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ABSTRACT 

This dissertation explores the manner in which a marketing strategy known as cross-

promotion affects consumer processing and evaluation of promotional information. 

Specifically, variation in key dimensions of cross-promotion is examined to determine 

the effects on attitude formation and memory retention. Cross-promotion is defmed as 

any promotion that combines two or more different products and brands in a cooperative 

maimer. Based on the presence of both multiple products and multiple brands, a unique 

aspect of cross-promotion is the two-dimensional nature of fit on both the brand and the 

product levels. It is this two-dimensional fit that is examined as the key variable that 

affects both memory and attitude. 

Literamre in the fields of cognitive and social psychology provides a foundation for 

the development of a theoretical framework of cross-promotion. Specifically, the 

concepts of categorization and congruency provide a relevant application of the how 

distinct items present in a given context affect cognitive and evaluative processes. Based 

on this literatiu-e. it is proposed that brand fit and product fit each affect different 

dimensions of elaboration in distinct manners. The involvement of elaboration processes 

in cross-promotional evaluation leads to the logical development of hypodiesized 

relationships between cross-promotional fit and memory and attitude. 

A 2 x 2 factorial experiment is designed as a means of testing the hypotheses. Using 

original print advertisements as stimuli, participants are presented with cross-promotional 

material in a laboratory setting and tested for levels of the dependent measures. The data 

fi-om this study are examined through a series of ANOVAs. Resxilts provide partial 
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support for the hypotheses. The most interesting finding is the confirmation that a low-

level of brand fit. crossed with a high level of product fit, can actually lead to the highest 

level of memory retention and the development of more positive attitudes than when both 

dimensions of fit are high. 
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CHAPTER 1: OVERVIEW 

This dissertation explores the effects of an increasingly cluttered promotional 

environment on consumer processing and evaluation. Specifically, the promotional 

strategy of cross-promotion is identified as an example of how consumers are faced with 

an increase in both number and variety of promotional stimuli. Trade journals (i.e.. 

Advertising Age, Marketing .\'ews) are replete with examples of how the media employs 

cross-promotion. Indeed, marketing activities involving multiple brands from different 

companies have had a consistent annual growth rate of 40% in recent years (Spethmann 

and Benezra 1994). 

Based on extant definitions of terms used to denote forms of joint branding (Simonin 

and Ruth 1998; Rao and Ruekert 1994). cross-promotion is defined here as any 

promotion that combines two or more different products and brands in a cooperative 

manner. 'While this definition includes the promotion of two brands from the same 

company (i.e., Sony Discman and Sony recordable CDs), this dissertation will 

concentrate on brands from different companies. In addition, the theoretical and 

methodological sections of this paper will be limited to the simultaneous examination of 

only two branded products in any given promotion. 

Examples of cross-promotion include actual product combinations (i.e., Breyer's ice 

cream containing Reese's Pieces candies), bimdled products (i.e., Microsoft Windows 

installed on IBM personal computers), joint sales promotions (i.e.. Trident gum free in a 

box of Lucky Charms cereal), and symbolic representations (i.e., BMW and James 
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Bond's Goldeneye). While each of these types of cooperative brand activities is 

distinguishable from the others, all are included imder the umbrella of cross-promotion. 

While the practice of cross-promotion has been growing, the academic field of 

marketing has paid relatively little attention to the phenomenon. This dissertation seeks 

to expand academic knowledge in this area by examining how the processing and 

evaluation of promotional information is affected by the union of two previously 

unrelated brands. Specifically, the interest is to examine the concept of "fit" between 

branded products and to establish a strong theoretical foundation for what fit is. With this 

enhanced understanding, the effects of fit on psychological processes such as elaboration 

will be smdied. 

The concept of fit is defined by drawing from the literature in marketing and 

psychology. It will become apparent throughout the literature review that there exist 

many different conceptualizations of fit stemming from work done in social and cognitive 

psychology. Chapter 2 of this dissertation will define tit (as it pertains to cross-

promotion) as a two-dimensional construct based on the congruency of both the products 

(product fit) as well as the brands (brand fit) involved. Furthermore, the review of the 

literature will develop a sound understanding of the theoretical foundations of these uvo 

fit dimensions by comparing and contrasting cross-promotional fit to other concepts of 

fit. This will include fit as defined by the brand extension literature based on theories of 

categorization, related theories of hierarchical categorization and consistency of concept, 

and theories of congruency. 
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An understanding of these theories provides a basis for establishing a relationship 

between product fit and brand fit and two previously identified types of elaboration 

known as relational elaboration and item-specific elaboration (Meyers-Levy 1991). A 

foundation for how the dimensions of fit in cross-promotion function will be further 

enhanced by a review of literature that establishes congruency as a two-dimensional 

construct (Heckler and Childers 1992). Chapter 3 will outline hypotheses developed 

from the implied relationships between the levels of cross-promotional fit and processes 

affecting elaboration. E.xtensive work on elaboration (Vlandler 1982; Petty and Cacioppo 

1981) has shown direct implications for both attitudinal as well as cognitive processes. 

For this reason, the hypotheses include relationships between cross-promotional fit and 

dependent measures of attitude formation and memory retention. Both main and 

interaction effects of product fit and brand fit are hypothesized. 

Chapter 4 outlines an experimental study that is designed to test the hypotheses. The 

study used a between-subjects design by exposing different groups to print ad stimuli 

representing four different conditions defined by a 2 (Product Fit: High-Low) X 2 (Brand 

Fit; High-Low) factorial design. Stimuli were developed through a series of four pre

tests. Real brands were used due to the fact that pre-existing knowledge of brands is a 

requirement to adequately evaluate brand fit (Simonin and Ruth 1998). The pretests were 

designed not only to create the stimuli that satisfied each of the four conditions, but to 

control for factors that would influence the dependent measures of memory and attitude. 

These factors included prior brand attitude and prior familiarity with the brands. 
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Subjects from the Marketing department at the University of Arizona were scheduled 

to participate in a one-hour laboratory' session. Nine sessions of up to 30 subjects each 

were conducted. Random assignment to cell conditions was assured by mixing all four 

experimental conditions in each session. Each subject received a packet consisting of 

advertisements and measure for the dependent variables. Each subject viewed four cross-

promotion stimuli ads and four single-brand filler ads. The length of exposure was 

controlled by the experimenter. Following expostire to each advertisement, attitude 

toward the cross-promotion was measured. Following exposure to all ads. as well as a 

filler task to clear short-term memory, various measures of memory recall were taken. 

Chapter 5 summarizes the results of the experiment which were analyzed through the 

PROC GLM procedure of SAS statistical software for windows. Support was foimd for 

main effect and interaction hypotheses relating product fit and brand fit to memory-

retention. This support was particularly evident when ceiling effects in memorv' of brand 

names were eliminated. As hypothesized, high levels of product fit and low levels of 

brand fit improved memory retention. In addition, it was shown that a condition of high 

product fit'low brand fit provided a conte.xt that most improved memory for ad 

information. 

The attitude predictions were tested using the same model and analytical methods. 

The initial set of analyses revealed a lack of support for the hypothesized interaction 

between brand fit and product fit on attitude toward the cross-promotion. However, the 

results also showed significant effects of the different ads within each condition. Further 

investigation identified extreme outliers in two conditions. It was identified that the 
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pretests revealed justification for the resulting extremity of the attitude scores for these 

particular ads. Thus, die analyses were run a second time deleting the two ads in 

question. This set of analyses revealed a significant interaction effect. The effect also 

resulted in cell means in die direction hypothesized with the low brand fit/high product fit 

attaining the most positive results. The results reflected an inverted U supporting 

Handler's (1982) theory of congruency. 

Chapter 6 identifies the implications of the results for the field of marketing and 

psychology. The most interesting of these implications is that cross-promotions 

involving low levels of brand fit provide positive benefits for both memory retention and 

attitude formation. In fact, it is identified that cross-promotions with a low level of brand 

fit provide the most positive effect on both memory and attitude when combined with a 

high level of product fit. Not only are these results unique to this study, they provide 

justification for marketers to create seemingly unorthodox cross-promotions. In addition 

to this and other implications, the limitations of this study and directions for future 

research are discussed. 
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CHAPTER 2: LITERATURE REVIEW 

The review of the literature presented here seeks to examine academic knowledge in 

the areas of marketing promotions, cognitive psychology, and social psychology as a 

basis for expanding the current knowledge of joint-cooperative sales promotions. This 

information will provide a foundation from which relationships between the elements of 

cross-promotion and the outcomes of memory retention and attitude formation can be 

developed. 

This will be done by first examining all relevant literature on joint promotions. It will 

be apparent through this examination that the concept of "fit" between the components of 

product and brand combinations is of significance in gaining a more complete 

understanding of the dynamics of cross-promotion. Different conceptualizations of fit 

will then be examined by reviewing literaaire in social and cognitive psychology. Fit (as 

it pertains to cross-promotion) will emerge as a two-dimensional construct based on the 

congruency of both the products as well as the brands involved. 

The ensuing sections of diis chapter will develop a more sound understanding of die 

theoretical foundations of these two fit dimensions by comparing and contrasting cross-

promotional fit to other concepts of fit. This will include fit as defined by die brand 

extension literature based on theories of categorization, related theories of hierarchical 

categorization and consistency of concept, and theories of congruency. 
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A HISTORICAL PERSPECTIVE OF MULTI-ITEM PROMOTIONS 

The use of cross-promotion as a marketing communications strategy is not a 

recent development. In various forms, marketers have relied on this practice for many 

decades. Bundling is one such form. Bundling is broadly defined as "the practice of 

marketing two or more products and/or services in a single 'package' for a special 

price"(Guiltinan 1987). While this definition may include the practice by a single 

manufacturer or even a single brand (such as a Gillette razor being bundled with Gillette 

replacement cartridges), bundling also incorporates the combination of products from 

different brands in the same package (such as a vacation package bundling United 

.Airlines' flights with Avis car rentals). 

In either form, scholars have studied the effects of bundling products and services 

from an economic perspective since the 1960s (Burstein 1960; Dansby and Conrad 1984: 

Stigler 1968; Telser 1979). This perspective has mainly focused on imderstanding the 

dynamics of pricing and the effects of pricing strategies on sales. This early work also 

examined the interdependency of demand of the products or services included in bundles. 

At first glance, this economic perspective seems to bear little relevance to a consumer 

informatoin processing approach to cross-promotion. However, consider that sales are a 

result of the willingness of consumers to purchase the bundled products given the pricing 

structure and the nature of the products included. 

Additionally, the concept of complementarity between bundled products was 

introduced in the bundling literature (Burstein 1960; Warhit 1980). Complementarity, or 
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the degree to which products can be used together, is a concept that vvill emerge in this 

review as playing an important role in how consumers perceive cross-promotions and. 

ultimately, how effective cross-promotions are. 

.An understanding of cross-promotion is facilitated by the work of Varadarajan 

(1985, 1986). One panicular contribution is a classification framework for various types 

of horizontal cooperative sales promotions. Varadarajan (1986) broadly defmes this 

concept as "sales promotions characterized by the participation of and;'or the pooling of 

promotional resources by two or more distinct entities designed to capitalize on joint 

opportunities for sales growth, profits, or realization of other objectives to the mutual 

benefit of the panicipants in the cooperative sales promotion program". While this 

definition is so broad as to include various types of intra and inter company promotions, 

the focus of strategic implications is narrowed to what Varadarajan terms "joint sales 

promotions." Characterized by the involvement of intercompany brands, multiple brands, 

and multiple product categories, joint sales promotions closely approximate the definition 

of cross-promotion being used for this dissenation. 

The results of a survey of sales promotion executives (Varadarajan 1985, 1986) 

reveals numerous and diverse objectives for engaging in joint sales promotions (see Table 

1). While the focus of this dissertation is not dependent upon the objectives of engaging 

in cross-promotion, the ultimate success of the strategy would need to be evaluated 

against whatever objective is being pursued. 
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TABLE 1: OBJECTIVES OF JOINT SALES PROMOTIONS (Varadarajan 1986) 

• Increase sales by taking advantage of opportunities that exist for joint sales 
between the complementary products. 

• Promote new uses - typically, new uses in combination with otlier products. 

• Promote new use occasions - times, places, and situations. 

• Broaden user base by tying in with products with a high level of household 
penetration. 

• Promote trial among new customer groups - new market segments. 

• Neutralize the joint sales promotion efforts of competitors. 

• Periodically remind customers of potential for use of brand in combination with 
other products. 

• Increase sales by capitalizing on the distinctive strengths of other brands, product 
categories, and/or firms. 

• Increase consumer exposure to the brand by distributing through new channels or 
improving distribution intensity in those channels where brand is presently weak. 
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A FR.\ME\VORK OF CROSS-PROMOTION 

As a means of evaluating cross-promotion from a managerial perspective, criteria 

have been given that relate to the corporate policies and guidelines of a firm, the 

promotional program itself, and potential promotional partners (Varadarajn 1986: Rao 

and Ruekert 1994). However, as support for considering the effects of cross-promodon. 

and promotion in general, on consumer evaluation and processing, it has been suggested 

that managers must consider the following; 

• What will be the target consumer's perception of the promotion? Will the 

promotion be noticed? How will it be categorized? 

• What attributions will the consumer make about the product's fundamental 

attractiveness and competitiveness? 

• What will the consumer learn from the promotion? What behavior will be 

reinforced? (Sawyer and Dickson 1984. p. 17) 

.A.S was mentioned previously, there are few studies that e.xamine cross-promotion 

from a consumer behavior perspective. As demonstrated here, however, there is a 

recognized need to establish the effects of cross-promotion on consumer processing and 

evaluation. In addition to the managerial implications of this approach, more 

enlightenment as to the consumer behavior aspects of 

cross-promotion will serve to establish a more compete theoretical foundation for this 

strategy from a scholarly point of view. 
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The most significant work to date on the study of cross-promotion provides a 

comprehensive examination of how consumer perceptions affect and are affected by the 

actual imion of two branded products in a brand alliance (Simonin and Ruth 1998). These 

effects have been outlined by a series of relationships in the Framework for Cross-

promotion (see Figure 1). Each proposed relationship in the Framework for Cross-

promotion (heretofore referred to as "Framevvork") was confirmed through LISREL 

analysis of multiple data sets. A significant aspect of the Framework is that it identifies a 

number of issues that are unique to the study of cross-promotion. While the Framework 

has established a baseline for the study of cross- promotion, it is subject to limitations and 

shortcomings. Thus, the contributions and gaps created by the Framework will now be 

discussed. 

Cross-Promotion - Unique Attitude Object 

In the social psychology literaUire. it is a commonly held belief that attitude toward 

any given object is formed through a process of combining the evaluations of individual 

elements associated with diat object. Because a cross-promotion is created by combining 

two brands, an individual's attitudes toward each individual brand will be a strong 

influence on the manner in which that individual thinks about the promotion itself. 

However, a cross-promotion is more than just a combination of perceptions and 

associations for each individual product. As identified in the Framework, the cross-

promoted pair of products can also be considered a unique attitude object. As a unique 
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FIGURE 1; A FRAMEWORK OF CROSS-PROMOTION 
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object, attitude towards the cross-promotion is formed, in part, based on previously held 

attitudes and associations toward each of the component brands. 

.An explanation for this is found in information integration theor%' (.\nderson 1981). 

This theor\' basically states that attitudes or beliefs are formed and modified as people 

receive, interpret, evaluate, and then integrate stimulus information with existing beliefs 

or attitudes. If this theory holds true for the attitude toward a cross-promotion, then the 

attitudes and beliefs toward both brands are integrated and, in a sense, averaged with the 

new information of the product pair. Based on information integration theory, attitude 

towards each individual brand is affected by being exposed to a cross-promotion. .As the 

individual brands are the major components comprising a cross-promotion, it follows that 

after an individual has been exposed to the cross-promotion, attitudes toward the cross-

promoted pair potentially become new evaluations and associations for both component 

brands. The attitude toward the cross-promotion then has a direct effect on and is 

positively correlated with the post-exposure attitudes toward each component brand. 

.As an illustration, consider the cross-promotion represented by the Volkswagen Trek 

Jetta (a model that comes with bike racks and a Trek mountain bike). If someone likes 

both Volkswagen and Trek to any degree, this will have a positive effect on their attitude 

towards the product pair. In turn, the positive attitude towards the Trek Jetta (as a new 

evaluation for each component brand) will enhance the way the person feels about both 

Volkswagen automobiles and Trek bicycles (assuming other factors are held constant). 

This phenomenon is known as a "spill-over" effect (Simonin and Ruth 1998). It 

therefore implies that associations such as the image or perception one holds of a brand 
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are affected by involvement in a cross-promotion. Thus, attitude towards the cross-

promotion itself is key to understanding the manner in which the initial attitudes and 

perceptions toward component brands will be impacted by a cross-promotions effort. 

Two Dimensions of Cross-Promotional Fit 

In addition to prior attitude towards each component brand, the Framework identifies 

two other key factors affecting attitude towards the cross-promotion. These factors are 

product fit and brand fit and are essentially two distinct dimensions of the broader 

concept of "fit". While applications of the term "fit" have previously defined it in 

distinctive ways, the identification of two separate dimensions of fit will establish the 

unique application in the conte.xt of cross-promotion. 

Previous work on brand extension has identified the role of fit in the formation of 

attitude when two products are evaluated simultaneously. To briefly explain (an in-depth 

discussion will be given in the section "A Categorizational Approach to Fit"), as the 

degree of fit between an existing brand and a new extension increases, so does the degree 

to which previously existing attitudes toward the brand will transfer to that extension. In 

this context, fit is examined as a single dimension (Aaker and fCeller 1990; Boush and 

Loken 1991; Broniarczyk and Alba 1994) with strong fit and weak fit at opposite ends of 

a single continuum. This approach is adequate because brand extensions deal with two 

products (or product categories), but only with one brand. Thus, the only dimension that 
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the evaluation of fit applies to is a comparison of the new product to the established 

brand. 

The Framework modifies the construct of fit in order to account for the uniqueness of 

cross-promotional strategy. While brand extensions contain only one brand, cross-

promotion involves the simultaneous evaluation of two products as well as two brands. 

Thus, the construct of fit in a cross-promotional context is two-dimensional, reflecting 

both the fit of the products as well as the fit of the brands. .As outlined in the Framework, 

each type of fit is positively related to attitude toward the cross-promotion. Additionally. 

Simonin and Rudi (1998) give formal definitions of both types of fit. 

Product fit is defined as the e.xtent to which the product categories involved in die 

cross-promotion are related or compatible. Operationally, this definition focuses not only 

on the consistency of the products, but on the complementarity (degree of mutual 

enhancement) of both product categories involved. This definition of product fit implies 

a separation of product from the brand itself For example, a well-known cross-

promotion is the combination of Eagle Brand sweetened condensed milk and Keebler 

Ready Crust graham cracker crust with a recipe for any of a number of different pies. 

This promotion involves two product categories, sweetened condensed milk and pie 

crust. These two product categories are commonly used together to make various types 

of desserts and would likely be evaluated as a strong product fit. Alternatively, if the 

cross-promotion were Eagle Brand sweetened condensed milk and Pace Picante sauce, a 

different fit would result based on two food categories that are not so obviously 
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complementary. The lack of complementarity of product categories would likely result 

in a weak product fit. 

Well known cross-promotions in today's marketplace (i.e., Godzilla with Taco Bell) 

may, in some way, seem to have a good fit. while in realit\" the two product categories 

involved (movies and fast food) are not particularly complementary. The perception of 

good tit for such a promotion may instead be based on the second dimension of fit. 

In considering the element of "brand" as a separate entit\' from "product", that which 

constitutes a brand must be discussed. In this application of brand, the most appropriate 

concept for this discussion is that of brand image. Brand image is defined as the 

perceptions of a brand that reflect consumer associations of the brand in memory (Keller 

1993). Brand image is not only defined by associations themselves (such as attributes, 

benefits, or attitudes) but by the favorability. strength, and uniqueness of those 

associations. The combinafion of these elements of brand associations results in an 

overall brand image that varies with respect to valence and strength. Because brand 

image is based on associations in memory, brand image is likely to vary somewhat from 

individual to individual (i.e., John may have a more favorable image of the "Pepsi" brand 

than does Marsha). However, strong elements of a brand tend to generalize across 

populations to form some kind of common brand image (e.g., Pepsi is the cola that 

young, hip people drink). 

It has been suggested that a collaborative promotional tactic involves the brand 

images of each partner (Varadarajan 1986; Young and Greyser 1983). The simultaneous 

presentation of two different brands in the same promotion is likely to elicit evaluations 
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of both brands which would include brand-specific associations embedded in the image 

of each brand (Broniarczv'k and Alba 1994). Not only would this evaluation be based on 

brand-specific associations, but by the degree to which such associations complement 

each other. In this manner, the brand images of each brand are evaluated for fit. The 

level of brand fit for two distinct brands then is defined as the degree to which the images 

of both brands are consistent with or complementary to each other. 

.A,s an example, let us consider once again the cross-promotion between the 

Volkswagen Jetta and the Trek mountain bike. .Many may consider that the images of 

both of these brands are consistent based on previous association of large manufacturers 

of quality merchandise that is distributed internationally. In addition, both brands seem 

to carry an image of youth, free-spiritedness. and adventure. One might even consider 

that both brands attract individuals who are environmentally conscious (the Volkswagen 

is a low-emissions car. the Trek is a zero-emissions vehicle). These associations are 

consistent with each other and. as a result, a simultaneous evaluation of both brands 

would likely result in a strong brand tit. This is significant considering that an evaluation 

of product fit for this cross-promotion would likely result in a weak fit due to the fact that 

cars and bikes are not very complementary (and are a very uncommon alliance). 

