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Abstract

This study examines whether price consciousness moderates the relationship between
perceived value and purchase intention in the context of Fast-Moving Consumer Goods
(FMCQG) brand extensions. Drawing on the Stimulus-Organism-Response (S-O-R) theoretical
model and categorization theory, the study develops and test four hypotheses explaining how
perceived brand extension fit influences purchase intention directly and indirectly through
perceived value, while also examining the moderating role of price consciousness. A
quantitative research approach was employed through an online survey with a sample of 255
consumers. The proposed moderated mediation model was analyzed using PROCESS Macro
version 4.2 Model 14 by Andrew F.Hayes. The findings reveal that perceived value fully
mediates the relationship between perceived brand extension fit and purchase intention, while
price consciousness was found to have no significant moderation effect on the relationship
between perceived value and purchase intention. These findings contribute to the existing
literature by suggesting that perceived value caused by perceived brand extension fit serve as
the primary driver of purchase intention and is not influenced by consumers’ level of price
consciousness. Furthermore, these findings suggest that brand fit and value communications
are more effective strategic drivers than only price-based competition when launching FMCG
brand extensions. This offers practical implications for companies aiming to successfully
launch brand extension in the highly dynamic FMCG market.
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1. Introduction

As consumer demands continuously evolve and new markets trends emerge, firms must explore
new strategies to attract and retain consumers while simultaneously creating new sources of
revenue (Gayle & Lin, 2022). One commonly used strategy is horizontal brand extension. It
allows companies to introduce new products under an existing brand name outside their current
product categories (Olaleye et al, 2025). Brand extensions allow firms to capitalize on existing
brand equity by leveraging on an already established image when entering a new market (Aaker
& Keller, 1990; Ahn et al, 2018). In that way, a brand extension can mitigate the risk of failure
as well as reducing marketing efforts (Aaker & Keller, 1990; Olaleye et al, 2025).

Several previous studies have agreed that the success widely depends on the fit between the
parent brand and the brand extension product category. However, unsuccessful extensions may
harm the equity of the parent brand and negatively affect consumer perceptions due to a lack
of fit between the extension and the parent brand (Dens & De Pelsmacker, 2016). Since the
brand is often considered as a firm’s most valuable intangible asset, it should be treated as a
strategic priority (Keller & Lehmann, 2006). Therefore, it becomes important to understand
which factors may influence how consumers evaluate and respond to brand extensions.
Although, consumers evaluate the perceived fit between the parent brand and the extension
product category, the evaluation influence how consumers perceive the extension product itself
and whether it is consistent with the establish parent brand. Consequently, consumers’ purchase
intention toward the extension product can serve as an indicator of the overall acceptance of
the brand extension.

Previous research has found that when consumers experience a fit between the extension
product and parent brand, they will be able to connect their previous associations with the
parent brand which likely will enhance their perceived value of the product (He et al., 2023).
Perceived value refers to how consumers evaluate the benefits they expect to gain from a
product compared to what they give up (Salhieh, 2026). Previous studies have found that higher
perceived fit will increase perceived value (Jiang et al, 2022) and lead to better purchase
intention (He et al., 2023; Wu & Lo, 2009). However, previous studies have failed to take
consumers' level of price consciousness into consideration when studying this relationship. As
high price conscious consumers tend to focus mainly on getting the best price (Palazéon &
Delgado, 2009; Sinha & Batra, 1999), these people have been found to disregard other aspects
during a product evaluation (Ferreira & Coelho, 2015). As a result, even when a product is
perceived as valuable, these consumers may still focus primarily on price. This suggests that
the effect of perceived value on purchase intention may not be equally strong for all consumers.
Instead, it depends on their level of price consciousness which serves as a moderator in the
relationship between perceived value and purchase intention. To test this proposition, this study
introduces the concept of price consciousness in the field of brand extension with the following
research question:

e What is the moderating effect of price consciousness on the relationship between
perceived value and purchase intention in a brand extension context?



Using an FMCG brand as an example, this study aims to expand existing brand extension
literature by examining how perceived brand extension fit influences consumers’ purchase
intention through perceived value, while considering whether consumers’ level of price
consciousness moderates the relationship between perceived value and purchase intention. This
is particularly interesting in the FMCG-industry which is characterized by frequently purchased
goods (Oraman et al., 2011), and relatively low involvement where simple cues as price tend
to play a more dominant role in consumers’ decision-making processes (Salheieh, 2026). By
addressing this gap, this study contributes to literature and offers valuable insights to managers
seeking to further understand a brand extension strategy.

The paper is structured as follows: First section is the theoretical framework which highlights
existing literature related to brand extension and price consciousness. Additionally, hypotheses
will be developed. Next, the design and results of the quantitative study will be presented.
Based on a sample of 255 respondents, findings showed that perceived fit through perceived
value is the primary driver of purchase intention in this model, as price consciousness did not
significantly moderate the relationship between perceived value and purchase intention.
Finally, theoretical and practical contributions are discussed together with limitations of the
study and future directions.



2. Theoretical Framework

2.1 Perceived Fit Between the Extension Product and Previous Brand Associations

One important aspect of brand extension evaluation is perceived fit. It describes the extent to
which the extension product category shares associations with the brand (Czeller, 2003; Smith
& Park, 1992). Previous literature has tried to understand how consumers assess the overall fit
between the brand and its extension, with early literature often dividing perceived brand
extension fit into two related approaches which they have treated as distinct dimensions. One
dimension is about the parent brands’ intangible associations and refers to whether the image
of the parent brand in are seen as in line with the extension product category (Czeller, 2003).
The other dimension is about the tangible product similarities between the extended product
category and the brand’s existing product categories (Bhat & Reddy, 2001). Both dimensions
have been found to influence consumer perception fit (Broniarczyk & Alba, 1994; Wu & Lo,
2009). More recent research tends to conceptualize perceived brand extension fit as a unified
construct where the assessment both involves the degree of similarity in tangible product
attributes and the alignment of abstract, intangible brand associations (He et al., 2023; Pourazad
et al., 2019). This study will build on the latest research regarding perceived brand extension
fit.

It 1s found that perceived fit bridges the gap between brand beliefs and the brand extension
(Aaker & Keller, 1990), meaning that consumers tend to make judgments about the extension
product based on their perceived brand associations. This shows that perceived brand extension
fit plays an important role in brand extension evaluation. Previous studies have suggested that
stronger overall perceptions of brand extension fit, can potentially influence extension
evaluation and may lead to increased purchase intention (Hill & Lee, 2015; Ungerman &
BuresSova, 2022; Wu & Lo, 2009). Consequently, higher perceived fit will lower the risk for
potential brand failure (Pourazad et al., 2019). On the other hand, Dens and De Pelsmacker
(2016) found that fewer perceived shared associations may result in negative consumer
responses, which likely will decrease purchase intention. This can be explained by the fact that
consumers use their existing associations with the parent brand to draw conclusions about a
new product (Keller & Aaker, 1998; Volkner & Sattler, 2006).

