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Abstract 

Background 

Brand managers often use brand extension as a “lower” risk alternative when introducing new 

products. A lot of research has been conducted about brand extensions but mostly focusing on 

fast moving consumer goods, therefore ignoring the impact that this strategy carries on 

experience goods and more precisely, the video game industry. Video games have turned from 

a niche product to a global billion dollar market in which brand extensions are a common 

marketing strategy. There are several examples of both successful and failed brand extensions 

in the video game industry.  

Purpose 

The purpose of this thesis is to identify brand extension success factors in the videogame 

industry  and how important these factors are for the consumers, a model will be created to 

test the obtained results; further on the authors will look at different segment of gamers and 

how the importance of the identified factors differ among them. 

Method 

In order to analyze the level of importance that video game users give to the brand extension 

success factors, an online questionnaire was created with Likert Scale questions to measure 

each factor. Descriptive statistics, linear regression analysis, Kruskal-Wallis and Mann-Whitney 

U test were utilized to analyze the results of the questionnaire and to identify differences 

between the responses of different type of video game users. A second identical questionnaire 

was distributed only to Tomb Raider users in order to create a model which gave each factor a 

score depending on the results of the questionnaire and weighted their positive or negative 

influence into the likelihood of success of each of the Tomb Raider games; the purpose of the 

model is to predict if each game could be considered a success or not and then compare the 

prediction with the real outcome of each game in the Tomb Raider series. 

Conclusion 

The most important factors for the success of a brand extension in the video game industry are 

the factors game-play, the brand extension quality as perceived by the users and the factor 

storyline. On a lower level of importance, the gamers classified the parent brand quality by 

users and the factors audio, graphics, developer and genre. The lowest category of importance 

includes the quality as perceived by the critics of the parent brand and the brand extension, 

the parent brand awareness and the factor multiplayer mode. Finally the survey showed that 

the cultural familiarity, the factors publisher and rating, and the marketing campaign for the 

brand extension are not important for the gamers. A second survey was conducted exclusively 

with Tomb Raider users in order to create the model and the results for this second survey 

were the same as the one targeted to general gamers, which allows the possibility to 

generalize the results of the model. The findings of this thesis can help members of the video 

game industry to better allocate resources towards the factors that most influence the brand 

extension success. 
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1 Introduction 

This chapter will provide information on the background of both video games and 

brand extensions, the identified problem is discussed and the purpose of this thesis is 

presented along with the limitations that the researchers may encounter. 

 

Brand extensions are a common strategy for many companies, whereby “a current 

brand name is used to enter a completely different product class” (Aaker and Keller, 

1990, p. 27). Brand extensions benefit from brand name recognition and image to step 

into new markets, by taking advantage of the company’s brand equity. Brand 

extension is a basic strategy for growth. Keller (2008, p. 37) defines brand equity as 

“the marketing effects uniquely attributable to a brand”. The brand equity allows 

companies to increase consumers’ perceptions, with the use of the parent brand 

name. Furthermore successful brand extensions benefit organizations by increasing 

their brand equity. For the last thirty years, the popularity of this strategy has been 

increasing as the risk of entering new markets is very high (Tauber, 1981). The practical 

favor for this strategy and its advantages, created the interest in academic literature 

during the past 20 years, where several studies have analyzed the impact of success 

factors on consumers’ evaluations of brand extensions (e.g. Aaker and Keller, 1990). 

Brand extensions were firstly studied in a product context in the early 1990s (e.g. 

Aaker and Keller, 1990; Sunde and Brodie, 1993; Bottomley and Doyle, 1996). However 

the brand extension research has been conducted mostly focusing on fast moving 

consumer goods. Video games fall under a different product category as video games 

are experience goods (Andersson & Andersson, 2006). Experience goods have special 

characteristics that separate them from regular consumer goods. The distinctions will 

be explained further on. 

Over the past two decades the video games industry has grown from a small industry 

selling to a few niche customers to a fully developed branch of the entertainment 

industry. According to PricewaterhouseCoopers (PwC), the global video game market 

was worth around $56 billion in 2010. PwC predicts that video games will be the 

fastest growing form of media over the next few years, with sales rising to $82 billion 

by 2015 (Bacon, 2011). 

The growth of the industry has coincided with a growth in production cost. The 

increasing computer processing power and heightened consumer expectations 

increased the average price of game production slowly from $1-4 million in 2000 to 

over $5 million in 2006 and now to $18-28 million per game (Crossley, 2010). 

Depending on the company size, big failures can lead as far as bankruptcy. Facing these 

high production costs, producers prefer to lower the risk of project failure by utilizing a 

brand extension strategy. Brand extensions and franchise lower the risk for producers 

and generate the resources for new ideas (Hudson, 2011). 

The researchers consider brands in the video game industry as game titles (e.g. Star 

Craft, Warcraft, Call of Duty), their sequels (Star Craft II, Warcraft II) and franchisees 

(Call of Duty: Modern Warfare) are considered as brand extensions. 
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While some authors have argued (Tauber, 1981) that brand extensions increase the 

likelihood for success, there are several effecting factors that should be taken into 

account. Video game producers need to stay cautious and be aware of the fact that 

brand extensions are not necessarily a synonym for success. Poor choices of brand 

extensions can be fatal to a brand by damaging its brand equity or degrading its brand 

image. Furthermore producers need to realize that the negative effects generated by 

brand extensions are only noticeable in the long run. The history of video games 

provides a lot of famous and less famous failed brand extension, examples by the 

Tomb Raider video game series will be provided further on. 

Besides the danger of a failed video game brand extension, the voices of the consumer 

comes loud and clear from game related forums and comment threads across the 

internet, asking for more original franchises. In their eyes developers are getting too 

comfortable by focusing on brand extensions instead of searching for new innovative 

games. 

However in November 2010 “Call of Duty: Black Ops” was released. Fans in many 

countries queued around the block to get their hands on a coveted early copy. The 

publishers, Activision, reached worldwide sales of $650 million in the first five days, 

which made it the most successful launch of an entertainment product ever, a month 

later the total sales reached over $1 billion (Bacon, 2011). The consumers kept buying, 

beside the fact that “Call of Duty: Black Ops” was already the seventh brand extension 

since the original release of “Call of Duty” in October 2003.  

 

1.1 Problem definition 

This thesis is going to be made in order to identify brand extension success factors 

relevant to the video game industry and further on test the relevance of the factors 

with a model created by the researchers. Additionally the researchers will investigate 

the possibility of differences between the importance that different segments of 

gamers place towards the identified factors. 

Although a lot of studies have already been conducted for fast moving consumer 

goods and in some cases for the movie industry, this paper will be used to fill the gap 

that exist between the existing literature and the video game industry. The literature 

on brand extensions has shown that a considerable amount of factors influence the 

evaluation of brand extensions. The authors will identify the significant factors for the 

video game industry by conducting a literature review. In order to support the 

relevance of the identified factors for video game users, the authors will conduct a 

survey that allows them to identify the level of importance that consumers give to the 

factors. The authors expect to find out how consumers rate the importance of the 

identified factors, relevant for the video game industry and compare their findings 

with a created model for the Tomb Raider video game series. The findings can be used 

to understand the requirements of consumers in the marketplace. 

On the previous literature, 3 factor categories have been identified as the most 

important for the success of a brand extension: parent brand characteristics as 
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identified by Aaker & Keller (1990), the fit or relationship between the parent brand 

and the brand extension as identified by Völckner & Sattler (2006) and the 

characteristics of the brand extension (Hennig-Thurau, Houston & Heitjans, 2009). 

After carefully analyzing the literature, 16 individual factors specific to the video game 

industry were taken into account among the 3 different categories. The following 

paragraph formulates a few delimitations to confirm the focus of this research. 

The identified factors are tested on how the consumer perceived them. This can vary 

from consumer to consumer. For reliable and valid data the respondents are asked 

objective and neutral questions without focusing on specific brands or brand 

extensions. Also potential negative effects like brand dilution or consumer confusion 

due to the extension strategy won’t be considered in this research. Finally, external 

forces that act in the market place in general, such as competition and current 

economic circumstances, will not be included. 

The intended audience for this thesis is academics in general, marketing researchers 

and professionals in the video game industry.  
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2 Frame of Reference 

The frame of reference will start with presenting the structure of the video game 

industry and theory about brand extensions. Further, this chapter will present how 

brand extensions fit in the video game industry and it will explain the previous studies 

that were used to identify and create the factors for this study. Finally, said factors are 

presented.   

 

2.1 Video game industry structure 

The video games industry was born during the early 1960s and has rapidly and almost 

continuously, grown in size and scope ever since (Johns, 2005). In 1961 the first 

interactive computer game Spacewar was programmed by the Massachusetts Institute 

of Technology (MIT) student Steve Russell. Spacewar performed a diagnostic function 

and was used to demonstrate the ability and accessibility of computers. By the 1970s 

games had become established as legitimate computer programs (Haddon, 1999). 

