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ABSTRACT

The primary objective of the study was to investigate how brand extensions can leverage on the parent brand image in order to achieve a positive brand 
extension perception. This was investigated in accordance with specific brand building constructs. The study focused on a consumers’ perspective of 
the Clover Tropika brand within emerging economic areas. The research was based on a quantitative approach which adopted convenience sampling 
at Mall intercepts. A total sample of 238 consumers responded to a self-administered questionnaire at Southgate and Maponya Mall which are located 
in the south west of Johannesburg. All respondents were above the age of 18 and consented to participate in the research by willingly placing their 
completed questionnaires in the box provided on the day. The data techniques used included Structural Equation Modelling (SEM) which had a core 
focus on Confirmatory Factor Analysis (CFA) which assisted in confirming the relationships proposed in the conceptual model. SEM also focused on 
path modelling to determine the causal relations. Nine out of the ten hypotheses proposed had a significant level of P < 0.001 proving support for the 
proposed hypotheses. The research found that there is a significant relationship between brand awareness and brand attitudes, as this hypothesis had 
the highest path coefficient score after the research was conducted. It was noted that high recall and recognition of the parent brand, accompanied by 
favorable attitudes, are key factors in leveraging on the parent brand image to build brand extensions. Moreover, brand extensions need to have high 
perceived fit in order to leverage extensively on the parent brand image.

Keywords: Attitude towards Street Food, Subjective Norms, Past Behaviour, Food Safety Concerns, Patronage Intention, Actual Patronage 
JEL Classifications: M10, M16, M31

1. INTRODUCTION

Branding has always been an intrinsic phenomenon in markets 
across the global sphere (Keller, 2013). Companies have valued 
the concept of branding in such a way that almost every product is 
a brand. There are so many brands that consumers find it difficult 
to pick one product in a specific category (Keller, 2013). It is 
therefore important that companies create brands that stand out and 
have a high value perception to consumers (Madlala, 2019). From 
the inception of a brand, the brand undergoes a lifecycle which 
consists of the product development stage, the market introductory 
stage, the growth stage, and the maturity stage, lastly the decline 
or renewal stage is evident in the product lifecycle (Weinswig, 

2015). Many brands that have reached the life cycle maturity stage 
also known as the peak stage opt for renewal or brand extensions 
in order to keep the product offering relevant or entice new market 
segments (Cutrona et al., 2016). With emerging economic markets, 
brands must stay relevant through tailored communications and 
new product concepts that are country specific in order to meet 
consumers’ ever-changing needs. A key tactic in this discipline 
is brand extension strategy. A brand extension can be defined as 
a tactical marketing strategy used to launch a new product using 
a brand that currently exists (Hariri and Vazifehdust, 2011). This 
tactical strategy has now become the cornerstone for growth. The 
brand that has existed for a long time, and has reached its’ maturity 
stage is used to launch the brand extension, this long term brand is 
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also referred to as the parent brand (Kang, 2015). Brand extensions 
are used to launch new innovation due to a number of financially 
viable considerations; low start-up costs, transferability of brand 
equity and high consumer persuasion (Boisvert, 2016). When 
considering the brand extension strategy, there are existing brand 
characteristics that can be adopted and transferred from the core 
or existing brand, for the purpose of the research referred to as 
the parent brand. The adoption and transferability depends on the 
relevance of the extension when compared to the parent brand as 
well as the consumers’ perception of the new product (Kotler, 2001).

In this process, it is consequential that marketers ensure that 
the new product has a place to exist in the market (French and 
Smith, 2013). Key in understanding parent brand image and brand 
extensions is brand equity, in particular Consumer Based-Brand 
Equity (CBBE). CBBE is the fuel that enables the two variables 
to co-exist as it deals with building “a set of assets” that corelates 
with the core brand and makes it superior in the eyes of the 
consumer (Sharma, 2017). Brands with high equity are shown to 
have consumers that are brand loyal and have slimmer chances 
of switching to competitors, these high equity brands also have 
high chances of creating successful brand extensions (Aaker, 
1991). This study will focus on Keller’s Consumer Based-Brand 
Equity model. This study evaluates core constructs of brand 
equity which include brand awareness and brand associations 
(Aaker, 1991; Keller, 2013). Brand awareness also known as brand 
salience is included as a pre-determinant of brand associations 
and brand attitudes which fall under consumer judgements and 
feelings within Keller’s brand equity pyramid (Keller, 2013). 
Brand awareness is represented in the equity model through brand 
salience, together these refer to the ability of the consumer to recall 
and recognize key brand elements or the ability of a brands saliency 
in the mind of the consumer (Keller, 2013). With awareness being 
a primary brand identifier, this was included in the research as an 
independent variable. Variables influencing the outcome were 
identified as brand attitudes and brand associations. Brand attitudes 
are the favourable and unfavourable thoughts or judgements that a 
consumer feels about a brand (Ghorban, 2012). Brand associations 
are links that the consumer makes based on brand attributes that 
they have been exposed to (Roux and Maree, 2016).

While innovating by extending the core brand is key, new products 
still need to cater to consumer demands and current consumer 
trends (Madlala, 2019). The purpose of the study is to investigate 
the concept of levering on the parent brand image to build brand 
extensions, as well as to provide an overview of brand management 
related academic fundamentals.

2. RESEARCH CONTEXT

This study is written in the context of Clover Topika, focusing on 
leveraging the parent brand to build brand extensions. In this case 
Clover is the parent brand and Tropika is the brand 7 extension. 
There are numerous brands that have used the brand extension 
strategy by leveraging on the parent brand, these brands include 
the likes of Coca-cola who in 1982 extended into Diet Coke, with 
no calories, responding to a new consumer need of the health 
conscious consumer (Madlala, 2019). Nestle also expanded from 

wheat-and-milk baby focused food into extensions and growth 
opportunities in condensed milk and milk chocolate, of which these 
brand extensions are now at maturity stage and include examples 
such as Kitkat (Weinswig, 2015). Numerous studies on parent 
brand and brand extensions have been conducted (Afzal, 2013; 
Madlala, 2019). These however look at various industries such as 
the motor industry and private label with a focus on global brands. 
The research in question focuses on a local brand with high brand 
equity, in this case, Clover. The paper focuses on key brand equity 
constructs which include brand awareness and brand associations. 
The paper also looks at brand attitudes, with consumer perception 
being a key integral part of brand building and evaluating whether 
the desired brand image has been achieved in the mind of the 
consumer. The basis of the research is underlined within three 
theories and models namely, the consumer based brand equity 
model, the self-congruency theory and the attachment theory.