Referring again to information integration theory (Anderson 1981). not only do brand 

fit and product fit represent two dimensions of the fit construct, but each is a factor that 

influences attimde towards the cross-promotion. Thus, not only are the previous attitudes 

toward each individual brand integrated with each other to form the attitude towards the 
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product pair, but these previous attitudes are averaged with the new factors of brand fit 

and product fit as well. 

Moderating Effect of Familiarity 

Another significant factor identified in the Framework is the degree to which an 

individual is familiar with each brand involved. Familiarity becomes a moderating factor 

in the framework based on the role of accessibility in attitude. 

Attitude accessibility is established in Fazio's model of attitude-behavior consistency 

(Fazio 1986; Fazio 1989). This model focuses on. among other things, selective 

perception. Specifically, it shows that attitudes have a selective effect on perception and 

leaming to the extent that the attitudes are highly accessible. In the context of marketing 

promotions, the more familiar a brand is to an individual, the more accessible that brand 

is in memor\\ The cross-promotional framework here proposes that familiarity with the 

brand basically moderates all relations identified by the model except for the effect of 

product fit on the attitude towards the cross-promotion. This is due to the fact that 

product fit focuses on an evaluation of the product categories and is not directly involved 

with brand characteristics. 

The moderating effect of accessibility results in asymmetric contributions to and 

effects of the cross-promotion (see SLmonin and Ruth 1998. pp. 33-34). Specifically, the 

attitude towards the cross-promotion will have a greater influence in altering the attitude 

towards a brand of lower familiarity. This is due to the fact that such a brand has few 
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associations and is weak in accessibility. Thus, the cross-promotion evaluations 

represent a significant increase in the overall number of associations for that brand. 

With respect to the effect of prior brand attitude, brands of lower familiarity will have 

a smaller effect on the formation of attitude towards the cross-promotion. This, again, is 

based on the accessibility of the attitude and the fact that attitude is not well established 

for unfamiliar brands. In addition, if familiarity for one of the brands is low. judgements 

of brand fit Vv ill be difficult to make due to a weak network of associations for that brand. 

In such a case, any assessment of brand fit will have less of an effect on the formation of 

attitude towards the cross-promotion. 

Implications and Limitations of The Conceptual Framework 

In addition to the explanation given here of the Framework, certain implications need 

to be highlighted. Based on the identification of spillover effects from cross-promotion, 

it is apparent that a brand may improve its image by allying with a brand that has an 

image more favorable dian its own. Indeed, this has been considered as a managerial 

tactic for quite some time (Rao and Ruekert 1994). However, such reasoning also 

implies that the opposite is true. If a brand allies itself with a brand that has a less 

favorable image, dien its brand image will suffer. 

As identified in the Framework, the immediate antecedent to these spillover effects is 

the attitude towards the cross-promotion itself. Therefore, if attitude towards the cross-

promotion can in some way be predicted and, as a result, manipulated, then some control 



30 

could be gained over the spillover effects. Thus, control over the factors which influence 

attitude towards the cross-promotion is key to altering spillover effects. 

Of the four factors identified by Simonin and Ruth (1998), there is little control over 

an individual's prior attitude towards each component brand. These attitudes are based 

on things that a marketer can not readily change. The marketer has considerably more 

control over the antecedent factors of product and brand fit. In other words, managers 

decide which brands and products should be allied with their own and. therefore, control 

this element. With this in mind, both product fit and brand fit take on a particularly 

significant role in this process due to the fact that control of these two issues ultimately 

leads to some control over the spillover effects that result from the cross-promotion. 

.'Additionally, the very definition of cross-promotion being considered for this 

dissertation identifies multiple brands and multiple products as the elements that 

distinguish cross-promotion fi-om non-cross-promotion. Thus, if there are to be any 

effects of cross-promotion on consumer evaluation and processing, these effects must be 

based on the dynamics involved in combining the brands and products. 

While the extant work provides some understanding of how attitude towards a cross-

promotion is formed, there is a significant gap in our knowledge of the process. The 

factors of brand fit and product fit represent the greatest portion of this gap. To begin 

with, while these two factors have been identified and defined, the extant definitions do 

not provide a theoretical explanation for the processes involved in the evaluation of each 

dimension of fit. If we are to understand how consumer evaluations of cross-promotions 
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are formed, we must first more thoroughly understand the factors that influence these 

evaluations. 

Another issue that needs to be investigated with respect to brand and product fit is the 

possibiIit\' of any interactions between the tu'o. According to the existing conceptual 

framework, the two types of fit do not interact with respect to their effects on attitude 

formation. An empirical analysis included testing for interaction effects, yet none were 

found. However, this model is somewhat limited in this analysis for tvvo reasons. 

First, there was no intentional manipulation of both types of fit. Two product 

categories (automobiles and microchips) were used in the study. Each product categor\-

was represented by various brands. Thus, the variation in product fit was based only on 

differences in individual perception. Under these conditions, e.xu-eme measures of both 

high and low levels of product fit would likely not be manifest. If on the other hand, 

various product categories were pre-tested for high and low levels of product fit. then 

variation in product fit would occur based on differences in individual perception as well 

as variation in global perception. 

Second, while no theoretical explanation is given for the existence of an interaction 

between brand fit and product fit. there is no theoretical explanation that an interaction 

does not exist. If. as the current model suggests, an interaction does not exist, then the 

relation between both types of fit and attitude towards the cross-promotion is direct and 

positive. In other words, the greater the degree of brand fit and/or product fit the more 

positive the attimde towards the cross-promotion. If the only objective of a cross-

promotion is to enhance brand image, then this would imply that a stronger fit on both 
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dimensions is most attractive. However, if an interaction does exist, diis entire 

assumption would be erroneous. 

A significant contribution to the understanding of cross-promotional strategies could 

therefore be made by theoretically defining both brand fit and product fit. As well, a 

confident conclusion as to the existence (or lack thereof") of an interaction between brand 

fit and product fit on attitude towards the cross-promotion would provide a narrowing of 

the existing gap in knowledge on the subject. The Framework establishes a strong 

foundation for the study of the consumer behavior effects of cross-promotion. This 

dissertation will provide additional theoretical and empirical evidence by focusing on the 

relationship between the antecedent factors of brand fit and product fit and the manner in 

which individuals evaluate and process cross-promotions. This evidence will include the 

processes that are involved in making the evaluations of brand fit and product fit. .An 

understanding of diese issues would allow for cross-promotion to be implemented more 

effectively as a managerial tool and to be studied as an academic process. 

THE CONSTRUCT OF FIT IN BRAND EXTENSIONS 

It is now clear that a theoretical understanding of the dimensions of fit in cross-

promotion is necessary in order to better understand the strategy from a behavioral 

perspective. Because the extant literature on cross-promotion provides little 

understanding of fit, this investigation will begin by examining the construct of fit as it 

pertains to a related marketing strategy known as brand extension. The construct of fit in 



brand extension is commonly founded on theories of categorization. It should be noted 

here that the definition of fit for a brand extension does not apply directly to the context 

of cross-promotion. There are vast differences between brand extension and cross-

promotion (described shortly) that prohibit the conceptualization of fit for brand 

extension from adequately explaining the evaluation of fit in a cross-promotion. 

However, the commonalities between the two strategies create enough of a link that the 

brand extension research is a logical starting point that will prove helpful in developing a 

theoretical explanation for the evaluation of cross-promotional fit. 

Cross-Promotion and Brand Extension: Similarities and Differences 

The strategy of cross-promotion is similar to that of brand extension in that botli 

involve some type of simultaneous evaluation of two different products. .Additionally, 

some type of attitude transfer is likely to take place between the two products involved in 

eidier strategy. However, while these similarities allow for some consistency in applying 

theoretical foundations of brand extension evaluation to that of cross-promotion, there are 

also dramatic differences between the two. 

First, a brand-extension is a new product and therefore has no pre-existing attitude 

associated with it. While individuals may have an attitude toward the product category, 

the representation of that category by the given brand is new. 

While a cross-promotion might consist of a new product, in general, both products in a 

cross-promotion are established products. Second, a new brand extension shares the 
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same name and other characteristics as the brand category, while the two products in a 

cross-promotion not only are commonly from different brands, but are different types of 

products, likely with few attribute similarities. Third, a brand extension very commonly 

incorporates a product category that is logically related to the products that are 

established members of the brand family. Cross-promotion, on the odier hand, often 

involves two entirely different product categories that may seemingly bear little 

resemblance. Finally, a new brand extension is always evaluated against an existing 

brand that serves as a benchmark. With cross-promotion, there is no identifiable 

benchmark. 

These differences between the two strategies suggest that identical processes can not 

account for the assessment of fit. However, it vvill be shown that categorization as it 

pertains to brand extensions does provide theoretical explanation for the evaluation of a 

cross-promotion when considered in a modified form. Theories of categorization 

pertaining to brand extension will, therefore, be discussed here providing a foundation 

upon which a related theory of categorization that directly applies to the evaluation of 

cross-promotions will be presented. 

A Categorization Approach to Fit 

The categorizational approach to fit provides three issues that are salient to the 

purposes of this paper. These are 1) the definition of a category, 2) the manner in which 

criteria for category membership is established (the basis for brand extension fit), and 3) 
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the manner in which associations for a categor\- are transferred to items based on 

membersiiip in that category. 

A category has been detined as "two or more distinguishable objects that are treated 

equivalendy" (Mervis and Rosch 1981). In the sense that products with the same brand 

label are viewed as distinguishable objects that are treated equivalently. a brand adheres 

to the definition of a category. It therefore is not difficult to conceive that fit between a 

brand extension and a brand is commonly defined based on theories of categorization 

involving similarity of attributes (Mervis and Rosch 1981; Rosch 1978; Smith and Medin 

1981; Tversky 1977). Based on this approach, a brand is viewed as a category and any 

extension to that brand is evaluated as to how well it meets the criteria for membership in 

that category {.A.aker and Keller 1990; Boush and Loken 1991; Broniarczv'k and Alba 

1994; Park. Milberg, and Lawson 1991). 

If a brand is considered a category, how then is die criteria for membership in that 

brand established? This question can be answered through an attribute-based approach to 

category coherence known as feature matching (Smith, Shoben, and Rips 1974). 

According to this approach, any given category can be characterized by a prototype or 

ideal example of category representation. With respect to a brand as a category, it is 

assumed that evaluation of a brand elicits the consideration of prototypical criteria for 

membership. Thus, it is likely that when a new brand extension is introduced, it will be 

evaluated against these criteria to determine how well it fits into the brand category. In 

this manner, fit between a brand and a brand extension is defined as the degree to which 

the features of the extension match the prototypical features of the brand category. 
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An example of a brand as a category can be provided by Progresso. a well-known 

brand of prepared soups. Some common attributes possessed by the brand Progresso in 

general are "healthful food", "prepared food", "stand-alone meal", and "contained in a 

can". Consider that a new style of stew is introduced by Progresso. If the new product 

can be thought of as possessing the same attributes as the brand in general, the new stew-

would be considered a strong fit with and a member of the Progresso categor\' (assuming 

the four mentioned attributes of the brand category are considered to accurately represent 

the prototypical member). This could be contrasted by comparing the attributes of a new 

line of Progresso food storage bags, which would likely not possess similar attributes of 

the brand category. 

With respect to the transfer of categor\'-specific associations to category members, 

evidence has been provided that the perceived fit between an extension and a brand 

category moderates such a transfer (Boush and Loken 1991). The more an extension is 

seen as fitting with the brand categor\' (features of the extension are similar to those of 

the brand), the more the attitude toward the brand will transfer to the brand extension. 

The reason for this is best explained as attitude transfer by association (Droge and 

Darmon, 1987). This idea asserts that if an individual views two objects as being 

similar, then the attributes of the more familiar object will be associated with the less 

familiar object. While this transfer could technically occur in both directions (from less 

familiar object to more familiar object), less familiar objects are not as likely to carrv' pre

existing associations. In the context of brand extension, a new product is unfamiliar and 

is therefore supported by this notion of attitude transfer. 
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A hypothetical example serves to illustrate this point. Imagine that Ivory enters the 

hair care market with Ivory shampoo. If an individual considers shampoo to be a good fit 

with the brand Ivory, the way that the person feels about Ivory in general will become 

part of the person's perceptions toward the new shampoo product. 

HIGHER-ORDER CATEGORIZATION IN CROSS-PROMOTIONAL FIT 

Now that the basics of categorization as it relates to fit in brand extension have been 

established, categorization as it applies to cross-promotion can be discussed. .As stated 

previously, one of the most significant differences between brand extension and cross-

promotion is the fact that a brand extension is often a product that is a logical extension 

to one or more of the product categories that comprise the brand family. In this manner, 

the product extension will, in a large part, be evaluated for fit with the brand based on 

similaritv' of attributes between the features of the extension and the features of the 

products already made by the brand. .Alternatively, cross-promotion most often deals 

with different products from different product categories. This renders the feature 

matching approach to cross-promotional fit inadequate as it is likely that the two products 

involved will share few feature similarities (i.e., American .Airlines and VISA share few if 

any similar features). 

However, basic principles of similarity and categorization are applicable to an 

understanding of cross-promotional fit. This will first be demonstrated by examining 

product fit. Recall that product fit is defined as the extent to which the product categories 
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implied by the cross-promotion are consistent or complementar}' (Simonin and Ruth 

1998). The process involved in making an evaluation of fit between two products can be 

explained based on a system of categorization that describes categories according to 

different levels of a hierarchy. This hierarchical approach to categorization has been used 

in various contexts (Rosch 1978; Turner 1987). As it will be explained, this approach to 

fit does rely on a comparison of attributes for similarity. However, the attributes of 

concern varv- according to degrees of abstraction. 

The hierarchical approach to categorization is defined by a few key concepts. A 

category is basically defined in the same maimer identified previously (Mervis and Rosch 

1981) - a number of objects that are considered equivalent based on some set of criteria. 

A taxonomy of categories can be conceived as varying along a vertical dimension based 

on different levels of inclusiveness. Thus, the terms "collie", "dog", "mammal". 

"animal", and "living thing"' each represent a category. Each of these categories is at a 

different level of inclusiveness or abstraction, with "collie" representing the lowest, most 

concrete level and "living thing" representing the highest, most abstract level. Each 

category includes all categories at lower levels of abstraction. Thus, "living thing" 

includes all categories listed while "collie" doesn't include any categories other than 

itself. 

This concept will now be applied to the evaluation of product fit. In the context of 

cross-promotion, two products may not seem to share any conmion attributes on the basis 

of comparing the lower order categories to which they belong. However, when a higher 
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order category to which both categories can be considered members is considered, this 

perception can change. 

Consider an example of the jointly branded credit card .American Airlines Visa in 

which all purchases made on the Visa card accumulate frequent flier miles to be used on 

American Airlines flights. If the attributes of each product are considered at the concrete 

category level of "airline service" and "credit card service", it is unlikely that common 

attributes will emerge. However, consider the higher order category of "services useful 

for travel", which seems to readily come to mind in consideration of airline service and 

credit card service. Both products now seem to share very key common attributes and 

can be considered members of the same higher-order category. It should be noted that 

the selection of the higher order category in this case is hardly random. It is assumed that 

the evaluation of two lower order categories that share no common features at a concrete 

level would elicit a search for a higher order category that would provide the best fit. 

This does not imply that a search will continue until a match is found. Some searches 

are likely to be more difficult than others. If a search for a common category becomes 

too difficult, an individual may "give up", and merely conclude that there is no fit 

between the two objects. This level of difficulty in assessing fit is related to the level of 

abstraction for the common higher order category. The level of abstraction is, thus, a 

significant factor in assessing fit strength. While a higher level of abstraction 

corresponds to greater inclusiveness, it also corresponds to fewer similar attributes 

amongst the members of such a category. Thus, members of the "dog" category share a 

greater number of similar attributes than the members of the "living thing" category. 
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The reason for this is based on the concept of categor\' breadth (Boush and Lolcen 

1991). A broad product categorv' is one that has a great deal of variabilit\' among product 

types (such as "consumer electronics" with numerous different product offerings) while a 

narrow product category has very little variability (such as "alarm clocks" with relatively 

few product offerings). The broader the product category, the more difficult it is to 

define a prototypical member or product. Thus, defining an object as a prototypical 

member of a category is more difficult in die consideration of a broad category than a 

narrow category. Higher order categories are more inclusive and. therefore, broader. 

This creates additional implications for cross-promotion. Because higher order 

abstract categories are broader, an evaluation of fit based on such categories should be 

weaker than an evaluation of fit based on more concrete, lower order categories. Lower 

order categories should provide a conte.xt for greater protv'picality and stronger fit levels. 

To illustrate, consider the product .A.ir Jordan shoes by Nike. This product belongs to the 

categories of basketball shoes (most concrete), athletic shoes, shoes, and clothing (most 

abstract). However. Air Jordans share more common features with other members of the 

"basketball shoes" category than with other members of the "clothing" category. This is 

because there is such a variety among the members of the "clothing" category (pants, 

shirts, coats, etc.) each with differing feaaires. The stronger prototypicality of Air 

Jordans as "basketball shoes" results in a stronger fit with the lower order category-. This 

same principle applied to cross-promotion implies that the fewer levels that exist between 

each product category and a higher order category to which they both belong, the 

stronger the level of fit. 



41 

If a cross-promotion were to involve a basketball and basketball shoes (such as Air 

Jordans). the common higher order category that would likely emerge in the mind of a 

consumer is "items used to play basketball." Notice that the dynamics of this 

combination allow the shoes and the ball to be evaluated based on a relatively concrete 

higher order category, [f, however, the promotion involved a soccer ball and basketball 

shoes, the emerging higher order category might be "sports equipment", a broader, 

relatively abstract category. As die level of fit between two products gets weaker, any 

higher order category that could be used to group the two would become more and more 

abstract (consider a promotion involving a necktie and basketball shoes). 

It has already been demonstrated that brand fit is a dimension distinct from product 

fit. However, principles of categorization similar to those just used to describe product fit 

can be used to explain brand fit as well. Consider that the brand extension literature 

identifies a brand as a category (Boush and Loken 1991) containing a number of different 

attributes. However, also consider that brands are based on much more than just die 

products that compose them and the features contained in those products. Recall from 

the previous discussion of brands that each has an image comprised of various 

perceptions that reflect consumer associations of that brand. Such associations are likely 

to be meaning oriented and symbolic rather than strictly fimctional as are features. Brand 

fit is defined as the degree to which the brand images of both brands are consistent with 

or complementary to each other. Brand fit, therefore, is more likely to be based on an 

evaluation of image (luxurious, high tech) than attributes (leather interior, fast processor 

speed). 
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A brand-oriented application of a theory known as "conceptual consistency" will help 

to explain how higher order categorization applies to the evaluation of brand fit. This 

theory recognizes that attribute comparison alone does not account for the evaluation of 

fit of two distinct objects as set forth by explanations of brand extension fit (Murphy and 

Medin 1985; Park, Milberg, and Lawson 1991). Aside from a relationship between 

object attributes, two objects may "fit" together because they share some concept. For 

example, the objects of children, jewelry, portable TVs. paintings, manuscripts, and 

photographs, share very tew (if any) similar attributes. However, when a conceptual 

label such as "objects removed from a burning house"' is considered, a strong fit between 

all objects seems very natural (Barsalou 1985). 

Features have been discussed extensively in this paper. Features are based on hard, 

observable facts that can vary according to levels of abstraction. Concepts are 

distinguished fi"om features as non-attribute related mental representations. Concepts 

develop based on people's theoretical and experiential knowledge about the world 

(Murphy and Medin 1985). A concept, however, can be considered as a type of categor\'. 

Based on the definitions given here (and the explanation that will follow), concepts are 

more abstract categories. 

From a marketing perspective. "Brand concepts are brand-unique abstract meanings 

(e.g., high status) that typically originate from a particular configuration of product 

features (e.g., high price, expensive-looking design, leather interior, etc.) and a firm's 

efforts to create meanings fi"om these arrangements (e.g., "the relentless pursuit of 

perfection' by Lexus)" (Park, Milberg, and Lawson 1991, page 186). Notice that the 
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features and the concept given here refer to the same category, laxury cars. Thus, while 

concepts and features should be distinguished, it should also be noted that concepts are 

formed as a means of making sense out of observed feaUires. 

The idea of coherence between two different concepts can be understood based on 

higher order categorization. In essence, a concept is a relatively abstract category. Thus, 

to the extent that a common higher order concept can be used to group the two lower 

order concepts, there then exists consistency or fit between the two concepts. As a means 

of illustrating, consider the products of Huffy bicycles and Campognelo components 

(manufacturer of parts such as brake, rims. etc.). These two categories share many 

product category associations at various levels of abstraction. From a product category 

perspective, product fit is strong. However. Huffy carries with it a general low-status 

concept. Campognelo carries a very exclusive high-status concept. N^Tiile the products 

are complementary, the concepts are not consistent resulting in a low brand fit. 

