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The Effects of Advertising 

Consumer Co-Created New Products
A Brand-Alliance Framework Model Can Predict 

Perceptions about Co-Created Brands and Their Creators

Companies that develop new products by collaborating with consumers across online and 

social media channels often communicate about this form of product co-creation through 

advertising. The author of the current paper used a framework typically used for studying 

brand alliances to assess the effects of product co-creation advertising. Using a brand- 

alliance framework, the author analyzed how this messaging is interpreted by consumers 

who aren’t involved in product co-creation and whether a product’s complexity affects 

perceptions about product quality and credibility of the co-creators.

INTRODUCTION

Firms can involve consumers in co-creation as a way 
of improving the success rate of new products. In 
such cases, consumers participate in a collaborative 
new product-development activity in which they 
actively contribute and select the content of a new 
product offering (O'Hern and Rindfleisch, 2009).

Numerous companies to date have implemented 
this strategy. Among them,

• Dell has engaged its consumers in the commu 
nity Dell IdeaStorm (Bayus, 2013), and user 
generated designs have been used on the laptops 
through the collaboration with the online retailer, 
Threadless (Dell, 2010).

• Nike has invited consumers to customize prod 
ucts using NIKEilD and to share and engage 
with the designs in social media (e . g Ramas- 
wamy and Gouillart, 2010).

•  The brand-alliance framework shows how consumers process advertising for co-created 
products similarly to the way they process brand-alliance advertising.

•  Lesser known brands may lose-and familiar brands may gain-from communicating consumer 

co-created complex products, and noncomplex advertised products in this context generally 
lead to positive results.

•® Credibility matters: The effects of this advertising largely are due to how nonparticipating 

consumers perceive the co-creating consumers' ability to co-create the new product.

•  Advertising that includes information on both a co-creating product brand and its co-creating 

consumers will affect perceptions of the firm’s innovation ability, attitudes toward the brand and 
the product, and purchase intentions.
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• Lego developed an upgraded version 
of its robot kit product called Mind- 
storms together with the company's 
most dedicated fans in a secure online 
forum (Koerner, 2006). Lego also lets 
consumers develop commercial prod 
ucts through its Lego Ideas website.

• Many successful products released by 
the Japanese consumer goods com 
pany, Muji, have been co-created with 
its consumers (Nishikawa, Schreier, 
and Ogawa, 2013). These products 
typically are developed and refined by 
both Muji's user community and Muji's 
internal product development team 
(Nishikawa et al., 2013).

In some cases, consumer product firms 
invite consumers to come up with new 
products as part of a marketing campaign.

McDonald's MyBurger campaign in sev 
eral European countries invited consumers 
to come up with new hamburgers and vote 
for those they would like to be served in the 
restaurants. In 2014, the campaign in Swe 
den received more than 24,500 suggestions 
for new hamburgers, exceeding 270,000 
votes (McDonald's, n.d.b). McDonald's 
serves about a half-million guests every day 
in Sweden (McDonald's, n.d.a). Thus, the 
co-created new hamburgers were commu 
nicated to many more consumers (through 
advertising and in store) than those who 
actually took part in the co-creation.

The current study investigated what 
happens when co-created products are 
communicated through advertising to 
consumers who don't participate in the 
new-product co-creation. To date, schol 
ars have found that involving consumers 
in new-product development can improve 
the nonparticipating consumers' attitudes 
toward the brand (Fuchs and Schreier, 
2011), their perceptions of a firm's innova 
tion ability, and their purchase intentions 
(Schreier, Fuchs, and Dahl, 2012). All of 
these studies have focused on noncomplex
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products, such as muesli and tee shirts, 
that consumers are perceived to have the 
relevant competence to co-create. Find 
ings to date, however, have not applied 
to complex products, such as consumer 
electronics and luxury consumer goods 
(Fuchs, Prandelli, Schreier, and Dahl, 
2013; Schreier et al, 2012), as the nonpar 
ticipating consumers perceive these types 
of products as too complex for successful 
user design at the co-creation level.

LITERATURE REVIEW  

Testing Brand Fam iliarity  

And Product Complexity

Extant research has focused on brands with 
which the participants in the experiments 
were not familiar, to ensure that any prior 
knowledge or attitudes toward the brands 
do not confound the results. Co-creation 
of familiar brands has yielded a number of 
marketing advantages (e.g., Hoeffler and 
Keller, 2003). Thus, the author asked,

Does the impact of consumer co-created 
new products differ based on whether

• these consumers are familiar with the 
brand (e.g., in the case of a co-created 
brand extension for a familiar brand) 
and

• the product is perceived as complex 
by the nonparticipating consumers 
(Schreier et al., 2012)?

When the co-created new-product devel 
opment involves a brand extension, 
companies may advertise to both invite 
consumers to co-create and later announce 
the new co-created products. For example, 
Walkers in the United Kingdom and Lay's 
in Canada and the United States (e.g., Burl 
ingame, 2015; PepsiCo, 2010) have used 
multimedia campaigns to both invite con 
sumers to compete with new chips flavors 
and launch the winning flavors.