The video games industry developed from small firms, maybe even individuals 

programming software, producing for a highly niche market, to an industry ruled by 

multinational companies, connected in a complex structure with several actors (Johns, 

2005). A model of the interactions between the actors of the video game software 

production network can be found in appendix 1. The three main actors of the industry 

are the console manufacturers, the developers and the publishers (Johns, 2005). 

The console manufacturers create and produce the technology which runs the video 

games. The three main console manufacturers in the home video game industry are 

Microsoft, Nintendo and Sony. The developers are creating the video games. The 

developers are financed by publishers, either from console manufacturers’ in-house 

publishers or from independent publishers. In exchange for covering the developing 

cost, the publisher usually retains the intellectual property rights to the game, and also 

has the decision-making powers over the game. The publisher ensures a fixed fee or a 

fixed percentage of sales revenue to the developer. The risk of project failure is carried 

by the publishers. The console manufacturers realized early in the history of the game 

industry that the sale of software is more profitable than the sale of consoles 

(hardware), leading to today’s situation where games are also created by the console 

manufacturers. This way they are controlling the quality, monitoring the industry and, 

receive a percentage of all revenue from games sold for their particular console (Johns, 

2005). 

Empirical evidence suggests that the console manufacturer is able to capture 20% of 

the total retail value of a game; developer and publisher, 40% (combined); distributor, 

10% and retailer, 30%. These figures are estimates, based on average distribution of 

value across the production network. The figures may vary between games based on 

negotiations between the actors (Johns, 2005). 
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2.2 Brand extension theory 

The concept of brand extension is around thirty years old and was firstly referred to as 

brand franchise extension by Tauber (1981). A brand extension occurs when a firm 

uses an established brand name to introduce a new product (Keller, 2008). There are 2 

kinds in which brand extension can fall into: 

1. Line extension which is characterized by the use of an established brand for a 

new offering in the same product class or category (e.g. Budweiser Lite), which 

differs from the parent brand in relatively minor ways, such as flavors, sizes, 

and compositions (Reddy, Holak & Bhat, 1994). 

2. Category extension in which a brand is used for a new product in a different 

category than the one of the utilized brand (Keller, 2008). 

 

2.3 Advantages and disadvantages of brand extension 

Brand extensions bring two main advantages, the first one is to facilitate new products 

acceptance (Keller, 2008). Consumers make assumptions about a brand extension 

based on the parent brand; a brand extension can improve a brands image by 

remaining true to these assumptions (Kim & Sullivan, 1998). Risk perceived by 

consumers is reduced when buying a brand extension of a brand which they already 

associate with quality (Andrews, 1995). When introducing a brand extension, the 

marketing campaign does not have to create awareness of both the brand and the 

product, since the brand is already known by the customers; the promotional 

expenditures can be dedicated only to the promotion of the product, and so, reducing 

expenses (Aaker & Carmon, 1992). A brand extension also avoids the costs of 

developing a new brand (Keller, 2008). 

The second main advantage of brand extensions is that they provide feedback benefits 

to the parent brand and company. A brand extension helps to clarify the brand’s 

meaning by defining the market in which it competes, in the case of video game 

sequels it can be used to define the game’s genre. Brand extensions can also help to 

improve the brands image, to attract new customers into the brand franchise, 

therefore increasing market coverage, or simply by revitalizing the brand (Keller, 

2008). 

Brand extensions can also bring some disadvantages; in the worst case scenario, a 

brand extension not only fails but also hurts the parent brand image. In some cases it 

might succeed but hurt the parent brand image such as the case of the Tomb Raider 

series, which is a series of nine action-adventure video games, set in the modern day. 

A detailed analysis of the Tomb Raider series will be conducted further on in this 

research. Brand extensions can also create associations that are not consistent with 

the parent brands image, they can also dilute brands meaning and they can be the 

reason that a company misses the chance to develop a new and potentially successful 

brand (Keller, 2008). 
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2.4 Brand extensions for video games 

The aforementioned brand extension definitions are referring to fast moving consumer 

goods. However also video game publishers use brand extensions, new video games 

created as a brand extension of an existing video game brand. For the purpose of this 

thesis the authors identify three common forms of brand extensions for video games. 

1. A sequel which is defined by the Merriam-Webster dictionary as the next 

installment (as of a speech or story); especially: a literary, cinematic, or 

televised work continuing the course of a story begun in a preceding one; such 

as “Halo 2” being a sequel of “Halo” which is a highly successful first person 

shooter game. 

2. A spin-off is defined as something that is imitative or derivative of an earlier 

work, product, or establishment; especially: a television show starring a 

character popular in a secondary role of an earlier show (Merriam-Webster 

dictionary); such as “World of Warcraft” being a role play type of game spin-off 

of the strategy game “Warcraft”, which also has its own sequels “Warcraft II” 

and “Warcraft III”. 

3. A reboot in media (including video games) dealing with serial fiction, means to 

discard much or even all previous continuity in the series and start anew with 

fresh ideas; like the new Tomb Raider, an adventure game with 9 brand 

extensions to this date, which is set to be released in 2012 and restarts the 

series completely disregarding all previous sequels (Willits, 2009). 

A video game sequel and a reboot can be seen as line extensions and a spin-off can be 

identified as category extension, considering a change of game genre (e.g. from a 

Strategy game to a Role-playing Game). 

Today, the video game market is flooded with sequels and franchises. Figure 1 shows 

the top 20 sold video games of 2010 in the US, 18 out of the 20 are either sequels or 

spin-offs. In fact, half of the global top 10 best-selling list is made up of sequels. In the 

European list, it is six out of ten (Hudson, 2011). 

 

Figure 1 - Top 20 video games of 2010 (US Market) 
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2.5 Example of video game brand extensions 

The following paragraphs will provide an example of video game sequels by using one 

video game series. The examples are provided in order to show that even so it seems 

that video game brand extensions are a guaranteed success; there are instances when 

even successful video game franchises fail to develop a prosperous brand extension. 

The authors define success by sales figures.  

2.5.1 Tomb Raider Series 

Tomb Raider is an action-adventure video game developed by Core Design and 

published by Eidos Interactive, centering on the adventures of the fictional English 

archaeologist Lara Croft. Lara Croft became a major icon of the virtual gaming industry. 

The Tomb Raider series is with over 30 million units sold, one of the best-selling video 

games franchises of all time (Martin, 2007). The following figure provides an overview 

of the Tomb Raider series releases. 

 

Figure 2 – History timeline of Tomb Raider games 

 

2.5.1.1 1996–2003: Tomb Raider, II, III, The Last Revelation, Chronicles, and 
The Angel of Darkness 

The original game, titled “Tomb Raider”, made its debut on the Sega Saturn, 

PlayStation, and PC. It was one of the titles responsible for the PlayStation's success in 

the mid-1990s. The games presented a 3D world with a series of tombs, and other 

locations, through which the player must guide the main character, Lara Croft. On the 

way, Lara Croft must kill dangerous creatures or other humans, while collecting objects 

and solving puzzles to gain access to an ultimate prize, usually a powerful artifact. The 

storyline is usually driven by the quest for a powerful artifact, with the main character 

in a race against a threatening shadow league who wants to obtain the relic for their 

evil purposes. Tomb Raider's game-play had a heavy focus on timed jumping combined 

with combat; beyond that each sequel introduced new weapons and moves. 

The early Tomb Raider games were developed by Core Design, and a sequel was 

released annually. Therefore, the pressure grew so much on the developer that they 

decided to kill Lara Croft at the end of the fourth game. However, a fifth game was 

released, which consisted of a series of flashbacks with Lara Croft's funeral serving as 
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framing story for the various tales. The sixth installment “Tomb Raider: The Angel of 

Darkness” revived the main character. The game featured a darker more city-based 

setting and also introduced a new playable character for a short time in the game. The 

game was a failure, so the publisher changed the developer. 

2.5.2 2006–2008: Studio change, Legend, Anniversary, and Underworld 

The new developer was Crystal Dynamics, which re-launched the series with “Tomb 

Raider: Legend” which brought the Lara Croft back to its tomb raiding roots. It was the 

first time since the original Tomb Raider that Lara Croft's original creator, Toby Gard 

returned to work on a sequel. The game heavily expanded on the main character’s 

background, detailing on the loss of her mother in her early childhood and how she 

followed her father's footsteps to find her. 

The success of “Tomb Raider: Legend”, followed a remake of the original game, which 

was released almost a year later, called “Tomb Raider: Anniversary”. The game 

expanded on some of the plot lines, furthermore it set the stage for the follow-up 

“Tomb Raider: Underworld”, which was released in late 2008. Underworld featured 

the conclusion of the loose trilogy that forms Legend, Anniversary, and Underworld. 