Therefore, when consumers perceive a high brand extension fit, the strong connections between
parent brand and extension facilitate the transfer of positive associations, enhancing favorable
evaluations of the extension. On the other hand, a low perceived fit weakens these connections,
reducing the likelihood that parent brand associations influence attitudes toward the extension.
Based on this reasoning, it is expected that the higher the perceived fit between a parent brand
and its extension, the stronger the consumer’s intention to purchase the extension product.
Thus, the following hypothesis is suggested:

H1: The higher degree of perceived brand extension fit, the stronger consumer purchase
intention.



2.2 The Stimulus-Organism-Response (SOR) Model in a Brand Extension Context

The Stimulus-Organism-Response (SOR) theoretical model, developed by Mehrabian and
Russell (1974), is originally used to explain emotional reactions based on different
environmental stimulus (Vieria, 2013). The S-O-R theoretical model proposes that external
environmental stimuli (S) influences consumers’ internal psychological states (O) which will
shape their behavioral responses (R) (He et al, 2023). In a brand extension context, the
consumer is exposed to a FMCG brand extension product (S), which they will start to evaluate
and form an attitude towards (O). Based on this evaluation, the consumer develops a behavioral
response, reflected in their purchase intention, which may be either positive or negative (R)
(Song et al 2013).

2.2.1 Stimulus: The Brand Extension Product

Brand extension refers to the introduction of new products under an already existing brand
name, thereby relying on current values and images of the parent brand (Aaker & Keller, 1990;
Deng & Messinger, 2022; Volckner et al, 2010). In this context, consumers rely on their
existing knowledge of the parent brand when evaluating the extension product. When exposed
to a brand extension, consumers tend to compare the characteristics of the extension product
category with those associated with the parent brand to evaluate the extension (Aaker & Keller,
1990). Within the S-O-R theoretical model, the brand extension can be understood as a
stimulus, as it provides consumers with information and cues that influence their evaluations
and perceptions (Kim et al, 2025).

Building on this, this study argues that brand extension acts as an external stimulus that trigger
cognitive evaluations, where consumers assess the alignment between the extension and the
parent brand based on existing knowledge and associations.

2.2.2 Organism: Perceived Value

Perceived value refers to a consumer's assessment of the benefits they expect to gain from a
product relative to the sacrifices (Salhieh, 2026). Within the S-O-R theoretical model, the
organism can be described as consumers' internal and cognitive responses which capture how
they respond to different information (Kim & Lennon, 2013). The internal evaluation process
can further be explained by categorizing theory which is defined as a mental process where
consumers group objects into different categories with the purpose to structure and simplify
the world. It allows the consumer to function and become more efficient in complex situations
(Song et al., 2010). When a consumer encounters a new object, she will place the object into a
mental category based on previous ideas and associations of the brand (Dens & De Pelsmacker,
2016; Peng et al., 2023) Therefore, brand associations are more likely to transfer to a new
product extension when it is perceived as consistent with the brand’s existing products and
image (Peng et al., 2023; Vdlckner & Sattler, 2006). Therefore, based on the product that
consumers are exposed to (S), they will form subjective judgements about how well the product
relates to the brand. This process will help the consumer determine how valuable they



perceived the product to be. Suggesting that a higher perceived fit will result in greater value
perception (He et al., 2023).

In a brand extension context, consumers will evaluate the extended products by assessing the
degree of fit with the parent brand. If consumers experience brand extension fit, they will be
able to connect their previous associations with the brand to the new product which will
enhance perceived value and acceptance of the brand extension product. In this way the
organism functions as mediating mechanisms that explain how environmental stimuli are
converted into behavioral responses (Lichtenstein et al., 1988; Wu & Li, 2018). Therefore, this
study proposes the following hypothesis:

H2: Perceived brand extension fit has a positive effect on perceived value.
2.2.3 Response: Purchase Intention

Purchase intention can be defined as consumers’ willingness to acquire a product or a service
(Salhieh, 2026). Furthermore, it can be understood as a central consequence of consumers'
value perceptions and evaluative attitudes toward an extension product (Aaker & Keller, 1990;
Ozer et al., 2025). Therefore, in a brand extension context, a higher perceived fit will enhance
perceived value (Jiang et al, 2022) and encourage them to increase purchase intention (He et
al., 2023; Wu & Lo, 2009). It means that within the S-O-R theoretical model, consumer
purchase intention constitutes the response of a brand extension, reflecting the outcome of
consumers’ internal evaluations and cognitive processes triggered by the stimulus. Thus, this
study proposes the following hypothesis:

H3: Perceived value will lead to a higher purchase intention.
2.3 Moderating Role of Price Consciousness

Price consciousness can be defined as “the degree to which the consumer focuses exclusively
on paying a low price” (Lichtenstein et al., 1993, p.235). To better understand why consumers,
vary in perceptions of price acceptability, it is possible to study factors that include whether
they perceive price positively or negatively. One significant factor is how involved consumers
are in what they receive (the product) compared to what they give up (the price) (Lichtenstein
et al., 1988; Zheng et al., 2021). It means that consumers with high price consciousness tend to
believe that the benefits offered by a product do not justify the price and therefore prefer
purchasing for a lower price (Palazén & Delgado, 2009; Sinha & Batra, 1999). Salheieh (2026)
argues that these consumers tend to process price-related information more carefully since they
view price more as a cost or sacrifice instead of an indicator of value. Ferreira & Coelho (2015)
clarifies that these consumers tend to focus on getting the best deal and may put less attention
to other aspects during the evaluation, such as brand-related benefits. On the other hand, for
consumers with low price consciousness, price is not as important and their decisions may be
driven by other factors (Kukar-Kinney et al, 2007; Salheieh, 2026).



In the FMCG industry, purchasing low-involvement products is common and consumers tend
to put most focus on noticeable attributes such as price (Atkinson & Rosenthal, 2014; Salheieh,
2026). This is particularly common among high price conscious consumers, as they prioritize
price over perceived benefits (Salheieh, 2026). Furthermore, Ferreira and Coelho (2015) argue
that consumers with high price consciousness tend to minimize other aspects during the product
evaluation and place greater emphasis on getting the best deal through cost savings.
Consequently, the selection of a particular brand becomes less important to consumers.

Within the context of brand extension, the perceived fit between the brand extension product
and the parent brand can act as a stimulus (S), potentially trigger positive associations that will
enhance perceived value (O), which will eventually lead to increased purchase intention (R)
(Kim et al., 2025). Based on what Salheieh (2026) suggests, perceived fit and positive brand
association can lead even high price-conscious consumers to perceive greater value and benefit
in the extension product and not solely focus on price. This means that when perceived value
is high because of strong perceived brand extension fit, consumers may be willing to purchase
regardless of level of price consciousness. On the other hand, price consciousness may reduce
how much perceived value influences purchase intention. Although perceived value reflects
the trade-off between benefits and price, consumers who are highly price conscious may place
greater emphasis on price (Salheieh, 2026). Consequently, it will reduce the impact of
perceived value on their purchase intention because even if a product is seen as valuable, highly
price conscious consumers may still focus more on price. Therefore, this study argues that price
consciousness may have a moderating role in the relationship between consumers' perceived
value and their purchase intention for brand extension products. This means that the positive
effect of perceived value on purchase intention is weakened as price consciousness increases.
Accordingly, the following hypothesis is proposed:

H4: Price consciousness moderates the relationship between perceived value and purchase
intention for brand extension products, such as the positive effect of perceived value on
purchase intention is expected to weaken as consumer price consciousness increases.