The consideration of brands as concepts can be integrated with the previous 

discussion of brand image. Specifically, the detlnitions of concepts and brand image 

given to this point are very similar. Brand image can be thought of as a concept or group 

of concepts in that both are based on perceptions or associations in memory acquired 

through experience. Thus, when individuals evaluate how well two brands fit, it is 

assumed that they are comparing their mental representations of each to determine if 

there is some kind of coherence or fit between the rvvo. Essentially, this is an evaluation 

of the similarity of concepts. 
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Any given brand can be associated with multiple concepts. The concepts that are 

accessed at any particular time will depend upon the relevance or salience of the concept 

to the context. When one brand is put in the context of another brand, the concepts that 

emerge as relevant will be those (if mv exist) that bear some similarity to the concepts of 

the second brand. 

ISSUES OF CONGRUENCY 

Based on the definitions of brand fit and product fit that have been given, cross-

promotional fit, in the most basic sense, is a process of determining the degree to which 

two branded products can be grouped together in a logical manner. The examination of 

higher-order categorization provides insight as to how this grouping process occurs. 

Recall, however, that cross-promotional fit has been identified as two distinct (albeit 

related) constructs. While categorization helps us to understand the processes that an 

individual goes through in arriving at a fit evaluation, there is still a gap in understanding 

how this process is different for product fit than it is for brand fit. Filling this gap would 

expand the existing knowledge of how cross-promodon affects basic information 

processing activities such as memory retention and attitude formation. 

An increased understanding of the dimensions of fit may be enhanced by broadening 

the terminology used, and investigating streams of research that study similar constructs. 

One such research stream is that of congruency. Congruency has been examined in 

various marketing contexts (Heckler and Childers 1992; Lee and Mason 1999; Myers-
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Levy and Tybout 1989; Meyers-Levy 1991; Sujan, Bettman. and Sujan 1986) based on 

work in social cognition (Hastie 1980; Hastie 1981; Srull 1981; Srull. Lichtenstein. and 

Rothbart 1985) and other areas of cognitive psychology (Fiske and Pavelchak 1986; 

Friedman 1979; Goodman 1980; Thomdyke 1977). Overall, this research examines the 

role of elaboration in determining the degree to which two or more items or pieces of 

information are congruent with some previously developed schema. Because the brands 

and products contained in a cross-promotion are essentially complex pieces of 

information, each can be evaluated with respect to congruency with a particular schema. 

In fact, it will be explained here how when two brands or products are presented in die 

same conte.xt, these pairs are evaluated for congruency to each other based on the same 

schema. 

It is therefore apparent that research investigating congruency issues is relevant to the 

investigation of cross-promotional t'lt. Overall, this research examines the processes 

involved in determining the degree to which two or more items or pieces of information 

are congruent with some previously developed schema. Thus, this section will examine 

some general findings from the congruency iiterattire with respect to the role of 

elaboration in evaluating incongruency. It will also be demonstrated that congruency has 

resulting effects on attitude fomiation as well as memory retention 
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Varying Degrees with Non-linear Effects 

The previous review of Simonin and Ruth's (1998) brand alliance framework suggests 

that the stronger the degree of fit (either brand or product), the more positive the resulting 

effect on attitude toward the cross-promotion. However, based on Handler's (1982) 

hypothesis of schema incongruency, this may not always be the case. Mandler (1982) 

theorizes that the process of responding to different levels of schema congruency can 

itself affect the valence and extremity of affective responses. 

As an illustration, consider Figure 2. Items that are e.xtremely congruent will result in 

positive responses. This is based on the idea that people react well to the 

familiar, the predictable, and that which conforms to expectations. However, items of 

extreme congruency can be processed with relatively little cognitive or elaborative effort. 

Thus, while the resulting reactions to the combination are positive, they will be mildly 

positive due to the lack of notevvorthiness. 

However, as the level of congruency between two objects becomes more incongruent. 

the relationship between the objects becomes less apparent. It is generally accepted that 

individuals desire to hold attitudes which they deem correct (Petty and Cacioppo 1981; 

Mandler 1982). Thus, when incongruent objects are considered, arousal is heightened. 

In an attempt to understand the relationship between the objects in question, greater 

elaborative effon is exerted. The degree of this elaborative effort will affect the 

extremity of the response to the objects. 
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FIGURE 2: ILLUSTRATION OF MANDLER'S HYPOTHESIS 
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The valence of the response is dependent upon whether or not the incongruency can be 

resolved and the degree of satisfaction with that resolution. .A.t moderate levels of 

incongruency, a satisfactory resolution should be readily achieved, ^^'hen this occurs, the 

closure leads to a positive response. Because of the increased elaborative effort required, 

this positive response will be more extreme than the mildly positive response to more 

congruent objects. 

As the level of incongraency becomes more extreme, any possible resolution to that 

incongruency becomes less satisfactory. .A.t more extreme levels of incongruency, no 

resolution can be reached. This leads to frustration and disappointment which result in a 

negative response. In addition, as the extremity of the incongruency increases, so does 

the level of elaborative effort required to process that information. The combination of 

these dynamics results in an increasing extremity of the negative response. 

It is therefore apparent that high levels of congruency will not lead to the most 

positive responses. Moderate levels of incongruency will have a more positive effect on 

an individual's response, and e.xtremely high levels of incongruency will result in highly 

negative responses. 

A Distinction Between Two Types of Elaboration 

While research that examines elaboration as both an antecedent and a consequence is 

vast and present in many disciplines, conceptualizations of elaboration tend to vary. The 

traditional cognitive definition of elaboration views it as a process of associating new 
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information with other information already stored in memory (Craik and Tulving 1975; 

Greenwald and Leavitt 1984). Elaboration then serves to broaden stored information to 

the new information. In general, a common principle that is agreed upon in the 

congniency literature is that there is a positive correlation between incongruency and 

elaboration. In other words, as the level of incongruency becomes more extreme (up to a 

certain point), the extent to which people think about the incongruent information also 

increases resulting in higher levels of elaboration. In this manner, scholarly work that has 

examined the effects of or the effects on cognitive elaboration does not identify more 

than one type of elaboration. 

However, evidence exists that at least two different types of elaboration exist and that 

the evaluation of incongruent information has effects on these two types of elaboration 

(Meyers-Levy 1991). This distinction becomes important because there is also evidence 

that the two types of elaboration affect comprehension in alternative ways. This section 

will define both types of elaboration and discuss the relevance of each to the evaluation 

of cross-promotional fit. 

One type of elaboration is known as relational elaboration. Relational elaboration is a 

facilitative process that takes place when distinct pieces of information presented in the 

same context can be grouped based on a shared theme (Bransford and Franks 1971; 

Hayes-Roth 1977). For example, consider the following list of words: fairway, cart. club, 

and tee. These four terms are readily grouped according to the theme of "golf. 

Relational encodings are believed to serve a generative fimction. When items 

encoded via relational encoding are retrieved, the process is facilitated by the 
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identification of a category from which specific pieces of information can be drawn 

(Anderson 1983; Bower 1970; Meyers-Levy 1991). If rwo distinct items can be 

associated with each odier through relational elaboration, then it can be said that each can 

be associated with a central theme. In this manner, each item also becomes associated 

with all other information already associated with that theme in the associative memor\' 

network. Once this association has taken place, each item then benefits ttom an 

instantaneous network of associated items. Not only does this help to encode each item 

more deeply, but this also provides more cues by which either item can be retrieved. 

Consequently, it is thought that items processed relationally require less effort and are 

integrated more quickly than those that are not. 

.A second type of elaboration is known as item-specific elaboration. This is a 

discriminative process that occurs when obvious distinctions are present between 

different items (Eysenck 1979). This type of elaboration generally takes place when an 

item or piece of information is given that appears to be discrepant or unique from any and 

all other items in the given context. Consider the same four words as previously given 

with one addition: fairway, cart. club. tee. and racquet. 

The fifth word, "racquet", is obviously distinct from the other four. WTiile the term 

"racquet" might benefit from some relational processing based on the idea that all five 

items are relevant to country club sports, the e.xtreme difference of "racquet" from the 

first four words that share the commonality of "golf v/ould prompt more item-specific 

elaboration based on the more obvious distinction. While item-specific elaboration does 

not benefit from the same associative processes that occur through relational elaboration, 
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it is thought that item-specific elaboration prompts greater effort during encoding. This 

greater effort occurs as an attempt to associate the new information with pre-existing 

information. 

Relational elaboration and item-specific elaboration have been identified as two types 

of elaboration. Yet it appears that these two types of elaboration relate to one type, or a 

single dimension of congruency. The two types of elaboration correlate to opposing end-

points of this tmi-dimensional construct. To be more specific, when items are highly 

congruent, they are readily categorized and processed via relational elaboration. At the 

opposite end of the spectrum, when items are highly incongruent. the distinctions are 

processed via item-specific elaboration. 

In the conte.xt of cross-promotion, the distinction between diese two types of 

elaboration is helpflil. \Vlien assessing different levels of fit. there are combinations that 

share common themes, and combinations that are more distinctive. However, cross-

promotional fit has been identified as a two-dimensional construct. Thus, there still 

exists a gap in identifying how the processes involved in evaluating each type of fit differ 

from each other. In order to more completely understand the two types of cross-

promotional fit, there needs to be an examination of congruency as a two-dimensional 

construct. 
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The Two Dimensions of Congruency 

The most thorough identification of die conceptual bases of congruency identifies two 

distinct dimensions (Heckler and Childers 1992) related to the development and existence 

of a theme. Studies examining the processing of complex verbal information define 

"theme" as the general focus of a stor\' to which the plot adheres (Thomdyke 1977). 

Theme is identified in this research stream as a factor that facilitates the processing of 

complex information (Bransford. Barclay, and Franks 1972: Bransford and Franks 1971; 

Bransford and Johnson 1972). 

In a marketing conte.xt. an advertisement can be viewed as a "stor\'" with a general 

focus or "theme". Any given ad may have a ver\' well developed, easily identifiable 

theme. Consider such advertisements as .Anhieser/Busch's "Bud Bowl" or those 

featuring the Budweiser fi-ogs. Not only does each advertisement tell a story and is 

therefore centered around a theme, but each ad fits into an ongoing series of 

advertisements which carr\- on a continuing theme. In contrast, some ads seemingly have 

no well-defined central theme. Consider the early ads for Infiniti automobiles which 

depicted trees, rocks, and other nature scenes, but were confusing to consumers because 

the point they were making was not clear. 

Based on the concept of theme, different types of congruency constructs have been 

recognized in varying degrees and by distinct terms (Friedman 1979; Goodman 1980; 

Srull 1981; Srull, Lichtenstein, and Rothbart 1985). However, two terms have emerged 

through a synthesis of this work and have clearly defined two distinct congruency 



dimensions (Heckler and Childers 1992). The first of these, relevancy, is defined as the 

degree to which information pertains directly to or contributes to the identification of a 

central theme or primary message. As the name implies, it is die degree to which 

information is relevant to some main idea. Within any given episode or any evoked 

schema, there will be a certain variables (i.e.. people or other agents, objects, settings, 

and even goals) that combine to develop die theme (Goodman 1980). If two pieces of 

information are considered to reflect the same theme, then a high level of relevancy 

between those two elements results. 

The second dimension of congruency is expectancy. Formally defined, expectancy is 

"the degree to which information elicits or falls into some predetermined pattern or 

structure evoked by the theme" (Heckler and Childers 1992. page 477). E.xpectancy is 

related to relevancy in that the variables which combine to develop a theme can be 

instantiated in a variety of different ways. These instantiations var\' in their degree of 

e.xpectancy. ,Aji individual develops certain expectancies associated with how such 

thematic elements should be manifested based on their world knowledge such as personal 

e.xperience, information from other people or sources, or even general appearances of 

objects. Thus, any given item (be it relevant or irrelevant) can vary as to whether it is 

expected or unexpected. 

A good illustration of the distinction between relevancy and expectancy is given by 

the writing skills honed by mysterv- writers (Goodman 1980). Given the theme of a 

murder, a number of elements are likely to develop, and thus be relevant to, that theme. 

One very obvious element would be a murder weapon. 
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Items included in the description of. but considered irrelevant to the theme of a murder 

could include the fiimimre in the room, or the landscape of the surrounding area. 

However, the manner in which that murder weapon is made manifest would vary as to the 

degree of expectancy. For instance, using a gun to shoot or a knife to stab would be a 

very expected instantiation of a murder weapon. Yet, using a sharpened blade of ice to 

stab someone (so that only a puddle remains) represents a weapon that is relevant but at 

the same time unexpected. 

This example makes clear that while the elements of an episode varv- on the 

dimension of relevancy, the instantiations of those elements var\' on the dimension of 

expectancy. This takes on an important application in cross-promotion. Based on the 

work of relational and item-specific elaboration alone, any given item or piece of 

information would have to prompt one of these types of elaboration. However, when 

combined with the two congruency dimensions of relevancy and expectancy, the 

possibility exists that any given element in a scenario could prompt both relational and 

item-specific elaboration. 

-Any given cross-promotion varies as to the extent that a solid theme is apparent. The 

assertion here is that a theme may exist in varying degrees based only on the combination 

of brands or the combination of products represented in the promotion. In other words, 

while a theme for any ad may be created through the ad copy and visual elements, the 

brand or product combination alone in a cross-promotion can principally create a theme. 

Consider a cross-promotion with the product combination of peanut butter and jelly. 

These products prompt a common theme of "lunch foods". Consider also a second cross-
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promotion between the brands Gucci and Rolex. These two brands prompt a common 

theme of "high status". These examples both involve pairs that could easily be argued to 

have a high level of fit. Theme can only be created through items that have a high level 

of fit and. therefore, invoke a common higher-order category. If low levels of fit exist, 

then no theme emerges from the product or brand combination. 

WTiile it is apparent that either the product or brand combination could establish a 

cross-promotional theme, for the purposes of this dissertation, product fit will be 

operationalized as the dimension which does or does not create the theme. One reason 

for this is based on the previous discussion of the nature of product categories and brand 

categories. Recall that product categories are more concrete and brand categories are 

more abstract. Thus, product categories are pre-disposed to a more concrete higher-order 

category, or dieme in this case. This may be the reason that for cross-promotions that 

have a readily identifiable theme, the theme is based on the product categories more often 

than it is based on the brand categories. 

Thus, the principles of relevancy and expectancy can be applied to cross-promotion in 

this maimer. A central theme can be thought of in terms of a category with different bits 

of information being potential members of that category. Two pieces of information 

considered to reflect the same theme can be thought of as members belonging to the same 

category. In this respect, product fit is representative of the relevancy of a cross-

promotion. In the context of cross-promotion, two product categories can be evaluated in 

terms of a common element that binds the two, this element being a central theme or 

higher order category. Therefore, the two product categories in a cross-promotion should 
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vary as to their level of relevancy to the central theme (or higher order category) of the 

ad. If there is a strong degree of product fit. then both products will also be relevant to 

the central theme. If there is a weak degree of product fit. then one or both products will 

be irrelevant to the central theme. 

In the same maimer, brand fit is representative of the expectancy of a cross-

promotion. Each branded product is a thematic variable. As already slated, the product 

itself is an element which varies in relation to the tlaeme of the promotion. The brand, 

then, is an instantiation of that product. In other words, a product category (i.e.. CD 

players) can be represented concretely in a variety of ways (i.e.. Sony. Kenwood. 

Pioneer, etc.). It should be noted that the brand is not the sole means of a product being 

made manifest in an ad (i.e.. the product may be positioned or used in a variety of ways 

within the ad). However, it does represent one means of positionmg the product. 

Support for the link between brand fit and expectancy is rooted in the previous discussion 

of brand images. Recall that brand image is defined as the perceptions of a brand that 

reflect consumer associations (physical attributes, psychological benefits, attitudes) 

(Keller 1993). Thus, the degree to which the image of each brand corresponds to some 

pre-determined pattern or concept evoked by the theme indicates that brand's expectancy. 

Because brand fit is the degree to which the images of each brand are complementary to 

each other, the level of brand fit also represents the level of expectancy for both brands in 

relation to each other. 

As a means of demonstrating relevancy and expectancy in a cross-promotional 

context, consider a recent advertisement promoting Windex glass cleaner and Scott paper 
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towels (see Figure 3). This ad is interesting in that there is very little text (other than that 

on the packaging of the products in the ad) to develop a theme for the ad. There is only a 

visual representation of the two branded products accompanied by a coupon for a free roll 

of Scott towels when any Winde.x product is purchased. Yet the context of this ad 

definitely contains an overall theme. It could be said that die theme is diat of "window 

cleaning". Both products, glass cleaner and paper towels, are ver\' relevant to this theme. 

In fact, it can be said that the reason this theme is so easily identifiable without any script 

or other visuals to develop it is not only because both products are relevant to the theme, 

but that they acmally comprise the theme. It follows then that both products are very-

complementary to each other. Therefore, this product combination, by definition, has a 

high level of product fit. 

•According to the definitions of relevancy and expectancy, the thematic variables 

represented by the product categories can be made manifest in a variety of ways. For the 

ad in Figure 3 this is true as well. In other words, there are various brands of glass 

cleaner and various brands of paper towels. The fact that the Windex brand is all but 

synonymous (it should be noted this will not generally be the case for other branded 

products) with the product of glass cleaner leaves little argument that the Windex brand 

is, therefore, highly expected in the context of "window cleaning". The Scott brand is 

well-known for various paper products, particularly towels. The fact that paper towels 

are the most common household item used to clean glass and other hard surfaces makes it 

logical that the Scott brand is also highly expected in the context of "window cleaning". 

Because both brands have a high level of expectancy in the same context, it can be said 
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that the union of the two is also expected. In addition, both brands represent a quality 

standard for their categories and are top sellers. Because the images of these two brands 

are complementary, it follows that a high level of brand fit exists. 

SUMMARIZING ISSUES OF FIT 

The review of current literature has established a theoretical foundation which will 

allow for us to hypothesize certain behavioral effects of joining two branded products in a 

cross-promotion. It should be clear to this point that a more complete understanding of 

the construct and role of fit in cross-promotion is key to a more complete knowledge of 

such behavioral effects. A foundation for this understanding of cross-promotional tit was 

initiated by reasoning that higher-order categorization plays a role in this process. 

The literature on congruency has helped to further establish our conceptual 

framework. As a basis for the study of two-dimensional fit in cross-promotion, it was 

shown that congruency exists in varying degrees and that moderate levels of 

incongruency may result in more positive outcomes than higher levels of congruency 

(Mandler 1982). In a manner similar to the literature on fit in marketing, most of the 

early literature defined congruency as a single-dimension construct (Goodman 1980). 

However, more recent literature has made a distinction between two dimensions of 

congruency (Heckler and Childers 1992; Lee and Mason 1999) as well as a distinction 

between two types of fit between branded products (Simonin and Ruth 1998). This 

represents more than just a superficial similarity between congruency and fit. 
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While it is possible that either product or brand combinations may create a cross-

promotional theme, the previous section illustrated that the more appropriate application 

of theme based congruencv is for theme to be determined by product fit. Thus, the tit 

between two products may also be representative of the products' level of relevancy to 

the theme of the ad. In a like manner, the level of tit between two brands may be 

representative of the brands' level of expectancy in that thematic context. The 

proposition that product fit and brand fit are similar to relevancy and e.xpectancy does not 

represent an exact parallel. The congruency literature reviewed here is based on work in 

person perception (Hastie 1980; Hastie 1981; Srull 1981; Srull. Lichtenstein. and 

Rothbart 1985) and the processing of complex visual stimuli (Friedman 1979; Goodman 

1980; Heckler and Childers 1992). These streams of research have developed a means to 

evaluate a single object as to its congruency on the dimensions of relevancy and 

expectancy for a specific context. .A. key difference in this research on cross-promotion is 

that every context contains tvvo objects that are evaluated as to their fit on both product 

and brand dimensions. 

The assumption is made here that in spite of this difference, the processes of 

evaluating relevancy and expectancy are indeed involved in evaluating product fit and 

brand fit. Why is the proposed similarity between the dimensions of congruency and the 

dimensions of cross-promotional fit significant? It is because the congruency literature 

identifies the effects of relevancy and expectancy on elaboration and associative 

processes. This is particularly significant in light of the fact that the extant cross-

promotion literature has not revealed the underlying dimensions of brand and product fit. 
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This literature, therefore, has left gaps in the understanding of cross-promotional effects. 

If. in fact, the fit dimensions of product fit and brand fit are measuring similar constructs 

as the congruency dimensions of relevancy and expectancy, then product fit and brand fit 

should have similar effects on elaboration and associative processes. The congruency 

literature, therefore, provides a theoretical foundation for an examination of the effects of 

product fit and brand fit and a basis upon which to hypotliesize the various relationships. 
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CHAPTERS: HYPOTHESES 

In the previous chapter, a theoretical foundation was established for the underlying 

dimensions of product fit and brand fit in cross-promotion. A theoretical foimdation for 

studying the effects of cross-promotion has been provided by asserting that cross-

promotional fit is in fact a form of congruency. The similarities between cross-

promotional fit and congruency have been identified - including the fact that both are 

two-dimensional constructs. Ultimately, there is a great deal of overlap in these 

constructs as product fit and brand fit are representative of the congruency dimensions of 

relevancy and expectancy. 

The brand alliance model provided by Simonin and Ruth (1998) identifies the 

antecedents and consequences of the attitude towards a joint-cooperative promouon. 

