重要性與否，圈選適當的數字。 

1. 營養均衡 非常不重要 1    2    3    4    5    6    7 非常重要 

2. 脆 非常不重要 1    2    3    4    5    6    7 非常重要 

3. 可當零食 非常不重要 1    2    3    4    5    6    7 非常重要 

4. 助消化 非常不重要 1    2    3    4    5    6    7 非常重要 

5. 口感好 非常不重要 1    2    3    4    5    6    7 非常重要 

6. 健康養生 非常不重要 1    2    3    4    5    6    7 非常重要 

7. 色彩豐富 非常不重要 1    2    3    4    5    6    7 非常重要 

8. 熱量充足 非常不重要 1    2    3    4    5    6    7 非常重要 
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◎「波蜜推出的品客什錦水果玉米脆片」上市之後，即受到消費者的

歡迎，成為即食穀麥脆片市場的領導品牌，且在 YAHOO！奇摩網站

舉辦的「2008 年度最夯產品獎」票選活動中，被網友選為食品類年

度最受歡迎的產品。請問您認為「波蜜推出的品客什錦水果玉米脆片」

的成功是因為產品的哪些屬性或特質？ 

                                                                            

                                                                            

 

◎ 若您唸出「波蜜推出的品客什錦水果玉米脆片」時，必需於此一

短句中稍作一次停頓，請問您會停頓在句中何處？請在以下句中

您會停頓之處的   打 V。 

 

波  蜜  推  出  的  品  客  什  錦  水  果  玉  米  脆  片 
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◎ 請依照您的判斷，圈選適當的數字。 

1. 請問您是否喜歡波蜜？ 非常不喜歡 1    2    3    4    5    6    7 非常喜歡 

2. 請問您是否願意購買波

蜜的各項產品？ 
非常不願意 1    2    3    4    5    6    7 非常願意 

3. 請問您是否喜歡品客？ 非常不喜歡 1    2    3    4    5    6    7 非常喜歡 

4. 請問您是否願意購買品

客的各項產品？ 
非常不願意 1    2    3    4    5    6    7 非常願意 

◎ 請依照您對於以下品牌的熟悉程度，圈選適當的數字。 

1. 波蜜 非常不熟悉 1    2    3    4    5    6    7 非常熟悉 

2. 品客 非常不熟悉 1    2    3    4    5    6    7 非常熟悉 

◎ 請依照您購買以下品牌的產品之經驗，圈選適當的數字。 

1. 波蜜 從沒買過 1    2    3    4    5    6    7 經常購買 

2. 品客 從沒買過 1    2    3    4    5    6    7 經常購買 

◎ 請問您認為以下品牌推出產品「什錦水果玉米脆片」是否合理？

請依照您的判斷，圈選適當的數字。 

1. 波蜜推出什錦水果玉米脆片 非常不合理 1    2    3    4    5    6    7 非常合理 

2. 品客推出什錦水果玉米脆片 非常不合理 1    2    3    4    5    6    7 非常合理 

◎ 請完整填寫以下基本資料，以便通知中獎，謝謝！ 

 
學號：                     姓名：                     系級：                    

性別：        年齡：       E-mail：                                           

本問卷到此結束，謝謝您的協助! 
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APPENDIX 5  THE QUESTIONNAIRE OF STUDY 2B 

 ◎請依照您對於以下品牌的喜歡程度及購買意願，分別圈選適當的

數字。 

 
A. 請問您喜不喜歡以下這些 

品牌？  
B. 請問您是否願意購買這些品牌

的產品？ 

品牌 

非
常
不
喜
歡 

不 

喜 

歡 

有
點
不
喜
歡 

普   

通 
有
點
喜
歡 

喜   

歡 

非
常
喜
歡 

 

非
常
不
願
意 

不 

願 

意 

有
點
不
願
意 

普   

通 

有
點
願
意 

願   

意 

非
常
願
意 

1. 佳能 (Canon)  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

2. HP  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

3. 波蜜  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

4. 高露潔  1    2    3    4    5    6    7   1    2    3    4    5    6    7 

5. 露得清  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

6. 樂事(Lay’s)  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

7. 華碩(Asus)  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

8. 黑人  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

9. 宏碁(Acer)  1    2    3    4    5    6    7    1    2    3    4    5    6    7 
◎ 請完整填寫以下基本資料，以便確認中獎，謝謝！ 

姓名：                         學號：                     性別：□男   □女 

年齡：         歲 系級：                  系           年級 

學院別： □商學院 □文學院 □社科院 □法學院 □理學院 

 □外語學院 □傳播學院 □教育學院 □國際事務學院 □其他           

親愛的同學： 

您好，這是一份研究消費者對品牌的看法之學術問卷，問卷資料僅供學術研究之

用，絕不會對外公開，請您安心填答。為了感謝您配合填答問卷，完整填答本問卷者，

將可參加抽獎活動，每 15 份完整問卷，即可抽出一位得獎的幸運者，致贈獎金新台幣

200 元整。 

    再次謝謝您撥冗填答！ 

                                                    國立政治大學企業管理研究所 

                                                    指導教授：樓永堅、別蓮蒂 博士 

                                                    博士生  ：蔡孟君  敬上 
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◎兩個市場知名品牌擬以「波蜜推出的樂事什錦水果玉米脆片」名稱