2.5.3 2010–present: Lara Croft spin-off series, and 2012 reboot 

In 2010 Crystal Dynamics created a spin-off “Lara Croft and the Guardian of Light” an 

only downloadable game. The game featured co-op game play, shifting from the 

traditional solo exploration. Lara Croft was fighting alongside with a partner. The game 

was separated from the Tomb Raider series.  

In the fourth quarter of 2012 Crystal Dynamics will release “Tomb Raider (2012)”. The 

game is supposed to be a Tomb Raider like never seen before – a fresh, innovative, and 

breath-taking return of the main character. It is already one of the most anticipated 

games of 2012 (Wainwright, 2011). 

 

2.6 Previous studies 

Several different studies have been conducted in order to measure how consumers 

evaluate brand extensions. Aaker and Keller (1990) were the first ones to investigate 

this phenomenon in their ground-breaking research entitled: “Consumer Evaluation of 

Brand Extensions” and most of the literature available on the subject is based on their 

work. They detected three factors on which consumers evaluate a brand extension; 

such factors were summarized by Bottomley & Holden (2001) as: 

1. The extent into which the skills/assets associated with making the original 

product can be transferred into making the brand extension. 

2. The interaction between the quality of the parent brand with the fit that exists 

between the original and extension product categories. 

3. The perceived difficulty of designing and making the extension product 

category (Bottomley & Holden 2001). 
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Despite the wide acceptance of Aaker and Keller’s (A&K) study results, a series of 

replications for A&K study have been conducted in order to prove their results, such 

studies while mainly supporting A&K results, have also provided some different results. 

Further researches have been conducted to identify and test additional factors than 

those tested by A&K. 

The following paragraphs will provide an overview of past research in the field of 

brand extensions conducted after Aaker and Keller’s results were published. 

Based on several previous studies, including Aker and Keller among others, Völckner & 

Sattler 2006, detected 15 factors for brand extension success which have been shown 

to be significantly relevant in at least one of those studies and out of those 15 factors, 

5 of them were excluded because they had minor influence on brand extension 

success. Their study was conducted in order to test the level of significance that the 10 

remaining factor had for brand extension success on the German fast moving 

consumer goods market; those 10 factors are: 

1. Quality (strength) of the parent brand 

2. History of previous brand extensions 

3. Parent brand conviction 

4. Parent brand experience 

5. Marketing support 

6. Retailer acceptance 

7. Fit between parent brand and product extension 

8. Linkage of the utility of the parent brand to product attributes of the original 

product category 

9. Perceived risk 

10. Consumer innovativeness 

Sunde and Brodie (1993) replicated A&K study in New Zealand. The study tested four 

hypotheses using consumer reactions to hypothetical brand extensions from six well-

known New Zealand parent brands. The parent brands represented convenience goods 

and fast moving consumer goods in similar product categories as the original A&K 

study. Only one parent brand was a common brand in both studies (McDonald Meals). 

Sunde and Brodie’s study overall supported A&K’s original hypotheses, except the 

hypotheses about the difficulty of producing the brand extension, no relationship was 

found. They concluded that consumer reception of a proposed brand extension will 

likely be higher if: 

1. The perceived quality of the parent brand is high. 

2. There is a perceived fit between the two product categories, especially in terms 

of the transferability of skills and the complementarities of the two products. 

3. The extension is in a product category which is perceived as difficult to make 

(Sunde and Brodie, 1993). 
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Bottomley and Doyle (1996) tested A&K’s model in the United Kingdom using 5 out of 

6 original parent brand examples from A&K. Bottomley and Doyle replication provides 

strong evidence for the majority of A&K's original hypotheses, only the degree of 

difficulty in designing and manufacturing the extension product class isn’t supported, 

similar to the Sunde and Brodie replication. 

A research article by Bottomley and Holden (2001) investigated the empirical 

generalizability of Aaker and Keller's model of how consumers evaluate brand 

extensions, based on a secondary analysis of eight studies. This research includes the 

original study as well as the two previous mentioned studies. 

The authors find support for A&K’s findings but they also find evidence that the results 

vary by brand and culture. Bottomley and Holden support the hypothesis that the 

quality of the parent brand is a significant and important predictor of how consumers 

evaluate extensions. Considering the main effects of fit, transferability and 

complementarity appear to be relatively more important predictors than 

substitutability. Furthermore the evaluation of brand extensions depends on the 

transfer of skills and assets associated with making the original product, into making 

the brand extension, although this transferability has a lesser effect on the evaluation. 

Cultural differences do not change the fact that the main effects of quality and fit on 

evaluations of brand extensions (Bottomley and Holden, 2001). 

2.6.1 Brand extension studies of experience goods 

Video games are part of what Andersson & Andersson (2006) define as experience 

goods, which have some special characteristics that separate them from the 

standardized goods and services. A basic characteristic of the experience goods is 

intangibility. Tangible goods can be perceived with the senses before a consumer 

decides to buy them; this is not the case with the experience goods. In the case of 

video games there is sometimes the possibility to have them demonstrated, however it 

is not possible to fully experience it before buying and consuming them. Because of 

their intangibility experience goods rely heavily on expectations, this expectations are 

stabilized by big entertainment firms by developing big brand names with associated 

product characteristics. Brand extensions are a way in which these expectations are 

addressed and therefore are the focus of this study. 

Although no research has been done about brand extensions and video games, there 

has been some research done about movie sequels as brand extensions (e.g. Hennig-

Thurau et al. 2009), as both movies and video games are experience goods, they share 

some unique characteristics and therefore it is important to take into account these 

studies when determining the factors that affect consumers evaluation of brand 

extensions in the video game industry. 

Hennig-Thurau T., Houston M. B. & Heitjans T (2009) made a study in order to find, 

conceptualize and measure the monetary value of brand extension success, in order to 

do so they identify some factors that are already known before the extension is 

produced or that can be modified by the brand owner. After reviewing previous 

literature, they identify 4 categories of factors that can identify brand extension 

success: parent brand characteristics; fit between parent brand and extension; 
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interaction of parent characteristics and fit; and brand extension characteristics. Even 

though Hennig-Thurau et al. findings about monetary value are not relevant to this 

study, their identified factors for brand extension success are presented along with 

their conclusions and their implications to the brand extension theory.  

Parent brand characteristics include parent brand image (PBI) of the parent movie 

which is measured by ratings from both users and critics; the parent brand awareness 

(PBA) of the parent movie which is measured by the number of theaters at the opening 

weekend; the interaction between PBI and PBA and the cultural familiarity of the 

parent movie, which only applies for experience goods and was given a value if the 

parent brand was based on a previously existing movie, a novel, comic-book or video 

game. 

The fit characteristics between parent brand and extension were based on the 

continuity of 11 factors specific to the movie industry: stars, director, writer, producer, 

distributor, genre, rating (MPAA, Motion Picture Association of America ratings which 

provide basic information about the levels of certain elements of the film such as sex, 

violence and language), poster (similarity between parent movie and sequel’s posters), 

title (recognizability of the movie as a sequel of the parent movie), budget and release 

season (difference in months of release). 

Interaction effects were measured by the interaction of PBI and PBA with each of the 

fit variables. Brand extension characteristics were measured by the budget of the 

sequel, the distribution intensity of the sequel, MPAA ratings of the sequel and star 

power of the sequel. 

The results for this study provided evidence that introducing brand extension for the 

movies has two main advantages. 

1. They generate higher average revenues 

2. They reduce project-specific risk. 

They also find out that sequels are compliments to their parent movies and induce 

abnormal DVD sales of the parent movies for as high as 1.3 million copies motivated by 

elevated brand awareness as a result of a successful sequel. 

When comparing to previous brand extension research, the results are supported by 

the Hennig-Thurau study, fit and marketing are important predictors of extension 

success as evidenced by Völckner and Sattler, however brand awareness and retailer 

acceptance had the strongest influence on predicting a sequel’s success; Hennig-

Thurau et al. believe this results are due to the fact that movies, as opposed from fast-

moving consumer goods are hedonic media products, and because of the heavy media 

attention they receive, marketing is not fully responsible of creating awareness of the 

product. 
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2.7 Video game brand extension success factors 

In the following paragraphs the authors will describe the factors which they identified 

as relevant for the success of a video game sequel. These factors are a product of both 

previous studies and of the authors own perception. The factors were divided in 3 

categories: parent-brand factors, relationship between parent brand and product 

extension (fit factors) and brand extension factors. The authors presume that each 

factor is determinant for the extension’s success. 

2.7.1 Parent brand characteristics 

Perceived quality is defined by Zeithaml (1988, p. 3) as “a global assessment of a 

consumer’s judgment about the superiority or excellence of a product”. Perceived 

quality has the highest abstraction level than any other product attribute, therefore is 

the most difficult to measure (Zeithaml, 1988). Hence, the first factor that will be 

tested in this study is quality. A Brand extension is more successful if the quality of the 

parent brand is high (Keller, 1993). Because of the nature of video games as an 

experience good, quality can be defined by the users and can also be defined by critics 

through reviews and ratings.  