This model is tested empirically and results show that bodi product fit and brand fit have 

a simple, direct, positive relauon on the formation of attitude towards the cross-

promotion. Thus, based on this model. Simonin and Ruth suggest that the "best" strategy 

to employ would be a cross-promotion with high levels of both product fit and brand fit, 

resulting in the most positive attimde towards the cross-promotion itself. There are at 

least two concerns with accepting this suggestion of the "best" strategy. First, diis 

implication is based strictly on attitude. Because die evaluation of congruency for 

distinct objects affects more than just attitude, other variables should be studied as well. 

A second and more important concern involves possible interaction effects of brand 

and product fit. Because product fit and brand fit vary independently, the possibility of 

an interaction needs to be examined. If an interaction effect exists in the relation between 
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product fit and brand fit on the formation of attitude towards the cross-promotion, a 

strong positive level of fit on both parts may not provide the most positive influence on 

the formation of this attitude. As mentioned previously, the lack of interaction effects in 

the Simonin and Ruth (1998) study may be explained by the fact that only one 

combination of product categories was used. In this manner, product fit scores var\' 

based on individual perceptions. However, by employing an experimental design to 

incorporate multiple product combinations and multiple brand combinations that 

represent both high and low levels of both fit types, detecting the existence of any 

possible interaction becomes more likely. 

In moving towards a more complete understanding of the behavioral effects of cross-

promotion, one factor that should be investigated is memory. It has been shown that die 

ability to remember brand names and attributes is a significant factor in the processing of 

consumer information (.A.lba. Hutchinson, and Lynch 1991). While memory- is one of 

many inputs affecting consimier behavior, it has been shown that the likelihood that some 

input (brand name, attribute, relevant piece of information) will be used in ajudgement 

(attitude formation, belief, buying decision) is both a positive function of the accessibility 

of that input in memory and a negative function of the accessibility of alternative inputs 

in memory (Lynch, Marmorstein. and Weigold 1988). 

It has been mentioned that relevancy and expectancy exert both direct and interactive 

effects on the elaboration of complex information. It will therefore be demonstrated and 

hypothesized that fit levels of both brand and product combinations in a cross-

promotional advertisement have both direct and interaction effects on the dependent 
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variables of attitude towards the cross-promotion and memorv' retention of information in 

that advertisement. These hypotheses are summarized in the matrices in the Figure 4. 

The logic behind these hypothesized effects on bodi memory retention and attitude 

formation will be explained here in detail. 

THE EFFECTS OF CROSS-PRO.VIOTIONAL FIT ON MEMORY RETENTION 

The literature on congruency (Hastie 1980. 1981; Srull 1981) gives insight as to the 

effects of relevancy on memory. When an object is relevant to a theme, it enhances or 

actually helps to create that theme. xA.s described in the literature review, the product 

categories in a cross-promotion as a pair have the potential to create a theme. When a 

central, higher-order category is prompted by the two product categories as a grouping 

mechanism, that higher-order category can be considered as a theme created by the 

combination of the products. .According to Meyers-Levy (1991). a situation in which 

items can be grouped according to a shared theme prompts relational elaboration. 

Additionally, when information is relevant to a central theme, this information 

becomes more strongly linked within the associative network based on the established 

nattu^e of that theme and prior knowledge strucoires already present. Thus, retrieving this 

information from memory requires little effort due to the increase in the nimiber and 

strength of linkages with those knowledge structures (see Figure 5). In the same maimer, 

information that is irrelevant to a theme is not processed with the facilitation of relational 

elaboration. Information that is irrelevant suffers from a lack of notability. While this 
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information may still be processed, ±e elaborative effort exerted is much weaker. 

Because the information is not be linked through a central theme, the items are not 

associated with each other nor with other linkages in memory. Thus, the resulting 

retrievability is weak. 

In a cross-promotional context, a product pair with a high level of relevancy to a 

central theme (i.e., product categories are complementary resulting in strong product fit) 

should also facilitate this formation of associative linkages within the memorv' network. 

This causes deeper encoding of the products themselves as well as other information in 

the ad that pertains to the theme. The deeper encoding takes places via relational 

elaboration and then facilitates information retrieval. 

Consider a promotion involving a computer chip and software designed specitlcally 

to be used with that chip. Tlie central theme of using personal computers naturally 

invokes cenain items that are strongly associated with it. Computer chips and software 

would likely be two such items. Therefore, not only would they be considered relevant to 

the theme, but should be strongly associated to each other as well as to theme related 

information. The following hypothesis then results: 
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Hi: In a cross-promotional context, a product pair with a high level of product fit will 

lead to greater recall, and enhanced overall recognition of ad information compared 

to a product pair with a low level of product fit. 

According to social cognition frameworks (Hastie 1980; Hastie 1981; Srull 1981). 

unexpected information requires more processing effort in the form of elaboration than 

expected information during encoding. This is due to the fact that, particularly in the 

processing of complex information, the reason for the presence of an unexpected object 

or piece of information is not readily clear and does not fit within some pre-determined 

schema. Thus, the individual must exert more effort in an attempt to imderstand why that 

information is presented in the given conte.xt. ^^^^ile the social cognition literature does 

not distinguish this effort 

as a specific type of elaboration, the type of elaboration prompted by distinctive 

properties of information fits the Meyers-Levy (1991) description of item-specific 

elaboration. 

Consider an example of a cross-promotion involving Intel and Lego. The images of 

these two brands would initially seem to have little in common. Additionally, the two 

brand images are composed of elements so distinctive from each other that the 

combination of two such brands is likely to be unexpected or have a low level of brand 

fit. The distinctive characteristics of these two brands would then result in a "surprise 

effect", invoking high levels of item-specific elaboration in an attempt to make sense out 
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of the combination. This increased level of item-specific elaboration leads to more vivid 

encoding and increased memory retention. Thus, 

H2: In a cross-promotional context, a brand pair with a low level of brand fit will 

lead to greater recall and enhanced overall recognition of ad information compare to 

a brand pair with a high level of brand fit. 

As discussed previously, while there is support for two distinct dimensions of 

incongruency. these dimensions do not exist in isolation. Thus, while the main effects of 

both product fit and brand fit on memory retention can be hypothesized and examined 

separately, more important to understanding the relation of these dimensions to memory 

are the dynamics of the simultaneous effects of these tit dimensions. 

Based on the two previous hypotheses, the conditions leading to memory-

enhancement are those of low brand fit and high product fit. Such a combination of the 

fit dimensions should provide the benefits of increasing both relational elaboration and 

item-specific elaboration. Prior research on these two types of elaboration resulting from 

a single dimension of congruency does not examine the possibility that a given item of 

information could prompt both types of elaboration. 

However, when we also consider the work that establishes congruency as a two 

dimensional construct (Hecider and Childers 1992), it is evident that it is possible for a 

particular object to have different levels of each dimension of congruency. prompting 

both types of elaboration. A cross-promotion satisfying the low brand fit/high product fit 
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condition should produce this situation and, thus, result in the highest level of memory 

performance. 

A recent promotion combines the Intel Pentium II computer chip and Lego Creator 

software, stating that Lego's new software for children to create images on a computer 

was designed to specifically use the capabilities of the Intel Pentium II. .A.s mentioned 

before, the two brands would prompt an increase in both relational and item-specific 

elaboration. Both of tliese processes would facilitate memory retention. In a similar 

manner, a condition in which brand fit is high and product tit is high (such as Intel 

Pentium II and .Adobe Photoshop) would benefit from increased relational elaboration, 

but not item-specific elaboration. Likewise, a condition in which brand tit is low and 

product fit is low (such as Intel Pentium II and Lego Building Blocks) would not benefit 

from relational elaboration, but would benefit from increased item-specific elaboration. 

Thus, a product pair satisfying either conditions of high brand fit/high product fit or low 

brand fit/low product fit should produce a relatively moderate level of memor\' 

performance. Ultimately, a cross-promotion defined by a high brand fit/low product fit 

condition would not achieve the benefits of either type of elaboration. On the basis of 

this discussion, the following effects are hypothesized (see Figure 6): 
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FIGURE 6: ILLUSTR.\TION OF HYPOTHESIZED EFFECTS OF BRAND FIT AND PRODUCT 

FIT ON MEMORY RETENTION 
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Hs: A cross-promotion in a low brand fit/high product fit condition will lead to 

greater recall and overall recognition of ad information compared to a cross-

promotion in either a low brand fit/low product fit or a high brand fit/high 

product fit condition. 

H4: .4 cross-promotion in either a low brand fit/low product fit or a high brand 

fit/high product fit condition will lead to greater recall and overall recognition 

of ad information compared to a cross-promotion in a high brand fit/low 

product fit condition. 

It is important to note here that while Hypotheses 3 and 4 predict memory effects 

based on the simultaneous consideration of both fit dimensions, the effect is not 

hypothesized to be interactive. This is not meant to imply that an interaction effect does 

not exist. The conditions resulting in the highest (low brand fiLliigh product fit) and the 

lowest (high brand fity''Iow product fit) memory' performance are easily distinguishable 

(see Figure 6). However, because the conditions of both low product fit/low brand fit and 

high product fit/high brand fit each benefit from one type of elaboration, the predicted 

levels of memory retention fall between the other two conditions. While it is possible 

that a significant difference could exist between the memory results for the low product 

fit/low brand fit and high product fit/high brand fit conditions, there is no theoretical 

basis to predict one. Thus, while an interaction between brand fit and product fit could 

result, it is quite possible that Hypotheses 3 and 4 could be supported while the slopes 

for the effects of both fit dimensions remain parallel. It should be mentioned that if a 
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cross-over interaction could only result if the direction of the cell means were to not 

support H3 and H4. However, a "fan" interaction could result with the hypotheses being 

supported. 

It is also worth noting here that the fit combination hypothesized to produce the more 

favorable results (low brand fit/high product fit) is somewhat contradictor^' to the results 

outlined by the cross-promotion tramework (Simonin and Ruth 1998) relating fit to 

attitude. If the current hypotheses are confirmed, this will provide evidence that the 

development of a successful cross-promotion is more complex than previously thought. 

THE EFFECTS OF CROSS-PROMOTION.AL FIT ON ATTITUDE F0R.VI.\T!0N 

The relationship between congruency and elaboration processes has multiple effects 

on the processing of ad information. Not only does elaboration affect memory retention, 

but research conducted on the introduction of new products provides some insight as to 

how elaboration influences the formation of attitude (Meyers-Levy and Tybout 1989). 

This is based on work examining the generation of affect in response to incongruities of 

different extremities. 

As explained in the literature review, Mandler (1982) suggests that affect generated 

by responding to moderate incongruities will be more favorable than that typically 

generated when information is either extremely congruent, or extremely incongruent. 

Mandler s hypothesis suggests that the direction of the evaluation of objects which are 

incongruent is governed by the degree to which the incongruency can be resolved. 
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Based on this argument, when information is highly congruent, it tends to make sense 

to the perceiver and is viewed as being favorable. However, because it is congruent, 

elaborative effort will not be particularly high. Thus, while response may be favorable, it 

will not be noteworthy. On the other hand, if information is extremely incongruent. the 

cognitive effort required to elaborate on the information will mcrease in an attempt to 

make sense of that information. However, due to the extremity of the incongruency. this 

increased effort will not result in a resolution of the incongruity, but rather in frustration. 

Such frustration will result in a negative direction for this information. But if the 

information is only moderately incongruent, the increased processing effort is more likely 

to lead to a resolution of tlie incongruency. When resolution occurs, this information is 

viewed as good or correct and the resulting evaluation is therefore positive. 

While the studies mentioned here (Mandler 1982: .Myers-Levy and Tybout 1989) 

consider congruency along a single dimension (congruent - moderately incongruent -

extremely incongruent). this same line of reasoning can easily be integrated with oiu-

discussion of two-dimensional congruency of brand fit and product fit. Considering a 

simple 2x2 framework, there would be four resulting 

conditions rather than just three. The four conditions are high brand fit/high product fit. 

low brand fit/high product fit. high brand fit/low product fit, low brand fit/low product fit 

(see Figure 7). Obviously, a condition of high brand fit/high product fit wotild be 

considered congruent. 

Consider the previous example involving the Intel Pentium II and Adobe Photoshop. 

To a knowledgeable perceiver, the brand combination would also be complementary. 
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FIGURE 7: ILLUSTRATIONS OF HYPOTHESIZED EFFECTS OF BRAND FIT AND 

PRODUCT FIT ON ATTITUDE 
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thus not creating a need to elaborate extensively. The product categories of this ad would 

both be relevant to the theme of the ad. thus making sense, resulting in a positive 

evaluation. However, because elaborative effort is low. this positive response would be 

moderate. 

Because congruency is being considered here along two dimensions rather than one. 

the identification of moderate incongruency is slightly more complicated than previous 

research suggests. .A condition of low brand fit/low product fit would obviously be a 

condition of extreme incongruency. Thus, tlie remaining two conditions (low brand 

fit/high product fit. high brand fit/low product fit) would fall somewhere in between 

congruent and incongruent. 'While either of these conditions might initially be considered 

moderately incongruent (because one dimension is congruent and one is not), it is 

important to determine the distinction between the two. This distinction lies in the 

valence of the attitude toward cross-promotions in each of these conditions. 

The key factor affecting the valence of the response to incongruent information 

according to Mandler (1982) is whether or not the incongruency can 

be resolved. The condition of low brand fit/high product tit represents a moderate level 

of incongruency that has the ability to be resolved. This is because the differences that 

might exist in the brand images of a pair with low brand fit can be resolved by the 

complementarity of the product categories. 

Consider again the promotion involving the Intel Pentium II and Lego Creator 

software. The low level of brand fit would lead to a high level of elaboration. Initial 

surprise by two brands with incongruent images would likely lead to an attempt to 
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resolve the discrepancy. Because the high product fit provides a strong central theme and 

cohesiveness for the ad, this resolution would be easily attainable resulting in a positive 

evaluation. In this case, the effort exerted in processing the information was greater. 

Thus, this posinve response would be more extreme than the response for the previously 

described high brand fit/high product fit combination. Based on this discussion die 

following is hypothesized: 

A cross-promotion in a low brand fit/high product Jit condition will 

result in a more positive attitude than a cross-promotion in a high brand 

fit/high product fit condition. 

promotion with a high brand fit/low product fit could still be considered 

moderately congruent. However, the resulting effect would not be the same as that of a 

promotion with a low brand fit/high product fit. The high level of brand fit would lead to 

a lower level of elaborative effon. However, as mentioned previously, the low level of 

product fit would result in congruency that is not readily resolvable due to die lack of 

relevance to the theme. While the weak elaboration would lead to a mild attitudinal 

response, die lack of resolution would direct the evaluation in a negative direction. 

Thus, 
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Hsb: a cross-promotion in a high brandfit/low product fit condition will 

result in an attitude that is negative relative to a cross-promotion in a 

high brand fit/high product fit condition. 

Finally, a condition of low brand fit/low product fit would be considered extremely 

incongruent (i.e.. Intel Pentium II and traditional Lego building blocks). The low brand 

fit would have the effect of inducing more elaborative effort, yet the low level of product 

fit would create a context where either the central theme of the ad is weak, or the 

products themselves are not relevant to the theme. In either case, the incongruency of the 

promofion would not be easily resolved. Thus, high levels of cognitive effort lead to a 

more extreme altitude but the lack of resolution would direct the evaluation in a negative 

direction. Based on this reasoning. 

Hsc: --i cross-promotion in a low brand fit/low product fit condition will result 

in an attitude that is more extremely negative relative to a cross-

promotion in a high brand fit/low product fit condition. 

It should be noted here that hypotheses Hsa through H5C have predicted the 

interacting effects of brand fit and product fit on attitude toward the cross-promotion as 

depicted in Figure 7. This effect is manifest in the form of an inverted "U". Because of 

this, there will not be a main affect of both brand fit and product fit. Cross-promotions 

with a low level of brand fit can lead to both extremely positive attitudes (when 
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combined with a high degree of product fit) and extremely negative attitudes (when 

combined with a low degree of product fit). In a similar fashion, cross-promotions with a 

high level of brand fit can lead to both positive and negative attitudes. Thus, brand affect 

should have no main effect. 

However, as predicted through the previous discussion of the effects of product fit on 

cross-promotion, a cross-promotion with a high degree of product fit will always lead to a 

positive attitude. This is because regardless of the level of brand tit. high product fit 

provides a conte.xt with a solid, logical, central theme. This is the means through which 

any level of incongruency can be resolved or congruency can be made sense of 

However, in cross-promotions with a low level of product fit. the basis for a logical 

theme is not present. Thus, resolution to the incongruency presented is not readily 

resolvable. Therefore, in a cross promotion with a low level of product fit. the resulting 

attitude will be negative, regardless of the level of brand fit. It follows then that. 

FIs: A cross-promoiion in a high product fit condition will lead to positive 

attitudes relative to a cross-promotion in a low product fit condition which 

will lead to negative attitudes. 
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CHAPTER 4: METHODOLOGY 

This chapter describes a series of pretests and an experimental study that was 

conducted to test the hypotheses outlined in the previous chapter. The experiment was 

based on a 2 (product fit; high-low) x 2 (brand fit; high-low) factorial design. In 

developing and conducting these studies real products made by real brands were used. 

The reason for using real brands is because it has been shown that consumers engage in 

an evaluation of brand fit based on their pre-existing attitudes and perceptions towards 

the brands involved in a cross-promotion (Simonin and Ruth 1998). Real products were 

used in order to prevent confounding effects with brand extension by presenting a 

product not actually made by the brand. 

Subjects for this study were taken from a student subject pool at a large southwestem 

university, ^^'hile the disadvantages of using student subjects with respect to external 

validity can be argued, student subjects provide the advantage of a homogeneous sample. 

Thus, the error variance due to such factors as age. education, work experience, and 

income is reduced (Calder. Phillips and Tybout 1981). 

PRETESTS 

In order to conduct a reliable experiment, cell conditions were created that consisted 

of four print ads each. The print ads depicted a cross-promotion based on some kind of 

offer involving the branded products in each ad. Because the variables of interest were 
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brand fit and product fit, the objective was to create ad conditions that adequately 

represented each cell in the 2 x 2 (i.e.. high product fit/high brand fit, high product fit/low 

brand fit, low product fit/high brand fit, low product fit/low brand fit). In addition, the ad 

conditions needed to control for all factors other than brand fit and product fit. A series 

of pretests were conducted to accomplish this. Such pretests identified branded product 

pairs that have both high and low levels of product fit as well as high and low levels of 

brand fit. In addition, other pretests controlled for factors identified below. 

Pretest 1 

One factor found to influence the formation of attitude towards die cross-promotion is 

attitude towards each component brand (Simonin and Ruth 1998). Because one of the 

main dependent measures of this study is attitude towards the cross-promotion, this factor 

eidier needed to be measured a priori and included in the data analysis, or it needed to be 

controlled. Because the hypotheses of this dissertation are not concemed with prior 

attitude towards each brand, the factor was controlled. 

In selecting potential brands for inclusion in this study, product categories considered 

to be fi-equently used by subjects comprising a student sample were generated. This was 

done to reduce the degree of attitude ambiguity. The product categories included fast 

food, soft drinks, consumer electronics, banks, airlines, computers, athletic shoes, 

clothing, cold cereal, coffee and personal hygiene. Numerous brands were generated 

within each product category. This provided a list of 48 brands to pretest for attitude. 
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These brands were presented to students enrolled in Marketing Principles at the 

Universit\' of Arizona. These students comprised the student subject pool which were 

later used to conduct additional pretests as well as the main study. This pretest was 

conducted on the first day of class as part of a battery of scales that was used in 

conjunction with the subject pool. Four different surveys containing 12 brands each were 

distributed. The number of subjects for each group ranged from 21 to 24. 

To assess general attitudes toward each brand, subjects rated brands on a two-item 

seven-point semantic differential scale (see Appendix 1). The resulting attitude scale 

scores (see Appendix 2) ranged from 3.62 (less positive) to 6.52 (more positive). Brands 

with moderately posidve attitudes (4.17-5.30) were selected for inclusion in the ensuing 

pretests. Brands with moderately positive levels of attitude were chosen because extreme 

positive or extreme negative attitudes could overshadow the effects of brand tit and 

product fit in a cross-promotion. This procedure resulted in a total of 20 brands. 

Pretest 2 

Familiarity towards the brand is a factor that is known to moderate the effects of 

brand fit on attitude towards the cross-promotion (Simonin and Ruth 1998). In addition, 

because the use of real brands is a requirement for the study, familiarity would likely also 

have an impact on memory retention. For these reasons, it was decided diat familiarity of 

each brand would be controlled. By selecting only brands with high levels of familiarity, 

variance in the dependent measures due to familiarity with each brand would be 
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minimized. In addition, subjects would have adequate knowledge of each brand to make 

a reasonable evaluation of brand fit. 

Pretest 1 was the only pretest conducted using students from the pool of subjects that 

ultimately panicipated in the study. Pretests 2-4 were conducted using students enrolled 

in marketing elective courses. The reason for this was to ensure that students 

participating in the final experiment had no prior exposure to the stimuli. This was also 

done for economical reasons. 

Si.xteen subjects rated the 20 brands resulting from Pretest 1 as to their level of 

familiarity with each. Familiarity was measured using a tJiree-item seven-point semantic 

differential scale (see Appendi.x 3). The resulting familiarity scale scores (see .Appendix 

4) ranged from 3.45 (less familiar) to 6.9 (more familiar). With the exception of only two 

of the 20 brands, all brands included in this pre-test produced familiarity scores in a 

narrow high range (5.8 to 6.9). Thus, these 18 brands were selected for inclusion in 

Pretest 3. 

