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DEVELOPING A MULTI-ITEM MEASUREMENT SCALE
FOR DEVELOPING COUNTRY TEENAGERS’
CONSUMTION RELATED COGNITION THROUGH
INVOLVEMENT IN REALITY TELEVISION

Mohammad R Haq, Dhaka University
Syed H Rahman, University of Western Sydney

ABSTRACT

The aim of this paper is to develop and confirm a multi-item measurement scale for
consumption related cognition development through teenagers’ involvement in Reality Television
(RTV). Various researchers have proposed product knowledge, consumer role perception,
purchasing intentions as the domain items for teenagers’ consumption related cognition. Using a
multi-step process, this research refined and adapted a multi-item measurement scale for
developing country teenagers’ consumption related cognition through RTV involvement. These
were then tested and confirmed using exploratory and confirmatory factor analyses techniques.
A six-item measurement scale for the developing country teenagers’ consumption related
cognition by RTV has been confirmed. These items include: understand product usage
instruction from RTV, RTV helps to recall about products, RTV make aware about particular
brands, RTV provides a lot of product information, RTV is a good way to learn about
products/brands and advertisements shown in RTV gives new product ideas. Understanding
consumption related cognition through RTV involvement of teenagers in their consumption
behavior is critical for further theory building in the consumer behavior field. These
measurement items can now form the basis for various further researches, particularly on
developing country teenagers’ RTV involvement and its effect on their consumption behavior.

INTRODUCTION

Teenagers worldwide are an emerging market segment that is receiving increasing
attention from researchers (Bhosale & Gupta 2006; Lueg & Finney 2007). Specifically, as a
teenager consumer socialisation agent; electronic media receives maximum attention (Dotson &
Hyatt 2005; Vakratsas & Ambler 1999). Consumption related cognition, on the other hand, is
often identified as one of the common outcome components of the consumer socialisation
process (Chan 2003; Moschis & Moore 1979; Schmoll et al. 2006). Reality Television (RTV) is
a contemporary electronic media vehicle. RTV has generated a lot of interest among teenagers
because of its interesting content (Lundy & Jacobson 2008). Furthermore, the nature of
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participants (Jacobs 2008), format (James 2007), and reward system (Driscoll 2007), makes RTV
different and exclusive from other TV programs. Understanding the role of RTV in the
development of consumption related cognition of teenagers in a developing country is critical for
further theory building in the field. It is particularly important due to the huge size of the
teenaged market segment and impressive growth of electronic media in developing countries
(Bhosale & Gupta 2006; Quraishi, Bhuiya & Mohammad 2004). Further, theory building in this
area is also important in developing countries, where the population is relatively young.
Accordingly, the key problem this research will address is:

How to measure developing country teenagers’ consumption related cognition
development by RTV?

CONSUMPTION RELATED COGNITION

As already mentioned, consumption related cognition is considered as one of the
common outcome components of the consumer socialisation process (Chan 2003; Moschis &
Moore 1979; Schmoll et al. 2006). Cognition is defined as “knowledge that is acquired by a
combination of direct experience and information from various sources” (Schiffman et al. 2005
p. 617). Wagner (2008) has defined cognition as the mental processes involved in gaining
knowledge and comprehension, including thinking, knowing, remembering, judging, and
problem solving. So, consumption related cognition can be conceptualised as the mental
processes involved in gaining knowledge and comprehension; including thinking, knowing,
remembering, judging, problem solving and skill development regarding products and brands
consumption (Bartlett, Griffiths & Badian 2008; Bush, Martin & Bush 2004; Moschis & Moore
1978). The cognitive development of teenaged children is significantly affected by electronic
media, particularly Television (TV) (Anderson et al. 2001; Bearison, Bain & Daniele 1982).
These days, teenagers are highly involved with the different content of TV and various TV
vehicles (Acevedo-Polakovich et al. 2005; Choi & Ferle 2004). Teenagers’ cognitive
development through TV has been explored from a social perspective as well as from the context
of consumer socialisation (Bearison, Bain & Daniele 1982; Dotson & Hyatt 2005). This paper
explores the issue from the perspective of consumer socialisation.

Theoretically, cognitive development as an outcome of teenagers’ socialisation process
by the media is mainly explained from the perspectives of displacement, cultivation and
observational learning theories. According to displacement theory, the cognitive development of
teenaged children does not depend on the amount of TV viewing but rather on the content of TV
(Anderson et al. 2001). On the contrary, cultivation theory suggests that frequent TV viewing
increases the likelihood of the development of consumption related cognition that ultimately
alters viewers’ behaviour (Brown 1993; Brown & Steele 1995). Cultivation theory mainly
suggests that teenagers’ learning from TV is strongly associated with the volume of
their watching and involvement with TV (Gruber & Thau 2003). Furthermore, cognitive
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development of the consumer through the media also has been discussed by social learning
theory, particularly by observational learning theory (Gruber & Thau 2003). Observational
learning theory posits that people learn from observing others’ behaviour and practice
accordingly if rewarded and reinforced (Bandura 1977; Ward & Rivadeneyra 1999). In
particular, teenaged children through observation or by imitating their favourite characters from
TV develop their consumption related knowledge, ideas and skills that influence their
consumption related behaviour (Lueg & Finney 2007; Moschis & Churchill 1978).