Brand awareness refers to the ability that consumers have to recall a certain brand in 

their memory under different conditions (Rossiter & Percy, 1987). It is important for 

the consumers decision process that consumers think of a particular brand when they 

think about a product category. A Brand extension is more successful if the brand 

awareness of the parent brand is high (Keller, 1993). 

As an industry specific characteristic, as identified by Hennig-Thurau et al. (2009) for 

the movie industry, the authors include cultural familiarity as a characteristic which 

also applies for the video game industry as both of them are experience industries. 

Cultural familiarity refers to the fact that a video game is a remake of previous video 

games (series reboot) or if it is based on movie, novel, sport franchise, comic or any 

other culturally familiar source. A Brand extension is more successful if the cultural 

familiarity of the parent brand is high (Hennig-Thurau et. al, 2009). 

2.7.2 Relationship of parent brand and product extension or fit factors 

Fit factors refer to the interaction of the quality of the parent brand with the degree to 

which the original and extension product categories are either compliments or 

substitutes for each other (Aaker & Keller, 1990). The study by Völckner and Sattler 

(2006) identified the fit between the parent brand and an extension product as the 

most important factor of brand extension success. The fit factors describe the direct 

relationship between a parent brand and its brand extension. 

A Brand extension is more successful if its fit factors are equal or higher in relation to 

the parent brand when the factors are measurable. The relevant identified fit factors 

for the video games are:  

1. Game-play which is defined as the specific way in which players interact with a 

game. Game-play is the pattern defined through the game rules, connection 
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between player and the game, challenges and overcoming them, plot and 

player's connection with it as defined by the Oxford English Dictionary. 

2. Story-line 

3. Multi-player mode (if available) 

4. Graphics  

5.  Audio 

6. Genre 

7. Developer 

8. Publisher 

9. Ratings (Parental Guide) 

2.7.3 Brand extension characteristics 

Being an entertainment good, video game brand extensions can receive a great deal of 

media attention and are criticized as stand-alone product (Andersson, 2006), 

therefore, perceived quality for the extension as a whole is also an important factor to 

consider for the success of a brand extension in the video game industry (Hennig-

Thurau et. al, 2009). 

A brand extension is more successful if the quality of the brand extension is high. 

Because of the nature of video games as an experience good, quality can be defined by 

the users and can also be defined by critics through reviews and ratings. 

Marketing support for a brand extension is an important factor for the success of a 

brand extension. For the purpose of this study, marketing support will be studied as an 

effect of consumer perception of it. A brand extension is more successful if the 

marketing support of said brand extension is high (Klink & Smith, 2001; Völckner & 

Sattler, 2006; Reddy, Holak, and Bhat, 1994).  

 

 

Figure 3 - Brand extension success factors 
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3 Methodology 

The third chapter will start by presenting the different methods available for research 

and then present the authors’ choice as the most convenient method for this study. The 

validity and reliability of the chosen methods will be explained as well as the data 

collection and analysis process.  

 

3.1 Research approach 

Research can be distinguished as belonging to one of two models - a deductive 

approach or an inductive approach. Also possible is the combination of the two 

(Saunders et al., 2003). Distinctions between the two methods aren’t always easy to 

identify. Therefore, studies are often a mixture. For a better understanding or 

prediction of business phenomena’s, theories are based on deduction or induction 

(Sekaran, 2003).  

An elementary literature review provided the researchers with useful contributions 

and was therefore used to develop appropriate factors. The existing theory will be 

tested for a never before tested experiences product category: video games. Therefore 

a deductive approach was chosen. 

The deductive research works from the more general to the more specific, beginning 

with a theory of the topic of interest, to specific hypotheses, which leads to the test of 

factors and ultimately to conformation (or not) of the theory (Saunders et al., 2003). 

The deductive approach is a logical process of deriving a conclusion from something 

known to be true (Zikmund, 2000).  

 

3.2 Research strategy 

Overall the researcher can chose between a quantitative and a qualitative research 

method. To be able to understand the differences between the two methods one has 

to take into consideration how the data is collected and how the data is analyzed. Both 

methods obviously have advantages and disadvantages, but by comparing these, the 

authors will be able to choose the most applicable method (Saunders et al., 2003). 

Researchers refer to qualitative research as a method for exploring and understanding 

different phenomena in the field of study. It is an approach where according to 

emerging questions and procedures, data is collected from different sources of 

information (Creswell, 2009). The researchers analyze the data and interpret it, 

building up perspectives of the studied phenomena (Creswell, 2007). 

Quantitative research on the other hand is defined as a method for collecting and 

analyzing numerical data (Saunders et al., 2007). The quantitative approach relies on 

statistical analysis and measurement of variables (Stake, 2010). A quantitative method 

can be applied when a standardized approach of analyzing the results is used 

(Saunders et al., 2007). 
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The research method that is most suitable and beneficial for the purpose of the study 

should be chosen in order to get the most valuable results. There are various 

methodologies for research. The choice of methodology refers to the approach of the 

authors on which cases to study, on method of data gathering, and on the data 

analysis (Silverman, 2007). 

The main interest of the study is to describe and identify which factors are drivers for a 

brand extension success in the video game industry and compare test these findings. 

The authors have constructed a research strategy which is customized to the thesis 

purpose. The authors use quantitative research methods.  

The quantitative approach can be utilized in studies in which the goal is to identify 

critical influencers of an outcome and to corroborate theories and explanations 

(Creswell, 2003). It also allows to measure the effect of the predicting factors in 

quantitative  terms  which  is  essential  to  test  the  factors  disclosed  in  the  frame of 

reference (Blumberg et al., 2005).   

The primary data is data gathered and assembled specifically for the purpose of the 

research project (Zikmund, 2000) and based on the factors of the researchers interest 

(Sekaran, 2003). Further on, primary data collection is based on communication with a 

representative sample of individuals (Zikmund, 2000). The choice of data collection 

method depends on the facilities available, the degree of accuracy required, the 

expertise of the researcher, the time span of the study and other costs and resources 

associated and available for data gathering (Sekaran, 2003). 

For primary data collection the researchers chose a questionnaire and they created a 

model to test their findings of the primary data.  

3.2.1 Questionnaires 

In order to collect primary data, the researcher will use a self-administered 

questionnaire distributed online. The main advantages of this method are efficiency, 

economy, and rapid turnaround (Creswell, 2003).   

The questionnaire was constructed with questions of ordinal data, known as Likert 

scale in which it is possible to put alternatives in order of preference, but no 

information about the distance between the values is given (Leedy, 2001). The 

advantages of a Likert scale survey are that it is a resource for quick and efficient data 

collection and can indicate trends in the thinking of the respondents as a whole 

(McGuire, 1996). The sort of data plays an important role to determine which type of 

conclusion can be drawn and ordinal data makes it possible to specify questions into 

categories (McGuire, 1996). Each of the factors proposed by the author will be 

addressed with at least one question in order to identify the level of influence that 

each factor has over the success of a video game brand extension. 

As mentioned before, the questionnaire will be web-based which makes it efficient 

time and cost wise, and allows for the reach of geographically dispersed respondents 

without incurring any costs. Furthermore, respondents can feel anonymous, response 

rates can be monitored in real-time, and the time needed to collect the data can be 
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reduced (Blumberg et al., 2005). A self-administered web-based questionnaire can 

present some disadvantages as well. The researcher is absent and therefore does not 

have the opportunity to intervene if the respondents want to raise questions or come 

across misunderstandings, it also makes impossible for the researcher to control the 

respondents environment and potential distractions while filling out the questionnaire 

(Blumberg et al., 2005).  

3.2.1.1 Demographics questionnaire sampling 

For scientific research two sampling techniques are used: probability and non-

probability sampling (Malhotra & Bricks, 2006). Non-probability purposive sampling 

was used for this thesis as the authors required for the respondents to be part of a 

pre-defined specific group (Trochim, 2006). 

According to a report from technology advisory firm Gartner Inc., global video game 

market is worth around $74 billion in 2011 (Hinkle, 2011).  

The target population for this research is the global video game users. Target 

population is defined as objects that possess necessary information for the researcher 

by Malhotra & Bricks (2006). Due to the researchers’ time, financial and geographical 

limitations, the sample was reduced to English speaking users who participate on 

international video game internet forums, who are assumed to be video game users. 

3.2.1.2 Second questionnaire sampling 

A non-probability matched sampling technique is chosen for the survey, as the 

respondents are required to share a characteristic of interest for the researchers 

(Trochim, 2006). 

The total population for the second questionnaire is assumed to be worldwide around 

30 million Tomb Raider players, since the series sold over 30 million units. Due to the 

researchers limitation such a high amount of Tomb Raider players is unreachable. The 

researchers decided to publish their web-based questionnaire on worldwide English 

speaking Tomb Raider series forums and Tomb Raider series fan groups in Facebook, to 

reach a representing sample of the target population. 