Pretest 3 

Having identified brands with similar levels of attitude and familiarity, cross-

promotions needed to be developed that incorporated pairs of brands that satisfy 

conditions of both high and low levels of brand fit and pairs of product categories that 

satisfy conditions of both high and low levels of product fit. The final cross-promotions 

needed to consist of real products made by the designated brands. For this reason, it was 
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necessary to first identify brand combinations with appropriate fit levels. Thus, the 

objective of Pretest 3 was to identify pairs of brands with both high and low levels of 

brand fit. 

To accomplish this, each of the 18 brands that resulted from Pretest 2 was crossed 

with all other brands to create possible brand combinations. This resulted in 171 brand 

pairs. However, the majority of these brand pairs seemed to be illogical combinations for 

inclusion in a cross-promotion and it was thus anticipated that most pairs would result in 

low levels of brand fit. WTiile a certain number of low-fit brand pairs was necessar\'. 

selective brand pairs were deleted. 

The result was a total of 98 brand pairs. 

These pairs of brands were divided and included in four surveys. Each survey 

followed the same format (see Appendi.x 5). Thus, four groups (N=16-18) were 

presented with a survey consisting of 25 pairs of brands. Subjects were given a brief 

description of cross-promotion with examples. They were then told that they would be 

presented with pairs of brands that were being considered for possible inclusion in a 

cross-promotion. With no specific scenario given for a promotion, subjects were 

instructed that they should consider each pair for this promotional strategy. 

For each pair, brzuid fit was measured by a three item seven-point semantic 

differential scale (see Appendix 5). While this scale was developed and has been 

published (by Simonin and Ruth 1998, see page 35) the reliability of this scale on the 

brands used in this pretest was tested using Cronbach alpha analysis. The scale was 

reliable on each pair resulting in alphas ranging between .85 and .98. Thus, the three 
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scale items were combined into an average scale score. Mean scale scores (see Appendix 

6) revealed a range of 6.79 (high brand fit) to 1.48 (low brand fit), seemingly providing 

an ample number of brand pairs in both conditions. The selection of pairs of brands in 

bodi high and low brand fit conditions to be included as e.xperimental stimuli would 

depend on a number of issues. These issues revolve around the development of product 

pairs and will be described in the ne.xt section. 

Pretest 4 

The objective of this pretest was to create pairs of products to satisfy both the low 

product fit and high product fit conditions. Such product pairs would be based on the 

resulting pairs of brands from Pretest 3. While the task of measuring pairs of products 

for fit was similar to the process used in Pretest 3 for measuring brand fit, this tinal 

element of pretesting was more complex. The products selected for inclusion in this 

pretest needed to be products that were actually made by the brands of consideration. If 

products selected were new to the brand, the effects of introducing what is essentially a 

brand extension would create a confound. 

After Pretest 3 had been conducted, it was determined that each pair of brands needed 

to be conducive to the development of two different pairs of products satisfying both high 

and low levels of product fit. The reason for this was greater experimental control. Due 

to the nature of varying the degrees of brand fit and product fit in the 2 x 2 factorial 

design, it was determined that brand and product pairs could not be held constant across 
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each condition (a brand/product pair can not satisfy both high and low conditions 

simultaneously). However, it was determined a priori that at least the pairs of brands 

could be held constant for each fit condition. In other words, a single pair of brands 

could be combined wth a high fit product pair and a low fit product pair. Thus, the 

process of selecting brand pairs for the development of product pairs necessitated more 

than merely consider the brand fit scores of the 98 brand pairs in Pretest 3. Simply 

selecting brand pairs with appropriate fit scores would not provide stimuli that satisfied 

all the necessary criteria. 

Based on the lessons learned in Pretest 3. it became apparent that the majority of the 

brand combinations included could not be combined with real product combinations that 

would satisfy the four different fit conditions. This realization was facilitated by actually 

considering scenarios for possible ads that would simultaneously combine brand and 

product pairs. In processing each pair of brands in this manner, it became apparent that 

very few of the pairs included in Pretest 3 would satisfy the criteria of being combined 

with real products that would produce pairs that could fill both high and low product fit 

conditions. 

For this reason, additional pairs of brands needed to be considered. In order to ensure 

brand and product pairs that would ftilfill the necessary requirements, additional pairs of 

brands were considered with actual advertisements in mind (while also considering 

attitude and familiarity criteria). This ultimately produced additional pairs of brands that 

satisfied all criteria. (All additional brands were tested for attitude and familiarity and 

fell within the appropriate ranges; all brands are included in Appendices 2 and 4). Based 
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on brands resulting from all phases of pretesting, eight brand combinations were selected 

(see Appendix 6), four in the high brand fit condition (4.31-5.95) and four in the low-

brand fit condition (1.93-3.1). 

For each pair of brands selected, two pairs of products were generated to intentionally 

meet the criteria for high or low product fit. These fit conditions were confirmed through 

pretesting. Product fit was tested in a manner similar to that of brand fit in Pretest 3. 

Subjects were given a brief description of cross-promotion with examples. They were 

then told that they would be presented with pairs of products that were being considered 

for possible inclusion in a cross-promotion. With no specific ad scenario and no specific 

brands mentioned, subjects were instructed that they should consider each pair for use in 

a cross-promotion. In this manner, subjects rated each of die 16 pairs. 

Product fit was measured by a three item seven-point semantic differential scale (see 

Simonin and Ruth 1998. page 35). The reliability of these three scale items was strong 

(Cronbach alphas =.85 and .98). Thus, the tluee scale items were combined into an 

average scale score. The resulting mean scale scores confirmed the anticipated product 

fit conditions (see Appendix 8). Product pairs in the high fit condition resulted in fit 

scores ranging firom 4.45 to 6.45. Product pairs in the low fit condition resulted in fit 

scores ranging from 1.85 to 3.96. 
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EXPERIMENTAL DESIGN 

Based on the results from pretesting, advertisements were created for each of the 

resulting 16 pairs of branded products. The stimuli advertisements were developed 

through word-processing and photo-editing software. This resulted in cross-promotional 

advertisements representing each of the four cell conditions. Each advertisement was 

designed according to a specific format. This format included brand logos and marks at 

the top of each ad with a pictorial representation of the two products. Each ad then 

contained a verbal description of the promotion. All ads were consistent with respect to 

the number of words (approximately 85) and statements (five) made (see Appendi.x 9 for 

example ad). Complex visual images and ad copy were not included in order to reduce 

any effects of the ads. By taking this precaution, brand and product fit conditions should 

be more precise. 

Subjects for this study were supplied by a student subject pool. Nine sessions of the 

experiment were conducted with up to 30 subjects in a session. .A. total of 121 subjects 

participated (approximately 30 per cell condition). Subjects signed up voluntarily for 

each session. Within each session, subjects were randomly assigned to one of four 

groups representing the four different cell conditions (high product fit/high brand fit. high 

product fit/low brand fit, low product fit/high brand fit, low product fit/low brand fit). 

Subjects were presented with survey packets. Because the advertisements in this 

packet were not commercially produced, subjects were instructed to consider that the ads 

they would see were ads in early stages of development. The first section of the packets 
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contained eight advertisements. Four of the ads were cross-promotional ads each 

representing the same cell conditions. Fit conditions were not mixed within subjects so 

that the evaluation of one ad would not skew subsequent ad evaluations. The other four 

ads were single product filler ads that had no real significance for the study other than to 

make retrieval of information from the stimuli ads more difficult. These ads were 

included to reduce the possibility of ceiling effects. The filler ads followed the same 

format as the cross-promotional ads. 

All ads were counterbalanced resulting in two different orders of the same ads in each 

cell condition. Subjects were given 35 seconds to view each advertisement. This 

duration of exposure was determined a priori as an adequate length of time for an average 

student to consider the ad and read the information. After viewing each ad. subjects 

responded to a measure of attimde toward the cross-promotion, attitude toward the brand, 

and attitude toward the ad (a description of all dependent variables is included in the next 

section). A similar measure of attitude toward the brand was included for the tiller ads to 

keep the format the same and reduce the possibility of demand effects. 

Following exposure to the advertisements, a distracter task was given to subjects for 

die purpose of clearing information from short-term memory. The distracter task 

consisted of scales measuring constructs considered to affect the dependent variables. 

Scores from these scales could then be included as possible covariates in the analysis of 

the experimental data. One of these constructs was an individual's need for cognition, 

which was found to have significant moderating effects on the influence of the level of 

congruency of ad information on the formation of attitude in brand extensions (Meyers-
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Levy and Tybout 1989). Need for cognition was measured using an 18-item version of 

the "Need for Cognition" scale (Cacioppo and Petty 1982). 

A second scale measured a construct known as "optimum stimulus level." This 

construct has been shown to relate to curiosity-motivated consumer behaviors and variety 

seeking and novelty (Steenkamp and Baumgartner 1992). Because cross-promotions 

often involve unconventional promotional scenarios (particularly those in low fit 

conditions), it was thought that items such as curiosity, variety seeking, and novelty 

should also be considered. Therefore, a 40-item version of the Arousal Seeking 

Tendency instrument (Mehrabian and Russell 1974) was employed in this survey as a 

means of measuring optimum stimulus level. 

Because this study involved advertisements and real brands, two additional scales 

were included that measured constructs that might possibly have affected the dependent 

measures. The first was a five-item scale measuring a person's attitude toward branded 

products (Moschis 1981). The second was a ten-item scale measuring a person's attitude 

toward advertising in general (Moschis 1981). 

Following the task distracter task of covariate scales, subjects were tested for memory 

retention through measures to be described below. 

Dependent Variables 

Each of the following variables has been hypothesized to be affected by the different 

combinations of brand and product fit. Each was measured as described. 
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Attitude 

The following objects were measured for attitude: attitudes toward each brand 

(ABrandA. AerandB), attitude toward the cross-promotion (Acp), and attitude toward the ad 

(AAD)- For each of these objects, subjects responded to a modified version of Osgood. 

Suci, and Tannenbaum's (1957) "Attitude Toward the Product" scale. This scale is a 

multi-item semantic differential scale with positive/negative anchors. The scale has been 

used in modified formats (including a three-item version which was used in this study) by 

countless authors since its publication up through the present time and has been shown to 

be reliable and valid (Bruner and Hensel 1992; pp. 82-92). The anchors used for the 

three-item scale was like/dislike, good/bad. pleasant/unpleasant (See Appendix 10 for a 

sample of the attitude measures that followed each advertisement). 

Memory 

Hp H4 require various measures of memory. Unaided recall was assessed by asking 

subjects to respond to the single open statement, "Tn the space below, please list all the 

brands that you can remember from the advertisements that you viewed previously." 

Each subject viewed eight brands that were included in the four cross-promotions and 

four brands that were included in the filler ads. While no distinction is made in this 

measure as to the type of ad, die only brands of concern are those included in the cross-

promotional ads. Thus, there was a 0-2 possibility for each brand combination, and a 0-8 

possibility for each condition. 
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Aided recall was measured via two different tasks. In the first task, subjects were 

given the product combination for each of the four cross-promotions that they viewed. 

Subjects were then, asked to recall as much detail as possible from that ad (see Appendix 

11). Key items to be remembered included the brand names, the promotional offer, and 

any of four key facts included in the advertisement. Coding forms were created a priori 

by the experimenter in order to identify the presence of these items in the memory-

protocols. Identifying the presence of the brands names and the promotional offer was a 

very objective task and could be accomplished by the experimenter. However. 

identifying whether or not the memory protocols correctly contained each of the four key 

facts was more subjective. Therefore, two independent coders were used for this task. 

The second measure of aided recall was taken by providing the combination of brands 

and products for each advertisement and asking subjects to recall the promotional offer 

for that ad (see Appendix 12). This provided a 0-1 possibilit\' for each advertisement 

viewed and a 0-4 possibility for each condition. 
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CHAPTER 5 - RESULTS 

This chapter summarizes the results of the experiment outlined in Chapter 4 testing 

the hypotheses in Chapter 3. A brief description will first be given of subject 

characteristics and the software used to analyze the date. The main focus of this chapter 

will be on the data analysis. Separate sections will look at the results of hypothesis 

testing for both memory retention and attimde formation. .A. final section will then 

summarize additional post hoc data analysis based on an examination of protocols for 

both brand fit and product fit. 

As mentioned previously, subjects for this study were taken from a student subject 

pool. Subjects were all enrolled in an upper division Marketing Principles course and 

were either juniors or seniors. While the age range for subjects was between 19 and 48. 

the majority of the subjects (70%) were between 20 and 22. The gender distribution of 

the subjects was split almost evenly with 57 females and 60 males. In addition, various 

ethnicities (African-American. .Asian. Hispanic. Native .American) were represented in 

the subject pool, the majority (71%) were Caucasian. Twelve subjects identified 

themselves as foreign students. Because this experiment was relying on the assumption 

that all brands included are highly familiar (see Pretest 2), foreign subjects were deleted 

from the analysis. Thus, while a total of 117 students completed the experiment, data 

firom only 105 were included in the analyses. Cell sizes for each of the four cell 

conditions ranged fi-om 25 to 28. The homogeneity of this sample provides a high level 

of internal validity (Calder, Phillips and Tybout 1981). 



94 

The results given in this chapter are based on analyses using Version 7 of SAS 

statistical software for Windows. All hypotheses were tested using the PROC GLM 

procedure. The analyses testing each hypothesis involved two different tests. A global 

analysis of the manipulated factors is conducted through a general ANOVA including all 

independent variables and covariates on each dependent variable. Specific tests for each 

hypothesis through contrast analysis which provides a statistical measure of significant 

difference between each cell, as well as a test of the appropriate direction for this 

relationship. 

HYPOTHESIS TESTS - ME.MORY RETENTION 

The first set of hypotheses examines the relationship between the manipulations of fit 

and memory retention for elements of the promotion. Based on the previous discussion 

of the involvement of elaboration in processing the incongruencies of brand and product 

fit. memory for various elements of the promotions should be affected. The ads created 

for this experiment were all based on some type of product offering (i.e., buy one 

product, receive the other product for free). Thus, memory for this offer should be 

affected by fit type. Finally, all ads in this experiment were based on a central theme. 

The coherency of the theme (based on product fit) and the extent to which subjects are 

required to exert cognitive effort (based on brand fit) should affect memory for all 

information contained in the ad. 
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Both unaided and aided recall measures were described in Chapter 4. These measures 

look at memory for the brands (0-2 possibility), memory for the offer (0-1 possibility), 

cued memory for the offer (0-1 possibility), and memor>' for four main facts in each ad 

(0-4 possibility). Because individually, these measures had very small ranges (^and 

therefore provide little variance), a variable for total memory (MEMTOT) was created by 

adding all memory variables together. 

The hypotheses were first examined by analyzing this total memorv- variable. 

Throughout the analyses, ceiling effects were apparent in memory for the brand names. 

It was thought that a few factors could have contributed to this phenomenon. First, 

subjects were allowed 35 seconds to view each ad. ^^'^lile this length of time was thought 

to be an appropriate interval for average readers, it was evident throughout the 

distribution of the experiment that 35 seconds was more than sufficient for most 

panicipants. Because the brands were mentioned more than any other single item in each 

ad. subjects may have been able to rehearse the brand names. However, more than likely, 

the ceiling effects were brought on by the high familiarity of all brands involved. 

Because ceiling effects were evident in the memory of brands, both the total memory 

variable (MEMTOT) and the memory for additional facts in each ad (FACTS) were used 

in the testing of memory hypotheses. As a means of organizing the results from the 

analyses, each hypothesis wll be restated here followed by a brief summarization. 
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Covariates 

While the manipulations of brand tit and product fit were the main independent 

factors of concern in this experiment, efforts were made to account for as much variance 

as possible in the dependent measures. Thus, additional factors were included in the 

analyses. Chapter 4 identifies various scale measures that were included in the 

experiment as tiller tasks. The scores from these scales were included in the analyses as 

covariates. In addition, variables to account for gender, experimental session, and order 

(reverse order of ads) were also included. 

In the final analyses, gender was the only covariate variable that had significant 

effects on the dependent memory measures. The variable GENDER was significant in 

the ANOVAs for both MEMTOT (F = 4.46. p = .0373) and F.ACTS (F = 10.66. p = 

.0015). In all cases, females exhibited higher levels of memory than males. This effect is 

consistent with prior research on gender effects in information processing. Specifically, 

it has been shown that, relative to males, females engage in more detailed elaboration of 

specific message content (Gilligan 1982; Krugman 1966). Based on the hypothesized 

involvement of elaboration in memory for promotional information, this provides an 

explanation for the significance of gender effects in the analyses of this data. 

This experiment was designed for between-subjects analysis. Each subject viewed 

ads that represented cross-promotions in the same condition. However, each subject 

viewed four different ads. As previously describe in Chapter 4, efforts were taken to hold 

as many items constant as possible in all advertisements (visual and copy arrangement. 
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number of words, number of statements). However, based on the nature of the 

promotional combinations, the same advertisements could not be used with simple 

product/brand substitutions. Thus, variance based on die advertisement itself needed to 

be accounted for as a within-subjects variable. The variable AD showed significant 

effects for both MEMTOT (F = 4.34. p = .0003) and FACTS (F = 9.42. p<.0001). Under 

ideal circumstances, ad effects would be eliminated. However, it is not unrealistic that 

when employing a method that requires various different stimuli in each condition, that 

there will be some effect of those different stimuli. This variance has been accounted for 

in the analyses and the reponed results, therefore, remain valid. 

Hi: In a cross-promotional context, a product pair with a high level of 

product fit will lead to greater recall, and enhanced overall recognition of 

ad information compared to a product pair with a low level of product fit. 

The analysis of .MEMTOT revealed the lack of a significant main effect for 

product fit (F = 1.79, p = .1835; see Table 2 for ANOVA results). Wliile product fit is 

not significant, contrast analysis shows that there is some indication of support for this 

hypothesis. A comparison of cell means shows that MEMTOT was greater (F = 2.89, p = 

.09) for cross-promotions with a high level of product fit (Mean = 4.03) than for cross-

promotions with a low level of product fit (Mean = 3.81; see Table 3). However, as 

mentioned previously, effects of die MEMTOT variable may be reduced by ceiling 



TABLE 2: ANOVA TABLES FOR PRODUCT FIT 

MEMTOT R-Square= .5173 

Source of Type I Sums of 
Variation Squares F P 

Product Fit 4.22 1.79 .1835 

Brand Fit 9.81 4.17 .0439 

Product Fit X Brand Fit 35.38 15.03 .0002 

FACTS R-SQUARE= .5683 

Source of Type I Sums of 
Variation Squares F P 

Product Fit 19.655 22.26 <.0001 

Brand Fit 4.66 5.28 .0237 

Product Fit X Brand Fit 3.12 3.54 .0631 



TABLE 3: MEANS FOR PRODUCT FIT AND BRAND FIT CONDITIONS 

Product Fit 

High Fit Low Fit 
Mean (SD) Mean (SD) 

MEMTOT 4.03 (1.34) 3.81 (1.15) 

FACTS .99 (.85) .54 (.69) 

99 

Brand Fit 

High Fit Low Fit 
Mean (SD) .VIean (SD) 

MEMTOT 3.76 (1.25) 4.08 (1.22) 

FACTS .64 (.74) .88 (.85) 
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effects for memory of the brand names in all conditions. By examining the effects of 

product fit on the more specific variable of FACTS, stronger support for the hypothesis 

emerges. The impact of product fit on FACTS in a much stronger effect (F = 22.26, 

p<.0001). In addition, the number of F.ACTS remembered for each ad was greater (F = 

31.54. p<.000l) in a condition of high product fit (Mean = .99) than low product fit 

(Mean = .54). 

In a cross-promotional context, a brand pair with a low level of brand fit will 

lead to greater recall and enhanced overall recognition of ad information 

compared to a brand pair with a high level of brand fit. 

The effect of brand fit on subjects' ability to retain information in memor\- was also 

significant. .Analysis reveals that brand fit has a strong main effect on both MEMTOT (F 

= 4.17, p = .0439) and FACTS (F = 5.28. p=.0237). In addition, the contrast of cell 

means shows support in the hypothesized direction (see Table 3). Specifically. 

MEMTOT was greater (F = 6.45. p=.0115) for ads in the low brand fit condition (Mean = 

4.08) than for ads in the high brand fit condition (Mean = 3.76). In a similar maimer. 

FACTS was greater (F = 9.02, p=.0028) for ads in the low brand fit condition (Mean = 

.88) than for ads in the high brand fit condition (Means = .64). Thus, H: is supported. 

Hj: A cross-promotion in a low brandfit/high product fit condition will lead to 

greater recall and overall recognition of ad information compared to a cross-
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promotion in either a low brand fit/low product fit or a high brand fit/high 

product fit condition. 

H4: A cross-promotion in either a low brand fit/low product fit or a high brand 

fit/high product fit condition will lead to greater recall and overall recognition 

of ad information compared to a cross-promotion in a high brand fit/low 

product fit condition. 

As a means of summarizing these two hypotheses, the condition with the highest 

memory performance should be that of low brand fit/high product fit. The condition with 

the lowest memory performance should be that of high brand fit/low product fit. Both the 

high brand fit/high product fit and the low brand fit/low product fit conditions should 

result in memory performance that falls in between the aforementioned conditions. 

