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Cultural Differences in Brand Extension 
Evaluation: The Influence of Analytic Versus 
Holistic Thinking

Parent Brand Brand Extension

Good Fit
• Positive affect transfer
• Positive extension evaluation

Poor Fit
•No/Negative affect transfer
•Negative extension evaluation

FIT
üProduct feature similarity
üBrand concept consistency
üBrand specific association

Author and Source: Deborah Roedder John, University of Minnesota Carlson School of Management



Cross-Cultural Differences:
Analytic vs. Holistic Thinking

¨ Detachment of the 
object from its context

¨ Focus on attributes of 
the object to assign it to 
categories

¨ Preference for using 
rules about categories to 
explain/predict the 
object’s behavior

¨ Orientation to the 
context or field as a 
whole

¨ Attention to relationships 
between the focal object 
and the field

¨ Preference for 
explaining and predicting 
events on the basis of 
relationships

Analytic Thinking –
Western cultures

Holistic Thinking –
Eastern cultures

Author and Source: Deborah Roedder John, University of Minnesota Carlson School of Management



The Growing Middle Class in Developing 
Countries and the Market for High-Value 
Food Products

Authors: Senauer and Goetz, University of Minnesota Food Industry Center



Size of Emerging Middle Class in 
Key Countries, 2000

Country % of population Number of People 
(millions)

Brazil 35 59.7

Russian 
Federation

45 65.5

India 9 91.4

China 23 290.4

Source: calculation by Senauer and Goetz; 2000 Population: World Bank, World Development 
Indicators



Marketing Strategies of Western Consumer 
Goods Firms in Central and Eastern Europe

¨ Poorly developed 
marketing 
infrastructure

¨ Low brand loyalty 
and high price 
sensitivity

¨ Intense price 
competition

¨ Build market and 
operational 
presence slowly 
over time

¨ Transfer western 
strategies in a 
sensitive manner

¨ Develop regional 
management 
structures

Common obstacles Effective approaches for 
firms in the region

Authors: Schuh and Holzmuller, University of Minnesota Department of Applied Economics