聯手推出新產品，請問您認為該產品可能具備哪些特性？ 

 

                                                                        

 

                                                                        

 

 

◎ 若您唸出「波蜜推出的樂事什錦水果玉米脆片」時，必需於此一

短句中稍作 

一次停頓，請問您會停頓在句中何處？請在以下句中您會停頓

之處的   打勾 (請只勾選一個最主要的停頓處)。 

 

波  蜜  推  出  的  樂  事  什  錦  水  果  玉  米  脆  片 
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◎ 請問您認為「波蜜推出的樂事什錦水果玉米脆片」，在以下八個屬

性上的表現如何？請依照您的想像及判斷，圈選適當的數字。 

1. 營養均衡 非常差 1    2    3    4    5    6    7 非常好 

2. 脆 非常差 1    2    3    4    5    6    7 非常好 

3. 可當零食 非常差 1    2    3    4    5    6    7 非常好 

4. 助消化 非常差 1    2    3    4    5    6    7 非常好 

5. 口感好 非常差 1    2    3    4    5    6    7 非常好 

6. 健康養生 非常差 1    2    3    4    5    6    7 非常好 

7. 色彩豐富 非常差 1    2    3    4    5    6    7 非常好 

8. 熱量充足 非常差 1    2    3    4    5    6    7 非常好 

 

 

◎ 請問您認為以下八個屬性，對於「波蜜推出的樂事什錦水果玉米

脆片」而言，重要性為何？請依照您認為的重要性與否，圈選適

當的數字。 

1. 營養均衡 非常不重要 1    2    3    4    5    6    7 非常重要 

2. 脆 非常不重要 1    2    3    4    5    6    7 非常重要 

3. 可當零食 非常不重要 1    2    3    4    5    6    7 非常重要 

4. 助消化 非常不重要 1    2    3    4    5    6    7 非常重要 

5. 口感好 非常不重要 1    2    3    4    5    6    7 非常重要 

6. 健康養生 非常不重要 1    2    3    4    5    6    7 非常重要 

7. 色彩豐富 非常不重要 1    2    3    4    5    6    7 非常重要 

8. 熱量充足 非常不重要 1    2    3    4    5    6    7 非常重要 
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由波蜜負責              由樂事負責 

由波蜜負責              由樂事負責 

由波蜜負責              由樂事負責 

由波蜜負責              由樂事負責 

◎ 請依照您對於新產品「波蜜推出的樂事什錦水果玉米脆片」的想

像及判斷，回答以下問題，在適當的方格中打 V。 

1. 請問您認為哪個品牌較有可能參與較多「波蜜推出的樂事什錦水果玉

米脆片」產品計畫的決策？ 

波蜜    □  □  □  □  □  □  □   樂事 

2. 請問您認為哪個品牌主要負責「波蜜推出的樂事什錦水果玉米脆片」

的產品研發？ 

波蜜    □  □  □  □  □  □  □   樂事 

3. 請問您認為哪個品牌主要負責「波蜜推出的樂事什錦水果玉米脆片」

產品的生產？ 

波蜜    □  □  □  □  □  □  □   樂事 

4. 請問您認為哪個品牌主要負責「波蜜推出的樂事什錦水果玉米脆片」

產品的行銷工作？ 
波蜜    □  □  □  □  □  □  □   樂事 

◎ 請依照您對於新產品「波蜜推出的樂事什錦水果玉米脆片」，其中

兩個品牌合作狀況的想像與判斷，圈選適當的數字。 

1. 波蜜與樂事兩個品牌

合作的關係非常緊密。 非常不同意 1    2    3    4    5    6    7 非常同意 

2. 波蜜與樂事兩家公司

非常願意合作。 非常不同意 1    2    3    4    5    6    7 非常同意 

3. 波蜜與樂事兩家公司

為了新產品成功而一

起工作。 
非常不同意 1    2    3    4    5    6    7 非常同意 

4. 當要擬定可能影響雙

方的決策時，波蜜與樂

事兩家公司會試著相

互配合、協調。 

非常不同意 1    2    3    4    5    6    7 非常同意 

5. 波蜜與樂事兩家公司

的員工並沒有通力合

作。 
非常不同意 1    2    3    4    5    6    7 非常同意 

6. 波蜜與樂事兩個品牌

未來可能會有其他合

作的機會。 
非常不同意 1    2    3    4    5    6    7 非常同意 
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◎ 請問您認為「波蜜」一向以來的產品，在以下八個屬性上的表現