This practice is different from that which 
has been investigated in research, where

the brand of the co-created product has 
been kept anonymous. This discrepancy 
may have produced results and guidelines 
that do not correctly guide managers in 
this area, as consumers process advertis 
ing information differently for familiar 
versus unfamiliar brands (Dahlen and 
Lange, 2005). For example, unfamiliar 
brands leave consumers to rely more on 
the advertisement itself (Leigh, 1992). It 
is, therefore, important to test if extant 
research on advertising of co-created new 
products holds for familiar brands.

The current study also drew from sign 
aling theory and brand-alliance theory to 
explore how the nonparticipating consum 
ers perceive advertisement of co-created 
new products:

• Signaling theory stems from research 
in information economics where signals 
can function as a mechanism to solve 
problems under asymmetric information 
(Kirmani and Rao, 2000). For example, 
unobservable product quality can be 
communicated through an observ 
able signal. In advertising, the signaling 
works by the consumers' reasoning that 
if the product and the brand are not as 
good as the advertising claims, then the 
advertiser would not risk all the effort 
and expense to advertise falsely (e.g., 
Dahlen, Rosengren, and Torn, 2008; 
Kirmani and Rao, 2000).

• Brand alliances often are defined to 
include all circumstances where two or 
more brand names are presented jointly 
to the consumer (e.g., Rao, Qu, and 
Ruekert, 1999; Simonin and Ruth, 1998). 
In advertising for consumer co-created 
products, the actual brand is only one 
source of the product; the co-creating 
consumers are also a source.

Thus, advertising of co-created new prod 
ucts includes two main principles:
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• the brand
• the co-creating consumers.

In an advertisement for a new co-created 
product, the viewer of the advertisement 
will look for cues that indicate informa 
tion, for example, product quality (e.g 
Dahlen et al., 2008; Kirmani and Rao, 2000). 
In this case the brand and the co-creating 
consumers act as cues. Brands generally 
signal information about what to expect 
of the product because if the quality is not 
as high as promised, the brand will suffer 
due to lack of repurchases and lowered 
consumer-based brand equity (Erdem and 
Swait, 1998; Rao et al, 1999). If the viewer 
has no prior knowledge of the brand 
and does not know what to expect of the 
brand's product, the viewer will be left to 
infer information about the product based 
on what he or she thinks of the co-creating 
consumers' ability to co-create the product.

Thus, both the brand and the co-creating 
consumers signal information, similarly to 
the way in which two brands in a brand 
alliance do in an advertisement featur 
ing both brands. In a study about luxury 
products, consum er co-creation was 
unsuccessful in terms of the negative reac 
tion it received from the nonparticipating 
consumers (Fuchs et al., 2013). Reason: 
N onparticipating consumers perceived 
the products to be of lower quality if the 
products had been co-created than if a 
luxury brand had created them. The nega 
tive results, however, were reversed if the 
co-creating consumers were portrayed as 
artists or linked to celebrity status.

The current study aimed to explain why 
this is: The co-creating consumers signal 
information just as a brand does, and an 
advertisem ent for co-created products 
produces results just as an advertisement 
for a brand alliance product would. The 
extant literature on brand alliance {e.g., 
Simonin and Ruth, 1998), therefore, may 
serve as a useful tool for investigating the

advertising effects of consumer co-creation 
in new-product development.

The current tw o-part investigation 
assessed consumer reactions to adver 
tisements featuring complex (Study 1) 
and noncomplex (Study 2) co-created 
products:

• Study 1 compared reactions in the con 
text of complex unfamiliar brands ver 
sus complex familiar brands. Extant 
research has indicated that unfamiliar 
brands would suffer from advertising 
such products (Schreier et al., 2012). 
Study 1, however, expected that the 
familiar brand would override the nega 
tive impact of the product complexity, in 
line with research on product familiarity 
{e.g., Hoeffler and Keller, 2003).

• Study 2 was designed as Study 1 but 
with noncomplex products. The current 
researcher expected that the advertised 
consumer co-creation would produce 
positive results for both familiar and 
unfam iliar b rands com pared w ith 
advertisement of internally developed 
(non co-created) products.

Both Study 1 and Study 2 considered lit 
erature on consumer participation in new- 
product development, signaling theory, 
brand alliance, and brand familiarity.

Consumer Co-Creation 

In New-Product Development

Consumer co-creation is a collaborative 
new-product development activity in which 
consumers actively contribute an d /o r 
select the content of a new product offering 
(O'Hern and Rindfleisch, 2009). Consumer 
co-creation can be done at the front end of 
new-product development through "idea 
tion" or development of new products. It 
can also be done at the commercialization 
and launch of a product when marketers 
allow consumers to be part of the selection 
process of a new product offering (Fuchs

and Schreier, 2011; Hoyer, Chandy, Dorotic, 
Krafft, and Singh, 2010).

In the current research, the concepts of 
"ideation" and "selection" were combined 
(known as "full empowerment"; e.g., Fuchs 
and Schreier, 2011) to test if consumer co 
creation hinders or helps the brand and the 
product when advertised.

Many new products fail shortly after 
launch {e.g., Ogawa and Piller, 2006). As a 
result, interest in consumer co-creation in 
new-product development has risen from 
the questioning of both traditional models 
of product development {e.g., von Hippel, 
2005) and conventional market research 
{e.g., Ogawa and Piller, 2006).