2.4 Conceptual model

Taken together, the hypotheses proposed in this study are grounded in existing research on
brand extensions, perceived value, purchase intention and price consciousness. The
relationship between these constructs can be summarized into a conceptual moderated
mediation model as illustrated in Figure 1. More specifically, perceived brand extension fit is
proposed to positively influence perceived value (H2), which in turn is expected to increase
purchase intention (H3). Additionally, a direct relationship between perceived brand extension
fit and purchase intention is proposed (H1). Finally, price consciousness is expected to
moderate the relationship between perceived value and purchase intention (H4), such that the
positive effect of perceived value on purchase intention weakens as consumer price
consciousness increases. Together, these hypotheses form a model that captures both the
mediation role of perceived value, the direct effect of brand extension on purchase intention



and the moderation role of price consciousness in a brand extension context within the FMCG

industry.

Figure 1: Conceptual Model

Price Consciousness

Perceived Brand
Extension Fit
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3. Methodology

3.1. Research Philosophy

The epistemology of this study was grounded in empiricism, which assumes that knowledge is
derived from observable and measurable phenomena (Bryman & Bell, 2011 p. 10; Eriksson &
Kovalainen, 2008). Empiricism forms the foundation of positivism, which assumes that
objective knowledge can be obtained through systematic observation and measurement
(Eriksson & Kovalainen, 2008). This perspective was suitable to the purpose of this study since
the goal was to measure and test the relationships between perceived brand extension fit,
perceived value, purchase intention and price consciousness in an objective way. To achieve
this, the study adopted a positivist approach by using observable data to test four theoretically
derived hypotheses using a quantitative research method (Eriksson & Kovalainen, 2008).

3.2 Research Approach

The study followed a quantitative deductive research approach in which hypotheses were
derived from existing knowledge and established theories within the field. These hypotheses
were then subjected to empirical testing to examine whether they were supported by the
collected data (Bryman & Bell, 2011, p. 9-10). The deductive research process began with a
literature review of existing literature on brand extensions, perceived value, purchase intention
and price consciousness. The literature search was conducted using Scopus and Google Scholar
to find relevant literature related to the study’s constructs and the FMCG industry. Search terms
included combinations of keywords such as brand extension, brand extension fit, perceived
value, purchase intention, price consciousness, stimulus-organism-response and categorizing
theory. In addition, synonyms and related terms for the main constructs were used to improve
the search results. Based on this review, four hypotheses were developed, followed by the
collection of empirical data. The collected data were then analyzed, and the findings were
summarized to determine whether the hypotheses could be confirmed or rejected (Bryman &
Bell, 2011, p. 11).

3.3 Study Context

The food industry in the FMCG sector is characterized as one of the most competition driven
industries where the market conditions shift continuously and brands must adapt to survive
(Oraman et al., 2011). In this study, Dr. Oetker was used as an illustrative example of a
company in the FMCG industry considering a brand extension. Geuens and De Pelsmacker
(2017), argue that using an existing brand name is valuable to create realistic advertising stimuli
when researching brand extension. This made Dr. Oetker a relevant and suitable case when
addressing the research objectives.



3.4 Measures

The study consisted of four major variables which were perceived brand extension fit,
perceived value, price consciousness and purchase intention. To contribute to construct
validity, items used to measure the different constructs in this study were adapted from
established scales in existing literature and modified to suit the objectives of this research (Hair
et al., 2018, pp. 659). The full list of items is provided in Table 1. All items were answered on
a 7-point Likert-type scale (1 = “Strongly disagree”, 7 = “Strongly agree”). However, only the
measures for the concept purchase intention were changed from a 6-point scale to a 7-point
scale, to match the other items. Compared to a 6-point Likert scale, a 7-point scale provides
greater precision and clearer differentiation, making it easier to capture subtle differences in
respondents’ attitudes (Bai & Yang, 2025). A Likert scale was suitable to apply, since the aim
was to measure participants' attitudes and values toward the extension product (Patel &
Davidsson, 2019, p.113).

All scales have been previously validated and shown to be reliable with acceptable Cronbach
alpha or Composite Reliability (CR) above the lower limit of 0.7, indicating a high degree of
internal consistency and reliability among the measurement items (Hair et al., 2018, pp.
161,663). To support content validity, each construct was measured using at least three items
to capture different dimensions of the construct, rather than relying on single items (Hinkin,
1998).

A pre-test was conducted with a smaller sample to ensure that respondents interpreted the
questions in accordance with the researchers’ intention. Overall, the respondents found the
survey to be understandable and in line with the researcher's purpose. However, they reported
that two of the items were hard to understand and therefore these were adjusted after the pre-
test. Furthermore, all items were carefully translated to Swedish since it is the primary language
in Sweden.

Table 1: Measures (translated using Al)
Concept Measured Items

Brand Extension Fit

Adapted from He et al. (2023) BEF _1: The new product I read about fits well with Dr.
Oetker’s existing product range
BEF_2: It feels logical to me that Dr. Oetker is
launching this product.
BEF_3: The new product is consistent with my
perception of Dr. Oetker.

BEF 4: I think it is appropriate for Dr. Oetker to launch
this new product.

Perceived Value

Adapted from He et al. (2023) PV_1: The new product from Dr. Oetker feels good
value for money to me.

10



PV_2: I would likely feel confident consuming the new
product from Dr. Oetker.

PV_3: Buying this new product from Dr. Oetker would
give me good value for money.

PV_4: I would likely like the new product from Dr.
Oetker.

Purchase Intention

Adapted from Pourazad et al. (2019) PI_1: I would consider choosing the new product from
Dr. Oetker.
PI_2: If the new product is launched by Dr. Oetker, |
would consider buying it within the next year.
PI _3: If I had needed a product in this category during
some of my recent purchases, I could have considered
choosing the new product from Dr. Oetker.

Price Consciousness

Adapted from Sattler et al. (2010)  PC_1: When I shop at a grocery store, I usually check
the price even for smaller items.

PC_2: In the grocery store, I compare prices between at
least a few different brands before choosing a product.
PC_3: It is important for me to get the best possible price
when shopping at a grocery store.

3.5 Data collection

To be able to examine the relationship in the conceptual model, data was collected through an
online survey, within a 1-2 weeks’ timeframe in the beginning of April 2026. The survey was
distributed as an online questionnaire through the consumer panel provider Again, which
combined three data sources to ensure high-quality and verified participants. Again is a
platform that enables companies to build and manage consumer panels and collect consumer
data through surveys and real purchase information (Again Technology, n.d).