The influences of TV on the cognitive development of teenaged children are viewed by
researchers as very significant (Bearison, Bain & Daniele 1982; Brand & Greenberg 1994).
Abelman (2004) noted that young and talented children watch significantly more TV per week
and are engaged in more active and selective tele-viewing. Furthermore, their information
processing capacity, creativity, and narrative skills are viewed as a result of involvement with
TV (Zimmerman & Christakis 2005). Research findings indicate that not only is the time given
to TV, but also the TV content is significant for the cognitive development of teenaged children
(Abelman 2004; Zimmerman & Christakis 2005).

TV as a consumer socialisation agent consolidates consumption related knowledge, skills,
capacity and consumer role perception in to the consumer socialisation process. In particular,
teenagers’ information seeking experiences about various products and services are triggered by
TV (Eastin 2005). Furthermore, TV provides information about the market condition which
creates teenagers’ awareness and helps their recalling capacity of various products and brands
(Bartlett, Griffiths & Badian 2008; Ward & Wackman 1974). TV not only develops product and
brand recalling capacity of teenagers but also develops product and brand recognition ability
(Zuckerman, Ziegler & Stevenson 1978). It is also likely that teenagers get product usage
instruction from TV (Moschis & Moore 1978). Furthermore, Moschis and Moore (1978) added
that TV provides a clue to understand the cost benefit analysis of using any product and brand
that sometimes help teenagers’ consumption decisions.

As one of the most contemporary forms of TV vehicles, RTV brought a lot of exclusive
features with it (e.g., nature of participants, content, format, rewards, program layout) (Bown
2008; Frutkin 2008; Lundy & Jacobson 2008; James 2007; Jacobs 2008). Therefore, the more
teenagers’ involvement in it, it is expected the more it will lead to their consumption related
cognitive development. In particular, from the perspective of cultivation theory, teenagers’
involvement (e.g., time spent, attention, likings) with RTV may develop their consumption
related cognition, as RTV shows provide product related knowledge and help to recall and
understand product usage instructions (Ward & Wackman 1974; Zuckerman, Ziegler &
Stevenson 1978). Furthermore, from the perspective of displacement theory, various content of
RTV (e.g., informational, entertainment) may also influence teenagers’ brand related knowledge,
consumption related skills and activities. Cognitive development also occurs as a result of
vicarious rather than direct experience, through a process of imitating the behaviour of others
called modelling. Therefore, imitating the role models from RTV and observing different
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contents, as well as getting involved in RTV are assumed to be the solid ground of teenagers’
cognitive development that may reflect their consumption related behaviour.

Since the research on consumer socialisation within the context of RTV is rarely examined, the
domain of scale items to measure consumption related cognition has been mostly adopted from
current research findings on consumer socialisation research by the media. Table 1 show the
domain and measurement variables of consumption related cognition.

Table 1: Domain and Measurement Variables of Consumption Related Cognition.

Constructs Domains Scale Items

1) RTV make me aware about particular
brands
2) I understand product usage instruction from
RTV

a) Product knowledge . 3) RTV helps me to recall about certain

b) Consumer role perception
products

¢) Purchasing intentions

d) Information processing
Consumption e) recalling capacity

related cognition | f) consumption related skills (Bartlett,
Griffiths & Badian 2008; Bush, Martin
& Bush 2004; Moschis & Moore 1978;
Zuckerman, Ziegler & Stevenson 1978;
Ward & Wackman 1974)

4) RTV helps me to recognise particular
products and brands

5) RTV helps me to decide what brands to buy
6) RTV is a good way to learn about what
products/bands are available in market

7) The opinion of my favorite RTV celebrities
influence me to say positive things about
products or brands to other people

8 ) RTV helps me to do value analysis
(compare price and benefit of brands) before
buying

METHODOLOGY

While some measurement items of teenagers’ consumption related cognition through
RTYV involvement have been identified from the current literature, the measurement items are not
directly applicable to developing country teenagers without some refinement and verification as
they were related to various other electronic media vehicles and not directly to RTV and are
generally developed country based. To develop measurement scales for developing country
teenagers’ consumption related cognition development by RTV, the widely used three-stage
procedure suggested by Churchill Jr. (1979) was followed and was also supplemented with
confirmatory factor analysis (Bristol & Mangleburg 2005; Shrum, Burroughs & Gainesville
2005). Qualitative research was conducted to help refine the teenagers’ consumption related
cognition through RTV involvement construct and its measurement variables that have been
developed based on the current literature, and quantitative methods to test the construct.
Exploratory factor analysis was considered a test of dimensionality, with the aim to produce a set
of items that reflect a single underlying factor or construct. To assess the internal consistency
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reliability, a popular approach, coefficient alpha was used, at the exploratory factor analysis
stage. Confirmatory factor analysis using AMOS was carried out to give a truer estimation of
reliability and formally test the uni-dimensionality of the scale (Hoyle 1995).

Data for both qualitative and quantitative phases of this research was gathered from
Bangladesh, a typical developing country. At the qualitative stage, two separate Focus Group
Interview (FGI) sessions involving 10 Bangladeshi teenagers in each were conducted. During
these FGI sessions participants were encouraged to describe events, draw linkages, and give
explanations about their involvement in RTV. Both the FGI’s were audio recorded with prior
approval from each participant and following pre-determined ethics protocol. The data was
analysed using content analysis method (Weber 1990). This method is often theory driven e.g.,
theory determines what to look for (Weber 1990). In this research the variables developed
through the literature review were the basis for what to look for in the FGI data. Looking at the
transcripts the themes and how these themes relate to each other were identified analysing each
sentence spoken by the participants.

