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ABSTRACT 

The study will look at the impact of past ecological perceptions, personal and private 

environmental norms, social influence, and eco-friendly self-identity on customer purchase 

behaviour. This essay is intended to find crossbreed intake behaviour as an emergent intake pattern 

on fast moving consumer goods (FMCG), which can render existing buyer stereotypes obsolete. 

Factor - The current study will look into the impact of perceived high quality, brand expansion 

incongruity, participation, and perceived threat on individual attitudes towards brand extension 

across three product types, namely FMCG, durable items, and solutions (FDS). More importantly, 

the study seeks to identify the importance of a contribution profile that includes relevance, 

contentment, sign-value, threat importance, danger likelihood, and perceived risk factors 

(monetary, mental, and gratification) in the approval of brand name expansion across industries. 

 

Keywords: Brand Extension, Consumer Attitudes, Customer Purchase Behavior, Personal and 

Private Environmental Norms, Brand Expansion Incongruity, Brand Extension, Consumer 

Purchase Behavior, Social Network Analysis. 

 

I.INTRODUCTION 

A unique innovation in consumer behavior has remarkably positive effects on any advertising and 

promotion of both the products and services of the consumers. We specifically address the 

presentation of the crossbreed consumer, a type of customer who won't fit into a particular market 

group as shown in conventional advertising and showcasing academic works. Arumugam, T., 

Madhavan, S., and Hameed, S. S. (2020) The hybrid customer occasionally purchases less 

expensive generics and low-end products, then positions as much as cutting-edge, top-of-the-line 

products on other occasions and is willing to pay for each of them. This study employs omni-

channels to examine customers' varied purchasing motivations and the extent to which they 

succeed in doing so. Arumugama & Jayakrishnana (2020) claim that consumers use a range of 

stations and research to find the optimal buying characteristics. None of these people behaved in 



a way that was consistent with established customer segment rules or in a way that would lead 

them to purchase products and brands that were made for a very defined target audience. The 

segmentation process as a whole may need to be reviewed, which is appropriate. Additionally, 

certain things, like FMCG and consumer durables, might be organized based on their amazing 

adaptability and the risk associated with them. Due to the fact that FMCG products like toothpaste, 

cleaner, and tooth adhesive are used on a daily basis, consumers have little trouble appreciating 

them. FMCG products are purchased with greater regularity, enabling customers to make informed 

decisions about their particular purchase. On the other hand, durable items like TVs, refrigerators, 

and microwave ovens come at a high price and are only bought occasionally. Most of the time, 

buyers may not always be exceptionally talented or knowledgeable with these items. As a result, 

judgments about the purchase of robust products are carefully thought out (function contrast) 

(Abraham, M.2021). We all agree, based on the aforementioned, that consumers' perceptions of 

brand extension across FMCG and resilience products or services will change. This study's 

objective is to experimentally investigate how brand extensions for FMCG, durables, and services 

(referred to collectively as FDS) differ in customer examination (Hem et al., 2003). The product 

provides energy to support promoting and showing devious endeavors. The main goal of the 

current scientific research is to ascertain how celebrity endorsements influence consumers' 

purchasing decisions. The review has been quite favorable to both large support items and little 

contribution items (Arumugam, Thangaraja; Hameed, S. S.; S. Madhavan, 2020). The current 

study examines the effects of perceived risk on brand expansion evaluation (Hem et al., 2003; 

Grnhaugh et al., 2002; Nijssen and others, 1995) by taking into account a range of risk sizes, 

including financial, personal, mental, and temporary usefulness risks. 

 

II.REVIEW OF LITERATURE 

Customers' perceptions of brand expansions are influenced by a variety of factors, including solid 

as the primary one: the type of the parent brand, the sound between the parent and expansion packs 

aside from the connecting between the two (Aaker and Keller, 1990); the way this brand is 

perceived (Bottomley and Doyle, 1996; 1994, Nijssen and Hartman; 1993; Sunde and Brodie 

similarity of the thing's components and brand consistency (Park et al., 1991); brand impact and 

co Understanding the Background Over the past few years, the Indian pharmaceutical industry has 

advanced significantly and has defied strong competition from both domestic and foreign market 

forces. 