Panelists were verified through BankID, which provided reliable demographic and geographic
information and strengthened the credibility of the sample. In addition, consumer opinions
were collected through targeted survey recruitment based on respondents’ profiles. The dataset
also went through standard quality control procedures to ensure reliability. This included
speeding checks, where respondents who completed the survey in an unreasonably short time
could be identified as low-engaged participants. This approach enabled the identification and
recruitment of relevant participants for the study.
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Entering the questionnaire, respondents were asked to answer questions related to demographic
characteristics such as age, gender and household income. These further served as control
variables during the data analysis, to ensure that the data included differences between groups
(Hair et al., 2018). The next step included questions about brand familiarity, see table 2 for the
full list. Previous brand associations are important in evaluating perceived brand extension fit
therefore participants were expected to have some degree of familiarity with the brand Dr.
Oetker. Respondents that reported that they had low level of brand familiarity were not allowed
to continue the survey. Furthermore, the selection process included questions regarding the
respondents' prior purchasing and consumption habits, see table 3 for full list. To ensure that
the respondent was familiar with the product category or similar product categories, the
selection process included questions that addressed this. The categories were: protein pudding
in a chilled cup, other milk-based protein products in a cup and other protein products such as
bars and protein powder. Respondents who reported that they had not consumed or purchased
any of these categories within the past quarter or less frequently, were not allowed to complete
the survey. The sample became more representative as the survey did not only target
respondents who purchase protein puddings in a chilled cup, but also those who consume
protein products in general. Furthermore, they were presented with a short description
including pictures of the product along with information about the brand Dr Oetker, to provide
context for the study. The extension product used in the survey was a high protein pudding that
comes in two different flavors: chocolate and salted caramel. Currently, Dr. Oetker Sweden
does not operate in the category of high protein chilled cups. However, the products are
available in other countries.

The focus of the study was to understand consumers’ initial evaluation of a brand extension,
where prior associations with the parent brand serve as the primary evaluation factor.
Therefore, other factors such as taste and exact price were excluded from the survey, since
those could potentially influence the dependent variable. Respondents were instead informed
that products would be priced within the range of 18-22 SEK, reflecting the current market
prices of comparable products. Furthermore, testing the moderating role of PC in a realistic
market price condition reflects the actual context in which brand extension purchase decisions
are made. Overall, respondents were limited to a visual evaluation of the product, as no taste
test was conducted.

Table 2: Screening questions (translated using Al)

Brand Familiarity e Do you recognize the brand Dr. Oetker?
e | am familiar with the Dr. Oetker brand within frozen pizza
products?
e [ am familiar with the Dr. Oetker brand within baking
products?

12



Table 3: Screening questions (translated using Al)

Purchasing Habits
Several | Oncea | A few Once a | Once per | Less
times a | week times a month | quarter often
week month

Protein pudding in a 0 0 0 0 O 0

cup

Other chilled dairy- 0 0 0 0 0 0

based protein products

in a cup (eg. guark and

Greek yoghurt)

Other protein 0 [ 0 0 0 0

products (eg. bars and

protein powder)

Consumption Habits
Several | Oncea | A few Oncea | Once per | Less
times a | week times a month quarter often
week month

Protein pudding in a 0 0 0 0 O 0

cup

Other chilled dairy- 0 0 0 0 0 0

based protein products

in a cup (eg. guark and

Greek yoghurt)

Other protein 0 [ 0 0 0 0

products (eg. bars and

protein powder)

3.6 Sample

A non-probability convenience sampling method was employed during data collection, using
an online access panel provided by Again (Again Technology, n.d; Scharrer et al., 2021, p.84).
Convenience sampling was considered appropriate given the accessibility of the panel
(Scharrer et al., 2021, p.84). In addition, the Again panel applied quality controls including
BankID verification and speeding checks Again Technology, (n.d.), which helped improve data
quality and response consistency. Although respondents were randomly selected within the
online access panel, the sampling method remains classified as non-probability because the
panel membership itself is voluntarily and self-selected. As such, not every member of the
target population had a known or equal chance of being included, which is the defining
condition of non-probability sampling (Bryman & Bell, 2011, p. 176-177; Scharrer et al., 2021,
p-83). A limitation of convenience sampling is that self-selection may introduce systematic
bias, as panel members could potentially differ from the broader population in terms of digital
engagement and greater willingness to take part in surveys (Bryman & Bell, 2011, p. 176-177).

The survey was only available in Swedish, and the items were carefully translated to ensure

clarity and consistency with the original constructs. A total of 260 answers were collected out
of 325 who entered the survey. 65 respondents did not finalize and were not included in the

13



final sample. 5 respondents did answer “Don’t know” on 50% or more of the focal-construct
items and were excluded in the final analysis. The number of variables studied was four in
total, therefore, the sample size of 255 were generally acceptable (Hair et al. 2018, p.133).

3.7 Data Analysis

To address the purpose of this study, statistical analysis was carried out using IBM SPSS
Statistics version 30. This research approach enabled drawing general conclusions about the
relationships in and related to the conceptual model. The analysis was primarily conducted
through a two-step process. The first step included an Explanatory Factor Analysis (EFA) with
the purpose to define the underlying structure of the variables included in the analysis (Hair et
al., 2018, p.124). This method was useful to understand the correlations among the variables
and to assess whether the survey items loaded onto their intended constructs as theoretically
expected (Hair et al., 2018, p.125). This part of the process also helped evaluate convergent
validity, discriminant validity and nomological validity.

The second step included a PROCESS MACRO. The software PROCESS Macro version 4.2
was installed in SPSS which applies a bootstrapping technique developed by Andrew F. Hayes
(“PROCESS macro for SPSS, SAS, and R,” n.d.). Bootstrapping is a non-parametric
resampling technique that repeatedly draws many subsamples from the original dataset to
estimate the sampling distribution of a statistic (Hair et al., 2018, pp.2,419-420,746). 5000 new
subsamples from the dataset were created. This approach does not rely on the assumption of
normality and is therefore particularly suitable for mediation analysis, where indirect effects
are often not normally distributed (Hayes, 2013, pp. 106).

The Process Macro is suitable as it provides template-driven models of the combination of
meditation and moderation, as well as a combination (Hair et al., p.375). The analysis produced
estimates for the effect of BEF (brand extension fit) on PV (perceived value), the effect of PV
on PI, the direct effect of BEF on PI (purchase intention), and the interaction effect PV and PC
(price consciousness). Therefore, this model was used to test all four hypotheses (H1, H2, H3
and H4) as well as control variables.

