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Abstract | In brand extension, functional knowledge transfer dominates when extending to a similar

product category. Image knowledge transfer dominates when extending to a dissimilar
category. The present research investigates the effects of imagery attribute on similar
extensions when the dominant knowledge transfer is functional in nature, and the effects of
functional attributes on dissimilar extensions when the dominant knowledge transfer is
imagery. It is found that for similar extensions, positive image attribute also helps with
the extension evaluation, especially when functional attributes are positive. However, for
dissimilar extensions, positive functional attributes result in lower extension evaluation
than negative functional attribute when imagery attribute is positive. This difference
disappears when imagery attribute is negative. An asymmetry of attribute transfer is
observed. This asymmetry is explained in terms of the width of brand concept. Stronger
functional appeal leads to narrower brand concept and therefore lower evaluation for
dissimilar extensions. Finally, academic and managerial implications of the research are
discussed.
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