2.1. Clover
Known as the Butter and Diary Company, Clover is a long-standing 
brand in South Africa. Cover’s brand identity dates from 1994 
where the iconic red and blue colours become significant to the 
milk company, the symbol became high recognisable, and the 
“Way Better” slogan was a stance for quality dairy products (Clover 
website, 2018). According to Grassie “Clover is a FastMoving 
Consumer Goods (FMCG) company which is the largest dairy 
company in South Africa and has about 400 of their own branded 
products available on the market that is produced and packaged in 
their factories”(Grassie, 2009. p. 2). The company was listed on the 
14th of December 2010 and has the vision “to be one of the leading 
branded foods and beverages group in South Africa and other African 
countries, providing accessible nutrition to all consumers” (Clover 
Annual Report, 2016. p. 10). The Clover brand started in 1898 and 
therefore has a rich culture and heritage within the South African 
landscape. Clover is unique because it has a corporate brand identity, 
and a product brand identity at the same time, utilising brand equity 
to its fullest form. The brand has unique brand elements, such as 
the three-leaf spade logo, the colours blue and red, as well as the 
slogan “Way Better.” Clover has a wide range of products, ranging 
from different categories such as dairy fluids, concentrated products, 
Non-alcoholic 8 beverages, etc. Non-alcoholic beverages contributed 
26% to Clovers total sales in 2016 (Clover Annual Report, 2016). 
One of the company’s core strategies is to develop new products 
and to enter new markets outside South Africa, namely, Botswana, 
Lesotho, Namibia, Mozambique, Angola and Nigeria (Madlala, 
2019). The Group Chief Creative Officer of Joe Public, one of 
Clover’s communication agencies, stated that Gaining market share 
in premium segment, particularly in milk, is a challenging task due to 
aggressive price wars and cash strapped consumers (Madlala, 2019).

2.2. Tropika-Dairy Fruit Mix
Tropika is a versatile brand that is made up of different types of 
products within the same category. Though the brand falls under non-
alcoholic beverages, it does occupy a unique category; Dairy Fruit 
mix, where Tropika holds 98.7% market share (Nielsen data, 2016). 
The brand has two sub-categories, Tropika Fresh and Tropika UHT. 
The Tropika fresh category is made up of different flavours, including 
orange, pineapple, and mango, tropical, peach and cool red berry 
(Clover, 2017). The brand is a true epitome of a brand extension that 
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has innovated, utilising and maximising on the parent brand image, 
in this case, Clover. The latest category extension is Tropika Slenda. 
Tropika Slenda has focused and catered to the trend of health and 
wellness, as identified by branding trends 2020 (Faganel and Janeš, 
2015). The drink has no added sugar in it, being relevant to the most 
contested South African macroeconomic trend, sugar tax (News 
24, 2017). The new Tropika Slenda has a twist of flavours, creating 
newness in the distinct dairy fruit mix category (Clover, 2017). The 
Tropika brand was voted “product of the year” by the consumer 
survey of product innovation (Clover Annual Report, 2016). The 
brand has many associations linked to it, the popular Tropika Island 
of Treasure, which now has seven successful seasons behind it 
(Clover, 2017). The Brand also has the tag “nothing smoother,” 
recently adopted to appeal more to the consumer (Madlala, 2019).

2.3. Problem Statement
A brand needs to provide excitement, be constantly innovative and be 
consistent with the current trends of a specific location (Anwar et al., 
2011). Companies have taken the route of utilising an existing brand 
name to create new lines, whether it is product line extensions, or 
brand extensions. This process is said to reduce the costs of launching 
a completely new product with its’ own brand elements (Keller, 
2013). Studies have evaluated positive and negative impacts of brand 
extensions (Martinez and Pina, 2003). Brand extensions have thus 
been studied in relation to perceived fit, whether the brand extension 
retains the reputation of the parent brand image (Hameed et al., 2014). 
Studies have been conducted on beverages, 10 cosmetics, social 
media, appliances (Ghobarn and Madani, 2012; Roux and Maree, 
2016). Studies pertaining to the Clover Tropika Brand, a successful 
South African Brand, have not yet been explored. Furthermore, 
minimal studies have been conducted in this context, researching 
emerging economic areas. Emerging economy studies tend to be 
more numeric, statistical reporting and GDP growth (Madlala, 2019) 
related whilst this study focuses more on how the consumer thinks 
and interprets continuity information provided to them by the brand.

2.4. Conceptual Model

2.5. Brand Awareness and Parent Brand Image
Mounting empirical academic evidence demonstrates that brand 
awareness plays a vital role in the parent brand image being 