3.8 Ethical Consideration

Bryman and Bell (2011, p. 128) present four main areas when it comes to ethical principles;
harm to participants, informed consent, privacy and deception. Confidentiality and anonymity
were prioritized to ensure that participation did not result in any harm to the participants.
Participants in the survey were identified only by a 36-character user ID, meaning that no
names, personal identification numbers or any other personally identifiable information were
collected. Furthermore, the survey did not include sensitive intrusive or distressing questions
related to personal finances in detail. This allowed participants to respond in a way that reflects
their identity or choose not to answer if they felt uncomfortable. Informed consent was obtained
through the panel provider Again, where participants had previously agreed to take part in
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survey-based research under defined terms and conditions. The participation was completely
voluntary, and the respondent had the right to withdraw at any time.

3.9 Use of Al

Al-tools were used as support during the thesis process. Grammarly was used for grammar and
spelling corrections. Claude was used to provide support with improvements of technical
procedures in SPSS after reviewing previous course material and YouTube tutorials, mainly to
ensure that the correct settings and options were selected during the analysis. It was further
used for translating all items in the survey from Swedish to English. All suggestions generated
by the tools were carefully reviewed by the authors who remained fully responsible for the
final content of the thesis.
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4. Results and Analysis

4.1 Data Cleaning

Before starting the data analysis, a data cleaning was crucial to identify and recognize potential
issues and missing data, to minimize their impact on the result of the analysis (Van den Broeck
etal., 2005). All missing data points in the data set were caused when the respondents answered
“Don’t know” on the items. The level of missingness at the item level was analyzed to
understand how the missing data is distributed. A total of 260 responses were collected. Five
respondents were excluded because they answered “Don’t know” on 50% or more of the focal-
construct items. This decision was consistent with the guidelines suggested by Hair et al.,
(2018, p.63), who recommended that cases with 50% or more missing data should be deleted,
as retaining them creates a risk of biasing the results in a meaningful way (Hair et al., 2018,
p.63). The final analytical sample comprised 255 responses, with 3.30% missing values across
the 14 focal items, which is well below 10% threshold and allow any type of imputation
strategy (Hair et al., 2018, p.62). However, worth noticing is that PV_3 had the highest single
missing values (8,85%), indicating that respondents may have struggled with a pure value-for-
money judgment without having tried the product. To replace the missing values, mean
substitution was used which means that the missing values on one variable was replaced with
a mean value that was calculated based on valid observations (Hair et al., 2018, p.68). In table
4 the sample’s descriptives statistics 1s presented.

Table 4: Demographic Characteristics of the Sample

Measures Item Count Percentage %
Male 102 40%

Gender Female 153 60%
Non-binary 0 0%
18-24 31 12,2%
25-34 83 32,5%
35-44 52 20,4%

Age 45-54 58 22,7%
55-64 29 11,4%
65-74 2 0,8%
75+ 0 0%
<100 000 17 6,7%
100 000- 28 11%
199 000 SEK
200 000- 66 25,9%
399 000 SEK
300 000- 57 22,4%

Household 499 000 SEK

Income 400 000- 41 16,1%
599 000 SEK
600 000- 22 8,6%
799 000 SEK

16



800 000- 7 2,7%

999 000 SEK

1200 000 + 8 3,1%
SEK

Missing 9 3,5%

Furthermore, Descriptive Statistics were run in SPPS on PC, which revealed the level of price
consciousness among the respondents. On a 7-point scale, respondents reported a relatively
high level with a mean of 5.81 and a standard derivation of 1.14. The results indicated that most
respondents clustered towards the higher end of the scale.

4.2. Assessment of Data Suitability for Exploratory Factor Analysis

The suitability of the data for a EFA was assessed using the correlation matrix, the Kaiser-
Meyer-Olkin (KMO) measure, and the Bartlett’s Test of Sphericity. Prior to these statistical
tests, a visual inspection of the correlation matrix was conducted (Hair et al., 2018, p. 136-137,
141).

Furthermore, several correlation coefficients exceeded the minimum threshold of 0.30,
indicating sufficient intercorrelations among the variables to justify the use of exploratory
factor analysis (Hair et al., 2018, p. 135). In contrast, the PC items showed comparatively
weaker correlations with the other constructs, indicating that price consciousness operates as a
more independent construct within the model (Hair et al., 2018, p. 135-136; Yong & Pearce,
2013). In addition, the inter-item correlations were examined within each construct to assess
how consistently they measured the same underlying concept. According to Hair et al. (2018,
p.161), inter-item correlations should exceed 0.30 to show that items within the same construct
are related. All inter-item correlations in this study met the recommended requirement. No
evidence of multicollinearity was found, as correlations between the constructs were moderate
and well below the critical threshold of 0.9 (Yong & Pearce, 2013). This was further supported
by the determinant of the correlation matrix, which exceeded the recommended minimum value
of 0.00001, indicating the absence of multicollinearity (Yong & Pearce, 2013). The results
indicated that the data were appropriate for factor analysis.

Second, the Bartlett’s Test of Sphericity was used to examine whether there were sufficient
correlations among the variables, supporting the suitability of the data for EFA (Hair et al.,
2018, p. 136). The test was statistically significant as p < 0.05, indicating that there is enough
correlation in the dataset (Hair et al., 2018, p. 136-137).

Furthermore, the measure of sampling adequacy (MSA) was assessed using both the overall
Kaiser-Meyer-Olkin (KMO) measure and the anti-image correlation matrix (Hair et al., 2018,
pp, 136,141). The KMO value of 0.91 indicated excellent sampling adequacy and exceeded the
recommended threshold of 0.50 (Hair et al., 2018, p.141; Yong & Pearce, 2013). In addition,
all diagonal values in the anti-image correlation matrix exceeded 0.50, indicating that each
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variable met the minimum MSA requirement (Hair et al., p,136). Together, these results
confirmed that the data were well suited for exploratory factor analysis (Hair et al., pp.122,
136; Yong & Pearce, 2013).

4.2.1 Number of Factors to Extract

EFA was conducted using an Oblimin rotation method. As the constructs in the conceptual
model are theoretically proposed to be correlated, BEF influencing PV and PV influencing PI,
an oblique rotation was a good option (Howard, 2016).

When deciding how many factors to extract, the first stopping rule applied was Kaiser Rule.
Examining the output from SPSS and more precisely the Total Variance Explained table it was
possible to see that three factors had an eigenvalue greater than 1. It meant that 3 factors were
considered significant (Hair et al., 2018, p. 141). Furthermore, the total variance explained by
these factors were 67,27%. Looking at the communalities, all of them were >0,5 except for
PC 1 (0,484) and PC 2 (0,461). According to Hair et al, (2018, p.155), these two variables
were therefore below the guideline of 0,5 and may therefore not have sufficient explanation.

The rotated factor matrix is one of the most important tools for interpreting factors (Hair et al.,
2018, p. 153). Examining the pattern matrix table, no cross-loading was found. However, all
PV items and PI items loaded highly on Factor 1, while BEF items and PC items loaded purely
on one factor each. Furthermore, all variables exceeded the minimum factor loading level of
0,4 (Yong & Pearce, 2013), which is considered the minimal level for interpreting the factor
structure (Hair et al., 2018, p. 151). However, some items had extremely high loading (>0,9)
which suggest that they were highly representative of that factor (Hair et al., 2018, p. 151).