Data for the quantitative phase of the research was gathered from Bangladeshi teenagers
using a Bengali (local language) version of a structured questionnaire initially developed in
English. This questionnaire was also pilot tested. A total of 400 respondents were surveyed with
equal representation of each gender. Age group wise there were higher representation (75.3%) of
late teenagers (16-19 age group) then young teenagers (13-15 age groups) who had 24.7%
representation. After screening, 368 questionnaires were considered valid and used for analysis

REFINEMENT OF MEASUREMENT SCALE

Findings of this phase of research show RTV provides a lot of consumption related
information to teenagers. Teenagers generally acknowledge that information provided by RTV
about products and services keep them updated about the market condition. However, sometimes
it does fail to provide sufficient and exact information which is required by the teenagers. Most
of the teenagers mentioned that during the time of RTV shows, the name of various products and
brands are shown on the TV screen. Furthermore, anchors and participants often provide
information about products, as do judges of various RTV shows. One participant (B 9) remarked,
‘RTV helps make a brand famous’. He also added that, ‘I got to know about ‘Airtel’ as a mobile
phone, when I started watching ‘Dus KaDam’’, an Indian reality show. Most of the teenagers
agreed that RTV creates brand awareness that generates their interest to know more about new
products. Some of the participants (B 2, G 4) mentioned, ‘We know about new products from
RTV’. They also added that ‘“We got to know about ‘Meridian Chips’ from a musical reality
show like ‘Khude Ganraj’’. Teenagers pay close attention while watching their RTV favourite
shows. These favorite RTV shows often develop teenagers’ product usage instruction capacity
and creativity about new fashion and styles. Most of the participants agreed that RTV helps them
to understand product usage instruction by mentioning features and the nature of products.
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Sometimes anchors also describe how to use particular products such as a mobile phone, and
MP3 etc. One respondent (B 8) said, ‘I have learnt how to use the blue tooth of my mobile phone
from RTV shows like ‘Nokia next generation’’. One girl (G 3) said ‘Fashion shows help me to
understand how to use make up ‘Look @ to me’’. Furthermore, FGI findings show, RTV helps
teenagers recall product and brand names. One respondent (B 8) said, ‘Roddies rings me the bell
of Hero Honda’.

RTYV is also a good source of information about products and brands that are available in
the market. Teenagers can get an idea about the sources (e.g., shopping mall, outlets) of products
and brands that are shown on RTV. Moreover, FGI findings show that teenagers keenly observe
and follow what brands and products are used by the participants, anchors and judges of RTV. In
particular, judges or any special guest of RTV create awareness about new products among the
teenagers. Also, teenagers like to share and discuss with others what participants, anchors and
judges are wearing, commenting on and promoting in RTV. One of the respondents (G 1) said, ‘I
watch celebrity talk shows like ‘MTV celebrity talk shows’, a foreign celebrity talk show to
follow their outfits’. Teenagers sometimes say positive things about products and services to
others which are recommended by their favourite celebrities. One participant (B 8) said, ‘I often
suggest my friends about buying new products which are endorsed by RTV celebrities'. He also
added that, ‘I told my friends that Habib (local popular singer) wear shirt from Cats’ eye’.
Moreover, some of the participants think RTV celebrities influence their buying decisions as
they like certain music and film celebrities.

Most of the multinational and local big companies in Bangladesh sponsor RTV to
promote their brands. Teenagers can easily recall the sponsoring brands of RTV that ultimately
create brand image. Most of the participants mentioned that, ‘We believe in big brands’. Overall,
these big brands are more successful in creating awareness about new products and services in
the market. Teenagers selectively follow fashion and styles shown on RTV and then they adopt it
according to their tastes and personalities. One respondent (G 3) added that, ‘RTV celebrities
help me to think differently about my fashion’. Another participant (G 1) added that, ‘Fashion
shows like ‘Sunsilk-Hair Expert” helps me to think about new hair styles’.

It appears that RTV also helps teenagers recall different products and brand names.
Teenagers think that RTV is a good source of knowledge about new products and services in the
market, but they strongly consider their peer group’s opinion and knowledge before making
buying decisions. One participant (B 10) said ‘I know RTV considers the interest of sponsors to
sell their brands, not the viewers’ interest’. Teenagers generally however, agreed that RTV is a
good source of information because it creates awareness about different products. However,
quite often RTV fails to provide the desired information to make buying decisions. Teenagers
think RTV provides a lot of information, but not always accurate information. One participant (B
6) mentioned, ‘RTV only provides commercial information’.

On the basis of the FGI findings, the measurement domains and variables of the construct
teenagers’ consumption related cognition through RTV involvement were refined, adapted and
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rejected for further quantitative testing. Table 2 shows the refined domain and measurement
variables.