如何？請依照您的判斷，圈選適當的數字。 

1. 營養均衡 非常差 1    2    3    4    5    6    7 非常好 

2. 脆 非常差 1    2    3    4    5    6    7 非常好 

3. 可當零食 非常差 1    2    3    4    5    6    7 非常好 

4. 助消化 非常差 1    2    3    4    5    6    7 非常好 

5. 口感好 非常差 1    2    3    4    5    6    7 非常好 

6. 健康養生 非常差 1    2    3    4    5    6    7 非常好 

7. 色彩豐富 非常差 1    2    3    4    5    6    7 非常好 

8. 熱量充足 非常差 1    2    3    4    5    6    7 非常好 

 

◎ 請問您認為對於「波蜜」這個品牌而言，以下八個屬性的重要性

為何？請依照您認為的重要性與否，圈選適當的數字。 

1. 營養均衡 非常不重要 1    2    3    4    5    6    7 非常重要 

2. 脆 非常不重要 1    2    3    4    5    6    7 非常重要 

3. 可當零食 非常不重要 1    2    3    4    5    6    7 非常重要 

4. 助消化 非常不重要 1    2    3    4    5    6    7 非常重要 

5. 口感好 非常不重要 1    2    3    4    5    6    7 非常重要 

6. 健康養生 非常不重要 1    2    3    4    5    6    7 非常重要 

7. 色彩豐富 非常不重要 1    2    3    4    5    6    7 非常重要 

8. 熱量充足 非常不重要 1    2    3    4    5    6    7 非常重要 

 

◎請問您認為「波蜜」在以下各方面表現如何？請依照您的想像及判

斷，圈選適當的數字。 

1. 產品研發 非常差 1    2    3    4    5    6    7 非常好 

2. 生產 非常差 1    2    3    4    5    6    7 非常好 

3. 行銷 非常差 1    2    3    4    5    6    7 非常好 
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◎ 請問您認為「樂事」一向以來的產品，在以下八個屬性上的表現

如何？請依照您的判斷，圈選適當的數字。 

1. 營養均衡 非常差 1    2    3    4    5    6    7 非常好 

2. 脆 非常差 1    2    3    4    5    6    7 非常好 

3. 可當零食 非常差 1    2    3    4    5    6    7 非常好 

4. 助消化 非常差 1    2    3    4    5    6    7 非常好 

5. 口感好 非常差 1    2    3    4    5    6    7 非常好 

6. 健康養生 非常差 1    2    3    4    5    6    7 非常好 

7. 色彩豐富 非常差 1    2    3    4    5    6    7 非常好 

8. 熱量充足 非常差 1    2    3    4    5    6    7 非常好 

 

◎ 請問您認為對於「樂事」這個品牌而言，以下八個屬性的重要性

為何？請依照您認為的重要性與否，圈選適當的數字。 

1. 營養均衡 非常不重要 1    2    3    4    5    6    7 非常重要 

2. 脆 非常不重要 1    2    3    4    5    6    7 非常重要 

3. 可當零食 非常不重要 1    2    3    4    5    6    7 非常重要 

4. 助消化 非常不重要 1    2    3    4    5    6    7 非常重要 

5. 口感好 非常不重要 1    2    3    4    5    6    7 非常重要 

6. 健康養生 非常不重要 1    2    3    4    5    6    7 非常重要 

7. 色彩豐富 非常不重要 1    2    3    4    5    6    7 非常重要 

8. 熱量充足 非常不重要 1    2    3    4    5    6    7 非常重要 

 

◎請問您認為樂事在以下各方面表現如何？請依照您的想像及判

斷，圈選適當的數字。 

1. 產品研發 非常差 1    2    3    4    5    6    7 非常好 

2. 生產 非常差 1    2    3    4    5    6    7 非常好 

3. 行銷 非常差 1    2    3    4    5    6    7 非常好 
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◎「波蜜推出的樂事什錦水果玉米脆片」上市之後，即受到

消費者的歡迎，成為即食穀麥脆片市場的領導品牌，且在

YAHOO！奇摩網站舉辦的「2008 年度最夯產品獎」票選活

動中，被網友選為食品類年度最受歡迎的產品。 

 

 

請問您認為「波蜜推出的樂事什錦水果玉米脆片」受到歡迎

的原因為何？ 
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◎ 請依照您的判斷，圈選適當的數字。 

1. 請問您是否喜歡波

蜜？ 
非常不喜歡 1    2    3    4    5    6    7 非常喜歡 

2. 請問您是否願意購買波

蜜的各項產品？ 非常不願意 1    2    3    4    5    6    7 非常願意 

3. 請問您是否喜歡樂事？ 非常不喜歡 1    2    3    4    5    6    7 非常喜歡 

4. 請問您是否願意購買樂

事的各項產品？ 非常不願意 1    2    3    4    5    6    7 非常願意 

 
◎ 波蜜預計於明年推出新產品—200c.c.「波蜜果菜汁曲線瓶」，請問您是

否願意購買這個新產品？請依照您對這個新產品的想像及判斷，圈選

適當的數字。 

非常不願意 1    2    3    4    5    6    7 非常願意 

◎ 樂事預計於明年推出新產品—70g「樂事洋芋片隨手筒」，請問您是否

願意購買這個新產品？請依照您對這個新產品的想像及判斷，圈選適

當的數字。 

非常不願意 1    2    3    4    5    6    7 非常願意 

 