recognised by the consumer. Brand awareness is the ability of 
the consumer to recall and recognise a brand (Keller, 2013). The 
parent brand image is how the consumer views the brand, the 
consumer therefore needs to be aware of the brand prior to a brand 
image forming. The relation of the variables is justified through 
the consumer basedbrand equity model where brand saliency, also 
known as brand image is represented in Kellers’ model (Keller, 
2013; Aaker, 1991). In Rizwan and Xian’s research, they tested the 
extent to Brand Awareness Parent Brand Image Brand Extensions 
Brand Attitudes Brand Associations Positive Brand extension 
perceptions which consumers knew about the Starbucks brand 
(Brand awareness) and the type of perception they had of the 
brand (brand image) (Rizwan and Xian, 2008). In the study, it was 
concluded that there are in fact, different levels of awareness, and 
certain awareness relies on brand cues, e.g. brand name, which are 
formed through in the brand image. Vyas and Brahmbhatt further 
support this in their study conducted in India, by revealing that 
brand awareness is low when there is unaided recall (Vyas and 
Brahmbhatt, 2016). Much research also states that brand awareness, 
aided by brand elements which create brand image, is necessary 
in creating customer-based brand equity (Rizwan and Xian, 2008; 
Vyas and Brahmbhatt, 2016; Schmit, 2012; Ghobarni and Madani, 
2011). Ghobarni makes further reference to why brand awareness is 
important for the parent brand imagery by highlighting that beliefs, 
feelings or attitudes towards the parent brand will be transferred 
to the extension and the greater the quality of the original brand 
or parent brand the greater the positive effect on the extension 
(Ghobarni and Madani, 2011). Researchers further emphasise that 
brand awareness is a key component in brand equity; it ensures that 
potential customers have key knowledge regarding the attributes 
of a brand (Romanuik et al., 2004). Drawing from the theoretical 
points and the empirical literature represented in chapter 2, there is 
a clear link between brand awareness and parent brand image–this 
has been justified through brand equity measures making links 
between brand building and consumer perception. This study 
therefore builds a hypothesis that draws on the awareness and 
image relationship, as demonstrated in H1, the hypothesis states that 
brand awareness has a positive impact on the parent brand image.

H1: Brand awareness has a positive impact on the parent brand 
image.

2.6. Parent Brand Image and Brand Extensions
Brand awareness has been studied in terms of the first brand 
created by any company, in this case, the parent brand. Through 
well-established brand awareness, companies use the opportunity 
to grow their markets using a brand extension strategy (Perera, 
2013). Consumers become aware of a brand through a process 
called identification. Through this process, a consumer identifies 
the brand and the product classification where the brand fits 
(Schmitt, 2012). Recent empirical research done by Ghorbani 
and Madani (2012) references the FMCG McDonalds brand. The 
McDonald brand is used in Ghorbani and Madani’s (2012) study, 
stating that through the brand awareness of the McDonald brand, 
the brand extended the name into a coffee shop McCafe (Ghorbani 
and Madani, 2012). The study aimed to investigate loyalty, 38 
awareness, quality and product fit between the core brand image 
awareness versus the brand extension. Through this research, 
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the importance of the parent brand, high brand awareness and 
brand extension fit is noted. Previous research has also evaluated 
what effect a brand extension can have on the parent brand. 
Ghorbani and Madani (2012) conducted another study for home 
appliances in Iran which demonstrated that the attitude toward the 
brand extension affects the parent brand image positively. This 
demonstrates the interrelation between the constructs. Further 
researchers advocating for brand extension using an existing 
brand, mention how using the equity of the parent brand can be 
a recipe for a successful innovation. A study done in Slovenia 
demonstrates a positive reaction of the brand extension strategy 
using the equity of the parent brand. The study further concluded 
that longevity of the parent brand and differentiation for the brand 
extension is key (Vukasovic, 2012). Lastly, in Le, Cheng, Lee and 
Jains’ research, they conclude that “consumers find higher brand 
personality transfer when a direct naming strategy is applied or 
when the parent brand extends to a high perceived fit product” 
(Le et al., 2012). Opposing the above literature was well known 
researchers’ statement, hypothesising that brand extensions have a 
negative influence on the core brand, also referred to as the parent 
brand (Martinez and Pina, 2003). Further critics conclude that the 
brand extension affects the parent brand negatively depending on 
product fit, they further state that the quality perception of the brand 
extension needs to be higher than that of the parent brand (Arslan 
and Altuna, 2010). This particular research focuses on the brand 
extension being an independent variable Assumptions from the 
empirical research take the positive notion, hypothesising that the 
parent brand image has a positive effect on the brand extension, 
which justifies leveraging on parent brand key attributes.

H2: Parent brand image has a positive impact on brand extensions

2.7. Brand Awareness and Brand Attitudes
There is a direct link between brand awareness and brand attitudes, 
the link between the two is driven by brand attitudes. Zhang 
states that “brand image is a key driver of brand equity, which 
refers to the consumers’ general perception and feeling about 
a brand and has an influence on consumer behaviour” (Zhang, 
2015. p. 58).This therefore does not exist without some form of 
awareness; Schmitt (2012) supports this statement by exploring 
multi-sensory perceptions, stating that brands provide various 
stimuli to the consumer through “sight, sound, touch and 39 taste”; 
he continues to say that even though brands can try and shape 
attitudes through messages processed via billboards, television 
and print, consumers can use interpret the message in a different 
manner (Schmitt, 2012). A number of studies look at awareness 
and consumer attitudes with a link to purchase intention, proving 
that the two are interrelated constructs (Wu and Lo, 2009; Wu and 
Lo, 2015; Zhang 2015). Other studies have also looked at brand 
image and consumer attitudes in relation to customer satisfaction 
and consumer-based brand equity (Bivainiene and Sliburyte, 2008; 
Chien-Hsuing, 2011). From the relations mentioned above, brands 
are initial drivers to providing cues to the consumers; this can also 
be referred to as encoding, the consumers then read these cues 
or messages from the brand and make their own interpretation 
by decoding. These interpretations are then formed into brand 
attitudes. There is a direct link between brand awareness which are 
cues controlled by the brand but informed by the consumer; these 

cues then allow consumers to form an opinion about the brand, 
this then relates back to brand attitudes. If the cues are placed in a 
manner that is favourable for the brand, the consumer then forms 
positive attitudes about the brand therefore, brand awareness has 
a positive impact on brand attitudes.

H3: Brand awareness has a positive impact on brand attitudes.