3.2.2 Questionnaire development and distribution 

The questionnaire was developed with the web software Qualtrics which easily 

allowed the authors to create, distribute and analyze the results. 

The first section of the questionnaire states its purpose and approximate duration. It is 

also stated that the survey is completely anonymous and that all the gathered data will 

only be utilized for this thesis. 

The second section of the survey is used to collect statistical data such as age, gender, 

the type of video gamer the respondents considered themselves, their favorite video 

game genre and their favorite platform for playing video games. Such data will later be 

cross-referenced with the responses in order to find out the level of importance that 

each segment give to the analyzed factors and to find out if any considerable 

difference exist among them. 
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The demographic segmentation variables chosen to be analyzed in this thesis were 

selected in order to find out if any difference in the drivers for a brand extension 

success in the video game industry exist between the different types of consumers 

included in the “Who is playing?” section of the Essential Facts about the Computer 

and Video Game Industry 2011 Sales, Demographic and Usage Data Report published 

by the Entertainment Software Association (ESA). The report shows that even though 

the majority of players are between the ages of 18 and 49, an important part of 

players fall on other categories. Also interesting is the fact that the report indicates 

that 42 per cent of the video game players are women and therefore represent a large 

part of the video game player population. 

The genre variable was chosen also because of the really segmented market presented 

in the ESA report since no particular genre represents more than 22 per cent of the 

market. The platform variable was chosen because the report shows that 55 per cent 

of gamer play on their phones or hand held devices and only 45 per cent in consoles or 

PC’s therefore a big segmentation occurs in that field as well. 

The last variable selected to study is the fact that consumers consider themselves to be 

hard core or casual gamers. This variable is only asked from the consumers’ perception 

of themselves and is expected to be common knowledge between the gamer 

community therefore not properly defined in the questionnaire, however in order to 

have a better understanding of the term, the authors themselves define a hard-core 

gamer as someone who prefers to take significant time and practice on games, and 

tend to play more involved games that require larger amounts of time to complete or 

master; a casual gamer is defined as a player whose time or interest in playing games is 

limited, tend to play games designed for ease of gameplay and don't spend much time 

playing more involved games. 

The following section of the survey consists of Likert scale questions on a range from 1 

to 7, where 7 represents that the respondents strongly agree and 1 represents that the 

respondents strongly disagree with the proposed statements. The first part of this 

section asks the respondents to measure the degree on which certain characteristics of 

the parent brand influence their decision to buy a brand extension of a video game. In 

this part the authors are able to measure the factors quality, both from the users and 

from the critics perspective; brand awareness; and cultural familiarity of the parent 

brand.  

Following this are the statements which were used to measure the different factors of 

the parent brand and what each statement was measuring: 

When I buy a sequel for a video game I do it because: 

1. I am satisfied with the parent brand. (Parent brand quality as perceived by the 

user) 

2. Critics gave good ratings to the parent brand. (Parent brand quality as 

perceived by the critics) 

3. Overall, the parent brand is a well-known video game brand. (Parent brand 

awareness) 
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4. The parent brand immediately comes to my mind when thinking about the 

genre of the brand extension. ( Parent brand Awareness) 

5. The parent brand is a remake of previous video games (series reboot) a novel, 

sport franchise or comic. (Parent brand cultural familiarity) 

 

The second part of this section is used in order to identify the level of importance that 

the respondents give to the fit factors (relationship between parent brand and brand 

extension). The respondents are asked to measure how important it is for them that 

certain characteristics remain the same in the brand extension as they did in the 

parent brand if they are not measurable, such as the fit factors genre, developer, 

publisher and rating. Later, they are asked to measure how important it is for them 

that certain characteristics remain the same or of a better level of quality if they are 

measurable such as the factors game-play, story line, multi-player mode, graphics and 

audio.  

Following this are the statements which were used to measure the different fit factors: 

When I buy a sequel of a video game it is important for me that the following 

characteristics remain at the same level of quality or better that they were in the 

parent brand. 

1. Game-play 

2. Story line 

3. Multi-player mode 

4. Graphics 

5. Audio 

 

When I buy a sequel of a video game it is important for me that the following 

characteristics remain the same as they were in the parent brand. 

1. Genre 

2. Developer 

3. Publisher 

4. Rating (Parental advice such as Everyone, Everyone over 10, Teen and Mature) 

 

The last part of the section and of the survey is used to measure the factors concerning 

the brand extension. Quality, both from the users and from the critics, and marketing 

campaign are measured in this section by asking the respondents the level of 

importance that they give to said factors when buying a video game. 

Following this are the statements which were used to measure the different factors of 

the brand extension and what each statement was measuring: 

When I buy a sequel for a video game I do it because: 

1. I think the sequel is good (Brand extension quality as perceived by the user) 

2. Critics gave good ratings to the sequel (Brand extension quality as perceived by 

the critics) 
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3. The sequel has a good marketing campaign (Brand extension marketing 

support) 

 

The questionnaire was distributed among several video game specialized English 

speaking internet forums in order to obtain the largest amount of responses as 

possible. A full copy of the questionnaire can be seen in the annex section (See 

appendix 2) 

The forums in which the questionnaire was distributed are: 

• IGN Boards (http://www.ign.com/boards/) 

• Gamespot Forums (http://www.gamespot.com/forums/index.html) 

• GiantBomb Forums (http://www.giantbomb.com/forums/) 

• Destructoid Forums (http://forum.destructoid.com/index.php) 

• HookedGamers Forums (http://www.hookedgamers.com/forums/index.php) 

• NintendoWorldReport Forums 

(http://www.nintendoworldreport.com/forums/index.php) 

3.2.3 Second questionnaire development and distribution 

The second questionnaire was created in the same way as the demographics 

questionnaire was developed, leaving behind the segmentation and demographic 

questions. (See appendix 3) 

The questionnaire was distributed on international English speaking Tomb Raider 

specialized internet forums and Tomb Raider fan groups in Facebook. 

The forums on which the questionnaire was distributed are: 

• Eidos Forums (http://forums.eidosgames.com/index.php) 

• Katie’s Tomb Raider Forum (http://forum.katietombraider.com/index.php?) 

• The Sanitarium (http://www.kteb.net/forum/) 

• LaraCroft Forum (http://forum.tombraidergirl.net/index.php?page=Index) 

• Tomb Raider Forums (http://www.tombraiderforums.com/index.php) 

• Lara’s LevelBase (http://forum.laraslevelbase.org/wbb/index.php?page=Index) 

 

The Facebook groups where the questionnaire was distributed are: 

• Tomb Raider (Official Facebook Page) 

• Lara Croft 

• Lara Croft (Sports) 

• Tomb Raider and Lara Croft 

• Lara Croft: Tomb Raider (Games/Toys) 

• Tomb Raider Underworld 

• Tomb Raider 1 
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3.2.4 Reliability and validity 

Reliability is defined as the level to which any measurement procedure produces the 

same results on repeated tests (Miller, 2010). A reliable questionnaire can be used 

several times and would give the same results. The researcher will use two 

questionnaires with the same questions, targeting once general gamer and once Tomb 

Raider gamer who are also considered general gamer. If the two questionnaires 

provide equal or similar results the findings should be reliable. 

Validity refers to whether the questionnaire or survey measures what it intends to 

measure (Miller, 2010); therefore the questionnaires were carefully developed. 

Furthermore the questionnaires were independent and anonym. The external validity 

of the findings will be tested with the created model for the Tomb Raider video game 

series.  

3.2.5 Data analysis 

In order to analyze the collected data from the questionnaires the authors will use 

descriptive statistics. Descriptive statistics are used to quantitatively describe a main 

collection of data (Prem, 1995).  

The authors will look for the central tendency of the answers of each question 

presented in the questionnaire, central tendency will be defined by the mean (Prem, 

1995). 

Furthermore, cross-tabulation descriptive statistics will be used to see if there is a 

significant difference between the results obtained from the different segments of 

respondents based on their age, gender, the type of video gamer the respondents 

considered themselves, their favorite video game genre and their favorite platform for 

playing video games. The authors will conduct several tests to identify significant 

difference between the segments. 

Once the descriptive statistics are available the authors will be able to determine the 

extent in which each of the identified factors influence the success of a brand 

extension in the video game industry and would later be able to create a model that 

will allow them to test their findings. 

The data from the general video game users’ questionnaire will then be compared to 

the data of the Tomb Raider users’ questionnaires in order to find out if there is a 

significant difference between the results obtained from both questionnaires. If the 

data turns out to be similar, the model could then be theoretically generalized to not 

only Tomb Raider users but video game users in general. 