◎ 請依照您對於以下品牌的熟悉程度，圈選適當的數字。 

1. 波蜜 非常不熟悉 1    2    3    4    5    6    7 非常熟悉 

2. 樂事 非常不熟悉 1    2    3    4    5    6    7 非常熟悉 

◎ 請依照您購買以下品牌的產品之經驗，圈選適當的數字。 

1. 波蜜 從沒買過 1    2    3    4    5    6    7 經常購買 

2. 樂事 從沒買過 1    2    3    4    5    6    7 經常購買 

◎ 請問您認為以下品牌推出產品「什錦水果玉米脆片」是否合理？

請依照您的判斷，圈選適當的數字。 

1. 波蜜推出什錦水果玉米脆片 非常不合理 1    2    3    4    5    6    7 非常合理 

2. 樂事推出什錦水果玉米脆片 非常不合理 1    2    3    4    5    6    7 非常合理 

本問卷到此結束，謝謝您的協助! 
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APPENDIX 6  THE QUESTIONNAIRE OF STUDY 2C 

 ◎請依照您對於以下品牌的喜歡程度及購買意願，分別圈選適當的

數字。 

 
B. 請問您喜不喜歡以下這些 

品牌？  
B. 請問您是否願意購買這些品牌

的產品？ 

品牌 

非
常
不
喜
歡 

不 

喜 

歡 

有
點
不
喜
歡 

普   

通 
有
點
喜
歡 

喜   

歡 

非
常
喜
歡 

 

非
常
不
願
意 

不 

願 

意 

有
點
不
願
意 

普   

通 

有
點
願
意 

願   

意 

非
常
願
意 

1. 高露潔  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

2. 林鳳營  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

3. 品客  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

4. 波蜜  1    2    3    4    5    6    7   1    2    3    4    5    6    7 

5. 露得清  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

6. 樂事  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

7. 熊寶貝  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

8. 多芬  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

9. Swatch  1    2    3    4    5    6    7    1    2    3    4    5    6    7 

◎ 請完整填寫以下基本資料，以便確認中獎，謝謝！ 

姓名：                         學號：                     性別：□男   □女 

年齡：         歲 系級：                  系           年級 

學院別： □商學院 □文學院 □社科院 □法學院 □理學院 

 □外語學院 □傳播學院 □教育學院 □國際事務學院 □其他           

親愛的同學： 

您好，這是一份研究消費者對品牌的看法之學術問卷，問卷資料僅供學術研究之

用，絕不會對外公開，請您安心填答。為了感謝您配合填答問卷，完整填答本問卷者，

將可參加抽獎活動，每 15 份完整問卷，即可抽出一位得獎的幸運者，致贈獎金新台幣

200 元整。 

    再次謝謝您撥冗填答！ 

                                                    國立政治大學企業管理研究所 

                                                    指導教授：樓永堅、別蓮蒂 博士 

                                                    博士生  ：蔡孟君  敬上 
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◎兩個市場知名品牌擬以「林鳳營推出的品客杯湯」名稱聯手推出新

產品，請問您認為該產品可能具備哪些特性？ 

 

                                                                        

 

                                                                        

 

 

◎ 若您唸出「林鳳營推出的品客杯湯」時，必需於此一短句中稍作

一次停頓，請問您會停頓在句中何處？請在以下句中您會停頓

之處的   打勾 (請只勾選一個最主要的停頓處)。 

 

林   鳳   營   推   出   的   品   客   杯   湯 
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◎ 請問您認為「林鳳營推出的品客杯湯」，在以下八個屬性上的表現

如何？請依照您的想像及判斷，圈選適當的數字。 

1. 濃郁 非常不同意 1    2    3    4    5    6    7 非常同意 

2. 油脂含量高 非常不同意 1    2    3    4    5    6    7 非常同意 

3. 用料豐富 非常不同意 1    2    3    4    5    6    7 非常同意 

4. 香醇 非常不同意 1    2    3    4    5    6    7 非常同意 

5. 鹹 非常不同意 1    2    3    4    5    6    7 非常同意 

6. 方便快速 非常不同意 1    2    3    4    5    6    7 非常同意 

7. 營養 非常不同意 1    2    3    4    5    6    7 非常同意 

8. 熱量充足 非常不同意 1    2    3    4    5    6    7 非常同意 

 

 