Table 2: Refined Domain and Measurement Variables of Teenagers’ Consumption Related Cognition
through RTV Involvement

Constructs Domains Scale Items
1) RTV provides me with a lot of product information.
a) Product Knowledge (Bartlett, 2) RTV makes me aware about particular brands.
Griffiths & 3) RTV helps me to recall certain products.
Badian 2008; Zuckerman, Ziegler | 4) RTV is a good a way to learn about what products/brands are
& Stevenson 1978; Ward & available in the market.
Consumption Wackman 1971) 5) Advertisements shown in RTV give me new product ideas

(New scale from FGI)

Relat'ec'i . 6) T understand product usage instruction from RTV.
Cognition b) Consumer Role Perception . .
. 7) RTV makes me creative to do something new (New scale
(Moschis & Moore 1978)
from FGI).
8) The opinions of my favourite RTV celebrities influence me
c)Purchasing intentions to say positive things about products or brands to other people.
(Bush, Martin & Bush 2004) 9) I prefer the brands that sponsor RTV to increase my brand

awareness (New scale from FGI).

ASSESSMENT OF MEASUREMENT SCALE

To assess and refine the measurement scales in terms of reliability, uni-dimensionality
and validity, there are two main approaches like; exploratory factor analysis (EFA) and
confirmatory factor analysis (CFA) (Hurley et al. 1997). The issue on which type of factor
analysis (e.g., EFA or CFA) to use in a particular situation is the subject of a debate among
researchers (Hurley et al. 1997). This research employed a combination of both EFA and CFA to
form a two-phase approach. The first phase involved employing EFA for scale assessment and
refinement and the second phase involves employing CFA for scale validation (Fabrigar et al.
1999)

EFA was applied using principal component analysis extraction method. A total of 9
variables earlier identified through literature review and refined through qualitative research
making those adoptable to a developing country (Table 2) were submitted for the exploratory
factor analysis (EFA). Table 3 shows the factor extracted with the variables that explain the
factor. After this stage, a number of variables that had poor factor loading (less than .50) were
dropped from further analysis. This included variables cog 7 (RTV develops teenagers’
creativity), cog 8 (opinion of RTV celebrities influences), and cog 9 (prefer RTV sponsored
brands). This solution presents satisfactory solution concerning both the explanatory variance
percentage and correlation between items. To give a truer estimation of reliability and formally
test the uni-dimensionality of the scale a confirmatory factor analysis was performed on the same
sample.
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Table 3: Retained Factors, Variables and Factor Loadings

Measurement Factor % Variance Eisenvalue Co-efficient Inter-item
Items Loading Extracted g Alpha Correlation

Cognition  Cog 6 816 .719

Cog 3 173 747

Cog 2 715 .819

Cog 1 658 66.18 3.37 .81 787

Cog 4 .645 .706

Cog 5 .608 711

CFA RESULTS

The results of CFA of the measurement items of the ‘consumption related cognition’ are
summarised in Table 4.

Table 4: Regression Weights of Consumption Related Cognition through RTV Involvement
Regression .
Weights Estimate S.E. C.R. P value

Product
instruction from <--- 1.000
RTV
RTV helps < 993 066 15.127 0.000
recalling
RTV makes <o 845 063 13.337 0.000
aware of brands
RTYV provides
product <--- 778 .063 12.442 0.000
information
RTVhelps < 732 065 11.210 0.000
market learning
RTVads provide | 761 067 11316 0.000
product ideas

Regression weight in Table 4 refers to the un-standardised parameter estimates for the
factor loadings. No critical ratios (t-values) are stated for the factor loadings of cognition and
product instruction from RTV were fixed to unity to scale the latent variables. All remaining
factor loading were significant.

The coefficient alpha for the consumption related cognition of CFA model was 0.81
indicating that the variables are a reasonable measure of level of consumption related cognition.
Standard regression weights of all the variables were more than 0.6. Goodness-of-fit indices also
indicated that the measurement model fitted data well with value of GFI, AGFI, NFI, TLI,
RMSEA and CFI all above required thresholds (table 5). Composite reliability of .96 also
indicated the reliability the underlying variables of ‘consumption related cognition’.
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Table 5: Standard Regression Weights, Goodness- of- Fit Estimates and Composite Reliability of the
Consumption Related Cognition through RTV Involvement
. . . . Composite

Standardised Regression Weights Estimate Reliability

Product instruction from RTV .823

RTV helps recalling 755

RTV makes aware of brands .686 96

RTV provides product information .644 ’

RTV helps market learning .602

RTV ads provide product ideas .606

Reliability-Co-efficient alpha o 0.81

Chi-Square 16.730

Degree of freedom 9

P .053

Normed Chi-Square (CMIN/DF) 1.859

Root mean square of error of estimation (RMSEA) .048

Goodness of fit index (GFI) 985

Adjusted of goodness-of-fit index (AGFI) .965

Normed fit index (NFI) 979

Tucker-Lewis Index (TLI) 983

Comparative fir index (CFI) .990

CONCLUSIONS, IMPLICATIONS AND FUTURE RESEARCH

In this research a widely used multi-step process of developing measurement scales of
marketing constructs have been followed. After initially, identifying the measurement items of
consumption related cognition by RTV from the current literature, the same were refined and
adapted for a developing country through qualitative research. These scale items were then tested
using two-stage quantitative measures resulting in the confirmation of a six-item measurement
scale for the developing country teenagers’ consumption related cognition by RTV. Table 6

shows the tested six-tem scale.