2.8. Brand Awareness and Brand Associations
It is essential to note the important impact that brand awareness has 
on brand association. Aaker (1991) elucidates that brand image could 
be a set of associations which are significant to the consumers (Aaker, 
1991). Brand awareness is created by on-going visibility (Severi 
and Ling, 2013). Schmitt (2012) posits that, “brand awareness is 
an important memory-based categorization task in which recalls a 
specific brand name when presented with the category” (Schmitt, 
2012. p. 9). Therefore, the concept of recall and recognition become 
an integral basis to establish brand awareness. These elements or 
subtle variables can be created through brand associations (Severi and 
Ling, 2013). The concept of brand awareness and the concept of brand 
association are integral elements of brand knowledge. Researchers 
have further examined how consumers ascribe information store 
brand knowledge as abstract and stale brand association in semantic 
memory (Wallpach and Kreuzer, 2012). Both components, awareness 
and associations, are linked with associative models of memory in 
the field of consumer psychology. The study of brand awareness and 
brand associations are both linked to brand knowledge, a subsidiary 
of brand equity. Keller states that brand awareness is related to 
the strength of the 40 trace in memory, this is evident through the 
consumer’s ability to recognise the brand in various environments 
(Keller, 2013). To create brand awareness, marketers need to have 
a brand image. In Perera and Dissanayake’s study, the authors make 
a link between brand awareness, brand association and perceived 
quality as key drivers of a consumers’ purchasing decision (Perera 
and Dissanayake, 2013). In recent research, Pather (2017) elaborates 
that “association networks make up a brand’s image, the brand 
identity, its uniqueness and value to the customer” (Pather, 2017). 
Drawing from the foregoing discussion, this study therefore proposes 
that brand awareness and brand associations are key constructs of 
brand knowledge, both constructs need to toil congruently to have 
a stable establishment in the consumers’ mind. The one construct 
can-not exist without the other, with awareness being a key primary 
measure and association unable to exist independently of recall and 
recognition, therefore the hypothesis stands as brand awareness 
having a positive impact on brand associations.

H4: Brand awareness has a positive impact on brand associations.

2.9. Parent Brand Image and Brand Attitudes
It is of significance to assess the nexus that exists between parent 
brand image and brand attitudes. Brand attitude is one of the 
strongest ways to establish the relationship between consumers 
and a brand (Anwar et al., 2011). Aaker and Keller emphasise the 
relationship between perceived quality, the parent brand image 
and how these influence the attitude towards the brand extensions 
(Aaker and Keller, 1990). Researchers have further emphasized the 
importance of encouraging a favourable brand image for its core 
(Martinez et al., 2008). A favourable image is composed of the way 
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the consumer feels about a brand, hence reference to consumer 
attitudes about a brand. Based on associations, authors state that 
brand image and brand extensions are interlinked to how the 
consumer feels about the parent brand, and then later on, the brand 
extension (Ghordani and Madani, 2012). Established authors have 
defined brand image as recognisable associations about the brand 
made by consumers, consumers then derive an attitude/perception 
based on brand associations (Hseih et al., 2004). Furthermore 
according to Martinez et al., (2008) there are multidimensional 
and interrelated concepts within brand associations, namely 
brand image, perceived quality and brand attitude. Concluding 
from the elucidations aforementioned, one can see that there is a 
relationship between the parent brand image and brand attitudes. 
When consumers have favourable attitudes towards the parent brand 
image, brand managers are advised to leverage that advantage.

H5: The parent brand image has a positive impact on brand 
attitudes.

2.10. Parent Brand Image and Brand Association
Perera (2013) once discussed parent brand image and brand 
association. In this study, it is vital that the researcher examine the 
two congruent variables. For a brand extension to be successful 
or favourable in the consumers’ mind, it needs to have a good 
perceived fit in the consumers’ mind (Perera, 2013). The fit or 
congruency of the parent brand image and the brand extension 
is built through the associations or links that the consumer has 
between the parent brand and the brand extension (Ghorbani and 
Madani, 2012). Mirzai et al., (2016) relates brand image to the 
way in which a consumer perceives a brand or product, he later 
goes on to say that brand image can be broken down into types of 
brand associations, favourability of brand associations, strength 
of brand association and uniqueness of brand association, these 
brand associations are components of building brand image and 
influence or building consumer attitudes (Mirzai et al., 2016). 
Consumer attitudes are developed over time through experiences, 
once these are learned the consumer’s behaviours is influenced 
(Le Roux and Maree, 2016). Deducing from the aforementioned, 
the parent brand image requires attaining positive and favorable 
attitudes in order to leverage brand equity in the new products.

H6: The parent brand image has a positive impact brand 
association.

2.11. Brand Extensions and Brand Attitudes
When brand managers consider brand extensions, they also consider 
how the strategy will be received by consumers. Many researchers 
have evaluated how brand extensions are accepted by consumers 
(Hameed et al., 2014). When relating the two brand extensions 
and brand attitudes, these two concepts are linked to the study of 
perceived fit. Perceived fit is evaluated by the consumers’ perception 
of the association between the brand extension and the parent 
brand image (Chung, 2014). This association is influenced by the 
consumers’ primary attitude about the parent brand, which is then 
transferred to the extension based on the new product, new attributes 
and new benefits of the extension. Ghorbani and Madan (2012) refer 
to perceived fit and how consumers are under the impression that 
brand extensions to unassociated categories cannot be seen as reliable 

because the trust and functionality of the brand cannot be transferred 
(Ghorbani and Madani, 2012). Though researchers probe that there 
needs to be a link between the parent brand and the brand extension 
in order for consumers to patently have favourable attitudes towards 
the new item, other researchers disagree. In Kang’s (2015) research, 
he opted for the conclusion that successful brand extensions are not 
always compatible with the parent brand, this however does not 
mean that the brand extension will be a failure. Kang further iterated 
that the extension brand can succeed in markets if the parent brand’s 
image and the consumers’ self-image have a link towards one another 
(Kang, 2015). In light of the above, this study posits that the success 
of a brand extension is influenced by consumers’ attitudes toward 
the existing brand, thus brand managers must assert the transfer of 
positive attitudes. This must be asserted beginning with the parent 
brand and ending with the brand extension.

H7: Brand extensions have a positive impact on brand attitudes.