Consumer co-creation can be used as 
a way of minimizing the risks associated 
with new-product development. Thread 
less, a Chicago-based online retailer, 
invites a community of customers to 
develop and select which tee shirts should 
be produced and offered on the market. 
By only producing the designs that have 
attracted enough votes from the custom 
ers, Threadless has minimized not only the 
risk of product flops but also the need for 
conventional market research and an inter 
nal new-product development department 
(Ogawa and Piller, 2006).

Consumer co-creation in new-product 
development can generate certain positive 
results. Specifically, scholars have demon 
strated how successful cases of consumer 
involvem ent in new -product develop 
ment can outperform in-house developers 
(Nishikawa et al., 2013; Poetz and Schreier, 
2012; von Hippel, 2005).

A few studies to date have investigated 
how nonparticipating consumers react to 
firms communicating that they have co 
created new products with consumers. The 
results were mixed:

• Co-creating firms are perceived as 
more innovative, and they attract more 
favorable attitudes and higher purchase
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intentions (Fuchs and Schreier, 2011; 
Schreier et al, 2012).

• There weren't, however, any increases in 
attitudes toward the co-created products 
used in the experiments (tee shirts, bicy 
cles, and furniture; Fuchs and Schreier, 
2011).

• Further, the results were not found to 
hold for co-created products perceived 
as complex by the users (Schreier et al., 
2012).

Thus, the positive results found in 
research focusing on the participating 
brands and consumers cannot be assumed 
to automatically stretch to the brand's 
broader market constituting of the non 
participating consumers (e.g., Fuchs and 
Schreier, 2011).

HYPOTHESES DEVELOPMENT 

The Brand-Alliance Fram ework

The current paper is grounded in the lit 
erature that demonstrates how consumers 
process brand alliances, and in particu 
lar, how the signaling of a brand alliance 
in advertising is processed by consumers 
(e.g., Simonin and Ruth, 1998; Washburn,
Till, and Priluck, 2004). When the nonpar 
ticipating consumer processes advertising 
of a co-created product, it is likely that he/ 
she is doing so in the same way he/she 
processes advertising for a brand-alliance 
product: The co-created brand and the 
mentioning of the co-creating consumers 
are, in fact, two "brands."

What co-creation signals to the con 
sumer depends on brand familiarity.
A familiar and reputable "brand ally" 
improves consumers' evaluation of an 
unknown brand as compared to the unfa 
miliar brand without the ally (Rao and 
Ruekert, 1994; Rao et al., 1999; Simonin 
and Ruth, 1998). This means that con 
sum er co-creation in new -product
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development should be evaluated posi 
tively by its association with a familiar 
brand, such as Nike or Dell. As a famil 
iar brand carries more weight in the co 
creation "alliance," the brand—not the 
aspect of co-creation—will be the strong 
est influence on product evaluations.

In the event, however, that the brand is 
unfamiliar, consumer co-creation would be 
evaluated on its own merits. An unfamiliar 
brand does not, in itself, signal anything in 
terms of product quality, as the consumer 
has no prior experience or associations to 
that unfamiliar brand. Consumers gener 
ally hold assumptions of other consumers, 
however, and these assumptions would be 
stronger than that of the unfamiliar brand 
(e.g., Escalas and Bettman, 2005).

Thus, in an advertisement featuring 
a co-created product by an unfamiliar 
brand, the co-creating consumers will be 
perceived as the strongest "brand" in that 
co-creation "alliance." How the nonpartici 
pating consumers view the product, there 
fore, will be affected more by how they 
view the co-creating consumers and their 
ability, than the unfamiliar brand.

Consumer co-creation should, therefore, 
affect an unfamiliar brand and its product 
in the same way, as does the perceived 
ability of a manufacturer (i.e., corporate 
ability; Brown and Dacin, 1997). That is, if 
the co-creating consumers are perceived to 
be competent in co-creating the product, 
this should have a positive effect on how 
the nonparticipating consumers view the 
new product.

Thus, consumer co-creation should have 
a stronger impact on unfamiliar brands:

HI: The perceived ability of the
co-creating consumers will have 
a greater impact on the nonpar 
ticipating consumers' percep 
tion of a co-created product than 
it will for an unfamiliar versus a 
familiar brand.

Perception of a brand's innovation ability 
is the consumers' belief that the brand is 
able to generate more innovative products 
(Giirhan-Canli and Batra, 2004; Schreier 
et al., 2012). In the case of an unfamiliar 
brand, the co-created product is attributed 
back to the co-creating consumers. But the 
co-creating consumers cannot increase the 
brand's innovation ability through spillover 
effects (Simonin and Ruth, 1998) because 
complex products are perceived to be out of 
scope for consumers without special educa 
tion or training (Schreier et al., 2012).

A familiar brand, by contrast, can have 
two advantages: The brand already is per 
ceived as having the ability to create new 
products, and consumer co-creation can 
further strengthen this, the current author 
proposed. As familiar brands improve con 
sumers' evaluation of unfamiliar brands 
(e.g., co-creating consumers; Simonin and 
Ruth, 1998), the co-creating consumers, in 
turn, will be able to bring something extra 
to the brand and thereby further amelio 
rate perceptions of innovativeness (cf. 
Lebar et al., 2005). Thus,

H2a: Nonparticipating consumers
perceive brands that co-create 
new products (versus brands 
that develop products internally) 
to have lower innovation ability 
when the brand is unfamiliar.