Hair et al (2018, p. 141) argues that Kaiser rule is most reliable when the number of variables
is between 20 to 50 and communalities are above 0,4. Furthermore, the authors present that
factor extraction decisions should both be guided by empirical result and theoretical
consideration (Hair et al., p. 141). Considering that the study only consisted of 14 variables and
that the conceptual model consisted of four theoretically distinct constructs that were
previously tested in other studies, a second EFA was conducted using a Priori Criterion (Hair
et al., 2018, p. 141). This new stopping rule forced a four-factor solution and the new Total
Variance Explained table indicated that the four factors instead explain a total variance of

70.34%.

The new Pattern Matrix was examined and a clear separation between PV items and PI items
was found. However, the item PV_4 still loaded together with PI items. It may suggest that
respondents perceive that item as closely related to the construct of PI. To avoid potential
problems, PV _4 was not included in further analyses. Furthermore, the factor loading of each
variable exceeded the minimum level of 0,4. However, PV_2 shows relatively lower loading
compared to other items. Similarly to the Kaiser Rule, some items still had high factor loadings
(>0,9).
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Examining the communalities in the second EFA, PC 1 (0,487) and PC 3 (0,467) was still
below 0,5 but slightly increased. PC is an important construct in the conceptual model and
therefore these variables were kept further in the analysis (Hair et al., 2018, p.156). However,
the researchers kept in mind that these could potentially be more poorly represented in the
factor solution. See table 5 for Descriptive Statistics based on the Priori Criterion stopping rule.

4.2.2 Data Summarizing and Reduction

After the EFA, summated scales were created by combining several variables into one
composite measure (Hair et al., 2018, p 160). All variables that were shown to load highly
together were combined by calculating the average score of the items loading on one factor. In
total, four new variables were created as replacement variables to reduce potential
measurement errors (Hair et al., 2018, p.160). These summated scales were also expected to
demonstrate nomological validity, meaning that they relate to each other in accordance with
established theory within the proposed model (Hair et al., 2018, p.162).

To assess the degree of consistency also known as reliability or convergent validity (Hair et al.,
2018, p.676). Cronbach alpha was calculated for each new variable which all exceeded the
minimum recommended reliability of 0,7, which is shown in table 5 (Hair et al., 2018, p.776)
Furthermore, all four variables were within the range of (0.76-0.95), indicating values that
could be described as fairly high, which further demonstrated a high internal consistency and
trustworthiness of the scales employed (Taber, 2018). Additionally, the average variance
extracted (AVE) was calculated based on each factor loading to evaluate reliability, see table
5 for each constructs” AVE. All variables except PV exceeded the rule of thumb which is 0,5
(Hair et al., 2018, p.676). This result mainly comes from PV_2 having a low factor loading of
0,404, while all other items load strongly on their factor. However, since PV showed high
internal consistency, well above the threshold, through Cronbach alpha it was kept in the further
analysis.

To assess the degree to which the summated scale is different from other concepts also called
discriminant validity, the Fornell-Larcker criterion was used (Hair et al., 2018, p.761). A
correlation matrix was created in SPSS with the new variables, and the square root of AVE was
calculated, see table 6 for the result. All correlations were statistically significant at the 0.01
level (two-tailed), indicating meaningful relationships between all constructs. However, PV
showed limited discriminant validity with BEF and PI since the square root of AVE did not
exceed the correlation with the other constructs (Hair et al., 2018, p 776). The same test was
done by removing PV_2 from the summated scale since it had a low factor loading. It improved
AVE but despite that PV and PI still showed limited discriminant validity using Fornell-
Lackers criterion. This finding was consistent with the EFA which showed that these constructs
share empirical overlap. Furthermore, this reflects the close theoretical relationship between
these constructs in the conceptual model as PV directly affects PI.
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Table 5: Descriptive Statistics based on the Priori Criterion stopping rule

Items Factor AVE Cronbach Communality
Loading Alpha

Brand Extension Fit 0,709 0,920
BEF 1 0,802 0,700
BEF 2 0,924 0,800
BEF 3 0,957 0.842
BEF 4 0,651 0,667
Perceived Value 0,373 0,859

(without (without

PV _4) PV _4)
PV 1 0,710 0,615
PV 2 0,404 0,560
PV 3 0,672 0,666
PV 4 0,618 0,620
Purchase Intention 0,721 0,918
PI 1 0,929 0,808
PI 2 0,939 0,760
PI 3 0,646 0,712
Price Consciousness 0,558 0,782
PC 1 0,688 0,484
PC 2 0,878 0,721
PC 3 0,656 0,461

Table 6: Fornell-Lackers criterion (bold = square root of AVE)

BEF PV PI PC
BEF 0,842
PV 0,669** 0,611
Pl 0,597** 0,767** 0,849
PC 0,241%* 0,215%* 0,306** 0,747
4.3 PROCESS Macro

To test the proposed mediation and moderation relationships, PROCESS Macro version 4.2
was applied (Hair et al., p.375). In addition to regression coefficients, standard errors and p-
values, the analysis generated indirect effects along with bootstrapped confidence intervals.
These confidence intervals are based on the distribution of the resampled estimates and are
used to determine statistical significance. An indirect effect is considered significant if the
confidence interval does not include zero, providing evidence of mediation. (Hair et al., 2018,
pp-409,419-420,746).

Table 7 presents the result of the hypothesis testing. H1 was found to be not supported as the
confidence interval contained zero. Suggesting that BEF alone does not affect consumers
intention to purchase the extension product. On the other hand, H2 was supported confirming
that BEF positively influences PV. Indicating that consumers who perceive stronger fit between
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the parent brand and the extension product assign higher value to the extension product.
Furthermore, H3 was also supported which indicates that consumers with higher PV are more
likely to purchase the product. Lately, H4 was found to not be supported as the confidence
interval contained zero. It means that the level of PC does not significantly affect the
relationship between PV and PI.

Table 7: Direct and Indirect effects

H Relationship COEFF P LLCI ULCI Result
H1 BEF — PI 0.130 0.095 -0.023 0.282 Not
supported
H2 BEF— PV 0.622 0.000 0.517 0.728 Supported
H3 PV — PI 0.723 0.000 0.550 0.896 Supported
H4 Moderator 0.006 0.904 -0.096 0.108 Not
supported

Table 8 presents the indirect effect of BEF on PI through PV at three levels of PC. The different
levels represent consumers with low, medium and high levels of PC. As the bootstrap
confidence intervals did not contain zero at any level of PC, the mediating effect of PV between
BEF and PI is significant at any level of PC among the consumers.

Table 8: Mediation - Indirect effect BEF —» PV — PI

LLCI ULCI Result
Low PC (-1,145) 0.321 0.552 Significant
Medium PC (0,188)  0.338 0.559 Significant
High PC (1,188) 0.313 0.592 Significant

Furthermore, table 9 presents the moderated mediation of PC. Since the confidence interval
ranges from negative to a positive value (contains zero) it further confirms the non-significant
moderating effect of H4. With other words it means that the strength of the indirect effect of
BEF and PI through PV does not change depending on the consumers’ level of PC.