2.12. Brand Extensions and Brand Associations
Brand extensions can be identified as indicators of brand association. 
Once a brand extension strategy is implemented, consumers’ make 
new associations with the overall brand (Moons and De Pelsmacker, 
2012). A brand extension, whether horizontal or vertical, will 
have different characteristics and attributes, therefore creating 
new associations. Brand extension are developed for different 
objectives, namely, to increase penetration of current markets or 
to attract new segments to the brand (Keller, 2013). Although 
the brand extension can have new associations, it is important to 
note that association from the parent brand needs to be transferred 
to the brand extension, based on how well the extension and the 
parent brand fit or are compatible with one another (Le Roux and 
Maree, 2016). Brand extensions have also been identified to have 
a negative impact on the parent brand, this being established by 
newly formed associations that are linked from the brand extension 
to the parent brand (Martinez and Pina, 2003). Once the brand 
extension forms its own associations, these new links will also 
impact the parent brand image. Deducing from the aforementioned 
discussion, it can be proposed that brand extensions, once launched, 
form new associations for the product and for the parent brand. The 
brand extension should also possess associations from the parent 
brand. From a perspective of assuming that the brand extension is 
successful, a hypothesis has been built positing that brand extensions 
have a positive impact on brand associations, both for the newly 
formed product, and for the parent brand image.

H8: Brand extensions have a positive impact on brand associations.

2.13. Brand Attitudes and Positive Brand Extensions 
Perceptions
Brand attitude can be identified as a contributing factor to the 
concept of achieving positive brand extension perceptions. It is 
important to build positive consumer attitudes towards a brand. 
Attitudes and perceptions are terms that are closely linked 
concepts. Attitudes describe 43 how consumers feel towards a 
brand, and perception describes what consumers think of a brand. 
When developing attitudes, marketers need to understand the 
concept of value. Wang (2015) states that value is a representative 
of consumers’ purchasing intent (Wang, 2015). Brands are 



Madlala, et al.: A Consumer’s Perspective of the Clover Tropika Brand: Building Brand Extensions by Leveraging the Parent Brand’s Reputation

International Review of Management and Marketing | Vol 12 • Issue 6 • 202282

continuously trying to build a brand image that will influence 
consumer attitudes in a positive way, once consumers have 
favorable attitudes, when a brand uses a brand extension strategy, 
the favourable attitudes aid in encouraging consumers to accept 
the brand extension and therefore having a positive perception 
towards the brand extension (Alavinasab et al., 2017). Afzal (2013) 
states that brand extension failures occur when consumers have a 
negative attitude towards the parent brand. When it comes to brand 
extensions and attitudes, research has developed the concept of 
consumer innovativeness. Consumer innovativeness is the extent 
and willingness of consumers to try new products (Selvanayagam 
et al., 2015). In many instances, consumer innovativeness relies on 
an established brand, the parent brand, this is due to the fact that 
an established brand reduces the risk associated with purchasing 
a new product because characteristics are transferred from the 
existing brand to the brand extension (Le et al., 2012). Concluding 
from the mentioned information, it is established that attitudes 
form a base foundation for consumer decisions. Favourable 
attitudes therefore need to be transferred from the parent brand to 
the brand extension, these favourable attitudes will aid in shaping 
consumer perceptions towards the brand. The process thus needs 
to work vice versa, once the brand extension has been formed, the 
intention is for the consumer to have favourable attitudes about the 
new product as well, this thus helps further build the brand equity 
of the parent brand (Glynn and Brodie, 1998; Martinez and Pina, 
2003). It can be hypothesised that brand attitudes have a positive 
impact on brand extension perception.

H9: Brand attitudes have a positive impact on brand extension 
perception.

2.14. Brand Associations and Positive Brand Extension 
Perception
It is imperative to consider the importance between brand association 
and the success of a brand extension. Brand associations are a 
contributing factor to building successful brands; this is because 
strong, favourable and unique brand associations are an essential 
source to brand equity which drives consumer behaviour (Leone 
et al., 2011). Lazanova (2016) states that brand association influence 
the consumer buying process, in effect, they influence the purchase 
decision which later can be transformed into brand attachment, she 
goes on to (Lozanova, 2016). Transferability of brand associations 
depends on product fit, although other research speculates that 
associations can be transferred not only through product fit but when 
the parent brand and the brand extension have high similarity-the two 
might not exist in the same category, but if there is high similarity 
then the associations can be transferred (Manthiou et al., 2016). Once 
brand associations are linked to the brand extension, the perceived 
risk is reduced (Taskin et al., 2016). Although associations can be 
transferred from the core brand to the brand extension, the brand 
extension also forms its own associations based on the position and 
target market for the brand extension (Le Roux and Maree, 2016). 
Gathering from the assumptions discussed, brand associations and 
their relevance in the market and to the consumer, aid in establishing 
positive brand extension perceptions. It is also important to evaluate 
association fit between the brand extension and the core brand-the 
more related the category of the extension to the associations of the 
core brand, the more the likelihood of consumer acceptance and 

positive perception of the brand due to low perceived risk of trying a 
new product. It can therefore be hypothesised that brand associations 
have a positive impact on positive brand extension perceptions.

H10: Brand associations have a positive impact on brand 
extension perceptions.

3. RESEARCH METHODOLOGY

Our ontological assumption in an objective manner was that brand 
awareness, parent brand image, brand extensions, brand attitudes and 
brand associations are all instrumental in determining positive brand 
extension perceptions. Therefore, from the ontological perspective 
of objectivism of the research, this investigation adopted a positivist 
paradigm and deductive reasoning, as it seeks to discover a link 
between the variables presented for this analysis as well as the use 
of measurement instruments for gathering data. Hence, a quantitative 
approach was applied as it improves accuracy of findings by means 
of statistical analysis. The design was suitable to solicit the required 
information relating to brand awareness, parent brand image, being 
quantitative in nature, the measurement instrument was compiled 
from several existing scales that were adapted to suit the purpose 
of the study. Once scale reliability and validity were established, 
structural equation modelling (SEM) was used to test the model fit, 
followed by the hypotheses testing and path modelling. Structural 
equation modelling was performed using AMOS 25 software, and 
the descriptive statistics were obtained through SPSS 25 software.

3.1. Data Analysis
Initially, preliminary analysis of the data was conducted using 
the statistical software SPSS, version 25.0. Thereafter, an SEM 
procedure was applied to perform the hypotheses testing using 
the AMOS (version 25.0) package.