H2b: Nonparticipating consumers 
perceive brands that co-create 
new products (versus brands 
that develop products internally) 
to have higher innovation ability 
when the brand is familiar.

On the basis of the reasoning above, an 
unfamiliar brand with a complex product 
should be evaluated unfavorably when 
it co-creates. This is because no positive 
spillover effects can take place between 
the brand and the co-creating consumer
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as neither holds any associations of abil 
ity or credibility (Brown and Dacin, 1997; 
Schreier et ah, 2012).

By contrast, just as a familiar and rep 
utable "brand ally" improves consum 
ers' evaluation of an unknow n brand 
in a brand alliance (Simonin and Ruth, 
1998), so should a familiar brand improve 
consum ers' evaluation of consumer co 
creation through positive spillover effects. 
Consum ers' attitude toward the brand, 
therefore, should be higher when it co 
creates. This would be in line with findings 
that have demonstrated that a high-equity 
brand partnering with a low-equity brand 
receives higher ratings after the alliance 
than before (Washburn et ah, 2004).

H3a: Attitudes toward the brand in
the case of co-created new prod 
ucts (versus new products devel 
oped internally) are lower when 
the brand is unfamiliar.

H3b: A ttitudes toward the brand in
the case of co-created new prod 
ucts w ith consumers (versus 
new products developed inter 
nally) are higher when the brand 
is familiar.

Associations w ith the m anufacturer's 
innovation and ability can influence prod 
uct ratings such as attitudes and purchase 
intentions (Brown and Dacin, 1997; Fuchs 
and Schreier, 2011; Giirhan-Carli and Batra, 
2004). Thus, new co-created products of 
familiar brands should be rated higher in 
terms of product attitude and purchase 
intention compared with such products of 
unfamiliar brands.

H4a: New co-created (versus inter 
nally developed) products gen 
erate attitudes toward product 
that are lower for unfamiliar 
brands.

H4b: New co-created (versus internally
developed) products generate 
attitudes toward the product that 
are higher for familiar brands.

H5a: New co-created (versus inter 
nally developed) products gen 
erate purchase intentions that 
are lower for unfamiliar brands.

H5b: New co-created (versus inter 
nally developed) products gen 
erate purchase intentions that 
are higher for familiar brands.

STUDY 1: METHODOLOGY 

Survey Design and Sample

Study 1 consisted of a survey that asked 
participants questions comparing adver 
tisements for products that had been con 
sumer co-created, w ith advertisements 
for products created internally w ithout 
any input from consumers. The advertise 
ments were created with either a familiar 
or an unfamiliar brand. In other words, the 
study was conducted as a

• 2 (consumer co-creation in new product 
development versus the advertiser's 
internal new product development) times

• 2 (unfamiliar versus familiar brand)

full-factorial, between-subjects experiment.
The sample consisted of 331 participants 

(50 percent women) between 16 and 64 years 
of age (M = 41.34 years). Participants were 
recruited through an online panel man 
aged by the global Internet market research 
firm, YouGov, Sweden. This ensured that 
the sample consisted of a nationwide cross- 
section of the general Swedish population. 
All participants randomly were assigned to 
one of the treatment groups.

Stimuli

The stimuli for Study 1 consisted of mock 
advertising for Nike (running shoes) and

Dell (laptops) displaying an image of the 
product and ad copy underneath (See Fig 
ure 1). Both were included as a familiar 
brand and as a masked (thus unfamiliar) 
brand. In the unfamiliar brand conditions, 
the brands were operationalized as anony 
mous, masked by black tape.

Stimulus sampling was used in order 
to minimize the importance of a specific 
attribute. For example, the Nike adver 
tisements had either a microperforated or 
reflective material.

Perceived product complexity was veri 
fied in a pretest (n = 20) using a single-item, 
7-point scale: "not complex at all [l]/very  
complex [7]" (Schreier et al.r 2012), MNike = 
5.45 versus Mn .. = 5.30.Dell

Measures

Study 1 had six measures:

• Brand familiarity was used in the famil 
iar brand treatments and was measured 
using the question

"How familiar are you with the brand 
X," where 1 = "Not at all familiar," 
and 7 = "Very familiar"?

• Attitude toward the product was measured 
using five items on a 7-point semantic 
differential scale:
-Y- dislike/like, 

boring /  interesting,
■v̂ not appealing/appealing, 

unpleasant/pleasant, and 
inferior/superior (Fuchs and Schreier, 
2011), Cronbach's a  = 0.93.

• Attitude toward the brand was measured 
using four items on a 7-point scale: 
^Zdislike/like,

negative/ positive, 
very bad /very  good, and 

^ n o t  in te re s tin g /v e ry  in teresting  
(Fuchs and Schreier, 2011), Cronbach's 
a  = 0.98.
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T h e  w i n n e r  H a s  Mm  s e le c te d !

O u r  c u s t o m e r s  b a y s  H e ld  d e v e lo p e d  a n d  v o t e d  f o r  N ik e  H y p e rY o u  R e le a s e  a n  o u r  w e b s i t e  a n d  i n  s t a r e .