Table 6: Multi-item Measurement Scale of Developing Country Teenagers’ Consumption Related
Cognition through RTV Involvement

Construct

Measurement Items

Developing Country Teenagers’
Consumption Related Cognition through
RTV Involvement

1. I understand product usage instruction from RTV

2. RTV helps me to recall about certain products

3. RTV make me aware about particular brands

4. RTV provides me a lot of product information

5. RTV is a good way to learn about what products/brands are
available in market

6. Advertisements shown in RTV gives me new product ideas

This research has identified and tested the multi-item measurement scale for the construct
developing country teenagers’ consumption related cognition by RTV. These measurement items
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can now form the basis for various further researches, particularly on developing country
teenagers’ RTV involvement and its effect on their consumption behavior.

Understanding consumers’ taste and preferences is the key issue for any marketer. Most
of the international and local businesses give maximum priority and effort to understanding
customers’ consumption behaviour through consumption related cognition, attitudes and values.
Accordingly, the findings of this research will be of interest to brand marketers and marketing
communication planners in Bangladesh and other developing countries. Media strategist and
sponsors also can get a clear indication of what are the different ways RTV helps developing
country teenagers’ consumption related cognition development, which might be useful for their
marketing strategies.

This research has been conducted in Bangladesh only. There are many other developing
countries in the world. As only one of the developing countries, Bangladesh does not represent
all the economic and cultural indicators of all the developing countries. Accordingly, the findings
of this research may not be treated as completely applicable to the rest of the developing
countries, and needs to be tested further from the perspective of individual countries.

This research has the potential to open up a new area of empirical research. Particularly,
findings from this research are relevant only for the TV vehicle, RTV. RTV being a most
contemporary vehicle in the electronic media area, such findings may or may not be
representative of other TV vehicles. Further research is required to re-test such scales for
possible refinement and future usage for other media studies and confirm its applicability.

REFERENCES

Abelman, R. (2004), "TV Literacy and Academic/Artistic Giftedness: Understanding Time Leaps and Time Lags",
Roeper Review, vol.26, no.2, p. 85-89.

Acevedo-Polakovich, ID, Lorch, EP, Milich, R, Ashby, RD. (2005), "Disentangling the Relation Between
Television Viewing and Cognitive Processes in Children With Attention-Deficit/Hyperactivity Disorder and
Comparison Children" Archives of Pediatrics and Adolescent Medicine vol. 160, no. 4, p. 354-360.

Anderson, DR, Huston, AC, Schmitt, KL, Linebarger, DL, Wright, JC & Wright, JC. (2001), "Academic
Achievement", Monographs of the Society for Research in Child Development, vol.66, no.1, p. 36-66.

Bandura, A. (1986), Social Foundations of Thought and Action: A Social Cognitive View, New Jersy, Prentice Hill.

Bartlett, E, Griffiths, G & Badian, V. (2008), Digital advertising in 2142: measuring the effectiveness of advertising
to the PlayStation® generation. Market Research Society.

Bearison, DJ, Bain, JM & Daniele, R. (1982), "Developmental Changes in How Children Understand Television",
Social Behaviour & Personality: An International Journal, vol.10, no.2, p. 133-144.

Bhosale, S & Gupta, S. (2006), "Tomorrow is a New Consumer! Who is the Future Asian Consumer?", ESOMAR
Asia-Pacific Conference, Mumbai.

Bown, I. (2008), 'Sisters Take act on Stage in Quest for $1m salon', Herald, 29 Jan.

Brand, JE & Greenberg, BS. (1994), "Commercials in the classroom: The impact of Channel One advertising",
Journal of Advertising Research, vol.34, no.1, p. 18-27.

Academy of Marketing Studies Journal, Volume 17, Number 2, 2013



Page 11

Bristol, T & Mangleburg, TF. (2005), "Expanding the Boundaries of Consumer Socialisation Research", Advances
in Consumer Research, vol.32, no.1, p. 78-95.

Brown, JD. (1993), "Media Sex and the Adolescent ", Theoretical Overview, (ed) B.S Gernberg, BS, Brown JD,
Buerkel-Rothfuss, NL, New Jersey, Hampton Press.

Brown, JD & Steele, JR. (1995), Sex and the Mass Media, California, Henry J. Kaiser Family Foundation.

Bush, VD, Martin, CA & Bush AJ. (2004). "Sports Celebrity Influence on the Behavioral Intentions of Generation
Y.", Journal of Advertising Research, vol. 44, no. 1, p. 108-118.

Chan, K. (2003), "Materialism among Chinese Children in Hong Kong", Young Consumers, vol.4, no.4, p. 1-10.

Choi, SM & Ferle, CL. (2004), "Convergence Across American And Korean Young Adults: Socialisation Variables
Indicate The Verdict Is Still Out", International Journal of Advertising, vol.23, no.4, p. 479-5006.

Churchill Jr, GA. (1979), "A Paradigm for Developing Better Measures of Marketing Construct", Journal of
Marketing Research, vol.16, no. February, p.64-75.

Dotson, MJ & Hyatt, EM. (2005), "Major Influence Factors in Children's Consumer Socialisation", Journal of
Consumer Marketing vol.22, no.1, p. 35-42.

Driscoll, M. (2007), "Taking a Flyer on American Eagle", Business Week 31 July.

Eastin, MS. (2005), "Teen Internet Use: Relating Social Perceptions and Cognitive Models to Behavior", Cyber
Psychology & Behaviour, vol.8, no.1, p. 62-75.