 

3.3 Model development 

The purpose of this model is to test the results from the analyzed questionnaires, in 

order to do so, the authors will develop a model based on the results acquired form 

the questionnaire’s data analysis which will allow them to predict the likelihood of 

success of each of the Tomb Raiders series installments measured by the number of 
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sales. An accurate prediction of the level of success of each Tomb Raider installment in 

comparison to their real number of sales would mean that the proposed model is 

accurate and therefore the results of the questionnaire’s data analysis are valid. 

The model consists on rating the positive or negative effect that each identified factor 

has on a given brand extension. The means of the factors which ranked over 6 points 

on the Likert scale are given a positive or negative effect of 3 points. The means of the 

factors which ranked from 5.01 to 6 are given a positive or negative value of 2 points. 

The means of the factors which ranked between 4.01 and 5 are given a positive or 

negative value of 1 point. The rest of the factors are considered irrelevant as they 

scored an average of 4 or less points on the Likert scale and therefore won’t be 

measured in the model. The total amount of possible points represents a 100% 

likelihood of success for the brand extension and any amount of points below the total 

represents its respective percentage. The percentage obtained from the model is then 

multiplied by the average number of sales of all the installments of a franchise 

previous to the brand extension in order to obtain the estimated number of sales that 

the brand extension should achieve, if the total percentage obtained from the model 

equals 60% or more, the game is considered to be successful, any percentage below 

60% is considered to be unsuccessful. The real number of sales of each Tomb Raider 

brand extension are expressed as a percentage of the total average sales of the 

previous installments and the same percentage rule as the model is utilized to 

determine if the brand extension was successful or not. If both the model results and 

the real results are equal, the model is considered to be valid. 

In order to collect the data that represents each factor on each of the Tomb Raider 

series’ installments the authors will consult the specialized video game website IGN 

(www.ign.com) which has collected the information necessary to rate each factor. 

IGN rating system classifies games and game characteristics in the following manner: 

10.0 – Masterpiece: The pinnacle of gaming, a masterpiece may not be flawless, but it 

is so exceptional that it is hard to imagine a game being better. At the time of its 

release, this game is the not just the best the system can offer, but better than we 

could have expected. 

9.0/9.5 – Amazing: One of the best games out there. When this generation of games 

ends, people will look back and say, "This was one of the best games made for the 

system." It might have a few flaws, but this is a must-buy. 

8.0/8.5 – Great: If you play a lot of games, then you have got to play this one. It might 

not be among the very best available, but it's worth your time. If this is the type of 

game that appeals to you, then this one should be an automatic purchase. 

7.0/7.5 – Good: Sure, there are some issues, but the overall experience is still good 

enough to recommend. Maybe it lacks ambition or it's repetitive or has too many 

technical glitches, but we had fun playing it nonetheless and think you will too. 
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6.0/6.5 – Okay: No one should settle for "just OK." When games cost as much as they 

do, then it's up to publishers to deliver some bang for our buck. And while this game is 

passable, it's probably only worth a rental. 

5.0/5.5 – Mediocre: This game is on the cusp of being bad. That means that there are 

one or two good things about it, but an equal if not greater number of issues present. 

If the game sounds interesting, you might want to give it a try, but don't expect to be 

wowed. 

4.0/4.5 – Bad: Something went wrong during development and this egg went a little 

rotten. There's nothing worse than a game that ends up as "bad" on our scale, because 

it usually means there was some potential that the developer couldn't live up to. 

3.0/3.5 – Awful: Bad concept, severe technical flaws, terrible design -- these are just 

some of the characteristics of an awful game. Getting to the end just might be 

impossible, because the experience is just so terrible. 

2.0/2.5 – Painful: It physically hurts to play this game. That's how bad it is. Like 

moonshine -- it could actually make you go blind. 

1.0/1.5 – Unbearable: The more you play, the harder it gets to continue living. There's 

nothing new or interesting here. Nothing exciting and, frankly, nothing that works. 

0/0.5 – Disaster: One of the worst games ever made. Roger Ebert holds this game 

while standing on his soap box and declares it proof that games are not art. 

Video game ratings are available both from users and critics. The same rating scale is 

available for game elements such as game-play, story-line, multiplayer, audio and 

graphics; as rated by the IGN editor. Information about other elements which are not 

rated such as developer, publisher and rating are also available at IGN. The marketing 

budget figure will be tried to obtain directly from the publisher Eidos, in the event that 

Eidos is not willing to share the information, the marketing factors will be assumed 

positive by the authors for every sequel as in the authors point of view, Tomb Raider 

games have always been well marketed. 

Stand-alone factors from either the parent brand or the brand extension rated as okay 

(6.0/6.5)  have a neutral effect and any rating below that have a negative effect on the 

brand extension’s likelihood of success and anything rated as good (7.0/7.5) or better 

is considered to have a positive effect on the brand extension’s likelihood of success. 

The factor parent brand awareness will be measured by the number of sales of the 

previous installment of a given brand extension. In order to determine if the number of 

sales have a positive or negative effect in the brand extension’s likelihood of success, 

the authors will compare the number of sales of the installment previous to the brand 

extension to the sales average of all the installments previous to the brand extension; 

an equal or better number of sales than the average would have a positive effect on 

the brand extension’s likelihood of success while anything below equal would be 

considered to have a negative effect on the brand extension’s likelihood of success.  
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The cultural familiarity factor is considered to have a positive effect on the brand 

extension’s likelihood of success if the parent brand is a remake of previous video 

games (series reboot) or if it is based on movie, novel, sport franchise, comic or any 

other culturally familiar source; and a neutral effect if it doesn’t. 

Non-measurable factors such as genre and developer are considered to have a positive 

effect on the brand extension’s likelihood of success if there is a fit between the brand 

extension and the parent brand and a neutral effect if there isn’t. 

Measurable fit factors such as game-play, story line, graphics and audio are analyzed 

by comparing their ratings from IGN for both the brand extension and the parent 

brand. If the brands extension rating is equal or superior to the parents brand rating, 

the fit factor is considered to have a positive effect on the brand extension’s likelihood 

of success. If the brand extension’s rating is inferior to the parent brand it is 

considered to have a negative effect in the brand extension’s likelihood of success, a 

total of 1 model point is reduced by any half a point difference in negative difference 

that exist in the brand extension in comparison to the parent brand up to a maximum 

of the negative total possible amount of points for each factor depending on the 

results of the survey. 

The factor marketing campaign will be measured by the marketing budget of a given 

brand extension. In order to determine if the marketing budget has a positive or 

negative effect in the brand extension’s likelihood of success, the authors will compare 

the marketing budget of the brand extension to the marketing budget of all the 

installments previous to the brand extension; an equal or better budget than the 

average would have a positive effect on the brand extension’s likelihood of success 

while anything below equal would be considered to have a negative effect on the 

brand extension’s likelihood of success. 
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4 Analysis 

The following chapter focuses on the analysis of the data collected in April 2012. It 

starts with a description of the general sample and the analysis of the general gamer 

survey. After that, the model for the Tomb Raider series will be used to further validate 

the authors’ findings. 

 

4.1  Sample description general gamer survey 

At the end of the five-day data collection period, 200 respondents had started to fill 

out the questionnaire. 29 of those were deleted from the sample because they had not 

completed the questionnaire to the end. The remaining 171 respondents completed 

the survey and their answers were used in the data analysis. 
 

Most of the respondents were in the age group 19-29 years old, a total of 132 (77%), 

followed by the age group 0-18 with 24 (14%), 30-39 with 12 (7%) and 3 respondents 

(2%) for the age group 50 and above. The sample provided no respondent for the age 

group 40-49 years. The respondents were 96% male and only 4% female. As for gamer 

type the sample represents 24% casual gamer and 74% hardcore gamer. The favorite 

game genre was Role-Playing (RPG) with 55%, followed by Action-Adventure (30%), 

Others (7%), Strategy (5%), Simulation (2%) and Sports (1%). The answer after the 

favorite platform for video games is fairly balanced with 52% consoles (Play Station 3, 

Xbox 360 or Nintendo Wii) and 47% PC, additionally 1% mobile devices. 

 

4.2  Analysis of the general gamer survey 

The overall 171 respondents are considered to be general gamers; therefore their 

answers represent the importance ranking of the factors of a general video game user. 

The authors ranked their identified factors by importance based on the mean each 

factor received in the survey. The factors were rated as the consumer perceived them. 