Nike HyperYou Release

T h e  p e r f e c t  r u n n in g  s l i d e s  f o r  r u n n in g  o n  a  H o t  s u m m e r  d a y .

T h e  m ic r o  p e r f o r a t e d  m a t e r ia !  r e le a s e s  h e a t  a n d  l e t s  i n  f r e s h  a i r  d u r in g  y e a r  ra n .

The w inners ho ve  be en  selected!

O u r  custom ers have b o th  de ve lo p e d  a n d  vo te d  fo r  o u r  ne w  la p to p s  on  o u r  w ebs ite  an d  in  store.

Custom er Design
lhanfes t o  you  w e  can  n o w  o f fe r  even be tte r loo k ing  lap top s.

The same ca p a c ity  on  the inside, a  l ittle  n e a te r o n  th e  outside.

Figure 1 Examples of Stimuli: Mock Advertisements, Familiar vs. Unfamiliar Brand Conditioning

• Purchase intention was measured on a 
7-point Likert scale (Cronbach's a = 0.95) 
using the question...
-v- "How interested would you be in X's 

new product?"

... followed by the items ...
"I would like to test it,"
"I would like to try it," and 
"I would like to buy it."

• Perceived innovation ability (Luo and 
Bhattacharya, 2006; Schreier et al., 2012) 
was measured using the question,
-y* "Based on the ad you just saw, 

what do you think of X's ability to 
innovate?"

Three items followed the question, all 
measured on a 7-point scale:

"not very high/very high,"
"not very strong/very strong," and 

-$■ "not excellent/excellent" (Cronbach's 
a  = 0.96).

• Co-creating consumers' perceived ability 
was measured by the question,
-y- "What do you think of the consumers 

who have been developing the new 
product you just saw in the ad?" fol 
lowed by

-v- "They can be seen as representatives 
of the firm's customers,"
"They know a lot about this type of 
product,"
"They have good knowledge of this 
type of product," and 
"They can probably be seen as experts 
on this kind of product,"

using a 7-point Likert scale with end 
points "Disagree" and "Agree"; Cron 
bach's a = 0.92.

A last question was a manipulation check 
for the participants in the unfamiliar brand 
treatments. The question was open-ended: 
"Which brand do you think is behind the 
advertisement you saw earlier?"

Hypotheses Testing and Results

The manipulation check was used to 
identify participants who had guessed 
the anonymous brand correctly. A multi 
variate analysis of variance (MANOVA) 
was run to test whether these participants 
should be filtered out for the remaining 
analysis. The manipulation-check vari 
able, "brand guessed," did not have a 
significant impact, F(5, 161) = 0.51, p = ns 
(Wilks's X = 0.98), and the interaction effect

of "Brand Guessed" x Co-creation did not 
either, F(5, 161) = 1.05, p = ns (Wilks's X = 
0.97), thereby allowing for the analysis to 
continue without the elimination of the 
participants who had guessed correctly.

Investigating Hypothesis 1—whether 
the co-creating consumers' perceived abil 
ity has a greater impact than for an unfa 
miliar versus familiar brand—was done 
by examining both the interaction effect of 
Ability x Familiarity (where familiarity = 
brand familiarity) and ability in regression 
analysis. Familiarity was not included on its 
own in the test as it would not be significant 
because the effects run in opposite direc 
tions for familiar and unfamiliar brands. 
The regression analysis indicated that the 
co-creating consumers' ability affects the 
product attitude as ability had a significant 
impact (p = 0.000, B = 0.73, SE = 0.08).

Further, Ability x Familiarity was signif 
icant (p = 0.15, B = -0.10, SE = 0.04) indicat 
ing that the effect is stronger for unfamiliar 
than familiar brands.

Thus, HI was accepted. All dependent 
variables then were tested as described 
above. Both ability and Ability x Familiar 
ity were significant for all dependent vari 
ables except perceived innovation ability 
(See Tables 1 and 2).
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In order to test Hypotheses 2-5, a 
MANOVA was run on all the dependent 
variables simultaneously. The interaction 
effect of Co-creation x Familiarity was sig 
nificant, F(4, 321) = 4.08, p  < 0.01 (Wilks's 
X = 0.95). Co-creation, however, was not 
significant, F (4, 321) = 1.71, p  = n s  (Wilks's 
X  = 0.98) because its effect was negative for 
the unfamiliar brands and positive for the 
familiar brands.

To either confirm or reject the hypotheses, 
planned contrasts were conducted with the 
following results (See Table 3):

• H5b also was accepted. Purchase inten 
tion was higher for the co-creating famil 
iar brands (Mc 
3.52, p  < 0.05).

= 4.05, M,

co-creation, which is negative for unfamil 
iar brands and positive for familiar brands.

Two predictions, however, were not 
confirmed.

Discussion

Study 1 indicated that the co-creating 
consumers' perceived ability is central to 
how the product and the brand will be 
perceived by the nonparticipating con 
sumers. Their ability has greater impact 
on unfamiliar than familiar brands (HI). 
This, in turn, has an impact on the effect of

• Innovation ability was not increased by 
co-creation. Perhaps this was because 
co-creation as depicted in the stimuli 
corresponded to consumer expectations.