The analysis of memory retention shows a significant interaction effect between 

product fit and brand fit on bodi MEMTOT (F = 15.03, p<.0002) and FACTS (F = 3.54. 

p = .0631: see Figure 8 and Table 2). Recall fi-om the discussion in Chapter 3 on 

hypothesis development that H3 and H4 could be supported with or without a significant 

interaction. The resuhing interaction effect on both dependent measures is strong. Yet. 

the interaction present in MEMTOT is a cross-over. As previously mentioned, this type 

of interaction can not be supportive of the hypotheses. A comparison of the cell means 

confirms this. Contrast analysis of MEMTOT shows that the mean (see Table 4) for the 

low brand fit/high product fit cell (4.48) is higher than all others cells (t = 4.15, p<.0001) 

as hypothesized. However, while the high brand fit/low product fit cell is hypothesized 
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to have the lowest level of memory retention, the MEMTOT mean (3.90) is significantly 

higher (see Table 5) than the mean for the high brand tit/high product fit cell (3.59). 

FIGURE 8: GRAPHS OF PRODUCT FIT X BRAND FIT INTERACTION 
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TABLE 4: MEANS FOR MEMTOT - PRODUCT FIT X BRAND FIT 
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High Product Fit 
Mean (SD) 

Low Product Fit 
VIean (SD) 

B 
High Brand Fit 3.59(1.31) 3.90(1.19) 

C D 
Low Brand Fit 4.48(1.21) 3.72(1.10) 

Hypothesized direction: C > .VD > B 

TABLE 5: CONTRASTS FOR MEMTOT - PRODUCT FIT X BR.\ND FIT 

Contrast 

High Brand Fit/High Product Fit vs 3.06 .0812 
High Brand Fit/Low Product Fit 

High Brand Fit/High Product Fit vs 22.93 <.0001 
Low Brand Fit/High Product Fit 

High Brand Fit/Low Product Fit vs 1.00 .3174 
Low Brand Fit/Low Product Fit 

Low Brand Fit/High Product Fit vs 17.18 <.0001 
Low Brand Fit/Low Product Fit 



TABLE 6: MEANS FOR FACTS - PRODUCT FIT X BRAND FIT 

High Product Fit Low Product Fit 
Mean (SD) Mean (SD) 

.A. B 
High Brand Fit .81 (.81) .49 (.64) 

C D 
Low Brand Fit 1.16 (.85) .59 (.75) 

Hypothesized direction: C > ."X. D > B 

TABLE 7: CONTRASTS FOR FACTS - PRODUCT FIT X BRAND FIT 

Contrast F p ! 
I 
I 

8.77 .0032 I 

8.91 .0030 

1.23 .2676 

23.83 <.0001 
Low Brand Fit/Low Product Fit 

High Brand Fit/High Product Fit vs 
High Brand Fit/Low Product Fit 

High Brand Fit/High Product Fit vs 
Low Brand Fit/High Product Fit 

High Brand Fit/Low Product Fit vs 
Low Brand Fit/Low Product Fit 

Low Brand Fit/High Product Fit vs 
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Yet when memory for ad details (FACTS) is examined, the resulting interaction is in the 

form of a fan. Contrasts confirm full directional support for the H3 and H4 (see Table 6). 

In addition, all relations are statistically significant with the exception of the contrast 

between the high brand fit/low product fit and the low brand fit/low product fit (see Table 

7). This is due to the fact that the memory scores for both the low product fit conditions 

are not significantly different from one another suggesting that brand fit does not affect 

memory when product fit is low. A potential reason for this outcome was carefully 

considered. 

Hunt and McDaniel (1993) provide a thorough review of literature that e.xamines the 

effects of similarity and distinctiveness on memory". This review supports the 

development and logic behind the memory hypotheses of this dissertation. However, a 

condition is revealed that e.xplains why variance in brand fit might not have a significant 

effect on memory when product fit is low. Based on a condition known as the isolation 

effect, when a distinct item is placed in a context of organized items that reflect a "code" 

or category, the distinctiveness results in clear item-specific elaboration and memory 

effects are present. However, when that same distinct item is placed in a context of 

unorganized items that are not clearly similar as a group, then the target item is no more 

distinct as each item is from all the others. This results in no apparent item-specific or 

relational memory benefits. 

Considered in this context, when product fit is low, the cross-promotion does not 

display a clear theme or unifV'ing category as is the case when product fit is high. Thus, 

any distinctiveness of the brand image (low brand fit) would provide no memory benefit 
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over brand images that are not distinct (high brand fit). While Heckler and Childers 

(1992) do find support for memor\' effects of expectancy (brand fit) in a conditions of 

low relevancy (product fit), those findings are not contradictory to this discussion. The 

stimuli tested in their studies were all placed in an organized context with a well-defined 

theme. This current study of cross-promotion differs in that the theme is developed by 

the product combinations. Thus, when product fit is low. no theme (and thus no 

organization) is apparent. 

HYPOTHESIS TESTS - ATTITUDE FORM.ATION 

The second set of hypotheses examines the relationship between the manipulations of 

product fit and brand fit and the formation of attitude toward the cross-promotion. .As 

explained in Chapter 2. a cross-promotion (the actual combination of branded products 

for cooperative promotional purposes) is a unique attitude object. Thus, the attitude 

measured here is the attitude toward the promotion based on the combination of the 

branded products. This is distinguished from the attitude toward an advertisement or 

attitude toward some other communication medium. This attitude measure is a three-

item scale using a seven-point semantic differential format, as described in Chapter 4. 
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Covariates 

The covariates included in the analyses and the reasoning for including each have 

been described in previous sections. Two N'ariables resulted as having significant 

covariate effects. The variable GENDER was significant in the .A.NOVA (F = 6.11. p = 

.0152). As mentioned previously, research has identified variance based on gender in 

levels of elaboration for the processing of information (Gilligan 1982: Krugman 1966). 

In addition to affecting memory retention, this gender effect on elaboration has also been 

shown to affect judgments based on the relevancy of information (Farina 1982; Lermey 

1977; Meyers-Levy and Stemthal 1991). 

Variables based on scale scores measuring attitude towards brands in general 

(ATTBR) and attitude towards advertising in general (.ATTAD) were also included in the 

analyses of attitude towards the cross-promotion. These measures were included in 

anticipation of possible altemative sources of attitudinal variance. These measures were 

thought to be of particular relevance because of the use of advertising based stimuli as 

well as the involvement of national brands. The results showed significant effects of 

ATTAD (F = 18.45. p<.0001). 

Hypotheses 5A-5C predict an interaction effect between brand fit and product fit on 

attitude toward the cross-promotion. 

A cross-promotion in a low brandfit/high product fit condition will 

result in a more positive attitude than a cross-promotion in a high 
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brand fit/high product fit condition. 

Hsb-' cross-promotion in a high brand fit/low product fit condition will 

result in an attitude that is negative relative to a cross-promotion in 

a high brand fit/high product fit condition. 

Hsc' --i cross-promotion in a low brand fiit/low product fit condition will 

result in an attitude that is more extremely negative relative to a 

cross-promotion in a high brand fit/low product fit condition. 

As depicted earlier (see Figure 7), a graphic illustration of this relationship should be 

in the form of an inverted "U". ANOVA results do not show support for this interaction 

(F = .13; p = .7217; see Table 8). However, this analysis does provide evidence in 

support of Hypothesis 6 (F = 30.62; p<.0001) indicating a main effect of product fit. 

Furthermore, contrasts of product fit show that this relationship is in the hypothesized 

direction with high product fit leading to a more positive attitude than low product tit 

(Mean - high product fit = 5.16. Mean - low product fit = 4.20). Yet while Hypothesis 6 

predicts that cross-promotions in a low product fit condition will have negative attitudes, 

these results show that the mean attitudes for cross-promotions with low product fit is 

more neutral than negative. This neutrality may be occurring for two of reasons. First, 

the effect of prior brand attitude (all brands used elicited positive attitudes in pretests) 

may be diminishing the negative effect of low product fit. Second, it may be difficult to 

prompt negative reactions firom subjects toward a promotion for well-known national 
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TABLE 8: ANOVA TABLE FOR ATTITUDE - ALL ADS 

R-SQUARE= .5503 

Source of Type I Sums of 
Variation Squares F p 

Product Fit 96.80 30.61 <.0001 

Brand Fit 2.034 0.64 .4248 

Product Fit X Brand Fit .4041 0.13 .7217 

TABLE 9: CELL .MEANS BY AD FOR .ATTITUDE - ALL ADS 

High Product Fit Low Product Fit 
1 5.67 1 ^ 4.15 

High 2 5.57 1 6 5.07 
Brand Fit '-I 

J 5.07 ! 7 2.17 

4 4.31 I 8 4.74 
Cell Mean 5.15 Cell .Mean 4.04 

9 5.4 13 4.63 
Low 10 5.88 1 14 4.18 

Brand Fit 11 4.21 4.56 
12 5.28 1 16 3.75 

Cell Mean 5.19 1 Cell Mean 4.28 
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brands. In other words, any promotion involving top name brands may be viewed as 

being "ok". 

While the ANOVA results revealed a lack of support for Hv-potheses 5A-5C, a more 

detailed analysis of the attitude data was conducted for exploratory purposes. As 

described in the previous section, a variable (AD) was included in the analyses to account 

for the within-subject variance due to the differences in the advertisements themselves. 

The .AD variable produced significant effects (F = 9.59, p<.0001). This prompted an 

examination of the attitude means for each individual ad (see Table 9). The attitude 

means for two ads stood out as outliers (ads 7 and 11). This prompted an investigation to 

determine possible reasons for these results. The results of the pre-tested factors (prior 

brand attitude, familiarity, brand fit. product fit) were considered. The pre-tested levels 

of product fit for these two ads provides some justification as to why the anitude means 

for these ads might be the strongest outliers. .Ad 7 (cross-promotion between a Colgate 

Toothpaste and a Bic Pen) measured the lowest product fit score of all ads in the high 

brand fit/low product fit cell (Mean 1.86 out of 7). While product fit scores were 

intended to be low, the mean fit score for ad 7 was an outlier compared to the range for 

the other three ads (2.76-3.96). Ad 11 (cross-promotion between Pioneer Home Theatre 

Systems and Pizza Hut Pizza) also measured the lowest product fit score of all ads in the 

low brand fit/high product fit cell (Mean 4.40 out of 7). Product fit scores for the other 

three ads in this cell condition ranged between 4.98 and 5.38. Not only was the mean fit 

score for Ad 11 out of this range, a score of 4.4 is close to the neutral point of 4.0. 
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As a means of determining whether the outlying ads were affecting the attitude 

results, the data were analyzed again excluding ads 7 and 11. With the data modified in 

diis manner, there is support for botli the main effect of product fit (F = 21.86, p<.0001) 

and the interaction effect of product fit x brand fit (F = 3.68. p = .0289; see Table 10). 

Contrasts of product fit for this data set show that the cell means are in the direction 

hypothesized (see Figure 9 and Table 11) and are statistically significant at the p<. 10 

level, with die exception of the contrast between the high brand fit/high product fit versus 

high brand fit/low product fit conditions (p = .1125). While these effects are small, they 

are apparent. 

While these results prove interesting, they can not be taken as conclusive evidence for 

the support of Hypotheses 5A-5C. There is little justification for the removal of data post 

hoc. Thus, this analysis should be considered exploratorv'. 



TABLE 10: ANOVA T.ABLE FOR ATTITUDE - WITHOLT ADS 7 AND 11 

R-Sql'are= .5030 

Source of Type [ Sums of 
Variation Squares F p 

Product Fit 65.94 21.86 <.0001 

Brand Fit .6767 0.22 .6392 

Product Fit X Brand Fit 22.209 3.68 .0289 
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FIGURE 9: GR.\PH OF PRODUCT FIT X BRAND FIT INTERACTION ON ATTITUDE 
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TABLE 11: CELL MEANS BY AD FOR ATTITUDE - WITHOUT ADS 7 AND 11 

High Product Fit 
Mean (SD) 

Low Product Fit 
Mean (SD) 

Hiah Brand Fit 5.15 (1.75) 4.72 (1.68) 

Low Brand Fit 5.54(1.41) 4.28 (1.65) 

TABLE 12: CONTRASTS FOR .\TT1TUDE WITHOUT .AD 7 AND II 

Contrast F P 

High Brand Fit/High Product Fit vs 2.53 .1125 
High Brand Fit/Low Product Fit 

High Brand Fit/High Product Fit vs 2.95 .0866 
Low Brand Fit/High Product Fit 

High Brand Fit/Low Product Fit vs 3.23 .0731 
Low Brand Fit/Low Product Fit 

Low Brand Fit/High Product Fit vs 25.51 <.0001 
Low Brand Fit/Low Product Fit 
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CHAPTER 6 - QUALITATIVE ASSESSMENT OF FIT 

In addition to the previously described experimental study, a second phase of data 

collection was conducted with the intention of more thoroughly understanding the effects 

of brand fit and product fit. This data collection is based on a qualitative and quantitative 

means of assessing respondents' thought processes as they assess the level of fit for brand 

and product categories. The purpose of this data collection was two-fold. The first 

purpose was to confirm the involvement of categorization processes in the assessment of 

cross-promotional fit. The role of categorization in assessing fit has been assumed 

throughout Chapters 2 and 3. While scale measures of product and brand fit have been 

previously developed (Simonin and Ruth 1998), past research has not investigated the 

processes involved in making these fit evaluations. These data were designed to examine 

the validity of the assumption that categorization is a means by which people process the 

information in cross-promotions. 

A second purpose of this additional data collection is to provide additional support for 

manipulations of brand fit and product fit. An in-depth process involving four levels of 

pretesting for developing print ad stimuli that satisfy the four experimental conditions of 

the main manipulations of brand fit and product fit was described in Chapter 4. Under 

ideal circumstances, each of these conditions would be confirmed by subjects through 

manipulation checks in the experiment. However, the nature of the two types of fit create 

confounding effects when the two are measured in the same context. For this reason. 

great care was taken in the pretests to create brand fit conditions by testing brand 
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combinations without specifying products. In a similar manner, product fit conditions 

were created by testing product combinations without specifying brands. 

It is recognized that individual perception of fit conditions may change when brand 

and product pairs are mated. In fact, this is an assumption of the experiment; that the 

perceptions of congruency can be altered by a manipulation of the different fit 

dimensions. However, the need for a manipulation check remains. For this reason, a 

post hoc method of verifying the fit manipulations is given here. 

PROPOSITIONS FOR THE DIMENSIONS OF PRODUCT .\ND BR.-\ND FIT 

In the previous discussion of categorization processes, product categories were 

described as being more concrete in nature than brand categories. \^'here a category in 

general was defined as "two or more distinguishable objects that are treated equivalently" 

(Mervis and Rosch 1981), a product category is readily identifiable by the common 

features of products within that category. In addition, it was demonstrated that as two 

product categories are simultaneously evaluated in the context of cross-promotion, they 

can be grouped according to a higher-order category. 

Because the different product categories involved in cross-promotion are most often 

distinct from each other with respect to the features of each product, a search for a 

binding higher-order category is sought based on the complementarity of the products 

categories, rather than the similarity- of the two. It is proposed here that this 

complementarity is based on a uses orientation. In other words, the similar features 
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involved in a binding higher-order category should reflect how the two products can be 

used together ("airline service" and "credit card service" combined together as "services 

useful for travel"). 

In contrast, an evaluation of brand categories involves a comparison of the images of 

each brand. As previously discussed, brand image can include all pieces of information 

associated with a brand, including attributes, characteristics, benefits, and attitudes. In 

this manner, it is proposed here that in evaluating brand fit, any binding higher-order 

category should reflect a similarity of the images of the two brands. Thus. 

Proposition I A: Product fit is evaluated based more on the uses of each product, 

relative to brand fit which is evaluated based on the images of the brands. 

Proposition IB: Product combinations with high levels offit will result in fit 

evaluations that are based more on the uses of each product than product 

combinations with low levels of fit. 

Proposition IC: Brand combinations with high levels of fit will result in fit 

evaluations that are based more on the images of each brand than brand 

combinations with low levels of fit. 

The discussion on higher-order categorization involved a description of the level of 

abstraction of categories in a ta.xonomy (Mervis and Rosch 1981). Based on the 

application of this research, particularly in the field of marketing (Meyers-Levy and 
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Tybout 1989), it is evident that a better fit results between two objects when they can be 

grouped by a higher-order category that is more concrete than abstract. Thus, 

Proposition 2: In evaluating both product fit and brand fit. as the level offit 

increases, the level of abstraction of a binding higher-order category decreases. 

In considering both the product and brand components of a cross-promotion, the level 

of abstraction of one relative to the other should be considered. Based on the ideas 

reviewed previously, products by their very nature are more concrete than brands. 

Products are based on hard, observable features and are thus more readily and 

consistently defined. It should also be noted that while broad, more abstract product 

categories do exist (i.e.. "consumer electronics"), when a product is shown in an ad. it is 

easily applied to the more concrete subset (i.e.. "CD player" or "alarm clock"). In 

contrast, while a brand may be based on features, it is more completely defined by 

abstract mental representations or concepts. It follows then that: 

Proposition 3: In general, the evaluation ofproduct fit will result in binding higher-

order categories that are concrete. The evaluation of brand fit will result in 

binding higher-order categories that are more abstract. 
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Procedure 

The stimuli used for this study are the same pairs of brands and products that resulted 

from the previously described series of pretests. They are used here without being placed 

in an advertisement. The reason for this is to prompt respondents' thoughts about the 

level of fit for a pair of brands or products without suggesting any ideas to them. 

.A. student subject pool was used for supplying subjects. Each subject was given a 

survey packet. Detailed instructions were given to the respondents by the experimenter 

including a description of cross-promotional advertising and an example of how 

brand/product pairs vary as to their level of fit. Each packet consisted of measures for 

five brand pairs or five product pairs. Ultimately, each pair was rated by appro.ximately 

30 respondents. 

A brand/product pair was listed at the top of each page of the survey packet with 

instructions for respondents to consider that brand/product pair for inclusion in a cross-

promotion. Five questions designed to assess a person's dioughts while evaluating the fit 

of each pair were dien asked (see Appendix 14). These questions included three 

quantitative measures based on single item seven-point semantic differential scales 

(numbers 1. 4. and 5) and two qualitative open ended measures (numbers 2 and 3). The 

form for brand pairs was essentially identical, with only minor modifications to 

accommodate the difference between brand and product. 

Question 1 had two purposes: 1) to assess the level of brand/product fit in a very 

general manner, and 2) to provide a foundation upon which to base the following 
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questions. Question 2 provided an in-depth measure of the reasons for the respondents' 

assessments of fit. 

Question 3 was designed to measure the ability to create a higher order category into 

which both components would fit. Respondents were asked to give this higher order 

category in the form of a headline for an ad that would provide a logical central theme for 

the two components. Questions 4 and 5 were designed to provide quantitative measures 

for the level of concreieness of the higher order category given by the respondent in 

question 3. 

Coding Formats 

The experimenter developed extensive coding forms to assist in the analysis of the fit 

protocols (see Appendix 15). The form used for brand protocols is essentially identical. 

Two coders were used to independently code each of the protocols. As is apparent in the 

questions on the coding forms, there are two sets of seven-item semantic differential 

scales. 

The first set consisted of four single item scales. These were designed to code the 

information in the open-ended fit protocols. The second set consisted of two single item 

scales. These two scales were designed to code the thematic headlines suggested by the 

respondents. The scales were designed to measure the presence of distinct characteristics 

in brand fit and product fit. 
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RESULTS 

As has already been explained, the purpose for this additional data collection is to 

provide additional support for the manipulations of brand and product fit. In addition, the 

intention of this procedure is to confirm the involvement of higher order categorization 

processes in the assessment of cross-promotional fit. Each of the propositions will be 

stated here followed by the results obtained that are relevant to each. The data reported 

here are the resuh of subjects' self-assessments as well as the analysis of fit protocols. 

The fit protocols were coded by two independent judges as well as by the experimenter. 

Intetjudge reliability was extremely low. The overall agreement for the six measures 

assessed by the judges was 33.12%. In addition, the correlations between the judges on 

each of the six measures were significant, but were also low. ranging from .430-.524. 

The most probable reason for the lack of intetjudge agreement is the nature of the 

coding scheme. The scale measures used were rather abstract and open to interpretation 

by each of the judges. This is unlike the coding for the open-ended memor\' questions 

wliich was very concrete. For this reason, it was difficult for the experimenter to 

communicate the meaning of each measure to the judges. Thus, a less interpretive, more 

objective coding schema should be developed for analyzing this data in the future. At 

this phase of the research, the scarcity of resources (money and time) necessitates relying 

on the coding that has been done. Because of the low intetjudge reliability, the 

judgments of the experimenter will be used. 
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As an initial manipulation check each subject rated each pair of products or brands on 

a single item seven-point semantic differential scale (is not a good fit/'is a good fit). The 

results of this support the fit conditions used in the experiment. Product combinations in 

the high fit condition rated higher than those in the low fit condition (5.93 vs 3.00; 

p<.0001). Similarly, brand combinations in the high fit condition rated higher than those 

in the low fit condition (5.07 vs 2.81, p<.0001) 

The first set of propositions deals with the characteristics that are involved in 

assessing the fit levels of product and brand pairs. This set of assumptions not only 

identifies distinctions between the assessment of both types of fit. but distinctions 

between high and low levels within each type of fit. 

