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Extending the Retail Brand to Non-traditional Products
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5 Conclusions, Limitations and Further Research

The use of an established brand name to introduce a new product can be risky.
Extension failures can damage the parent brand and reduce the sales of other
products marketed under the same brand. Therefore, the decision to extend a
brand, as well as its characteristics, should be subject to cautious strategic planning
and management. Our findings a im t o a ssist r etailers i n t heir b rand extension

decision-making and implementations, particularly when it comes to enter unusual
and distant businesses. Into this perspective, our model confirms e xtant literature

results in a retail setting too: INTB is strongly influenced by ATE and FIT is settled
as the major ATE antecedents. Differently, we did not found a significant influence
of INN on ATE. Moreover, our model contributes to the retail brand extension
literature evidencing the good influence exerted by a relational construct, trust
toward the retailer, whose empirical evidence lacks.
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