◎ 請問您認為以下八個屬性，對於「林鳳營推出的品客杯湯」而言，

重要性為何？請依照您認為的重要性與否，圈選適當的數字。 

1. 濃郁 非常不重要 1    2    3    4    5    6    7 非常重要 

2. 油脂含量高 非常不重要 1    2    3    4    5    6    7 非常重要 

3. 用料豐富 非常不重要 1    2    3    4    5    6    7 非常重要 

4. 香醇 非常不重要 1    2    3    4    5    6    7 非常重要 

5. 鹹 非常不重要 1    2    3    4    5    6    7 非常重要 

6. 方便快速 非常不重要 1    2    3    4    5    6    7 非常重要 

7. 營養 非常不重要 1    2    3    4    5    6    7 非常重要 

8. 熱量充足 非常不重要 1    2    3    4    5    6    7 非常重要 
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◎ 請依照您對於新產品「林鳳營推出的品客杯湯」的想像及判斷，

回答以下問題，在適當的方格中打 V。 

1. 請問您認為哪個品牌較有可能參與較多「林鳳營推出的品客杯湯」產

品計畫的決策？ 

林鳳營    □  □  □  □  □  □  □   品客 

2. 請問您認為哪個品牌主要負責「林鳳營推出的品客杯湯」的產品研發？ 

林鳳營    □  □  □  □  □  □  □   品客 

3. 請問您認為哪個品牌主要負責「林鳳營推出的品客杯湯」產品的生產？ 

林鳳營    □  □  □  □  □  □  □   品客 

4. 請問您認為哪個品牌主要負責「林鳳營推出的品客杯湯」產品的行銷

工作？ 

林鳳營    □  □  □  □  □  □  □   品客 
 

◎ 請依照您對於新產品「林鳳營推出的品客杯湯」，其中兩個品牌合

作狀況的想像與判斷，圈選適當的數字。 

1. 林鳳營與品客兩個品

牌合作的關係非常緊

密。 
非常不同意 1    2    3    4    5    6    7 非常同意 

2. 林鳳營與品客兩家公

司非常願意合作。 非常不同意 1    2    3    4    5    6    7 非常同意 

3. 林鳳營與品客兩家公

司為了新產品成功而

一起工作。 
非常不同意 1    2    3    4    5    6    7 非常同意 

4. 當擬定可能影響雙方

的決策時，林鳳營與品

客兩家公司會試著相

互配合、協調。 

非常不同意 1    2    3    4    5    6    7 非常同意 

5. 林鳳營與品客兩家公

司的員工並沒有通力

合作。 
非常不同意 1    2    3    4    5    6    7 非常同意 

6. 林鳳營與品客兩個品

牌未來可能會有其他

合作的機會。 
非常不同意 1    2    3    4    5    6    7 非常同意 

由林鳳營負責                   由品客負責 

由林鳳營負責                   由品客負責 

由林鳳營負責                   由品客負責 

由林鳳營負責                   由品客負責 
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◎ 請問您認為「林鳳營」一向以來的產品，在以下八個屬性上的表

現如何？請依照您的判斷，圈選適當的數字。 

1. 濃郁 非常不同意 1    2    3    4    5    6    7 非常同意 

2. 油脂含量高 非常不同意 1    2    3    4    5    6    7 非常同意 

3. 用料豐富 非常不同意 1    2    3    4    5    6    7 非常同意 

4. 香醇 非常不同意 1    2    3    4    5    6    7 非常同意 

5. 鹹 非常不同意 1    2    3    4    5    6    7 非常同意 

6. 方便快速 非常不同意 1    2    3    4    5    6    7 非常同意 

7. 營養 非常不同意 1    2    3    4    5    6    7 非常同意 

8. 熱量充足 非常不同意 1    2    3    4    5    6    7 非常同意 

 

◎ 請問您認為對於「林鳳營」這個品牌而言，以下八個屬性的重要

性為何？請依照您認為的重要性與否，圈選適當的數字。 

1. 濃郁 非常不重要 1    2    3    4    5    6    7 非常重要 

2. 油脂含量高 非常不重要 1    2    3    4    5    6    7 非常重要 

3. 用料豐富 非常不重要 1    2    3    4    5    6    7 非常重要 

4. 香醇 非常不重要 1    2    3    4    5    6    7 非常重要 

5. 鹹 非常不重要 1    2    3    4    5    6    7 非常重要 

6. 方便快速 非常不重要 1    2    3    4    5    6    7 非常重要 

7. 營養 非常不重要 1    2    3    4    5    6    7 非常重要 

8. 熱量充足 非常不重要 1    2    3    4    5    6    7 非常重要 

 

◎請問您認為「林鳳營」在以下各方面表現如何？請依照您的想像及

判斷，圈選適當的數字。 

1. 產品研發 非常差 1    2    3    4    5    6    7 非常好 

2. 生產 非常差 1    2    3    4    5    6    7 非常好 

3. 行銷 非常差 1    2    3    4    5    6    7 非常好 
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◎ 請問您認為「品客」一向以來的產品，在以下八個屬性上的表現