3.2. Measuring Instrument
For the purpose of this study, a self-administered questionnaire was 
used for collecting the necessary data. A questionnaire refers to a 
device used for securing answers to questions in a definite order 
by using a form which the respondent fills in by himself (Chandra 
et al., 2017). The questionnaire was divided into s sections, namely 
Section A consisted of the general, profile and demographic 
information of the participants. Section B to G measured all the 
variables under investigations. The scales for these variables were 
adapted from previous studies (Joshi and Yadav, 2017; Pather, 
2016; Mashwama, 2015; Lozanova, 2016; Afzal, 2013). Responses 
for Section B, C, D, E and F were measured by a five-point Likert 
scale, denoting, 1 = strongly disagree, 2 = disagree, 3 = neither 
disagree nor agree/neutral, 4 = agree and 5 = strongly agree.

3.3. Biographical Information of the Sample
Demographic information specifies socio-economic descriptors 
of the partakers involved in the survey, which is mentioned as the 
cataloguing of data (Malhotra, 2010). Section A of the feedback form 
provides a view of the demographic information of the total sample, 
which is gender, age, education level, household members, gross 
income and frequency of purchase, Table 1 represents the profile of 
the research participants. The province of Gauteng which has a total 
population of approximately 15 million people was used as a sample 
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frame. Only consumers who shop at Southgate and Maponya Mall 
were surveyed using a convenient random sampling technique. The 
data indicates that there was a fairly evenly split result with regards 
to the gender profile. Males were slightly more represented with an 
outcome of 50.4%, and females resulting as 49.6%. The age group 
profile was divided into four categories and participants between 
the ages of 18-30 years represented 43% of the sample. Individuals 
between the ages of 30-39 years followed with 38, 7% representation. 
From an education stand point, the data illustrates that the majority 
of the participants have partaken in further education and training, 
with “no formal education” being the least represented in this area. 
34% of participants have household members and 28, 6% of the 
participants have 6-7 household members. The indication on gross 
income was fairly widespread - R5000 - +R20 000. The majority of 
the respondents have indicated that they purchase Clover Tropika 
once every 2 months or either once a month.

4. RESEARCH RESULTS

The results section focuses on the results of Confirmatory Factor 
Analysis (CFA), hypothesis tests performed through Structural 
Equation Modeling (SEM) and discussions. A CFA is a unique type 
of factor analysis used to assess whether a construct’s measurements 
are compatible with that construct’s nature (Kline, 2011). The SEM 
method is used to evaluate interactions between variables that are 
latent (unobservable) such as dependent and independent constructs 
(Mafini and Loury-Okoumba, 2018; Bagozzi and Yi, 2012).

4.1. Psychometric Properties of Measurement Scales
The assessment of the measurement scales’ psychometric 
properties was performed through a CFA to determine the 
constructs’ reliability, validity, and model fit. Table 2 presents the 
outcomes of the CFA assessment.

4.2. Reliability
In terms of reliability, the results provided in Table 2 indicate 
that ranges the Cronbach alphas obtained (0.71-0.82). These 
results exceeded the suggested reliability cut-off threshold of 
0.70 suggested by Nunnally (1978) and in all cases, the results 
exceeded 0.80 across all the reported values on Cronbach’s alpha 
coefficient, which Bryman et al. (2017) posits as being a signal 
of acceptable internal consistency reliability.

Table 2 above shows the loading of each item on their particular 
construct. The lowest value for each respective item loading for 
the research constructs is 0.55. Therefore, all the individual item 
loadings exceeded the recommended value of 0.5 (Anderson and 
Gerbing, 1988). This indicates that all the measurement instruments 
are acceptable and reliable since all the individual items converged 
well and with more than 50% of each item’s variance shared with 
its respective construct (Fraering and Minor, 2006).

Composite reliabilities (CR) and average variance extracted (AVE) 
for each construct were also computed using the formulae proposed 
by Fornell and Larcker (1981. p. 22), i.e.

Table 1: Demographic profile of the respondents
Research construct Category Frequency Percent Valid percent Cumulative percent
Gender Male 120 50.4 50.4 50.4

Female 118 49.6 49.6 100.0
Total 238 100.0 100.0

Age category 18-30 years 103 43.3 43.3 43.3
30-39 years 92 38.7 38.7 81.9
40-49 years 42 17.6 17.6 99.6
50-59 years 1 0.4 0.4 100.0
Total 238 100.0 100.0

Highest level of education No formal education 12 5.0 5.0 5.0
Basic education 50 21.0 21.0 26.1
Diploma 97 40.8 40.8 66.8
Degree 64 26.9 26.9 93.7
Postgraduate or equivalent degree 15 6.3 6.3 100.0
Total 238 100.0 100.0

Household members 1-2 26 10.9 10.9 10.9
4 45 18.9 18.9 29.8
5 81 34.0 34.0 63.9
6-7 68 28.6 28.6 92.4
8 or more 18 7.6 7.6 100.0
Total 238 100.0 100.0

Gross income No answer 17 7.1 7.1 7.1
Under R5000 16 6.7 6.7 13.9
Under R5001-R10000 61 25.6 25.6 39.5
Under R10001-R20000 79 33.2 33.2 72.7
Above R20000 65 27.3 27.3 100.0
Total 238 100.0 100.0

Frequency of purchase More than once a week 8 3.4 3.4 3.4
Every 2 weeks 31 13.0 13.0 16.4
Once a month 86 36.1 36.1 52.5
Once every 2 months 87 36.6 36.6 89.1
Never 26 10.9 10.9 100.0
Total 238 100.0 100.0



Madlala, et al.: A Consumer’s Perspective of the Clover Tropika Brand: Building Brand Extensions by Leveraging the Parent Brand’s Reputation

International Review of Management and Marketing | Vol 12 • Issue 6 • 202284

Table 2: Psychometric properties of measurement scales
Research constructs Items Descriptive statistics Cronbach’s test CR value AVE value Factor loadings

Mean SD Item total α value
BAW BAW1 3.600 3.640 1.210 1.190 0.530 0.820 0.920 0.670 0.770

BAW2 3.500 1.290 0.620 0.860
BAW4 3.660 1.140 0.540 0.900
BAW5 3.880 1.130 0.550 0.900
BAW7 3.580 1.230 0.670 0.870
BAW8 3.610 1.160 0.650 0.550