• Co-creation did not make a difference on 
product attitude for the familiar brands. 
This was in line with previous research, 
in which the advertisem ent-evoked

• H2a was supported. Unfamiliar co 
creating brands were perceived to have 
lower innovation ability than if they 
developed products internally (AT,
= 3.79,Mtemal= 4.18, p <  0.05).

• H2b was rejected. The difference in per 
ceived innovation ability between the 
co-creation and internal development 
treatments was nonsignificant for the
familiar brands (Mr. :4.28, AT
= 4.31, p  = n s).

• H3a was supported. Attitudes toward 
the brand were lower for unfamiliar co 
creating brands (AT. „ = 3.78, M,
= 4.14, p  < 0.05).

• H3b also was supported. A ttitudes 
toward the brand were higher for co 
creating familiar brands (AT =u  Co-creation

4-69, = 4.32, p <  0.05).
• H4a was supported  for unfam iliar 

brands. Product attitude was lower for 
the co-creation treatm ent compared 
to the internal development treatment 
( M r  H = 3.79, M. , = 4.35, p < 0.01).Co-creation '  Internal '  r  '

• H4b was rejected. The difference for 
familiar brands on product attitude was 
nonsignificant ( M Co_crealim = 4.47, M,nlema] = 
4.30, p = n s).

•  H5a was accepted. Purchase intention 
was lower for unfamiliar brands that co 
create compared to unfamiliar brands 
with internal development (AT. . = 
3.19, MInterm]= 3.99, p < 0.001).

TABLE 1

Regression Analyses for All Dependent Variables
Variable R2 df B SE P
Perceived innovation ab ility 0 .4 3 2, 160 C onstant 1 .32 0 .2 6 0 .0 0 1 * *

Ability x Fam iliarity -0 .0 4 0 .0 4 ns

Ability 0 .76 0 .0 8 0 .0 0 1 * *

A ttitude  tow ard the  brand 0 .3 9 2, 160 Constant 1 .85 0 .2 8 0 .0 0 1 * *

Ability x Fam iliarity -0 .1 5 0 .0 5 0 .0 1 *

Ability 0 .8 4 0 .0 9 0 .0 0 1 * *

Product a ttitude 0.37 2, 160 Constant 1 .93 0 .2 6 0 .0 0 1 * *

Ability x Fam iliarity -0 .1 0 0 .0 4 0 .0 5 *

Ability 0 .73 0 .0 8 0 .0 0 1 * *

Purchase in tention 0 .3 3 2, 160 Constant 1.13 0 .3 2 0 .0 0 1 * *

Ability  x Fam iliarity -0 .1 4 0 .0 5  0 .0 1 *

Ability 0 .85 0 .10  0 .0 0 1 * *

*p < 0.05, **p < 0.001. SE = standard error; ns = not statistically significant

TABLE 2

Correlation Matrix for All Dependent and Independent Variables
1 2 3 4 5 6

1. Product 
attitude

- 0 .8 0 * * 0 .6 4 * * 0 .7 4 * * 0 .5 9 * * 0 .2 7 * *

2. Brand attitude 0 .8 0 * * - 0 .6 6 * * 0 .7 9 * * 0 .5 9 * * 0 .2 4 *

3. Purchase 
intention

0 .6 4 * * 0 .6 6 * * - 0 .6 7 * * 0 .5 5 * * 0 .2 3 *

4. Perceived 
innovation ability

0 .7 4 * * 0 .7 9 * * 0 .6 7 * * - 0 .6 6 * * 0 .3 9 * *

5. Ability 0 .5 9 * * 0 .5 9 * * 0 .5 5 * * 0 .6 6 * * — 0 .6 5 * *

6. Ability x 

familiarity
0 .2 7 * * 0 .2 4 * 0 .2 3 * 0 .3 9 * * 0 .6 5 * * -

*p < 0.05, **p <0.001
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TABLE 3

Mean Comparisons (SE) for All Dependent Variables

Variable
Consumer

Co-creation
Internal

Development t d f P
Unfamiliar brands
H2a: Perceived innovation ability 3.79 (0.17) 4.18 (0.17) -1.67 165.96 0.05*

H3a: Attitude toward the brand 3.78 (0.15) 4.14 (0.15) -1.76 166.01 0.05*

H4a: Product attitude 3.79 (0.15) 4.35 (0.14) -2.78 165.76 0.01*

H5a: Purchase intention 3.19 (0.17) 3.99 (0.19) -3 .20 165.12 0 .001**

Familiar brands
H2b: Perceived innovation ability 4.28 (0.15) 4.31 (0.15) -0.16 159.93 ns

H3b: Attitude toward the brand 4.69 (0.17) 4.32 (0.15) 1.67 158.42 0.05*

H4b: Product attitude 4.47 (0.14) 4.30 (0.15) 0.83 160.58 ns

H5b: Purchase intention 4.05 (0.19) 3.52 (0.19) 1.98 160.64 0.05*

*p < 0.05, **p < 0.001. ns = not statistically significant

effect for familiar brands resulted in 
brand interest rather than brand attitude 
(Machleit, Allen, and Madden, 1993).