The main objective of this logical inquiry, according to Arumugam, Subramani, Jan, and Goute 

(2019), is to learn how health representatives see the moving activities carried out by particular 

pharmaceutical corporations in the Chennai metropolitan area. According to the diagram 

disjointedness criterion (Meyers-Levy et al., 1994), the experiments were completed. To your case 

of brand expansions, suggest the following elements that have an impact on brand evaluation: 

Brand expansions are influenced by consumer responsibility and brand situation (Davis and 

Halligan, 2002); position of brand control (Fu et al., 2009); strong brand assortment independence 

(Batra et al., 2010); and client information impact brand development evaluation (Sew and Iversen, 

2009). Improvements that are considered to be truly equivalent are actually influenced by a great 

perspective (Barone et al., 2000) contribution of consumers to FMCG products. 

Aaker and Keller (1990) propose brand quality as a strategy for assessing the most recent 

expansion. Zeithaml (1988) asserts that knowledge of an item's worldwide supremacy or 

superiority is what constitutes perceived high quality. Recent studies have shown that people's 

opinions of brand growth are heavily influenced by their judgments of the perceived quality of the 

original brand (Sunde and Brodie, 1993) 

 

Consumers’ involvement on fmcg products: 

Hem and co., 2003; Bottomley and Doyle, 1996) Due to its beneficial effects on corporate 

outcomes, employee engagement has recently been the subject of substantial research. Supporting 

a key level affiliation one of the workforces is actually important for extended state association 

overall execution due to the flier competitors dominating the auto sector. By selecting its family, 

a professional wedding's level can be modified, Vimala, Khuan, Rasu, and Arumugam, 2019. 

Brands that are frequently mentioned should be regarded as excellent risk reducers and strongly 

persuade essentially more certain evaluations than brands that are obviously much less well known 

(Sew et al., 2003). This idea holds true for all thing categories, but it is particularly true for game 

plans because customers have significantly less nuances or telling indications at their disposal to 

evaluate organizations instead of goods (Murray, 1991). This scarcity increases reliance on the 

game plan provider's reputation to monitor spotless developments (van Riel et al., 2001; van Riel 

and Ouwersloot, 2005). 

Plans will also frequently be difficult to understand when uncertain, making it much harder to 

check them out before purchasing (Zeithaml, 1988). Customers rely on the game plan association's 

broad brand image as a result. However, when purchasing merchandise at the highest level of look 

credits, a customer can gather more information about quality through creative evaluation, 



reducing the requirement for derivations based on brand image (Stitch et al., 2003). The 

significance of the delayed effects of brand name expansions is actually best for data things over 

search stock, according to analysis (Smith and Park, 1992; van Riel and others, 2001). According 

to Volckner et al. (2010), parent brand quality is a key success driver when it stands out from other 

brands that can fit into the plan circumstance readily. 

Customers shift a brand's significant impact to the pristine extension when they perceive a 

significant "fit" between the brand and its delayed product category (Aaker and Keller, 1990; 

Bottomley and Holden, 2001; 1994, Broniarczyk and Alba; Kalamas et al., 2006; Park and others, 

1991; 2006, Vogel and Sattler). According to research (Jung and Tey, 2010; 2002, Maoz and 

Tybout; Meyers-Duty et al., 1994; Srivastava and Sharma, 2011a, b), a maintainable perspective 

demonstrates that expansions that are somewhat incongruent using the moms and dads brand name 

are reviewed in a significantly more noteworthy way than steady similarly incongruent extensions. 

Battled that congruency (best match) between the things while the set off thing order graph may 

not want insightful handling for quality and simply fits into the ongoing academic arrangement, 

which prompts a tiny clever response based on expertise. For advertising choice manufacturers to 

use to enhance their planning, execution, and control over advertising, marketing intelligence is a 

region-continuing and connecting design of people, equipment, and treatments that collectively 

collect, form, analyze, and circulate crucial, up-to-date, and accurate data. Despite the fact that 

numerous specialists handle the majority of their specific information gathering and assessment, 

Arumugam Thangaraja (2016) contend that the advertising intelligence program's responsibility 

nevertheless requires a clear focus. While moderate incongruity (mismatch) can be handled by 

making just little changes to one's current cognitive framework, severe incongruity (mismatch) 

requires substantially more cognitive elaboration to reach quality and, as a result, either remains 

unresolved or can be rectified. Unresolved acute incongruity is what causes the feelings of 

disappointment, powerlessness, and negative impact and can result in a fair appraisal (Abraham, 

M.2021). 

