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With the 4x2 factorial design, this experimental study was aimed to study
influences of various components of brand alliances on consumer's perceptions and
attitudes. The manipulations were on: (1) levels of familiarity between existing brand
(high and low) and partner brand (high and low), and (2) fit between the original product
class and the new product class (fit and unfit). The dependent variables were then
measured: perceived quality, perceived value, attitude toward existing brand, attitude
toward partner brand, and attitude toward new product. During February 2007, the
study was conducted with 265 Ramkhamhaeng University's law students.

The findings showed that each independent variable had main effects on all
perception and attitude variables measured. However, when together, both independent

variables had interaction effects only on consumer's perceived quality and attitude

toward partner brand.
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