The results of Study 1 gave reasons to 
believe that the brand-alliance perspec 
tive can help predict and explain adver 
tising effects of consumer co-created new 
products. So far, however, it only has been 
tested on fairly complex products. To fur 
ther test if the underlying mechanisms can 
be of general predictive value, the brand- 
alliance perspective also should hold for 
products that are not perceived to be com 
plex by the nonparticipating consumers.

STUDY 2

Study 2 was run as a replication of Study 
1 in that the perceived ability of the co 
creating consumers should influence unfa 
miliar brands more than familiar brands. 
The difference between the two analyses 
was that Study 2 focused on noncomplex 
co-created products. The results were 
expected to confirm positive findings in 
previous studies using unfamiliar brands 
and noncomplex products (Fuchs and 
Schreier, 2011; Schreier et a l,  2012).

Thus, Study 2 was expected to show 
positive effects for advertising consumer

co-created noncomplex products, and that 
the effect should be stronger for unfamiliar 
than familiar brands.

Using the brand-alliance perspective, 
unfamiliar, noncomplex product brands 
should benefit from the spillover effects 
from the co-creating consumers that were 
perceived to have the relevant competence. 
If the brand developed the product inter 
nally, it would, however, miss out on these 
effects and remain without co-creation to 
indicate quality or brand ability.

For familiar brands, the positive effects 
from co-creating with consumers, com 
pared with developing the product inter 
nally, should be at least partially offset 
by the positive effects found for brand 
extensions, the author believed. In the 
case of co-creation, evaluations should be 
affected by the positive perceptions of the 
co-creating consumers and their ability to 
co-create. Without co-creation, results still 
could be positive if the new product were 
perceived as a well-fitting brand extension 
(Aaker and Keller, 1990; Balachander and 
Ghose, 2003). The differences between the 
treatments, therefore, were not expected to 
be as large as for unfamiliar brands.

The experiment was run using the same 
measurements as in Study 1 (all Cronbach's

a  > 0.90). The same online panel also was 
used (331 participants: 52 percent women, 
mean age = 40.27 years; range 16-64 years).

The mock advertising was made to look 
as similar as possible to those used in Study 
1. The advertisements included sparkling 
water (Ramlosa), developed with weaker/ 
stronger bubbles, and a cleaning product 
(Ajax) with a new designed packaging. A 
pretest (n = 20) confirmed low perceived 
product complexity, MRam]Ssa = 2.25 versus 
MAjax = 2.30, which is significantly lower than 
the perceived complexity in Study 1 (M, ow 

complexity = 2-28, = 5.38, p < 0.001).

Results

The manipulation check revealed that 71 
participants had correctly guessed the 
brands behind the anonymous advertise 
ments. These were removed from the study 
because a MANOVA indicated that these 
participants' answers differed from those 
who could not guess the brand correctly 
("brand guessed" had a significant impact), 
F(5,160) = 2.09, p = 0.07 (Wilks's X = 0.94).

The results found for HI in Study 1 
were replicated in Study 2: The co-creating 
consum ers' perceived ability impacted 
consumer perceptions of co-created prod 
ucts more for unfamiliar than familiar 
brands. For product attitude, both ability 
(p < 0.001, B = 0.74, SE = 0.09) and Abil 
ity x Familiarity (p < 0.005, B = -0.14, SE 

= 0.05) were significant. As in Study 2, all 
dependent variables were tested similarly 
(See Tables 4 and 5). All variables except 
purchase intention were significant.

Testing for Hypotheses 2-5, a MANOVA 
was run on all dependent variables simul 
taneously. Contrary to the results found 
in Study 1, co-creation had only a margin 
ally significant impact, F(4, 255) = 2.09, 
p = 0.08 (Wilks's X = 0.99). This is in line 
with the reasoning in the outline of Study 
2 in which results were expected to show 
positive effects for all co-created products, 
and more so for unfamiliar than familiar
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brands (as compared with negative versus 
positive effects for complex products in 
Study 1). In line with this reasoning, the 
interaction effect for Co-creation x Famili 
arity was not significant, F(4, 255) = 1.67, p 

= ns (Wilks's X = 0.97).
Using planned contrasts, the same rela 

tionships as presented in H 2-H 5  were 
tested for the noncomplex products in 
Study 2. The results indicated that co 
creation produced positive results for 
unfamiliar brands in terms of (See Table 6):

• perceived innovation ability (M_ . =1 J Co-creation

3.79, M Intemsd’= 3.21, p < 0.05),

• attitude toward the brand (AT, . = 
3.90, M Intemal = 3.48, p < 0.05),

• purchase intention (AT, = 3.80,1 Lo-creation '

M In,em ai: = 3 -1 2 ' P < 0  0 5 ) ' a n d

• p roduct a ttitude  (AT, = 3.83,1 Lo-creation '

^ i n t e r n a l =  3-48, P <  0-10)- Note, however, 
that the result for product attitude was 
only slightly significant (echoing prior 
findings, Fuchs and Schreier, 2011).

For familiar brands, co-creation only mar 
ginally increased:

perceived innovation ability (Mc
4.27, AT : 3.93, A = 0.34, p < 0.10) and
product attitude (AT . = 4.34, AT1 Lo-creation '  Ir

= 4.06, A = 0.28, p <  0.10).

Attitude toward the brand and purchase 
intention did not differ significantly for the 
two treatments.