Table 9: Index of moderated mediation

COEFF LLCI ULCI Result

PC as moderator 0.004 -0.049 0.063 Not significant

The moderated mediation model was estimated in two steps, first without control variables and
then including brand awareness, gender and income. This approach allowed for a comparison
of the findings before and after controlling for demographic characteristics. The sample size
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was reduced from 255 to 246 due to listwise deletion of respondents who declined to answer
the income question. Brand awareness was originally measured with three items. However,
together they had Cronbach's alpha of 0.658, failing below the acceptable threshold of 0.7.
Therefore, only the overall brand awareness item was used in the analysis as a control variable.

Overall, the result was highly consistent across both models. H1 and H4 were still not
supported, while H2 and H3 remained significant. Furthermore, R-squared values were almost
unchanged which confirmed that the control variables contributed with little additional
explanatory power. None of the control variables were statically significant, indicating that the
results were not influenced by prior brand knowledge, gender or income level.

4.4 Summary of result

This study aimed to investigate how price consciousness moderates the effect between
perceived value and purchase intention in the field of brand extension. Through the analysis
using a sample of 255 responders, the results revealed that the direct effect between BEF and
PI was not significant, resulting in a rejection of Hypothesis 1. However, the hypothesized
positive effect on BEF on PV was supported and therefore Hypothesis 2 was supported.
Furthermore, the results showed that there is a positive relationship between PV and PI,
confirming Hypothesis 3 and indicating full meditation of PV due to the rejection of Hypothesis
1. However, the results did not support H4, as PC did not significantly moderate the relationship
between PV and PI, suggesting that the effect of PV on PI is consistent across different levels
of PC. See a summary of support in table 10.

Table 10: Summary of support

Hypotheses Supported/ Unsupported
H1: The higher degree of perceived brand extension fit, Unsupported
the stronger consumer purchase intention.

H2: Perceived brand extension fit has a positive effect Supported
on perceived value.

H3: Perceived value will lead to a higher purchase Supported
intention.
H4: Price consciousness moderates the relationship Unsupported

between perceived value and purchase intention for
brand extension products, such as the positive effect of
perceived value on purchase intention is expected to
weaken as consumer price consciousness increases.
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5. Discussion

Previous literature has emphasized that price is an important aspect in an consumers decision
making when purchasing a product (Atkinson & Rosenthal, 2014; Salheieh, 2026). For high
price conscious consumers, price is found to be even more significantly important in one's
decision making compared to other aspects such as brand evaluation (Ferreira & Coelho, 2015).
On the other hand, when consumers experience a brand extension fit they can connect their
previous brand association with the extension category, which will enhance their perceived
value and lead to increased purchase intention of the extension product. Despite the current
research on price consciousness in low-involvement FMCG context and the mediating role of
perceived value in brand extension settings, these two streams of literature have largely been
examined in isolation. This study has addressed this gap by integrating price consciousness as
a moderator. Specifically, it has examined whether consumers’ price sensitivity outweighs the
effect of perceived value or whether the value derived from perceived brand extension fit serves
as the more dominant driver of purchase intention.

Findings indicated that Hypothesis I was not supported, as no significant direct effect between
perceived brand extension fit and purchase intention was found. Rather than influencing
purchase intention directly, perceived brand extension fit appeared to operate entirely through
perceived value, indicating full mediation. This suggests that perceived brand extension fit is
insufficient on its own to drive purchase intention. This means that previous findings which
indicated a direct relationship between perceived brand extension fit and purchase intention
(Wu & Lo, 2009), were not supported in this context. However, the findings are aligned with
previous literature which empathizes that the relationship between perceived brand extension
fit and purchase intention is indirect, as perceived value plays a significant mediating role
between the different constructs (He et al., 2023). This was further supported by the results of
the study’s following hypotheses.

Based on the analysis, the results showed a significant positive relationship between perceived
brand extension fit and perceived value, which further supports Hypothesis 2. It confirms that
when consumers perceive a strong fit between the parent brand and its extension product, the
perceived value of the extension increases as well. This is consistent with previous literature
which argues that when consumers are exposed to a brand extension product, they may
experience perceived brand extension fit when the extension product is aligned with their
previous association with the brand (Czeller, 2003; Smith & Park, 1992). The findings are
further supported by the Stimulus-Organism-Response (S-O-R) theoretical model and
categorizing theory which suggest that when consumers are exposed to a brand extension it
will activate an internal evaluation as they attempt to connect the extension product with their
existing associations of the parent brand (Kim et al, 2025, Kim and Lennon, 2013; Dens & De
Pelsmacker, 2016; Peng et al., 2023). When they can do this, it will increase the perceived
value of the extension product. It supports the initial relationship in the mediating role of
perceived value and confirms that it is dependent on consumers' ability to connect their
previous brand associations with the extension product.
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Furthermore, the analysis confirms a significant positive relationship between perceived value
and purchase intention, supporting Hypothesis 3. Consumers who perceive higher value in the
brand extension product also reported a stronger intention to purchase it, confirming that
perceived value is a key driver of purchase intention in this context. The findings are further
consistent with previous literature related to the S-O-R theoretical model where purchase
intention represents the behavioral response (R), triggered by the consumer’s internal
evaluation of perceived value (O) (Kim & Lennon, 2013). When consumers perceive positive
associations with the extension product, the value of the parent brand is transferred to the
extension, creating the impression that the extension product is equally valuable and therefore
increases consumer purchase intention (He et al., 2023). This confirms that the full stimulus-
organism-response theoretical model was reflected in the findings of this study, as the
expectations of Hypothesis 3 was further confirmed. Therefore, this study confirms that the
higher the perceived brand extension fits a consumer's experiences, the higher the perceived
value, which in turn leads to increased purchase intention. This highlights the important
mediating role of perceived value in this context.

5.1 Theoretical Contribution

Compared to previous literature, this study investigated whether price consciousness
moderated the relationship between perceived value and purchase intention in a brand
extension context. The results showed that price consciousness did not significantly moderate
the relationship between the two constructs. It means that the effect of perceived value on
purchase intention remained consistent regardless of how price sensitive the consumer was,
leading to the rejection of Hypothesis 4. The findings make a meaningful theoretical
contribution by identifying a condition where price consciousness no longer plays a moderating
role.

As demonstrated in the theoretical framework, two competing theoretical perspectives exist
regarding the role of price consciousness in a brand extension context. On the one hand,
previous research suggests that price conscious consumers tend to focus on getting the best
deal and therefore pay less attention on brand-related benefits, which means that price
consciousness would be expected to weaken the relationship between perceived value and
purchase intention (Lichtenstein et al., 1993; Ferreira & Coelho, 2015). On the other hand,
other researchers argue that when a brand extension fits well with the parent brand, it can create
strong perceived value which makes even price conscious consumers shift their focus away
from price (Salheieh, 2026). The significant mediating role of perceived value found in this
study suggests that perceived brand extension fit increased perceived value to a level where it
became an important influence on purchase intention, while the level of price sensitivity did
not influence the relationship. In other words, a strong perceived brand extension fit can shift
attention away from price sensitivity towards value.