如何？請依照您的判斷，圈選適當的數字。 

1. 濃郁 非常不同意 1    2    3    4    5    6    7 非常同意 

2. 油脂含量高 非常不同意 1    2    3    4    5    6    7 非常同意 

3. 用料豐富 非常不同意 1    2    3    4    5    6    7 非常同意 

4. 香醇 非常不同意 1    2    3    4    5    6    7 非常同意 

5. 鹹 非常不同意 1    2    3    4    5    6    7 非常同意 

6. 方便快速 非常不同意 1    2    3    4    5    6    7 非常同意 

7. 營養 非常不同意 1    2    3    4    5    6    7 非常同意 

8. 熱量充足 非常不同意 1    2    3    4    5    6    7 非常同意 

 

◎ 請問您認為對於「品客」這個品牌而言，以下八個屬性的重要性

為何？請依照您認為的重要性與否，圈選適當的數字。 

1. 濃郁 非常不重要 1    2    3    4    5    6    7 非常重要 

2. 油脂含量高 非常不重要 1    2    3    4    5    6    7 非常重要 

3. 用料豐富 非常不重要 1    2    3    4    5    6    7 非常重要 

4. 香醇 非常不重要 1    2    3    4    5    6    7 非常重要 

5. 鹹 非常不重要 1    2    3    4    5    6    7 非常重要 

6. 方便快速 非常不重要 1    2    3    4    5    6    7 非常重要 

7. 營養 非常不重要 1    2    3    4    5    6    7 非常重要 

8. 熱量充足 非常不重要 1    2    3    4    5    6    7 非常重要 

 

◎請問您認為品客在以下各方面表現如何？請依照您的想像及判

斷，圈選適當的數字。 

1. 產品研發 非常差 1    2    3    4    5    6    7 非常好 

2. 生產 非常差 1    2    3    4    5    6    7 非常好 

3. 行銷 非常差 1    2    3    4    5    6    7 非常好 
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◎ 請問在您想像中，您認為「林鳳營推出的品客杯湯」可能

有哪些口味？請在以下口味中，勾選三種您認為最有可能

被推出的湯品。 

          奶油海鮮濃湯           泰式酸辣湯 

          奶油南瓜濃湯           馬鈴薯味噌湯 

          蘑菇玉米濃湯           番茄洋蔥湯 

 

◎「林鳳營推出的品客杯湯」上市之後，銷售量不如預期，

未能在即食沖泡湯品市場中佔有一席之地。 

  且在 YAHOO！奇摩網站舉辦的「2009 年度最遜產品獎」

票選活動中，被網友選為食品類年度最不受歡迎的產品。 

 

  請問您認為「林鳳營推出的品客杯湯」失敗的原因為何？ 
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◎ 請依照您的判斷，圈選適當的數字。 

1. 請問您是否喜歡林鳳

營？ 非常不喜歡 1    2    3    4    5    6    7 非常喜歡 

2. 請問您是否願意購買林

鳳營的各項產品？ 非常不願意 1    2    3    4    5    6    7 非常願意 

3. 請問您是否喜歡品客？ 非常不喜歡 1    2    3    4    5    6    7 非常喜歡 

4. 請問您是否願意購買品

客的各項產品？ 非常不願意 1    2    3    4    5    6    7 非常願意 

 
◎ 林鳳營預計於明年推出新產品—300c.c.「林鳳營鮮乳口袋便利包」，請

問您是否願意購買這個新產品？請依照您對這個新產品的想像及判

斷，圈選適當的數字。 

非常不願意 1    2    3    4    5    6    7 非常願意 

 
◎ 品客預計於明年推出新產品—60g「品客洋芋片輕便包」，請問您是否

願意購買這個新產品？請依照您對這個新產品的想像及判斷，圈選適

當的數字。 

非常不願意 1    2    3    4    5    6    7 非常願意 

 

◎ 請依照您對於以下品牌的熟悉程度，圈選適當的數字。 

1. 林鳳營 非常不熟悉 1    2    3    4    5    6    7 非常熟悉 

2. 品客 非常不熟悉 1    2    3    4    5    6    7 非常熟悉 

◎ 請依照您購買以下品牌的產品之經驗，圈選適當的數字。 

1. 林鳳營 從沒買過 1    2    3    4    5    6    7 經常購買 

2. 品客 從沒買過 1    2    3    4    5    6    7 經常購買 

◎ 請問您認為以下品牌推出產品「杯湯」是否合理？請依照您的判

斷，圈選適當的數字。 

1. 林鳳營推出杯湯 非常不合理 1    2    3    4    5    6    7 非常合理 

2. 品客推出杯湯 非常不合理 1    2    3    4    5    6    7 非常合理 

本問卷到此結束，謝謝您的協助! 
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APPENDIX 7  THE QUESTIONNAIRE OF STUDY 3 

Dear Friend, 

Thanks for your participation in my research. The purpose of this survey is 

to collect your thoughts about some brands and products. The questions involve 

no invasion of your rights of privacy. 