PBI PBI1 3.730 3.730 1.180 1.150 0.651 0.710 0.700 0.540 0.550
PBI4 3.730 1.130 0.530 0.880

00.672
BE BE1 3.820 3.900 1.040 1.030 0.500 0.730 0.920 0.740 0.870

BE2 3.990 0.980 0.550 0.910
BE3 4.020 0.970 0.550 0.850
BE4 3.760 1.120 0.520 0.800

BAT BAT1 3.790 3.750 1.190 1.610 0.640 0.750 0.800 0.660 0.800
BAT2 3.700 1.220 0.690 0.830

BAS BAS1 3.650 3.690 1.180 1.220 0.610 0.730 0.740 0.590 0.750
BAS2 3.730 1.250 0.660 0.780

PBE PBE1 3.960 3.940 1.060 1.030 0.520 0.760 0.890 0.670 0.810
PBE2 3.800 1.060 0.540 0.930
PBE3 4.050 0.970 0.580 0.820

BAW: Brand awareness, PBI: Parent brand image, BE: Brand extension, BAT: Brand attitude, BAS: Brand association, PBE: Positive brand extension perceptions

CRη= (Σλyi)2/[(Σλyi)2+(Σεi)] (1)

Where
CRη = Composite reliability, (Σλyi) 2= Square of the summation 
of the factor loadings; (Σεi) = Summation of error variances.

Vη=Σλyi2/(Σλyi2+Σεi) (2)

Where
Vη= Average Variance Extracted (AVE); Σλyi2= Summation of the 
squared of factor loadings; Σεi= Summation of error variances.”

As shown from the results shown in Table 2, the lowest composite 
reliability (CR) value of 0.70 (for the Parent Brand Image scale) is 
well above the recommended threshold of 0.6 (Hair et al., 2018). 
Furthermore, Hair et al., (2014. p. 106) concur with Fornell and 
Larcker (1981. p. 46) in stating “an AVE of 0.5 or higher is a 
good rule of thumb suggesting adequate convergence. As depicted 
from Table 2, the lowest AVE value was 0.54. This reflected the 
presence of convergent validity. An AVE of <0.5 indicated that, on 
average, more error remains in the items than variance explained 
by the latent factor structure imposed on the measure (Fornell 
and Larcker, 1981). By and large, these results provided evidence 
for acceptable levels of research scale reliability (Chinomona and 
Chinomona, 2013; Chinomona and Mofokeng, 2016).

4.3. Discriminant Validity
The inter-construct correlation matrix is used to assess the validity 
of measurement instruments, specifically discriminant validity (Ab 
Hamid et al., 2017). Correlations among constructs were evaluated 
to see if they were lower than 1. The higher the correlation between 
variables, the lower the validity of those variables (Kafetzopoulos 
et al., 2015; Kim et al., 2011). The inter-construct correlation 
values must be below 0.6, and in some cases below 0.85, to 
indicate discriminant validity. According to Table 3, the highest 
correlation value was 0.812 and the lowest correlation value was 

Table 3: Correlation matrix
Research 
variables

BAW PBI BE BAT BAS PBE

BAW 1.000
PBI 0.685** 1.000
BE 0.530** 0.564** 1.000
BAT 0.812** 0.658** 0.470** 1.000
BAS 0.358** 0.343** 0.226** 0.467** 1.000
PBE 0.321** 0.153* 0.271* 0.240** 0.231 1.000
BAW: Brand awareness, PBI: Parent brand image, BE: Brand extension, BAT: Brand 
attitude, BAS: Brand association, PBE: Positive brand extension perceptions

0.153. These correlation values are below 0.85 and, therefore, it 
can be concluded that there is discriminant validity between all 
the constructs (Morar et al., 2015).

4.4. Model fit Analysis
According to Anderson and Gerbing (1988), model fit analysis is 
a process that assesses how well the data represents the model. 
In this study, model fit was tested by using the following indices: 
Chi-square/degrees of freedom, comparative fit index (CFI), 
incremental fit index (IFI), Tucker-Lewis index (TLI), normative fit 
index (NFI), goodness of fit (GFI) and random measure of standard 
error approximation (RMSEA). The acceptable thresholds should 
be equal to or higher than 0.90 for CFI, IFI, RFI, NFI, GFI and 
AGFI (Lysons and Farrington, 2012). For Chi-square/degrees of 
freedom a ratio of 3:1 or less is recommended and RMSEA value 
should be equal to or <0.08 (Lysons and Farrington, 2012). The 
general model fit indices for both the CFA and SEM models are 
presented in Table 4.

5. DISCUSSION OF RESULTS

It can be observed that H1 (Brand awareness and parent brand 
image) has a path coefficient of 0.479. There is a positive 
relationship between brand awareness and parent brand image. This 
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Table 4: Model fit statistics
Fit indices Acceptable fit indices CFA (measurement model) SEM (structural model)
Chi-square/degree of freedom (df) <3.0 1.360 1.391
Incremental fit index (IFI >0.90 0.990 0.930
Tucker-Lewis index (TLI) >0.90 0.980 0.941
Comparative fit index (CFI) >0.90 0.990 0.967
Normative fit index (NFI) >0.90 0.950 0.941
Goodness of fit (GFI) >0.90 0.900 0.954
Root mean square error of approximation (RMSEA) <0.08 0.031 0.039
CFA: Confirmatory factor analysis, SEM: Structural equation modelling

relationship is both supported and significant at the P = 0.001 level 
of significance. These results are in line with the works of Martinez 
who suggests that brands need to strive for a favourable brand image 
and brand attitude towards their brand (Martinez, 2012). Ghobarni 
and Madani further reiterate this by stating that brand image and 
brand attitudes are interlinked in such a way that however the 
consumer feels about the parent brand will most likely impact the 
perceptions of the brand extension (Ghobarni and Madani, 2012).