Fabrigar, LR, Wgener, DT, MacCallum, RC & Strahan, EJ. (1999), Evaluating the Use of Exploratory Factor
Analysis in Psychological Research, Psychological Method, vol. 4, no. 3, p. 272-299.

Frutkin, AJ. (2008), New Shows a Write-Off?' Mediaweek, 10 March.

Gruber, E & Thau, H. (2003), "Sexually Related Content on Television and Adolescents of Color: Media Theory,
Physiological Development, and Psychological Impact", The Journal of Negro Education, vol.72, no.4, p.
438-456.

Hoyle, RH. (1995), The Structural Equation Modelling Approach: Basic Concepts and Fundamentals Issues, Hoyle,
RH (eds), Structural Equation Modelling: Concepts, Issues, and Applications, SAGE.

Hurley, AE, Scandara,TA, Scriesheim, CA, Brannick, MT, Seers, A, Vanderberg RJ, & Williams, LJ. (1997),
Exploratory and Confirmatory Factor Analysis: Guidilines, Issues, and Alternatives, Journal of
Organisational Behaviour, vol. 18, p. 667.

Jacobs, E. (2008), "What the Apprentices Did Next They Wanted a Career, Celebrity, or Just Approval from a
Father Figure". As the fourth series of the BBC's Reality Business Show starts, Emma Jacobs Tracks Down
Some of Those Who Were Fired - and One Who Was Hired - to Talk about Life after 'Sir Alan", Financial
Times, 22 March.

James, S. (2007), "Beyond Tomorrow", The Advertiser, 21 December.

Lueg, JE & Finney, RZ. (2007), "Interpersonal Communication in the Consumer Socialisation: Scale Development
and Validation", Journal of Marketing Theory & Practice, vol.15, no.1, p. 25-39.

Lundy, S & Jacobson, S. (2008), "Does You Tube Generation Lack Sense of Right, Wrong?" McClatchy - Tribune
Business News, 12 April.

Moschis, GP & Churchill Jr, GA. (1978), "Consumer Socialisation: A Theoretical and Empirical Analysis", Journal
of Marketing Research (JMR), vol.15, no.4, p. 599-609.

Moschis, G P & Moore RL. (1978), "An Analysis of the Acquisition of Consumer Competencies Among
Adolescents", Journal of Consumer Affairs, vol. 12, no. 2, p. 277-292.

Moschis, GP & Moore, RL. (1979), "Decision Making Among the Young: A Socialisation Perspective", Journal of
Consumer Research, vol.6,n0.2, p. 101-113.

Quraishi, SY, Bhuiya, I & Mohammad, N. (2004), "Youth in Bangladesh- A Thematic Review", UNFPA,
Bangladesh.

Schmoll, NM, Hafer, J, Hilt, M & Reilly, H. (2006), "Baby Boomers' Attitudes Towards Product Placements",
Journal of Current Issues & Research in Advertising, vol.28, no.2, p. 33-54.

Academy of Marketing Studies Journal, Volume 17, Number 2, 2013



Page 12

Schiffman, L, Bendall, D, O'cass, A, Paladino, A & Kanuk, L. (2005), Consumer Behavior, Pearson Education
Australia, China.

Shrum, LJ, Burroughs, JE & Gainesville, AR. (2005), "Television's Cultivation if Material values", Journal of
Consumer Research, vol.32, no.3, p. 473-480.

Vakratsas, D & Ambler, T. (1999), "How Advertising Works: What Do We Really Know?", Journal of Marketing,
vol.63, no. January, p. 26-43.

Weber, R P. (1990), Basic Content Analysis, California, SAGE Publication.

Wagner, KV. (2008), "What 1is Cognition", Aboutcom. Psychology http://psychology.about.com/
od/cindex/g/def cognition.htm.

Ward, M & Rivadenyra, R. (1999), "Contributions of Entertainment Television to Adolescents" Sexual Attitudes
and Expectations: The Role of Viewing Amount Versus Viewer Involvement', The Journal of Sex Research,
vol.36, no.3, p. 237-250.

Ward, S & Wackman, D. (1974), Consumer socialisation: Initial study results, Advances in Consumer Research,
vol.1, no.1, p. 120-125.

Zimmerman, F & Christakis, DA. (2005), "Children’s Television Viewing and Cognitive Outcomes: A Longitudinal
Analysis of National Data", Archives of Paediatrics and Adolescent Medicine, vol.159, no.7, p. 619-626.

Zuckerman, PM, Ziegler, M & Stevenson HW. (1978), "Children's Viewing of Television and Recognition Memory
of Commercials." Child Development, vol. 49, no. 1, p. 96-104.

Academy of Marketing Studies Journal, Volume 17, Number 2, 2013



Page 13

A UNIFIED FRAMEWORK FOR EVALUATING BRAND
ALLIANCES AND COBRANDING STRATEGIES:
IMPLICATIONS AND FUTURE DIRECTIONS

Costas Hadjicharalambous, SUNY College at Old Westbury
ABSTRACT

This article treats cobranding as a case of brand extension. The paper draws on research
of brand extensions and integrates in it elements from the conceptual combination literature. The
result is a unified conceptual framework for evaluating brand alliances and cobranding
strategies. The proposed model is abstract enough to be used in evaluating alternative
cobranding strategies. Examples include ingredient or component branding, composite brand
extensions, co-promotions, online brand alliances, advertising alliances and dual branding.
Unlike previous research, the model does not distinguish between a primary and a secondary
brand. Thus, the model is flexible enough to account for any asymmetry effects that may arise
from such a distinction between the primary and secondary brand. A common conceptual
framework will make it possible to organize existing knowledge better, unify alternative streams
of research, and examine similarities and differences among alternative cobranding strategies.
Such a development will enhance the theoretical understanding of cobranding and other related
branding strategies. In addition, the proposed model offers marketers a practical and useful
framework to manage effectively, their brands, cobranding relationships, brand alliances and
other cooperative activities.