This can be further understood through the stimulus-organism-response (S-O-R) theoretical

model (Kim et al., 2025). In this study, the perceived brand extension fit acted as the stimulus
(S), which increased perceived value representing the internal consumer response (O), to a
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level where it became the main driver of purchase intention (R). In this study, perceived value
appears to remain an influential factor regardless of how price conscious the consumer is. This
means that when a perceived brand extension fit creates high perceived value, the effect on
purchase intention becomes more influential and price sensitivity becomes less relevant.
Furthermore, this means that a strong internal response such as perceived value can reduce the
influence of individual consumer differences like price consciousness.

The findings do also have implications for the FMCG industry, previous research has described
FMCG purchasing as low involvement which means that consumers put little effort into
decision-making (Ferreira & Coelho, 2015). For high price conscious consumers, Salhieh et al,
(2026) argue that price is an important decision cue and that other benefits of the product is not
as important in the decision-making process. However, the results of this study suggest that
this is not always the case. When a brand extension fits well with the parent brand, perceived
value can become the main driver of purchase intention, even for price sensitive consumers.

5.2 Practical Contribution

The result from this study offers practical implications for managers regarding how to
effectively work with brand extensions to enhance consumer purchase intention. First, the
significant positive relationship between perceived brand extension fit and perceived value
shows the importance of evaluating how well the extension fits with the parent brand before
launching it on the market. It means that managers can benefit from making sure that the
connection between the parent brand and the extension is identified by consumers by consistent
brand positioning. One suggestion is to keep the visual elements aligned with already existing
product categories through for example consistent packaging. Furthermore, communicating
how the new product relates to the parent brand is important. If managers succeed with this,
consumers will perceive a stronger fit between the extension product and the parent brand
which will enable their previous positive brand association to be transferred to the extension
product. Overall, managers can benefit from not only being motivated by market opportunities
and production capabilities but also whether the extension product is consistent with the parent
brand’s current identity. Due to the nature of the FMCG industry where purchase decisions are
made quickly and with minimal effort, this strategy is especially important.

Secondly, as this study found a non-significant moderating effect of price consciousness it
suggests that when a brand extension successfully enhances perceived value, price
consciousness does not appear to weaken the relationship between perceived value and
purchase intention. This indicates that competing primarily through low prices may not be the
most effective strategy in FMCG brand extension. Although pricing strategies remain
important, the findings suggest that only focusing on low prices are not enough to drive
purchase intention, highlighting the importance of enhancing consumer’s perceived value
through the extension.
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6. Conclusion

6.1 Conclusion of the Result and Research Question

This study investigated how consumers' level of price consciousness impacts the relationship
between perceived value and purchase intention in a brand extension context. The findings in
this study confirms previous literature arguing that when a consumer is exposed to a brand
extension, they will start a subjective internal judgement assessing the level of a fit between
the extension product and their previous perceptions of the brand. If the consumers experience
a brand extension fit, they will be able to connect their previous association about the brand
with the extension product. In turn, this will increase their perceived value and acceptance of
the product. Purchase intention was found to be the outcome of consumer internal evaluation
confirming the full meditation effect of perceived value between perceived brand extension fit
and purchase intention. However, the key finding in this study is that price consciousness did
not have a significant moderating effect on the relationship between perceived value and
purchase intention. It means that the level of price sensitivity among consumers does not
influence the effect that perceived value has on purchase intention.

This study found that the role of price consciousness may depend on the context. In the case of
low involvement FMCG brand extensions, perceived value driven by perceived brand
extension fit appears to play a more important role in shaping purchase intention rather than
price alone. These findings provide important practical implications for brand and product
managers. Instead of primary focusing on a competitive pricing strategy, mangers can benefit
from clearly communicating the relationship between the parent brand and the extension. By
creating a consistent brand position, they can help consumers transfer their existing positive
brand associations and thereby increase perceived value and purchase intention.

In conclusion, perceived value has a mediating role between perceived brand extension fit and
purchase intention. Price consciousness was found to have no moderating role between
perceived value and purchase intention. This indicates that even price-conscious consumers
may overlook price concerns when perceived value is high in a FMCG brand extension context.
Overall, brand extension decisions should not only be driven by market opportunities, but focus
should also be on whether the extension aligns with the parent brand’s identity and consumer
expectations.

6.4 Limitations and Future Research

The findings in this study contribute with insights that both confirm and extend current
literature on brand extension and its impact on consumers purchasing intention. However,
several limitations need to be acknowledged and taken into consideration for future research.
First, women were slightly overrepresented (60%), and the sample were skewed towards

working-age individuals (25-54) which represented 76% of the sample. The age distribution of
the sample differs from the Swedish population where individuals aged 25-54 represent around
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39% in the general population (SCB, n.d). Future research should prioritize including a broader
and a more demographically representative sample. This would make it possible to generate
more nuanced conclusions and strengthen the external validity of the findings across diverse
consumer groups (Hair et al., 2018, p.373)

Secondly, most of the respondents reported a high level of price consciousness and were
grouped toward the higher end of the scale. This limited variation in level of price
consciousness may have reduced the statistical power to find a moderating effect because
meaningful differences between high and low-price conscious consumers were not detected in
this sample. Future researchers could therefore benefit from sampling populations with greater
variation in price consciousness to more clearly test the moderating role of this construct.
Additionally, future research could benefit from applying an experimental design where the
participants are exposed to different price levels of the product rather than only reporting how
price conscious they are. This would allow for a more nuanced understanding of how price
sensitivity influence consumer responses to brand extensions. This research design may
potentially generate the moderating effect of price consciousness that this design fails to
capture.

Furthermore, the sampling technique itself represented a methodological limitation. This study
used a non-probability convenience sampling which means that respondents were not randomly
selected from the broader population (Scharrer et al., 2021, p.84). This non-random selection
process increases the risk that the findings are influenced by characteristics specific to the
sample rather than reflective of the wider population, which may in turn affect the reliability
and generalizability of the results (Scharrer et al., 2021, p.84). Future research would benefit
from adopting a probability-based sampling method to reduce selection bias and enhance the
representativeness of the sample (Scharrer et al., 2021, p.80).

Furthermore, another limitation concerns the lack of direct product experience among the
respondents. In the study, participants were not given the opportunity to physically interact or
try the product before completing the survey. This meant that the responses were based on
perception and prior knowledge rather than actual consumption experience. Furthermore, this
means that the findings may not have fully captured how real product experience shapes value
perceptions and purchase intentions. Future research could address this by including product
trials or an experimental design that allow respondents to base their assessments on an actual
experience with the product and in that way create more valid results.
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