Buyers’ participation on fmcg products:  

The momentum research adapts Laurent and Kapferer's (1985) intricate methodology and depicts 

customer commitment in terms of significance, fulfillment, sign-esteem, risk value, and risk 

probability. According to Laurent and Kapferer (1985), this approach provides a comprehensive 

picture of the relationship between the customer and the product, whereas the commitment sizes 

are particularly crucial in identifying people's attitudes toward brand development (Srivastava and 

Sharma, 2011). Simply because commitment-related conditions frequently include the need for 



unfavorable outcomes, the object's libertine value, and the expression of one's own singularity or 

home, which are crucial to a purchasing decision (Kapferer and Laurent, 1985). Basic data had 

been gathered from low-level creation organizations in a local creation cluster using a review 

approach to data collection. The two-step engineering picture demonstrating process is actually 

used to examine the relationship between crucial organizational performance components and 

business utility (Arumugam, Thangaraja; Jan, Akbar; Subramani, A. K, 2019). 

According to research, participation in the development class influences the motivation for 

investing in a brand name expansion in a positive way (Hansen and Trim, 2004). Customers that 

have a high level of commitment are indisputably bolder and far more willing to take risks with 

big and obscure companies than customers who have a low level of commitment. Additionally, 

the quality of support enables customers to advance on additional brand names. We all agree that 

potential customers who would make a mistake and who have a strong desire for the real thing are 

more likely to choose the long-established brand name (Kalyani, V. & Murugan, K. R.2021). In 

our approach, consumers are more likely to attempt novel new brand expansions if the extended 

thing is truly relevant to them and increases their overall happiness. According to research 

(Gabbott and Hogg, 1994; Bateson and Hoffman, 1999), the different person of arrangements can 

lead to a high level of support prior to purchase that is distinct from the acquisition of objects. 

Laroche and others (2004) Additionally, they demonstrate that the three key qualities of 

agreements—human resources inclusion when considering the construction of the agreement, 

customer participation, and the accompanying immateriality—promote a higher level of 

commitment than do products. Customers' participation in the extension group has a positive 

impact on perceptions of brand development. When compared to FMCG and consumer durables, 

the outcome would be better for arrangements. 

 

Consumers’ Perceived risk on fmcg products: 

Regarding unpredictability and uncomfortable outcomes of purchasing an item (or arrangement), 

respected risk is acknowledged (Dowling and Staelin, 1994). Brand growth strategies offer people 

excellent options while also affecting their remarkable perception of risk. Most people recognize 

a well-known brand name as a strategy for reducing foreseeable risk (Cox, 1967; Roselius, 1973). 

Research by Hem et al. indicates a connection between consumer assessments of brand extensions 

and perceptions of threat related to expansion categories. (2015) Thangaraja Neuromarketing 

places a strong emphasis on the connection between a customer's subconscious thinking and their 

behavior. These elements typically determine the company's orientation. Since the FMCG market 



in Asia is essentially brand-focused, using neuromarketing in this sector would aid advertising 

professionals in making better use of their image choices. However, just a few research studies 

have examined several risks, such as those related to authenticity, timing, general execution, 

finances, mental health, and individual gamble for brand extension strategies (DelVecchio and 

Smith, 2005). The current analysis suggests that numerous threats are present (Jacoby and Kaplan, 