Proposition I A: Product fit is evaluated based on the uses of each 

product relative to brand fit which is evaluated based on the 

images of the brands. 

Proposition IB: Product combinations with high levels of fit will result in 

fit evaluations that are based more on the uses of each product 

relative to product combinations with low levels of fit. 

Proposition IC: Brand combinations with high levels offit will result in fit 

evaluations that are based more on the images of each brand 

relative to brand combinations with low levels of fit. 
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The results from analyzing the fit protocols show strong support for each of these 

propositions (see Tables 13 and 14). On a seven-point scale, subject protocols reflected a 

discussion of uses being identified more in evaluations of product fit than in evaluations 

of brand fit (F = 99.13, p<.0001). In a similar manner, protocols reflected a discussion of 

images more in evaluations of brand fit than in evaluations of product fit (F = 157.75. 

p<.0001). This is apparent in the following exerts from protocols: 

Protocol for product combination of microwave oven and food containers -

"Microwave oven and food storage containers meet numerous dependencies. 

Containers must hold left over food which is then microwaved. These would be good 

combinations. People buying microwave ovens may be starting their first' kitchen 

and they would need these containers. " 

Protocol for brand combination of Levi's and .Mrwalk - "Levi's and Airwalk have 

casual lifestyle images. Airwalk appeals to a younger audience, so I think it would be 

good for Levi's to piggy-back into that market on Airwalk's appeal." 

The product protocol given here is a perfect example of how the fit between the two 

products in question is explained in terms of the uses for each product and how the two 

can be used together. On the other hand, the brand protocol does not mention uses at all. 

It focuses on the casual nature of both brands and their appeal to a youth market. 
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TABLE 13: FIT EVALUATION SCORES FOR PRODUCT AND BR-\ND FIT (BETWEEN 

SUBJECTS) 

Product Fit Brand Fit 
Vlean (SD) Mean (SD) 

Uses 4.09(2.17) 2.14(1.65) 

Images 1.46 (1.06) 3.2 (2.06) 

TABLE 14: FIT EV.ALUATION SCORES FOR PRODUCT AND BR.AND FIT (WITHIN 

SUBJECTS) 

Product Pairs 
Uses Scores 
Mean (SD) 

Brand Pairs 
Image Scores 

Mean (SD) 

High Fit 

Low Fit 

4.93 (1.84) 

3.23 (2.11) 

3.61 (2.2) 

2.78 (1.82) 
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A specific examination of the levels of product fit reveal that product combinations in 

a high fit condition are more readily processed based on uses of the products than are 

product combinations in a low fit condition (F = 63.54, p<.0001). The examination of 

brand fit levels similarly reveals that evaluations of fit for brand combinations in the high 

fit condition are based on the images of each brand more than for brand combinations in 

the low fit condition (F = 6.54. p<.01). Support for this set of propositions gives further 

evidence of the distinction between the two separate dimensions of brand fit and product 

fit. 

Proposition 2 deals with the involvement of categorization processes and the 

identification of a central theme in the evaluation of fit. As described throughout 

Chapters 2 and 3. the dimension of product fit is assumed to be more directly involved 

with these processes. Because the nature of product categories is more concrete than that 

of brand categories, the following assumption is made: 

Proposition 2: In general, the evaluation of product fit mil result in binding 

higher-order categories that are concrete. The evaluation of brand fit will 

residt in binding higher-order categories that are more abstract. 

This proposition was tested by assessing the level of abstraction of higher order 

categories used to group product and brand combinations. Two measures were used, 

each based on subjects" attempts to create a higher order category (in the form of an ad 

headline that would provide a logical central theme) for the two product or brand 
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components. Coders evaluated each higher order categorv" given by subjects and scored 

them on tvvo seven-point, single item scales. The first measure is based on how logical 

the suggested ad headline is as a binding higher order category (LOGIC). The second 

meastire is based on how unique the given category is to the particular brand or product 

pair (UNIQUE). 

An examination of the judged measures gives evidence of a distinction between brand 

and product tit based on level of abstraction (see Table 15). The higher order categories 

given by subjects were judged to be a more logical grouping mechanism (LOGIC) for 

product combinations (F = 6.005. p<.02) than for brand combinations. In addition, levels 

of L'NIQUE were higher for product combinations (F = 14.47. p<.000l) than for brand 

combinations. Thus, partial support is achieved for Proposition 2. 

T.\BLE 15: VIEANS FOR LEVEL OF .ABSTRACTION .MEASURES 

Measures of 
Category .A.bstractness 

Logic 4.185 (1.92) 

Product Fit 
Mean (SD) 

Brand Fit 
Mean (SD) 

3.64 (1.70) 

Unique 5.41 (1.63) 3.79 (2.57) 

As a means of illustrating that product pairs in a cross-promotion are grouped by 

higher order categories that are more concrete than those used to combine brand pairs, 

consider the following examples of ad headlines suggested by subjects: 
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Headline for microwave and food containers - "The Cook and Store Combo." 

Headline for Levi's and Airwalk - "It's all about comfort." 

The headline given here for the microwave/container combination represents a higher 

order category that is concrete in nature. This is evidenced by its specific nature. There 

are fewer items that could be grouped by this headline relative to the headline for the 

Levi's/Airwalk combination. 

While Proposition 2 identifies a distinction between brand and product fit evaluations 

based on the involvement of categorization and theme identification. 

Proposition 3 deals with the roles these processes play within both product fit and brand 

fit. The evidence for Proposition 2 gives support for die assertion that product fit is 

assessed more readily based on categorization processes than is brand fit. Because of this 

involvement, the level of product fit should have a negative relation with level of 

abstracfion for categorization. More specifically. 

Proposition 3A: For product fit. as the level offit increases, the level of 

abstraction for a binding higher order category decreases. 

However, due to the abstract nature of brand images and the assessment of brand fit, 

the categorization process should not provide a means of distinction within levels of 

brand fit: 



Proposition 3B: For brand fit, the level offit is unrelated to the level of 

abstraction for a binding higher order category. 

The same measures were used here for assessing the level of abstraction of higher 

order categories given by subjects. Support is given for Proposition 3A based on 

ANOVA of the variable LOGIC (F = 272.09, p<.0000). While the difference between 

high product fit (Mean = 5.42) and low product fit (Mean = 2.86) is strong here, the 

difference between the fit levels based on UNIQUE is not statistically significant (F == 

2.271, p = .1333). Thus, partial support is given here for Proposition 3A. Full support is 

found for Proposition 3B in that there is no statistically significant relationship between 

level of brand fit and level of abstraction based on either of the variables LOGIC (F = 

.8663, p = .355) or UNIQUE (F = .297, p = .587). 
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CHAPTER 7 - DISCUSSION AND CONCLUSIONS 

The purpose of this research was to investigate the consumer behavior effects of 

cross-promotion. Specifically, the focus was to determine the effects of the two 

previously identified dimensions of cross-promotional fit on the psychological processes 

that lead to memory retention and attitude formation. 

This chapter provides a synthesis of how the purpose of this research has been 

accomplished. A brief summary of the results will first be given. This will be followed 

by a discussion of the implications of these results for the literature in the fields of both 

marketing and psychology. The chapter will conclude with a brief discussion of 

limitations and directions for future research. 

SUMNURY OF FINDINGS 

The research here was based on a manipulation of two different levels of both brand 

fit and product fit within cross-promotional combinations. Five hypotheses predicting the 

effects of manipulating the levels of each type of fit on memory and attitude were tested. 

The results of these tests shows some support for all hypodieses. 

With respect to subjects' ability to retain and remember information contained in 

these promotions, each dimension of fit had a significant effect. This was particularly 

apparent when ceiling effects for memory of brand names were separated fi"om memory 

for other types of information in the advertisements. High levels of product fit and low 
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levels of brand fit improved memory retention. In addition to providing evidence for the 

main effect of each type of fit, the study also reveaied a significant interaction effect 

between product fit and brand fit. Memory retention was highest when cross-promotions 

exhibited a high level of product fit combined with a low level of brand fit. 

The results of this research also show significant effects of cross-promotional fit on 

attitude. There is strong support for a main effect of product fit suggesting that cross-

promotions with high levels of product fit will result in more positive attitudinal 

evaluafions than cross-promotions with low product fit. However, support for the 

prediction for an interaction between product fit and brand fit is inconclusive. The 

hypotheses predicted an interaction in the form of an invened "U" with combinations of 

low brand fit/high product fit providing the most positive attitudes and combinations of 

low brand fit/'low product fit providing the least positive attitudes. Results of initial 

analyses show a lack of suppon for this interaction. However, an assumed discrepancy in 

some of the stimuli based on outlying attitude scores lead to an e.xploratory analysis of 

the data by deleting the outliers. This analysis resulted in support for the predicted 

interaction in the hypothesized direction. 

The contributions that these results make to the existing knowledge in the fields of 

both marketing and psychology are evident in two different ways. First, these results 

represent findings that have not been previously identified or are even contrary to 

previous findings. Second, the results provide implications about the processing of cross-

promotions that were also not previously known. These contributions will be explained 

in the following sections. 
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Implications for Memory Effects 

One of the most important contributions of this research is that it is the first icnown 

study of multi-brand cooperative promotions to examine memorv' as a dependent 

measure. The importance of studying memory as an effect of promotion in general has 

been identified based on the fact that the likelihood that some piece of information will 

be used in making judgments is a positive fiinction of the accessibility of that information 

in memory (Lynch. Marmorstein. and Weigold 1988). In addition, while diere may be 

many possible objectives for utilizing cross-promotion (Varadarajan 1986), it is apparent 

that the fulfilling of many of these objectives is contingent upon die successfulness of 

improving consumer memory (see Table 1, Chapter 2). The results of this study indeed 

show that memory can be improved based solely on the dynamics of combining products 

and brands in cross-promotion. 

.'Vnother significant implication of this study is that it provides support for two-

distinct dimensions of fit in cross-promotion. Previous research shows evidence that 

cross-promotional fit is a two-dimensional construct (Simonin and Ruth 1998). 

However, this important distinction has only been identified in one study. The marketing 

literature as a whole has not recognized the subtle distinctions between cross-promotion 

and other types of marketing promofions that create unique dynamics in how cross-

promotion can be successful or not. Indeed, in research that e.xamines promotions based 

on the congruency of two distinct objects (i.e., brand extension or new product 

introduction), this congruency is considered to be uni-dimensional. Thus, providing 



support for the two-dimensional construct of cross-promotional fit is an important 

contribution to the existing knowledge of cross-promotion and marketing promotions in 

general. 

Beyond simply supporting a previously identified concept, the results of this study 

provide new knowledge by identifying the psychological processes involved in the 

cognitive processing of cross-promotion. Specifically, the dimensions of product fit and 

brand fit can each be shown to affect elaboration in different ways. Based on the 

previous discussion in Chapter 2. elaboration has been shown to exist in two-distinct 

forms based on incongruities in information (Meyers-Levy 1991). Relational elaboration 

is used to process information in a given context based on similarities of that information. 

Item-specific elaboration is triggered to process information based any identifiable 

distinctiveness or uniqueness. Both types of elaboration lead to an increase in memory 

retention. 

The results of this research have shown that high levels of product tit result in greater 

memory performance. This can be linked to the involvement of relational elaboration. 

Low levels of brand fit also resuh in greater memory performance. This can be linked to 

the involvement of item-specific elaboration. 

This prompts a significant question: why do low levels of product fit not result in 

high memory retention by prompting item-specific elaboration? By the same token, why 

do high levels of brand fit not result in high memory retention by prompting relational 

elaboration? The answer to these questions comes in the form of another significant 

contribution of this research. Previous research on congruency has identified two 
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dimensions of congniency. These were discussed in depth in Chapter 2 and are known as 

relevancy and expectancy (Heckler and Childers 1992). The current research creates a 

previously imidentified link between two types of elaboration and the two dimensions of 

congruency. 

This link essentially establishes that relational elaboration and item-specific 

elaboration do not occur at opposite ends of the same dimension of congruency as 

previously thought (Meyers-Levy 1991). Viewed as a two-dimensional construct, the 

results of this research show that each type of elaboration occurs in a given dimension of 

congruency. Specifically, this research operationalizes product fit as the dimension of 

relevancy. Thus, it is product fit that determines whether or not an identifiable theme 

exists in a cross-promotion, based on the combination of products. WTien high product fit 

exists, a central concept or theme is evident. Relational elaboration is then used to group 

the two products involved based on the similarities that are also the basis for the theme. 

When low levels of product fit occur, then die products involved are merely irrelevant to 

any theme that may or may not exist. In this case, elaboration of any t\-pe is low. and the 

information suffers firom a lack of processing. 

This study has also operationalized brand fit as the dimension of expectancy. Each 

branded product is a thematic variable. The product dimension varies in relation to the 

development of the promotional theme. The brand is then an instantiation of that 

product. Thus, when brand images are not congruent resulting in low levels of brand fit, 

it can also be said that the images contain elements that are unexpected in the given 
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context. The distinctions based on the unexpectedness result in an engagement of item-

specific elaboration in order to process the information. 

With respect to improving memory retention as a means of promotional effectiveness, 

various elements can be employed (i.e.. repetition, slogans, visual arrangement). 

However, this research has shown that inherent in the cross-promotion itself is a means to 

increase consumer ability to retain information. The situation in which the greatest 

benefit to memory occurs is when a theme is easily identifiable by a high level of 

congruency between the product categories, yet the brand images are incongruent. 

Implications for Attitude Effects 

The work of Simonin and Ruth (1998) focuses on the effects of brand alliances in 

developing attitudes toward an brand alliance as a unit. It also examines the resulting 

change in attitude on each of the component brands. Their work finds that a positive 

attitude toward the alliance is beneficial because that attiuide in turn has a positive effect 

on each of the component brands. Thus, in addition to positive attitudes providing value 

in the form of a successful promotion, positive attitudes for the promotional alliance also 

add value to the brands. 

The unique aspect of this current work suggests a relationship that is contrary to the 

findings of previous research with respect to the factors that influence the attitude toward 

the cross-promotion or brand alliance. Simonin and Ruth (1998) found that positive 

levels of product and brand fit both contribute positively to the development of attitude 
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toward the cross-promotion. For reasons already explained in Chapter 3. this relationship 

does not always remain true. This study does provide tentative evidence for the 

hypothesized interaction effect between brand fit and product fit such that a cross-

promotion involving a low level of brand fit leads to a positive attitudinal outcome when 

product fit is high. In fact, the findings here show that a low brand fit/high product fit 

results in a more positive outcome than any of the other conditions. While these findings 

are exploratorj' at this point, it is the opinion of this researcher that a replication study 

offsetting the shortcomings of this smdy would produce conclusive results. This work, 

therefore, provides evidence in support of the theory which is being suggested here. 

The resulting interaction between product fit and brand fit on attitude does not 

necessarily negate the findings of Simonin and Ruth due to the design and methods of fit 

measurement that they employed. However, the findings of the current research do 

provide an example of falsifying the previously established attitudinal outcomes for 

cross-promotion. This is particularly significant for practitioners. Whether the objectives 

for using this promotional technique revolve around success of the promotion, or around 

more long-term goals that rely on brand enhancement, positive attitude toward the cross-

promotion is essential. This study suggests that the most positive attitude can be attained 

by actually creating alliances with low levels of brand fit. 

This phenomenon has been described in terms of the levels of incongruency (Meyers-

Levy 1989). Information that is moderately incongruent results in more intensely 

positive outcomes than information that is highly congruent. Highly incongruent 

information results in intensely negative outcomes. This study illustrates an element 
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identified in Mandler's (1982) hypothesis. There is more than one level of moderate 

incongruency. The current study operationalized two levels of moderate incongruity (low 

brand fit/high product fit and high brand fit/low product fit). The important concept diat 

emerges here is that moderate incongruity does not inherently lead to intensely positive 

outcomes. The key to a positive rather than negative attitude resulting is based on what 

Mandler identifies as a case of "delayed congruity" (1982). When an initial evaluation of 

information reveals any incongruity, if that incongruity can be resolved to a satisfactory 

degree, then congruity has been created from incongruity. The resulting incongruity is 

then positive. 

In an application of cross-promotional fit. a high level of product fit is credited with 

creating a theme. The creation of a theme provides a context of congruency. Thus, even 

when initial incongruencies are evident on the brand level, the theme provided by a high 

level of product fit establishes the means by which the incongruency can be resolved and 

the "delayed congruity" is manifest. For this reason, a high level of product fit should 

always provide a positive attitude while a low level of product fit should always provide 

a negative attitude. This also e.xplains why the level of moderate incongruency in a low-

brand fit/high product fit results in a positive attitude while the moderate incongruency in 

a high brand fit/low product fit results in a negative attitude. 

The intensity of resulting attitudes (positive or negative) are the result of the level of 

arousal required to evaluate information (Mandler 1982). This study has properly 

recognized two different types of elaboration involved in the processing of information. 

As the memory hypotheses and findings show, each type of elaboration has a positive 
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effect on memory. However, what has not previously been identified is that botJi t>'pes of 

elaboration do not increase the intensity of attitudinal responses. The benefit to memory 

provided by item-specific elaboration results from an increase in cognitive effort required 

to process distinctions in information. However, the memory benefits that stem from 

relational elaboration are based on the ease of associating similar items with relatively 

little effort. Thus, it is evident that arousal will be increased more through item-specific 

elaboration than through relational elaboration. 

.A.s e.xplained previously, product fit affects the level of relational elaboration while 

brand fit affects the level of item-specific elaboration. Thus, a high versus a low level of 

product fit does not so much affect the intensity of the resulting attitudes. However, low-

brand fit increases arousal over high brand fit. Thus, conditions of low brand fit result in 

more intense attitudes, regardless of valence. 

Significance of the Additional Data Collection 

.As explained previously, additional data were collected after the main experiment in 

order to establish additional support for the manipulations of brand fit and product fit. In 

the aggregate, the results supporting each of the propositions increase the evidence that 

brand fit and product fit are indeed two separate dimensions. In addition, the favorable 

results show that the combinations of brands and products used in this study represent the 

proposed fit conditions. 
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The most important theoretical contributions from this additional data collection are 

based on the results of Propositions 2 and 3. Proposition 2 provides evidence that 

product fit is a dimension that is more concrete in nature as compared vvidi brand fit 

which is more abstract. This is apparent by the fact that higher order categories 

suggested by subjects were more readily developed for product combinations than they 

were for brand combinations. In addition, the categories suggested for product 

combinations were judged as more logical grouping mechanisms than those suggested for 

brand combinations. The categorization literature identifies that the more concrete a 

higher order category is. the more that category serves to bind its members (Mervis and 

Rosch 1981). 

The operationaiization of the two types of fit in this dissertation is dependent upon 

this distinction. It has been asserted that the theme of a cross-promotion is more likely to 

emerge based on the products in a cross-promotion than it is based on the brands. The 

hypotheses of this study were developed based on this assumption. While the findings 

from the experiment provide support for the hypotheses, the support of Proposition 2 

establishes that the previously assumed nature of product fit and brand fit is indeed 

correct. 

Support for Proposition 3 frirther validates the assumption that cross-promotional 

theme is based on product fit. It has been mentioned tliat high levels of product fit create 

a more logical theme or higher order category than low levels of product fit. Again, the 

hypotheses of the experiment were based on this assumption. The relationship between 
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product fit and theme establishes the memory benefits for high levels of product fit as 

well as the attitudinal effects. 

Research Limitations 

The focus in developing and carrying out the experimental study described in this 

dissertation was to create a high level of internal validity. To this end, a laboratory 

e.xperimental design was used. Extensive pre-testing was conducted for the creation of 

clean conditions and the control of brand attitude and familiarity. In addition, a 

homogeneous sample of student subjects was used. Yet. the tradeoff for this focus is 

weak external validity. 

While strong internal validity allows for inferring relationships between the 

independent measures of product fit and brand fit and the dependent measures of memory 

and attitude, the extent to which these relationships can be generalized across different 

types of settings, persons, and time periods is questionable (Cook and Campbell 1975). 

Contributing to the lack of external generalizability is the fact that the results 

discussed here are based on one study. Not only is this study limited to one population, it 

is also limited to a particular type of cross-promotional stimuli. The four ads in each cell 

condition represented various brands and product categories. Yet, the specific type of 

promotion in each of the 16 stimuli ads was essentially the same (buy one product, get 

the second product at a discount or for free). It has been mentioned throughout this 
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dissertation that various t\'pes of cross-promotions exist (i.e., product combinations, 

bundled products, symbolic representations). 

A between-subjects design was employed for this experiment. This design was 

chosen because of the advantages gained. Specifically, between-subjects reduces carry

over effects, practice effects, and the likelihood that demand artifacts will result. 

However, a within-subjects design provides tlie benefit of reducing variance due to 

individual differences. In spite of the controls taken in this experiment, individual 

differences may still exist. A within-subjects design would rule out individual 

differences by having each subject serve as his/her own control group. 

The limitations mentioned here are generally recognized tradeoffs inherent in the 

research design. While they do represent shortcomings, this research was conducted in 

such a manner as to minimize the effects. However, there are limitations in this research 

that became apparent during the data analysis. Principally, the initial results of the 

attitude data revealed ad effects within each cell and two particular ads that produced 

outlying scores. While the data was re-analyzed without the two problem ads. the proper 

way to assess whether or not these ads truly inhibited confirmation of the Hypothesis 5 

would be to replace the ads with new. original ads. The focus of the new ads should be to 

produce stimuli with product fit scores that are more in line with the scores of all other 

ads in the respective cell conditions. 