INTRODUCTION

Cobranding strategies includes ingredient branding, composite brand extension, brand
alliance, advertising alliance, and joint promotion. Cobranding has received attention as early as
1990s (Hillyer and Tikoo 1995; Park, Jun, and Shocker 1996; Rao and Ruekert 1994; Rao, Qu
and Ruekert 1999; Simonin and Ruth 1998). Although interest in cobranding has continued
during the last decade (Delgado-Ballester and Hernandez-Espallardo 2008; Gammoh, Voss and
Chakraborty 2006; Hadjicharalambous 2010; Voss and Gammoh 2004; Washburn, Till and
Randi 2004), there is no a conceptual framework that unifies research in the area. Most empirical
research focused on the impact of using branded ingredients or components in another brand’s
product (e.g., Levin, Davis, and Levin 1996; Simonin and Ruth 1998). The contribution of an
established brand to a new product may be based on ingredients or components, but potentially a
greater contribution may come from the image, expertise, status, companion products, customer
franchise, or any other customer perceived benefit (Tauber 1988). Samu, Krishnan, and Smith
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(1999) suggested that cobranding goes beyond the use of, branded ingredients or components
and includes other brand alliances such as composite brand extensions joint promotions,
cosponsoring, brand bundling and other cooperative strategies.

Currently, there is no conceptual framework of cobranding that captures the totality of
Tauber’s (1988) conceptualization. The position taken in this paper is that the lack of conceptual
framework hinders cobranding research. A conceptual framework will provide guidelines for
studying cobranding phenomena and will offer researchers the opportunity to highlight
similarities and differences among the different types of cobranding strategies, suggesting further
research. Shocker, Srivastava, and Ruekert (1994) stated that the cobranding phenomenon needs
and deserves more attention from both practitioners and academic researchers. Recently, Saqip
and Manchanda (2008) stated that research on cobranding is still preliminary. The purpose of
this article is to set the foundations for a unified conceptual framework that can be used to study
different cobranding strategies and other cooperative brand activities. The paper reviews relevant
literature, highlights alternative cobranding conceptualizations and positions cobranding as a sub
case of brand extensions. Next, the paper draws from conceptual combination literature and
advances research by proposing a framework for evaluating alternative cobranding strategies.
The paper concludes with theoretical and managerial implications and suggestions for further
research.

LITERATURE REVIEW
Ingredient or component branding

Ingredient or component branding is the use of a branded ingredient or component in a
product introduced by another brand (Norris 1992). Norris proposed that the ingredient branding
strategy results in more efficient promotions, easier access to distribution, higher quality
products, and higher profit margins. Levin et al. (1996) found that adding a well-known branded
ingredient improves product evaluations of both unknown and well known host brands. Simonin
and Ruth (1998) used the component branding context and found that spillover effects are
moderated by the familiarity and perceptions of each of the two constituent brands. The Simonin
and Ruth study was an important step in studying cobranding. However, their model did not
account for the simultaneous impact of each of the constituent brands and its characteristics in
evaluating the cobranded product. Cobranding is the result of combining two brands to name a
product. As suggested by the conceptual combination literature (Hampton 1987; Osherson and
Smith 1981, 1982) when evaluating a cobranded product, one has to consider the overall fit
between the brand pair and the product.
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Composite Brand Extensions

Park et al. (1996) incorporated elements of the conceptual combination literature into
their research. In an experimental study, the authors evaluated a composite brand extension by
using two real brands to name a new product (Slim-Fast chocolate mix by Godiva). They found
that the evaluation of the composite extension depends on the favorability of the constituent
brands and, more importantly, on the degree of complementarity between them. They also found
that the position (order) of the constituent brand names of a composite brand name is important
in the formation of an attribute profile of the composite extension. A problem is that Park and his
coauthors limited the investigation to a single product category, thus limiting the generalizability
of the results. Second, the authors defined complementarity in terms of whether attributes of the
constituent brands had compensating relationships. Thus, the stimuli they used fits well with the
ingredient branding strategy. However, leverage and complementarity may be based on an
overall image (Eddie Bauer edition of Ford Explorer), status (Coach edition of Lexus), customer
franchise (American Airlines Visa, or Citi Amex credit card), expertise-risk reduction (Samsung-
Google cell phone) or usage situation (Nike-Coke sports drink). Finally, although Park et al.
(1996) stated that the role of fit between each of the constituent brands and the cobranding
extension is important in evaluating the composite extension, they failed to test it empirically
possibly because of the difficulty in measuring it.

Hillyer and Tikoo (1995, p.123) defined cobranding as “the practice of double branding
products, in which a product features more than one brand name”. They developed a series of
hypotheses about the role of the primary and secondary brands in evaluating the cobranded
product. A limitation of their study is the distinction between a primary and a secondary brand.
Constituent brands involved in cobranding strategies may be equally important. A proposed
model should treat both brands equally and at the same time be flexible enough to account for
any brand asymmetry effects that consumers might perceive.