On Table 5, the results observation presents H6 (Parent brand 
image and brand association) with a path coefficient of 0.164. This 
result portrays that there is not a significant relationship between 
the parent brand image and brand association. The P = 0.067, 5.10.7 
Hypothesis Discussion 7 with a path coefficient of 0.341 it can be 
proved that H7 can be validated. H7 therefore confirm that there 
is a significant relationship between brand extensions and brand 
attitudes. The relationship between the two variables is supported 
by a significant level of P > 0.001. These results are in line with 
the works of Chung and Kim (2014). The authors emphasised 
the relationship between brand attitude and brand extensions, 
they further reiterated the importance of perceived fit between 
the brand and the brand extension, which therefore influences the 
relationship of the brand extension and the consumers’ perception 
(in this case brand attitude) towards the brand.

It can be observed that H8 (Brand Extension and Brand 
Associations) have a path coefficient of 0.234; this therefore 
denotes that there is a positive relationship between brand 
extension and brand associations. The relationship between the two 
variables is further supported by a level of significant P > 0.001. 
Academic research which complements the hypothesis includes 
the works of Moon and De Pelsmacker (2012). The authors state 
that brand extensions are predictors of brand associations. Roux 
and Maree further complement the hypothesis in their work where 
they note that brand extensions form their own brand associations 
separate from the parent brand (Figure 1).

Earlier in the paper, it was hypothesised that brand attitudes have a 
positive impact on brand extension perception. The hypothesis table 
supports this statement by reflecting results of a path coefficient of 
0.311. It can therefore be concluded that H9 (Brand Attitudes and Brand 
Extension Perception) have a positive and significant relationship, this 
is further supported by a level of significant P > 0.001. Academic work 
which complements this hypothesis includes the works of Alavinasab 
et al. who state that brand attitudes stem from the parent brand and are 
transferred to the brand extension through perceived fit; he continues 
to say that favourable attitudes aid in the acceptability of the brand 
extension in the market (Alavinasab et al., 2017).

Table 5: Summary of the hypotheses testing
Hypothesised 
Relationship

Hypothesis Path 
coefficient β

P-value Outcome

BAW → PBI H1 0.480 *** Positive and 
significant

PBI → BE H2 0.680 *** Positive and 
significant

BAW → BAT H3 0.460 *** Positive and 
significant

BAW → BAS H4 0.970 *** Positive and 
significant

PBI → BAT H5 0.920 *** Positive and 
significant

PBI → BAS H6 −0.160 0.070 Negative and 
insignificant

BE → BAT H7 0.340 *** Positive and 
significant

BE → BAS H8 0.230 *** Positive and 
significant

BAT → PBE H9 0.310 *** Positive and 
significant

BAS → PBE H10 0.490 *** Positive and 
significant

BAW: Brand awareness, PBI: Parent brand image, BE: Brand extension, BAT: Brand 
attitude, BAS: Brand association, PBE: Positive brand extension perceptions

The last hypothesis statement was that brand associations have a 
positive impact on brand extension perceptions. The hypothesis 
test result outcome was a path coefficient of 0.486 which has 
met the minimum requirement and therefore suggests that there 
is in fact, a significant relationship between brand associations 
and positive brand extension perception. This relationship is 
supported by a significant level of P > 0.001. The results are 
complemented by the works of Taskin, Emel, Ozturk and Petricli, 
who mention the importance of association transferability from 
parent brand to the brand extension in order to achieve brand 
extension acceptability and favourable perceptions (Taskin et al., 
2016). Leone et al. further support this hypothesis by linking 
favourable associations to brand equity which results in positive 
brand extension perception (Leone et al., 2011).

5.1. Implications
The research conducted has both academic and practical 
implications. The first section of the implications looks at the 
academic implications and the second section the practical 
implications. Academically, the current research study contributes 
to the existing literature on leveraging on the parent brand image 
to build brand extensions. The study evaluated key construct of 
leveraging on the parent brand image, these constructs included 
brand attitudes and brand associations which aid in building 
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5.2. Future Research and Limitations
The current research study leaves room for researchers to explore 
related variables. When reviewing literature there was a continuous 
mention of consumer purchase intent as well as overall brand equity 
which could be explored as a possible outcome of the research. 
The research was only done at Southgate and Maponya Mall, there 
is an opportunity to explore other emerging markets within South 
Africa, such as KwaZulu-Natal and Limpopo. The researcher 
therefore recommends that similar studies be conducted with a 
larger sample size and in different regions. The study was limited 
in terms of funding, this means that more data could have been 
collected should there had been funds to reward field workers. Time 
was also a big constraint because the data was collected at mall 
intercepts i.e. the data could have been collected in December, but 
because December is peak selling time for the mall, the research 
had to be collected in January 2019, therefore delaying data analysis 
as well as limiting the number of consumers for potential reach.

5.3. Overall Research Contribution
The current study makes a contribution to literature on leveraging 
on the parent brand image to build brand extensions. Based on the 
findings of the study, brand extensions can leverage on the parent 
brand image on the basis that the perceived fit between the two 
is strong. Leverage can be achieved through the transfer of brand 
awareness and brand attitudes. Based on the findings of the study, 
brand awareness and brand attitudes had a relationship of high 
significance. In Le, Cheng, Lee and Jains’ work, it is noted that 
an establish brand reduces the risk associated with purchasing a 
new product, as a result of transferability from perceptions that 
exist from the parent brand (Le et al., 2012). The study therefore 
confirms key constructs which are essential to achieve a positive 
brand extension perception. Another contribution made to the 
literature was the relevance of self-congruency where the initial 
relation to a brand occurs, should the relationship be satisfactory, 
and then brand attachment occurs. This is an important element 
that usually exists for the parent brand-which can result in positive 
brand extension perceptions. The study also makes a contribution to 
brand extension studies in the context of emerging economic areas.

6. CONCLUSION

The investigation of the relationships between brand awareness, 
parent brand image, and brand extensions was the aim of the 
study. These were to be looked into in relation to brand attitudes 
and associations, with the goal that the results would produce 
a favorable perception of brand extension. The purpose of the 
inquiry was to determine whether the relationship between the 
previously indicated variables was significant in achieving the 
outcome. After developing and testing a conceptual model, the 
subsequent parts discussed the implications of the research study, 
potential areas for future research, and study limitations. Lastly, 
the overall contribution of the research was then described.
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