Type of factor Factor Mean 

Fit factor Game-play 6.37 

Brand extension Quality as perceived by the users 6.30 

Fit factor Story line 6.06 

Parent brand Quality as perceived by the users 5.90 

Fit factor Graphics 5.50 

Fit factor Audio 5.39 

Fit factor Genre 5.23 

Fit factor Developer 5.13 
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Brand extension Quality as perceived by the critics 4.84 

Parent brand Quality as perceived by the critics 4.59 

Parent brand Awareness 4.30 

Fit factor Multiplayer mode 4.17 

Parent brand Cultural familiarity 3.36 

Fit factor Publisher 3.26 

Fit factor Rating (Parental Advice) 2.95 

Brand extension Marketing campaign 2.94 

Figure 4 – General gamer survey results 

 

The researchers consider, based on the gathered results, that anything ranked above 6 

points is considered a very important factor, which are the fit factor game-play, brand 

extension’s quality as perceived by the users and the fit factor storyline. The factors 

ranked between 5.01 and 6 are considered important, which are parent brand quality 

as perceived by the gamer, the fit factor video graphics, the fit factor audio, the fit 

factor genre, and the fit factor developer. Factors ranked between 4.01 and 5 are 

considered of lesser importance, the factors in this category are the brand extension 

quality as perceived by critics, the parent brand quality as perceived by critics, parent 

brand awareness, and the fit factor Multiplayer Mode. The factors ranked 4 or below 

were considered unimportant for the success of a brand extension. These factors are 

cultural familiarity, fit factor publisher, fit factor rating (parental guide), and marketing 

campaign support. 

The results show some surprises for the authors, for instance the opinion of critics or 

experts is rated significant lower than the gamers own judgment about a game. This is 

consistent with the parent brand as well as the brand extension. The brand extension 

quality as perceived by the gamer is a very important factor (6.30), which indicates 

that the general game user is more likely to judge a video game brand extension as a 

stand-alone game. This is also supported by the fact that parent brand awareness 

(4.30) is ranked as less important. However the ranking to the parent brand quality 

factor (5.90) as perceived by the gamer indicates that the general gamer does draw 

connections to the parent brand. 

Considering the findings of Sunde and Brodie’s study (1993) which concludes that 

consumer reception of a proposed brand extension will likely be higher if the 

perceived quality of the parent brand is high. The results of this study support this 

conclusion also for video games. The parent brand quality is an important factor even 

so the quality of the brand extension itself is more important for the consumer. 

 

Also interesting is the fact that out of the two categories very important and important 

factors, 6 out of 8 factors are fit factors which represent the direct relationship 

between the parent brand and the brand extension. Furthermore the fit factors reflect 
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on the quality of the brand extension in comparison to the parent brand. As asked in 

the questionnaire the respondents request the fit factors to remain equally good or 

better than the parent brand. The high importance ratings of the fit factors support the 

findings of Völckner & Sattler (2006), that the fit between the parent brand and an 

extension product is the most important factor of brand extension success. 

 

Another remarkable fact is that the general gamer considers the fit factor developer as 

important whereas the fit factor publisher is unimportant. This indicates that the 

general gamer has knowledge about the industry and is well informed. The gamer 

accredited the developer with having a higher impact on the brand extension than the 

publisher, which represents the practice in the industry. 

The second conclusion by Sunde and Brodie (1993) which creates a higher reception of 

a brand extension is a perceived fit between the two product categories, especially in 

terms of the transferability of skills and the complementarities of the two products. A 

video game brand extension doesn’t change its product category therefore a perceived 

fit is observed by consumer in more detailed characteristics of the sequel: the fit 

factors. The findings indicate that a perceived good fit between brand extension and 

parent brand will increase the success of the sequel as 6 fit factors are considered very 

important or important. Complementarity of a brand extension and its parent brand 

for video games can be observed by the fit factors game-play, storyline and genre. The 

high importance of the first two factors indicates that complementarity has a big effect 

on the gamer. 

The findings of Aaker & Keller (1990) that consumer’s reception for a brand extension 

is higher when the skills/assets associated with making the original product can be 

transferred into making the brand extension has to be analyzed carefully for video 

games. The skills and assets are separated in video game production. The developer 

which creates the game represents the skill while the publisher represents the assets. 

For the video game user the factor developer is important, they are the actual creator 

of the game, they turn ideas into a product. The gamer sees the asset (factor 

publisher) as unimportant even so the publisher is more visible on the product as well 

as to the public. The authors assume that the respondents of the survey were 

experienced gamers who can clearly draw a distinction between developer and 

publisher. Beginner gamers might not be able to separate the two actors and therefore 

think publishers create the games. 

Another factor which increases the consumer reception of a brand extension identified 

by Aaker & Keller (1990) was the perceived difficulty of designing and making the 

extension product category. This factor can’t be transferred for video game sequels to 

its full extend. The survey results show that the gamer appreciate good product 

development since factors such as game-play and storyline are considered very 

important. Video game sequels should therefore be carefully developed.  

Furthermore a fascinating fact is that the factor marketing campaign support is ranked 

as the least important factor, this surprised the authors since overall the marketing 

expenses and efforts have significantly increased in the industry over the last years. 

The low importance of this factor may be explained to a weakness of the Likert-Scale, 
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social desirability bias, the respondents portray themselves in a more socially favorable 

light rather than being honest. Another possible explanation for the low score of the 

marketing factor is that consumers are not always aware on how the marketing efforts 

affect them. The finding of Klink & Smith (2001) or Völckner & Sattler (2006) that a 

brand extension is more successful if the marketing support is high, the authors 

believe that marketing support accounts also for video games but from the 

respondents view it is considered unimportant.  

4.2.1  Analysis of the general gamer survey by demographics 

The following paragraphs will describe the researchers’ findings about the differences 

and similarities between the respondents of different demographic groups and 

segments. 

4.2.1.1 Age groups 

The survey results only provided enough data to compare three age groups, 18 and 

younger (24), 19-29 (132) and 30-39 years old (12). The most fascinating fact is that the 

30-39 years group consider the fit factor genre as the most important factor with a 

rating of 6.25 (in comparison 0-18= 4.96 and 19-29= 5.23). Another interesting fact is 

that the importance of the brand extension quality as perceived by critics decreases by 

increasing age, 0-18= 5.08, 19-29= 4.89 and 30-39= 3.92. This can be explained by 

increasing video game experience for older gamers who require fewer reviews to 

evaluate a game. Also with increasing experience the gamers’ attitude towards the 

credibility of some critics may decrease. A related reduce in importance by rising age 

can be observed for the parent brand awareness factor (4.64-> 4.41-> 3.92). A similar 

decrease in importance can be seen in the fit factor multiplayer mode, the gamer 

average rating, starting with the youngest group, went down from 4.63 to 4.20 to 3.50. 

This can be explained with the difference of leisure time between the groups. Older 

gamer have less leisure time and therefore prefer to play whenever their timetable 

allows it, to increase their flexibility they may prefer games which focus on a single 

player mode. Besides that the younger generation grew up in an established internet 

area, playing against other gamers online and building relationships with other gamer’s 

world-wide is fairly normal for this age group. Also a remarkable fact is that the 

importance of the fit factor developer increases by increasing age (5.08-> 5.15-> 5.42) 

and at the same time the fit factor publisher decreases by increasing age (3.46-> 3.27-> 

2.83). This can also be explained by increasing industry knowledge by increasing 

gaming experience. A video game developer creates the game while the publisher 

provides the assets for the production and the promotion for the game. 

Factors 
Mean by age group 

0-18 19-29 30-39 

Game-play 6.33 6.45 6.17 

Brand extension quality as perceived by the users 6.38 6.39 6.08 

Story line 5.96 6.16 6.17 
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Parent brand quality as perceived by the users 5.80 5.99 5.79 

Graphics 5.63 5.51 5.50 

Audio 5.42 5.53 5.00 

Genre 4.96 5.23 6.25 

Developer 5.08 5.15 5.42 

Brand extension quality as perceived by the critics 5.08 4.89 3.92 

Parent brand quality as perceived by the critics 4.88 4.63 4.21 

Parent brand awareness 4.64 4.41 3.92 

Multiplayer mode 4.63 4.20 3.50 

Cultural familiarity 3.72 3.31 3.64 

Publisher 3.46 3.27 2.83 

Rating (Parental Advice) 2.96 3.01 2.92 

Marketing campaign 3.29 2.97 2.25 

Figure 5 – General gamer survey result by age 

 

In order to be able to perform a linear regression analysis, the authors needed to 

create a dummy variable which are used examine group differences between 2 groups. 

Since the age category was divided into 5 different groups, the results were separated 

into 2 new groups, 18 and below which was given the dummy value 0; and 19 and 

above which was given the value 1. People who belong to the 19 or above age group 

are statistically and significantly different from the attitudes of younger people. To be 

more specific, people who are 18 or below give a higher level of importance to the 

parent brand cultural familiarity factor than people who are older. We inferred that 

from the minus coefficient of the dummy variable created for the age group. (See 

appendix 4 for the full linear regression model) 

Additionally the authors conducted a Kruskal-Wallis Test. It is the non-parametric 

alternative to a one-way between-groups analysis of variance. It allows the researchers 

to compare the scores on some continuous variable for three or more groups. The test 

will only compare the following age groups 0-18, 19-29 and 30-39, since the amount of 

respondents for the other groups were insufficient to be considered relevant. The test 

revealed that there is no statistically significant difference on the level of importance 

that respondents gave to each factor across the three age groups. With a significance 

value of less the .05 there are only two factors which present a significant difference: 

Fit factor genre and Brand extension quality as perceived by the critics. For the Fit 

factor genre the mean rank for the age group 30-39 was 119.04 which are significantly 

higher than the other groups. The Brand extension (BE) quality critics’ factor has a 

mean rank of 90.40 for age 0-18, followed by 86.44 for age 19-29 but a big difference 
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for age 30-39 which accounts for the low value of the level of significance. Test results 

are presented in the following figure and appendix 5. 