It may take you 10-15 minutes to complete this survey. Please do not use 

the “back” function to change your answers in a previous page, or suspend 

answering for a long time once you start the questions because you may lose all 

the answers you’ve provided. 

Thank you very much for your help! 

Meng-Chun Tsai 

International Visiting Scholar 
Robins Business School 
University of Richmond 

There are six parts in this questionnaire: 
 
Part A asks you to provide your background information. 

Part B has one question that asks you to provide your thoughts about a new 
product. Other questions in this part ask you to provide your answers by 
clicking at the appropriate spots. 
Parts C, D, E and F ask you to provide your answers by clicking a circle on 
the scale provided. 
   

 Gentle Reminders:  

• Once you start to answer the questions of this survey, please DO NOT 
use the "BACK" function or suspend answering for a long time once 
you start the questions because you may lose all the answers you've 
provided. 
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【Part A】 Please provide your background information. 

《A-1》Have you ever lived in any countries outside the U.S. more than 5 years 

in the past 10 years?  □Yes  □No 

《A-2》What is your age?        

《A-3》Are you a native English speaker?   □Yes  □No 

《A-4》Are you fluent in other languages in addition to English? 

□No  □Yes, I’m fluent in            

《A-5》What is your gender?   □Male  □Female 

 

【Part B】 

Two brands “Tropicana” and “Pringles” are planning to introduce a 

new product “Puff Pastry” together with the name “Tropicana Pringles 

Puff Pastry”. Please answer the following questions based on your knowledge 

and imagination. 

 

《B-1》What do you think would be the characteristics or attributes of the 

new product “Tropicana Pringles Puff Pastry”? 
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《B-2》 

If a pause is required when you read the expression “Tropicana Pringles 

Puff Pastry” aloud, where will be the most likely pause point?  

Please read this expression “Tropicana Pringles Puff Pastry” aloud until 

you find the “natural pause” in your mind. Please choose one answer below 

that shows your natural pause point in your mind by clicking at the appropriate 

spot. The pause point in each expression listed below is presented using a “ , “. 

□ Tropicana  ,  Pringles Puff Pastry 

□ Tropicana Pringles  ,  Puff Pastry 

 

《B-3-1》Which brand do you think the product “Tropicana Pringles Puff 

Pastry” is more associated with? 

 

more associated with Tropicana □ □ □ □ □ □ □ more associated with Pringles 

 

《B-3-2》Which brand do you think the product “Tropicana Pringles Puff 

Pastry” belongs to? 

 

belongs to Tropicana  □  □  □  □  □  □  □  belongs to Pringles 
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《B-4》 

Based on your imagination of the new product “Tropicana Pringles Puff 

Pastry”, which one in the left column below will be the most possible type for 

this new product? Please drag THREE items from the left column into the 

right column, and rank them based on the possible flavors of the new 

product “Tropicana Pringles Puff Pastry”. The first one you place in the right 

column will be the most possible type of the new product in your mind. 

□  Peach Tart □  Mushroom & Bacon Triangle 

□  Buffalo Chicken Puff □  Apple Strudel 

□  Cerry Turnover □  Spinach-Cheese Swirl 

□  Sausage Bite □  Strawberry Napoleon 

□  Fruit Dumpling Bake □  Basil-Mushroom Cup 
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《B-5》Please indicate the extent you disagree or agree that the new product  

“Tropicana Pringles Puff Pastry” could be described by the attributes 

listed below. 

1. Fruity Strongly Disagree 1    2    3    4    5    6    7 Strongly Agree 

2. Crispy Strongly Disagree 1    2    3    4    5    6    7 Strongly Agree 

3. Nutritious Strongly Disagree 1    2    3    4    5    6    7 Strongly Agree 

4. Salty Strongly Disagree 1    2    3    4    5    6    7 Strongly Agree 

5. Healthy Strongly Disagree 1    2    3    4    5    6    7 Strongly Agree 

6. High-Caloried Strongly Disagree 1    2    3    4    5    6    7 Strongly Agree 

 
《B-6》Please indicate the responsibility level of these two brands by clicking 

a circle on the scale provided  based on your imagination about the 

new product. 

 

1.  Which brand would be responsible for planning to introduce the new 

product “Tropicana Pringles Puff Pastry” ? 

   □  □  □  □  □  □  □ 

    

2.  Which brand would be responsible for the marketing of the new 

product “Tropicana Pringles Puff Pastry” ? 

   □  □  □  □  □  □  □ 

 

Tropicana has full responsibility Pringles has full responsibility 

Tropicana has full responsibility Pringles has full responsibility 
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【Part C】 The purpose of Part C is to collect your opinions about the two 

brands Tropicana and Pringles. Please answer the following 

questions based on your knowledge and experience by clicking 

by clicking a circle on the scale provided on the scale provided. 