This brief review highlights the problems associated with cobranding research. A
conceptual framework that unifies research in the area is still lacking. A conceptual framework
will make it possible to organize existing knowledge unify alternative streams of research,
examine similarities and differences among alternative cobranding strategies, and allow
researchers to explore new perspectives and directions (Gammoh and Voss 2011).

ALTERNATIVE CONCEPTUALIZATIONS OF COBRANDING

A fruitful endeavor toward developing a conceptual framework is to review alternative
theoretical approaches and different streams of research that may be useful in developing a
conceptual model to study cobranding. The available models from the marketing literature
include strategic alliances, bundling, and brand extensions. Their potential and limitations, as
frameworks to study cobranding, are reviewed and discussed next.
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Cobranding as a Strategic Alliance

Rao and Ruekert (1994) treated cobranding as a strategic alliance. Drawing from the
strategic alliance literature and economic perspectives, the authors developed a managerial
decision template to analyze the costs and benefits of "joint branding". They discussed the
implications for such decisions in different types of alliances and determined the value of each
brand to the partners. Strategic alliance has been defined as a partnership or long term
relationship that permits partners to meet their goals (Cravens 1994). Cobranding is an alliance
that creates a long-term relationship, permitting partners to achieve their goals; therefore, there is
justification for using the strategic alliance framework to study the phenomena. Still, using the
strategic alliance framework to study cobranding has an inherent limitation. Primarily, the
strategic alliance framework concentrates on the supply side of the equation by considering
organizational capabilities, strengths, weaknesses and the strategic fit between allies (e.g.,
Shamdasani and Sheth 1995). Demand side effects are not fully considered. Strategic alliances
can take place, and in fact do take place without consumer knowledge. The success of most
marketing decisions depends on the response of competitors - supply side effects, as it does on
the behavior of consumers - demand side effects (Slater and Narver 1995; Smith and Park 1992).
In most cases of strategic alliances consumers do not know, and do not have to know, that there
is an alliance between the partners. Cobranding involves an exploitation of one of the most
important assets of any firm - a brand name (Aaker 1991). Since the value of the brands to be
exploited comes mostly from one source, the consumer (Aaker 1991), cobranding should be
studied from the consumer's point of view.

Cobranding Versus Product Bundling

As a marketing stimulus, cobranding can be compared to product bundling. Product
Bundling is “the practice of marketing two or more products and/or services in a single package
for a special price” (Guiltinan 1987, p. 74). Early research on product bundling drew from
economic literature. This research primarily presents the seller’s rationale for bundling with little
emphasis on individual buyer behavior. According to the widely accepted additivity assumption
(Schmalensee 1982), the total utility of a bundle equals the sum of the individual utilities of
items included in the bundle. Goldberg, Green and Wind (1984) questioned the additivity
assumption. Using hybrid conjoint analysis to evaluate a bundle, they concluded that the sum of
individual utilities of items included in the bundle is not a good predictor of the overall utility of
the bundle.

While bundling is similar to cobranding and one can borrow from the former to study the
latter, one must also consider existing differences. The major difference between bundling and
cobranding is that bundling is the combination of two (or more) products, whereas cobranding is
the combination of two or more brands. In the case of product bundling, the components of a
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bundle can be separated and consumed at different times or by different consumers. However,
since a cobrand is a combination of two or more brands, separation is not possible. The
consumption or use of one implies the consumption and use of the other. Furthermore studies of
bundling generally ignore the impact of brands on the evaluation of a bundle. However,
consumer research has repeatedly demonstrated the importance of the brand in information
processing, product evaluation, and decision-making (Montgomery and Wernerfelt 1992). In
addition, the role of a brand in evaluating brand extensions is undeniably important (Aaker and
Keller 1990) and one should expect this to be the case when consumers evaluate cobranded
products. Bundling literature can offer some input and theoretical support in developing a
framework to study cobranding. However, bundling is generally inadequate and falls short in
accounting for all the aspects of the cobranding phenomenon.

Cobranding as a Case of Brand Extensions

In developing a model for evaluating cobranded products one has to consider (1) the
components of the cobrand (i.e., constituent brands of the brand pair), (2) the product itself, and
(3) the consumer that evaluates them. Most research distinguishes between two basic strategies
of brand extensions: (1) line extension (the brand is extended into the same product category)
and (2) brand franchise extension (the brand is extended to a new product category) (Tauber
1981). This initial classification allows for a better examination of different types of brand
extensions. Cobranding include types of extensions not covered by the above classification. The
important characteristic of these extensions is that "new" products are introduced to the market
by following strategies involving more than one core brands (Park et al. 1996), making the above
classification of brand extensions incomplete.

Brand extension is defined as the use of an existing brand name on a new product or
service, not previously associated with the brand name (Tauber 1988; Aaker and Keller 1990). It
can be argued that cobranding is a more general case than a brand extension based only on one
brand. Then, brand extensions can be classified according to the number of brands involved in
the extension. Extensions based on only one brand are classified as single brand extensions,
whereas extensions based on more than one brand are classified as cobranding extensions
(Hadjicharalambous 2006). The most important element of the above classification is the
distinction between single-brand and cobranding extensions. While research on single brand
extensi