1972; Havlena and DeSarbo, 1991; Murray and Schlacter, 1990), despite the fact that each threat's 

definition differs depending on the type of object (Kaplan et al., 1974). As a result, we all agree 

that consumers' assessments of brand expansion should consider the nature and extent of the risk 

involved. Zeithaml (1988) argues that since solutions frequently lack standardization, are 

intangible, and are frequently provided without warranties, consumers of solutions face a larger 

level of idea risk than buyers of actual things. According to Arumugam and Thangaraja (2016), 

submission networks are critical to marketing since they provide a variety of essential delivery 

qualities. Companies typically rely on their marketing and public relations departments to consider 

customer satisfaction and moreover to achieve qualification over opposition. As a result, less 

understandable information will be available to the public, which will likely lead to a reduction in 

the number of known dangers (Cox, 1967; Murray and Schlacter, 1990). Due to their elusiveness 

and substantial information credits, arrangements are chosen based on significantly less pre-

purchase information than products, which may result in higher financial, practical, and local risks. 

We all believe that as a result, buyers would view solution brand extensions as a serious threat, 

necessitating even more reliance on the parent brand (risk reliever). 

 

III.Role of Social Network: 

The web, and often the internet world, is the most effective and efficient tool for individuals, 

communities, businesses, and organizations due to the conveniently accessible information, social 

media, and enhanced dialogue (Kucuk and Krishnamurthy, 2007; Shabbir and others, 2016). The 

term "personal community" refers to a platform that brings together a sizable number of people 

from all over the world. MySpace, Twitter, YouTube, LinkedIn, Instagram, and other sites are 

generally prominent distinctions for connecting and exchanging nuances (Kozinets, 2002; Ellison 

and others, 2007; Sin et al., 2012). (2016) Arumugam and Thangaraja Continuously promoting 

intelligence can assist banks and customers in making fantastic use of the logical advancements 

used by banks, hence gaining customers. According to the study's findings, public and private 

sector banks compete with one another to attract and retain customers by offering luxurious 

services like mobile banking, web banking, and other options. Social networking sites are active 



platforms that allow for online interactions, according to Golden (2011). These often benefit clients 

because of their free or inexpensive advertising, user-friendliness, and quick and easy contact 

methods, according to Kaplan and Haenlein (2010). (2016) Arumugam and Thangaraja In order to 

have the advantage over other similar organizations on the lookout, the impact of resistance on the 

business biological system highlighted motivated various organizations to think about and begin 

actually looking at ecological environmental variables for subtleties. Entrepreneurs are misusing 

this advantage by choosing the least expensive marketing strategy when deciding which route to 

go. 

 

CONCEPTUAL FRAMEWORK 

 

 

 

 

IV.CONCLUSION 

With accessible details, online entertainment options, and superior conversation, the internet—and 

typically the web globe—is by far the best and most effective tool for people, networks, 

associations, and businesses (Kucuk and Krishnamurthy, 2007; Shabbir and others, 2016). This 

study seeks to determine whether a customer's social network has a beneficial or negative influence 

on their purchasing decisions. The understanding of places for person-to-person conversation 

among the customer list is expanding quite quickly. supermarket structures and frameworks for 

advertising intelligence (Arumugam, Thangaraja, 2014) that becomes urgent, and many new 

company events heavily emphasize what this means. People usually read every piece of 

information they can receive; therefore, it became clear that it was important to find out how online 
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entertainment showcasing affected people's decision-making. Extension attitudes are influenced 

by the parent brand's perceived quality, associations with the expansion category, hazard 

aversions, and the extension's dissonance with the parent brand. Different purchaser evaluations 

of brand name expansions across FDS product types were impacted by these opinions. 

(Van Riel et al.'s 2001) findings are different from these findings and Hem et al. (2003), which 

uncover the notion of peak quality after the greatest degree of constant variation across objects or 

organizations. The findings demonstrate a startling inverse: consumers utilize the mother's and 

father's brand as a significantly more significant indication of arrangement brand growth than 

FMCG and durable brand expansions. Despite their inherent qualities (elusiveness and experiential 

person), making decisions regarding arrangements is clearly more challenging than making 

decisions about objects with two or three examination highlights. If that is the case, the buyer will 

have to base his or her selection on the supplier's representation. Results from previous studies 

back up this viewpoint and provide further useful information for examining brand expansions 

across FMCG, durables, and planning. 
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