 

《C-1》Please indicate the extent you disagree or agree that the products of Tropicana 

itself in the past could be described by the attributes listed below. 

1. Fruity Strongly Disagree 1    2    3    4    5    6    7 Strongly Agree 

2. Crispy Strongly Disagree 1    2    3    4    5    6    7 Strongly Agree 

3. Nutritious Strongly Disagree 1    2    3    4    5    6    7 Strongly Agree 

4. Salty Strongly Disagree 1    2    3    4    5    6    7 Strongly Agree 

5. Healthy Strongly Disagree 1    2    3    4    5    6    7 Strongly Agree 

6. High-Caloried Strongly Disagree 1    2    3    4    5    6    7 Strongly Agree 

 

《C-2》Please indicate the extent you disagree or agree that the products of Pringles 

itself in the past could be described by the attributes listed below. 

1. Fruity Strongly Disagree 1    2    3    4    5    6    7 Strongly Agree 

2. Crispy Strongly Disagree 1    2    3    4    5    6    7 Strongly Agree 

3. Nutritious Strongly Disagree 1    2    3    4    5    6    7 Strongly Agree 

4. Salty Strongly Disagree 1    2    3    4    5    6    7 Strongly Agree 

5. Healthy Strongly Disagree 1    2    3    4    5    6    7 Strongly Agree 

6. High-Caloried Strongly Disagree 1    2    3    4    5    6    7 Strongly Agree 
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【Part D】 Please answer the following questions based on your experience by 

clicking by clicking a circle on the scale provided. 

《D-1》 Please indicate how familiar you are with each of the following brands. 

1. Tropicana Never Heard of It 1    2    3    4    5    6    7 Very Familiar 

2. Pringles Never Heard of It 1    2    3    4    5    6    7 Very Familiar 

 
《D-2》 Please indicate how much you like each of the following brands. 

1. Tropicana Extremely Dislike 1    2    3    4    5    6    7 Extremely Like 

2. Pringles Extremely Dislike 1    2    3    4    5    6    7 Extremely Like 

 
《D-3》 Please rate the product quality of each of the following brands. 

1. Tropicana Inferior Quality 1    2    3    4    5    6    7 Superior Quality 

2. Pringles Inferior Quality 1    2    3    4    5    6    7 Superior Quality 

 
《D-4》 Please indicate how often you consume the products of the following 

brands. 

1. Tropicana Never Consume 1    2    3    4    5    6    7 Consume Regularly 

2. Pringles Never Consume 1    2    3    4    5    6    7 Consume Regularly 

 
《D-5》 Please rate how well each of the following brands market (i.e., advertise, 

sell and distribute) their products based on your experience and 

knowledge. 

1. Tropicana Extremely Poor 1    2    3    4    5    6    7 Extremely Well 

2. Pringles Extremely Poor 1    2    3    4    5    6    7 Extremely Well 
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【Part E】 Please answer the following questions based on your perception 

and imagination by clicking by clicking a circle on the scale 

provided. 

 
《E-1》 Please indicate what you would think about each of the two brands 

introducing the new product “puff pastry”. 

1. Tropicana introduces a puff 
pastry. 

Does not make 
sense at all 

1   2   3   4   5   6   7 Makes a lot 
of sense 

2. Pringles introduces a puff pastry. Does not make 
sense at all 

1   2   3   4   5   6   7 Makes a lot 
of sense 

 
《E-2》 Please indicate what you would think about the two brands Tropicana and 

Pringles becoming partners and introduced a new product together. 

Not suitable at all    1    2    3    4    5    6    7    Extremely suitable 
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【Part F】 

Mr. Smith bought this new product “Tropicana Pringles Puff Pastry” last 

week. He had never seen this new product before. Recently, he tried “Tropicana 

Pringles Puff Pastry” while watching a baseball game on TV at home. “Oh! It 

tastes awful!” he thought after biting off a big piece of the product. He felt 

so upset that he decided to make a call to complain about it.  

 

1. According to the description of Mr. Smith’s experience when trying the 

new product “Tropicana Pringles Puff Pastry” above, which company 

do you think Mr. Smith would call to complain? 

Definitely Tropicana   □  □  □  □  □  □  □   Definitely Pringles 

 

2. Mr. Smith thought “I’ll never buy any products of                   

again!” Which brand is more likely in the blank? 

Definitely Tropicana   □  □  □  □  □  □  □   Definitely Pringles 

 

Thank you for completing the on-line survey. While you may be familiar 

with Tropicana and Pringles, the new product “Tropicana Pringles Puff Pastry” 

and the scenario of Mr. Smith’s experience in this survey are all fictitious. They 

were created only for research purpose. Your input is very beneficial to the 

future co-branding practices. Thanks again and I wish you a fruitful year! 

Meng-Chun Tsai 
International Visiting Scholar 

Robins Business School 
University of Richmond 
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