Discussion

Study 2 provided additional support for 
the brand-alliance perspective on adver 
tised consumer co-created products, and it 
supported extant research. As predicted, the 
effect of advertising noncomplex co-created 
products was found to be more positive for 
unfamiliar than for familiar brands, because 
of the positive impact of the co-creating 
consumers' perceived ability.

CONCLUSION

The current research shows that a brand- 
alliance perspective on advertised con 
sumer co-created new products can be 
useful in predicting and explaining the 
outcomes of such marketing communica 
tions aimed at a firm's nonparticipating 
consumers.

Just as in a brand alliance, both the co 
creating consumers and the brand signal 
information. This information shapes non 
participating consumers' perceptions of 
the actual brand and product.

Information about the co-creating con 
sum er's ability to create that product— 
as well as the product's complexity and

familiarity—will further enhance the non 
participating consumer's perceptions. This 
two-part investigation demonstrated the 
following:

• For unfamiliar brands, the product is 
attributed back to the co-creating con 
sumers, and their perceived ability feeds 
the spillover effects.

• For complex products, the perceived 
lack of ability has negative effects, 
whereas the opposite occurs in the case 
of noncomplex products.

• For familiar brands, the product, instead, 
is attributed back to the brand, and 
the co-creating consumers are adding

TABLE 4

R egression A nalyses fo r All D e p e n d e n t V ariab les
Variable R2 df B SE P
Perceived innovation ability 0.36 2, 129 Constant 1.92 0.29 0 .0 0 1 * *

Ability x Familiarity -0.13 0.05 0.05*

Ability 0.75 0.09 0 .001**
Attitude toward the brand 0.33 2, 129 Constant 2.34 0.28 0 .001**

Ability x Familiarity -0.14 0.05 0.005*

Ability 0.71 0.09 0 .001**
Product attitude 0.39 2, 129 Constant 2.08 0.26 0 .001**

Ability x Familiarity -0.14 0.05 0.005*

Ability 0.74 0.09 0 .0 0 1 ***
Purchase intention 0.40 2, 129 Constant 0.86 0.36 0.05*

Ability x Familiarity -0 .04 0.06 ns

Ability 0.88 0.12 0 .001**

*p < 0.05, **p < 0.001. SE = standard error; ns = not statistically significant

TABLE 5

Correlation M atrix  for All D e p e n d e n t and  In d ep en d en t Variab les
1 2 3 4 5 6

1. Product attitude - 0 .74** 0 .67 ** 0 .67 ** 0 .59 ** 0.26*
2. Brand attitude 0.74** - 0 .68 ** 0 .69 ** 0 .54 ** 0.22*
3. Purchase intention 0 .67 ** 0 .68 ** - 0 .63 ** 0 .63 ** 0 .40 **
4. Perceived 

innovation ability
0 .67 ** 0 .69 ** 0 .63 ** - 0 .58 ** 0.27*

5. Ability 0 .59 ** 0 .54 ** 0 .63 ** 0 .58 ** — 0 .6 9 **
6. Ability x Familiarity 0.26* 0.22* 0 .40 ** 0.27* 0 .69 ** -

*p < 0.05, ”*p < 0.001
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something extra to the brand. This cre 
ates positive effects for both complex 
and, to a lesser extent, noncomplex 
products.

The results in this investigation demon 
strate the limitations of a previously found 
boundary condition to the marketing of 
co-created complex products (Schreier 
et al., 2012). The previous research found 
that positive results were absent for co 
created products perceived as complex by 
the users. These products were of unfamil 
iar brands and, as such, nonparticipating 
consumers were left to infer about product 
quality based on their perceptions of the 
co-creating consumers.

The current article, however, demon 
strates that this is not the case if the brand 
is familiar. The author believes that the 
nonparticipating consumers assume that a 
familiar brand will ensure that all its prod 
ucts, including co-creating products, will 
live up to the same standard as can usually 
be expected from the brand.

Theoretical Implications

This study illustrates the promising 
usage of a brand-alliance perspective to 
analyze areas other than actual brand

TABLE 6

alliances, such as product co-creation. Fur 
ther research, however, is needed to map 
out what effects can be expected using 
different types of co-creation on attrib 
utes of varying degrees of importance to 
consumers.

In the current study, for example, 
advertisements of a Nike shoe with either 
microperforated or reflective material 
were included. Potentially the results 
could be altered if the attribute high 
lighted in the advertisement was either of 
presumable high importance to the con 
sumers (such as an innovation relating to 
the sole) or of low importance (such as the 
color of the sole).

The analysis further could be strength 
ened by including questions on product 
use. Also, as campaigns tend to use a mul 
titude of channels, research could explore 
whether the current results hold for other 
forms of communication, such as social 
media and word of mouth.

Managerial Implications

The current author believes that marketing 
and advertising professionals will benefit 
from understanding what effects can be 
expected from advertising co-created new 
products:

• Unfamiliar brands of complex products 
first should establish their competence 
and gain the consumers' trust, before 
inviting consumers to collaborate.

• Unfamiliar brands of noncomplex prod 
ucts, however, gain from a co-creation 
strategy.

• Familiar brands gain from communi 
cating consumer co-creation and more 
so for complex than noncomplex prod 
ucts.
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