Chapter 6 describes a post hoc data analysis. While this process was considered to be 

a significant contribution to the theoretical foundations of cross-promotional fit, some 

limitations were present. Most importantly, the agreement between the coders was not 
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acceptable. This is most likely due to the abstract nature of the coding schema itself. 

While the judgments of the experimenter were used for analysis, the schema should be 

revised and two independent judges employed to code the data. In addition, a more 

complete evaluation of level of abstraction (see Proposition 2) would employ the use of 

subject response latencies. 

Directions for Future Research 

The literature and knowledge of marketing promotions are broad and deep. However, 

it has been mentioned in this dissertation that changes in the marketing environment 

create the opportunity for a more complete understanding of specific types of promotions. 

The study of multi-brand cooperative promotions is fairly young and relatively little is 

known about how these promotions affect consumer perception of the promotions 

themselves as well as the brands and products that are involved. There are specific paths 

that can be taken to increase the knowledge of this promotional strategy. 

The study presented here established product fit as the element that either creates or 

fails to create a theme for die combination. However, it is recognized that brands may 

play a role in this as well. For example, two luxury brands (i.e., Rolex and Mercedes 

Benz) may create a binding theme for a promotion, regardless of how the fit dynamics for 

the product categories involved. This dissertation has recognized that the nature of 

product combinations and brand combinations differ as to their level of abstraction. 

Thus, it is expected that if the brand combination were to be the binding thematic element 
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for a cross-promotion, the dynamics of the hypotheses might change. This modification 

should be studied within the context of elaboration (relational vs. item-specific) and 

congruency (relevancy vs. expectancy). 

At the time this dissertation was written, no knovvn published pieces examined the 

effects of cross-promotions that involve more than two branded products. While key 

published pieces have examined the nature of two-item cooperative promotions (Samu. 

Krishnan, and Smith 1999: Simonin and Ruth 1998; Varadarajan 1986). e.xpanding the 

study of this promotional strategy to include multiple elements would doubtlessly reveal 

new knowledge. It is specifically thought that the number of brands included in a single 

promotion alone would create differences in the establishment of a promotional theme 

and the relation of each brand to that theme. In addition, the number of items in a 

promotion may affect die significance of establishing a theme. 

That which has been learned with regards to multi-brand cooperative promotions 

needs to be expanded to odier contexts. Specific contexts include non-profit involvement 

in event sponsorships or the use of branded products as part of a service. One area that 

would provide a rich field of study is the internet environment. With the dramatic growth 

of the internet, use of this medium as a promotional tool has been increasing. Typically, 

most commercial sites contain ad banners and/or links to other sites. In such instances, 

the distinction between standard advertising space and cooperative advertising is blurry. 

This medium, therefore, provides a unique context in which to study multi-brand 

promotions. 
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APPENDIX 1: PRE-TEST 1 - BRAND ATTITUDE SURVEY 

Note: the following scale was adapted from a multi-item scale developed by Osgood, 
Suci, and Tannenbaum (1957). The format shown here was adopted for all brands 
being pre-tested (see Appendix 2 for a complete list). 

Please indicate your opinion about eacii of tiie following brands: 

Lucky Charms 

Gateway 

Yuban 

Sony 

Gap 

Oreo 

Subway 

Good 

1 like it 

Good 

I like it 

Good 

I like it 

Good 

I like it 

Good 

I like it 

Good 

I like it 

Good 

I like it 

2 

2 
•) 

2 

2 

2 
1 

0 

-) 

2 

2 

2 

9 

J 

J 

J 

J 

J 

J 

J 

J 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

6 

/ 

7 

7 

7 

7 

7 

7 

7 

7 

7 

7 

7 

7 

7 

Bad 

[ dislike it 

Bad 

I dislike it 

Bad 

I dislike it 

Bad 

I dislike it 

Bad 

I dislike it 

Bad 

I dislike it 

Bad 

I dislike it 
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APPENDIX 2: PRE-TEST 1 - RESULTS OF BRAND ATTITUDE SURVEY 

For the following brands, N=21-24. 

Brand Mean SD Brand Mean SD 
Sony 6.52 0.66 Pizza Hut 5 1.65 
Gap 5.77 1.13 Rice Kris pies 4.97 1.54 
Dole 5.77 1.3 Pioneer 4.95 0.97 
Gateway 5.7 1.18 Shamrock Farm 4.87 1.05 
Baskin Robbins 5.67 1.11 Trek 4.85 1.18 
Snapple 5.66 1.29 VVheaties 4.85 1.39 
Breyer's 5.66 1.42 United 4.77 1.65 
Dreyers 5.65 1.36 Cannondaie 4.6 0.92 
Del Monte 5.65 1.08 Bank of America 4.6 1.71 
Rubbermaid 5.61 1.18 Packard Beii 4.57 1.61 
Campbell 5.57 1.24 Phillips 4.55 1.58 
Subway 5.57 1.46 Wendy's 4.52 1.74 
Panasonic 5.45 1.08 Ainvalk 4.17 1.14 
Cheerios 5.45 1.22 Schwinn 4.15 1.31 
Pepsi 5.4 1.66 Maxwell House 4.12 1.4 
Colgate 5.4 1.83 Almond Joy 4.07 1.86 
Dr. Pepper 5.35 1.97 Hills Brothers 4.05 1.04 
Sprite 5.3 1.68 Taco Bell 4.02 1.64 
Levi's 5.27 1.42 Carl's Jr. 4 1.75 
Rosarita 5.25 1.23 Wells Fargo 3.95 1.96 
Bic 5.2 1.45 Converse 3.85 1.68 
Compaq 5.1 1.84 Yuban 3.8 1.5 
Eddie Bauer 5.07 1.5 Linle Ceasar's 3.65 1.82 
Mountain Dew 5.07 1.42 Reebok 3.62 1.43 
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APPENDIX 3: PRE-TEST 2 - BRAND FA^HLIARITY SURVEY 

Note: the following scale was developed by Simonin and Ruth (1998). The format 
used here was adopted for ail brands selected as a result of Pre-test 1 (see Appendix 
4 for a complete list). 

For each of the following brands, please indicate your degree of familiarit\'. 

Sprite 

I am familiar with : : : : : ; I am not familiar with 

I recognize : : : : : : I do not recognize 

I have he:ird of : : : : : : I have not heard of 

Levi's 

I am familiar with ; : : ; : : I am not familiar with 

I recognize : : : : : : I do not recognize 

I have heard of : : : : : : I have not heard of 

Rosarita 

I am familiar with ; ; ; ; ; ; I am not familiar with 

[ recognize : ; : : : : I do not recognize 

I have heard of ; : : : : : I have not heard of 
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APPENDIX 4: PRE-TEST 2 - RESULTS OF BRAxND FAMILIARITY SURVEY 

For the following brands, N=16 

Brand Mean SD 
Subway 6.9 0.26 
Mountain Dew 6.98 0.09 
Rubbermaid 6.94 0.21 
United 6.94 0.25 
Sprite 6.91 0.34 
Pizza Hut 6.91 0.15 
Colgate 6.89 0.35 
Wendy's 6.86 0.31 
Levi's 6.85 0.33 
WTieaties 6.85 0.47 
Rice Krispies 6.82 0.37 
Compaq 6.71 0.5 
Shamrock Farms 6.64 0.61 
Bank of America 6.55 0.97 
Bic 6.51 .84 
Panasonic 6.43 1.26 
Eddie Bauer 6.22 1.55 
Phillips 6.15 1.32 
Airwalk 6.07 1.28 
Rosarita 5.98 1.7 
Packard Bell 5.98 1.78 
Pioneer 5.78 1.79 
Cannondale ^ O'^ J.OJ 2.69 
Trek 3.45 2.35 
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APPENDIX 5: PRE TEST 3 - SURVEY MEASURING BRAND FIT 

Note: the following scale was adapted from a scale developed by SImonin and Ruth 
(1998). The format shown here was adopted for all brand pairs being pre-tested 
(see Appendix 6 for a complete list). 

Please respond to each statement in reference to the images or associations that you might 
have for the accompanying brands. 

Levi's and Airwalk 

Complementary-

Consistent 

Expected 

Not Complementary 

Not Consistent 

Not Expected 

Pioneer and Subwav 

Complementary 

Consistent 

Expected 

Not Complementary 

Not Consistent 

Not Expected 

Trek and Wheaties 

Complementary 

Consistent 

Expected 

Not Complementary 

Not Consistent 

Not Expected 

Compaq and United 

Complementary 

Consistent 

Expected 

Not Complementary 

Not Consistent 

Not Expected 

Oreo and Sprite 

Complementary 

Consistent 

Expected 

: Not Complementary 

; Not Consistent 

: Not Expected 
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APPENDIX 6: PRE-TEST 3 - RESULTS OF BRAND FIT MEASURES 

For the following brand pairs, N=16-18 

Brand Combinations Mean SO Brand Combinations Mean SD 

Mt. Dew Pizza Hut 6.79 0.36 Pizza Hut United 2.81 1.77 

Sprite Wendy's 6.27 1.21 .V(t. Dew Pioneer 2.74 1.48 

Mt. Dew Wendy's 5.98 1.02 Wendy's .Airwalk 2.69 1.97 

Levi's .\irwalk 5.95 0.98 Sprite Wheaties 2.69 1.74 

Sprite Pizza Hut 5.76 1.74 Pioneer United 2.64 1.95 

Mt. Dew .-Kirwalk 5.33 1.64 Ed Bauer Wheaties 2.62 2.07 

United B of A 5.06 1.57 Levi's Pizza Hut 2.55 1.93 

B of A Paclc Bell 4.85 1.37 Rice Kr Airwalk 2.52 1.48 

Compaq B of A 4.81 1.56 Sprite Compaq 2.43 1.88 

Compaq Pioneer 4.7 1.92 Levi's Wheaties 2.41 1.26 

VVTieaties .Airwalk 4.69 2.24 Compaq Airwalk 2.4 1.28 

United Pack Bell 4.65 1.48 Pizza Hut B of A 2.39 1.26 

Sprite Airwalk 4.56 1.78 Rice Kr B of A 2.39 1.68 

Pioneer Pack Bell 4.31 1.20 Pizza Hut Wheaties 2.38 2.14 

Sprite Rice Kj 4.22 2.19 Sprite Ed Bauer 2.36 1.21 

Compaq United 4.22 2.12 Levi's United 2.35 1.57 

Sprite Rosarita 4.13 1.96 Rosarita Pioneer 2.33 2.02 

Mt. Dew Rice Kr 4.13 2.17 Compaq Mt. Dew 2.31 1.69 

Ed Bauer Pioneer 3.92 2.03 B of A Wendy's 2.29 1.91 

Pizza Hut Wendy's 3.88 1.79 Levi's Compaq 2.26 1.86 

Levi's Mt. Dew 3.81 1.95 Rice KJ United 2.24 1.62 

Sprite United 3.65 2.03 Ed Bauer .Vlt. Dew 2.21 1.75 

Pizza Hut Rice KJ: 3.62 1.95 Pizza Hut Pack Bell 2.17 1.28 

Mt. Dew Wheaties 3.51 2.39 B of A .A.irwalk 2.12 0.98 

Mt. Dew United 3.51 2.21 Wheaties Pack Bell 2.09 1.28 

Rosarita Mt. Dew 3.5 2,09 Sprite Pack Bell 2.09 1,27 

Pizza Hut Airwalk 3.44 1.98 Compaq Wendy's 2.09 1.73 

Ed Bauer Airwalk 3.41 2.12 Levi's Wendy's 2.07 1,21 

Sprite Levis 3.31 1.84 United Wendy's 2.04 1,62 

Ed Bauer Pack Bell 3,29 2.08 Mt. Dew Pack Bell 2.02 1.15 

Levi's Pioneer 3.17 2.10 Pack Bell Airwalk 2.00 1.38 

Pioneer B of A 3.12 1.52 Rosarita United 1.96 1.39 

Pizza Hut Trek 3.06 2.23 Wheaties United 1.96 1.47 

Pioneer Airwalk 3.04 1.67 Levi's Wendy's 1.95 1.41 

Sprite Pioneer 3.00 1.99 Rosarita Pizza Hut 1.93 1.62 

Compaq Ed Bauer 2.98 1.64 Pizza Hut Pioneer 1.92 1.39 

Rosarita Wendy's 2.92 1.79 Sprite B o f A  1.86 1.14 

Wheaties B o f A  2.83 1.75 Pioneer Wheaties 1.83 1.18 
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Brand Combinations Mean SD 

Levi's B of A L81 0.85 

Compaq Wheaties 1.76 1.12 

Rice Kr Pioneer 1.74 1.45 

Sprite B o f A  1.74 1.12 

Ed Bauer Wendy's 1.73 1.03 

Compaq Rice Kr 1.73 1.59 

Compaq Pizza Hut 1.71 1.04 

Mt. Dew B of A 1.77 1.15 

Rosarita Airwalk 1.71 1.54 

Levi's Rice Kr 1.71 1.50 

Rice Kr Wendy's 1.69 1.06 

Ed Bauer Pizza Hut 1.69 0.98 

Rosarita Rice Kr 1.69 1.63 

Wheaties Wendy's 1.67 1.07 

Pack Bell Wendy's 1.59 0.70 

Levi's Pack Bell 1.55 0.64 

Pioneer Wendy's 1.49 0.77 

Levi's Rosarita 1.48 0.80 

High Brand Fit Pairs Mean SD 

Levi's Airwalk 5.95 0.98 

United B of A 5.06 1.57 

Pioneer Pack Bell 4.31 1.20 

Colgate Bic 4.87 1.62 

Low Brand Fit Pairs .Mean SD 

Pizza Hut Pioneer 1.92 1.39 

United Subway 3.10 1.37 

Panasonic Rubbermaid 2.89 1.43 

Phillips Shamrock 2.40 1.02 
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APPENDIX 7: PRE-TEST 4 - SURVEY MEASURING PRODUCT FIT 

Note: the following scale was adapted from a scale developed by Simonin and Ruth 
(1998). The format shown here was adopted for all product pairs being pre-tested 
(see Appendix 8 for a complete list). 

Please consider how well each of the following pairs of products might fit together in a 
cross-promotional advertisement. 

Overall, I think a microwave oven and food storage containers: 

are a 
complementary product 

combination 

are a complementary 
product combination 

can be used together 
in a natural manner 5 6 

can be used together 
7 in a natural manner 

are not^an appropriate 
product combination 1 2 3 

Overall, I think an airline flight and a sandwich: 

are an appropriate 
5 6 7 product combination 

are not a 
complementary product 1 

combination 
5 6 

are a complementary 
7 product combination 

can not be used together 
in a natural manner 5 6 

can be used together 
7 in a natural manner 

are not an appropriate 
product combination 1 2 

Overall, I think a home theatre system and pi: 

are an appropriate 
7 product combination 

are not a 
complementary product 

combination 
5 6 

are a complementarv' 
7 product combination 

can not be used together 
in a natural manner 1 5 6 

can be used together 
7 in a natural manner 

are not an appropriate 
product combination 1 

are an appropnate 
5 6 7 product combination 
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APPENDIX 8: PRE-TEST 4 - RESULTS OF PRODUCT FIT iMEASURES 

For the following product pairs, N=28-32 

1 Brand Pair High Product Fit Mean SD Low Product Fit Mean SD 
1 

Pioneer Speakers 5.05 1.41 Auto CD Player 3.35 1.84 
Pacicard Bell Computer Computer 

1 High Bank of America Credit Card 5.27 1.59 Home Mongage 2.76 1.47 

Brand United Airline Flight Service Flight Service 

Fit 
Colgate Shaving Cream 6.46 .97 Toothpaste 1.85 1.33 
Bic Disposable Razor Disposable Pen 

Levi's Socks 5.92 1.30 Jeans 3.96 1.71 
Airvvalk Shoes Snowboard 

Panasonic Microwave Oven 5.38 1.14 Microwave Oven 3.00 1.52 
Rubbermaid Food Containers Trash Can 

Low United Airlines Flight Service 4,98 1.32 Internet Service 2.04 1.27 

Brand Subway Sandwich Sandwich 

Fit 
Pioneer Home Theatre 4.45 1.75 Home CD Player 3.23 1.70 

Pizza Hut Pizza Pizza 

Phillips Ice Cream Maker 5.19 1.55 Boom Box 2.17 1.26 
Shamrock Farms Heavy Cream Ice Cream 

! 
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APPEP^IX 9: SAMPLE AD - HIGH BRAND FIT/HIGH PRODUCT FIT 

Pioneer and Packard Bell 

0,!) r»!oi\3eeR Packard Beli^ 

''• •; "i' 'T 

It's no good if you can't hear it. As a computer user, you've always 
known that. That's why Packard Bell has left the audio component of 
their computers up to the experts at Pioneer Audio. Now, all Packard 
Bell computer systems come with a set of Pioneer audio speakers. 
Pioneer speakers provide Packard Bell computer systems with crisp, 
clear highs, and deep, robust bass. So listening to CDs, surfing the 
net, playing video games, and 100 other computer activities just got 
better. 
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APPENDIX 10: SAMPLE : ATTITUDE MEASURES 

What is your opinion of Pioneer audio speakers: 

bad 1 2 3 4 5 

unappealing 

dislike 

4 

4 

6 7 good 

6 7 appealing 

6 7 like 

What is your opinion of Packard Bell computers: 

bad 1 2 3 4 5 6 

unappealing 1 

dislike I 

4 

4 

6 

6 

7 good 

7 appealing 

7 like 

What is your overall opinion of the advertisement on the previous page: 

bad 1 2 3 4 5 6 7 good 

unappealing 1 2 3 4 5 6 7 appealing 

dislike 1 like 

How do you feel about seeing Pioneer audio speakers and Packard Bell computers 
combined in a single promotion: 

bad 1 

unappealing 1 

dislike 1 

2 

2 

1 

4 

4 

4 

3 

5 

5 

6 

6 

6 

7 

7 

7 

good 

appealing 

like 
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APPENDIX 11: FIRST MEASURE OF AIDED RECALL 

Many of the advertisements that you viewed previously involved a combination of 
products. In the spaces provided on the next two pages, write down as much detail as 
you can remember about the advertisements containing each of the product combinations 
listed below. 

audio speakers and computer; 

credit card and airline service: 
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APPENDIX 12: SECOND MEASURE OF AIDED RECALL 

Some advertisements that you viewed previously are identified below. Each of these 
advertisements communicated a promotional offer which reflected a benefit or reward for 
purchasing one product in the form of the other product. In the space provided and to the 
best of your recollection, briefly describe the promotional offer that was communicated 
in each ad. 

Advertisement for: Promotional Offer in 
Advertisement 

Pioneer speakers and 

Packard Bell computer 

Bank of America credit card and 

United Airlines flight service 

Colgate shaving cream and 

Bic Disposable razors 

Levi's socks and 

Airwalk shoes 
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APPENDIX 13: SAMPLE: RECOGNITION MEASURE 

For the following statements, please place a check mark next to those that you recognize 
from the specified advertisements. 

Pioneer speakers and Packard Bell computer 

This ad stated that Pioneer designed die speakers diat are a part of the Packard 
Bell computer system. 

This ad described the sound quality of Pioneer speakers. 

This ad specified that surfing the net will benefit from using a Packard Bell 
computer equipped with Pioneer speakers. 

This ad described how the sub-woofer for the speaker system works. 

This ad described details of the computer such as processor speed and hard drive 
capacity. 

This ad stated that a discount on the computer will be received when the speakers 
are purchased. 
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APPENDIX 14: SAiVIPLE: PROTOCOL SURVEY 

Consider a personal computer and audio speakers as a possible combination of 
products for a cross-promotion. Respond to the following statements: 

1. I think this combination of products: 

is not a good fit : : : : : : is a good fit 

2. In as much detail as possible, please explain the reasons that lead you to your 
response to question 1. 

3. Imagine that you a marketing manager in charge of developing a cross-promotion 
involving a personal computer and audio speakers. Think of a possible headline for an 
ad describing this promotion. This headline should be in the form of central theme or 
idea that could be used to logically group these two products. 

4. How difficult was it for you to think of your response to question 3? 

not very difficult : : : : : : very difficult 

5. Considering your response to question 3, how confident are you that consumers 
would find a promotion with this theme appealing? 

not at all confident very confident 
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APPENDIX 15: CODING FORM FOR PROTOCOL SURVEY 

Protocol coding for product combinations. 

Subject 

Product Combination 

For question #2: 

To what extent does this person mention the uses of these two products? 

not at all 12 3 4 5 6 7 a great deal 

To what extent does this person mention die overall images of these two products? 

not at all 1 2 3 4 5 6 7 a great deal 

To what extent does this person mention specific brands in their evaluation? 

not at all 1 2 3 4 5 6 7 a great deal 

Overall, rate the explanation given. 

unclear 1 2 3 4 5 6 7 very clear 

For question #3: 

To what extent does this headline seem to logically bind the two products? 

not at all 1 2 3 4 5 6 7 a great deal 

To what extent is the headline uniquely designed for these particular products? 

not at all unique 1 2 3 4 5 6 7 very unique 
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