  Mean rank 

Fit Factor Genre 

 

(Sign. 0.018) 

Mean rank 

Factor BE quality 

by critics 

(Sign. 0.038) 

Age 0-18 72.27 85.17 

Age 19-29 83.58 86.38 

Age 30-39 119.04 62.50 

Figure 6 – Kruskal-Wallis Test significant results (Age) 

 

4.2.1.2 Gender 

Unfortunately the sample doesn’t provide enough diverse data, with only 6 female 

gamer respondents in comparison to 165 male respondents. The male/female relation 

of our respondents doesn’t reflect with the Data Report published by the 

Entertainment Software Association where as 42% of the video game players are 

women. 

The authors conducted a Mann-Whitney U Test which is used to test for differences 

between 2 independent groups on a continuous measure. The results for the test are 

as follows: The level of importance that males and females give to the parent brand 

quality as perceived by the critics factor, the fit factor developer and the brand 

extension quality critics factor is significantly different; however due to the low 

number of responses from females this won’t be analyzed further on. The results of 

the test can be found in the appendix 6. 

The linear regression analysis for the gender group only showed a difference in the 

level of importance that each group give to the brand extension quality critics factor, 

once again, due to the low number of female respondents the results will not be 

analyzed further on. 

4.2.1.3 Type of gamer 

The sample provides a better comparison for type of gamer with 41 casual gamers and 

130 hard-core gamers. These two types of gamer are considered to be very different in 

their attitude towards video games. As defined by the authors a hard-core gamer 

prefers to take significant time and practice on games, and tend to play more involved 

games that require larger amounts of time to complete or master; a casual gamer is a 

player whose time or interest in playing games is limited and therefore tend to play 

games designed for ease of game-play and don't spend much time playing more 

involved games. Therefore the authors expected a variation in the answers for casual 

and hard-core gamers. 

Surprisingly the importance of the factors did not change by separating the data in the 

two gamer types. Overall the means of each factor are comparatively similar. There are 

only three factors where the variation is slightly bigger. The biggest difference with 
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0.49 points is the fit factor publisher, the rating for casual gamer is 3.63 in comparison 

for 3.14 for hardcore gamer. For casual gamer, with less industry knowledge, the more 

visible publisher will be easier to be connected to a video game. Similar to that, the 

factor brand awareness is different by 0.4 points, casual gamer rank the importance of 

brand awareness with 4.68 and hard-core gamer with 4.28. Also different is the factor 

cultural familiarity by 0.35 points. Casual gamer ranked the factor higher with 3.64 in 

contrast to 3.29 for hard-core gamer but overall unimportant.  

Later, the authors conducted a Mann-Whitney U Test which only showed a significant 

difference in the fit factor publisher between the two types of gamer which support 

the previous findings, as it was the only factor that scored a significance level of less 

than .05. The linear regression model performed to analyze the type of gamer variable 

showed no difference in the level of importance that hard-core and casual gamers give 

to any of the analyzed factors. (See appendix 7 for the full test) 

 Mean rank 

Fit factor publisher 

(Sign. 0.034) 

Casual Gamer 99.89 

Hard-Core Gamer 81.62 

Figure 7 – Mann-Whitney U Test significant results (Type of gamer) 

 

To analyze the type of gamer with a linear regression model the dummy variables were 

created giving casual gamers the value 0 and hard-core gamers the value 1. No 

significant differences were found between the two types of gamers. 

Factors 
Mean by type of gamer 

Casual Hardcore 

Game-play 6.46 6.35 

Brand extension quality as perceived by the users 6.24 6.32 

Story line 6.10 6.09 

Parent brand quality as perceived by the users 5.91 5.90 

Graphics 5.49 5.50 

Audio 5.27 5.51 

Genre 5.29 5.25 

Developer 5.02 5.16 

Brand extension quality as perceived by the critics 4.78 4.85 

Parent brand quality as perceived by the critics 4.67 4.56 

Parent brand awareness 4.68 4.28 
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Multiplayer mode 4.27 4.14 

Cultural familiarity 3.64 3.29 

Publisher 3.63 3.14 

Rating (Parental Advice) 3.17 2.90 

Marketing campaign 3.12 2.98 

Figure 8 – General gamer survey results by type of gamer 

 

4.2.1.4 Type of favorite video game genre 

The sample provided only a significant amount of answers for the genre Action-

Adventure (48) and Role-Playing (95). The other genres didn’t achieve enough 

respondents Simulation (3), Strategy (10), Sports (2) and Others (13). 

For the researchers this was also an interesting aspect to analyze maybe gamers 

favoring different genres would rank the importance of the factors differently. The 

researcher identified the following variances between the in favor for Action-

Adventure group and the Role-Play group. The last mentioned group considers the 

factor parent brand quality as perceived by users as a very important factor with 6.15 

points. The quality of the parent brand as perceived by the gamer himself is added to 

the other three very important factors: Fit factor game-play, Brand Extension quality 

by user and Fit factor Storyline. For the other group this factor is only considered 

important (5.81). Also more important for the Role-Play genre group is the Fit factor 

developer, with 5.24 it is considered important instead of 4.96 for the Action-

Adventure Group. The opposite and the biggest difference with 0.48 points is for the 

Brand extension quality by critics factor. Action-Adventure gamer ranked this factor as 

important (5.13) and Role-Play user only 4.65. Furthermore the Action-Adventure 

group admires a Multiplayer Mode (4.42) more than its opponent group (3.98). 

Summarized a Role-Play genre video game brand extension should have a by the users 

appreciated parent brand, the same or a better developer which can focus less on a 

multiplayer option. For an Action-Adventure sequel a multiplayer mode is more 

appreciated by the gamer and the game should achieve high rating in critic reviews. 

Also interesting for the researchers was to analysis if there are connections between 

type of gamer (casual or hard-core) and favorite game genre. The sample showed 

equal separation 29.79% of the casual gamer have Action-Adventure as their favorite 

genre as well as 30.34% of the hard-core gamer. Similar to this is that 55.32% of the 

casual gamer prefer the Role-Play genre as well as 54.48% of the hard-core gamer. This 

indicates that type of gamer doesn’t affect the choice for favorite genre. 

For the Mann-Whitney U test conducted to find out if there is a significant difference 

on the level of importance that respondents give to each factor, only the genres 

Action-Adventure and RPG where taken into account as the number of respondents 

who choose different genres as their favorite wasn’t enough to make them statistically 

relevant. The results showed that there is a significant difference for the parent brand 
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(PB) quality users factor with a level of significance of .019, where the mean rank of 

the RPG gamers is of 80.69 in comparison to the Action-Adventure gamers which only 

have a mean rank of 64.69 as showed in the previous analysis. The test also showed a 

significant difference in the fit factor storyline which scored a significance level of .031 

where the RPG gamers had a mean rank of 76.96, significantly higher that the 

opponent group which had a mean rank of 62.19 (See appendix 8 for the full test). 

 Mean rank 

Factor PB quality by 

users 

(Sign. 0.019) 

Mean rank 

Fit factor story 

line 

(Sign. 0.031) 

Action-Adventure 64.69 62.19 

Role-Play 80.69 76.96 

Figure 9 – Mann-Whitney U Test significant results (Genre) 

 

In order to create the dummy variable for the linear regression analysis for the favorite 

genre, only Action-Adventure (value 0) and RPG (value 1) were taken into 

consideration as the results for the other types of games are not enough to make them 

statistically relevant. The analysis, much like the previous analysis showed a significant 

difference in the level of importance that Action-Adventure and RPG gamers give to 

the parent brand quality user factor. People whose favorite genre is RPG give a higher 

level of importance to the parent brand quality user factor than people whose favorite 

genre is Action-Adventure. We inferred that from the positive coefficient of the 

dummy variable created for the favorite genre group. The analysis also showed 

significant difference in the fit factor storyline since the coefficient of the dummy 

variable is positive, we infer that RPG gamers give a higher level of importance to the 

fit factor. 

Factors 
Mean by favorite genre 

Action-Adventure Role-Play 

Game-play 6.35 6.42 

Brand extension quality as perceived by the users 6.33 6.41 

Story line 6.00 6.28 

Parent brand quality as perceived by the users 5.81 6.15 

Graphics 5.48 5.58 

Audio 5.23 5.49 

Genre 5.13 5.32 

Developer 4.96 5.24 

Brand extension quality as perceived by the critics 5.13 4.65 
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Parent brand quality as perceived by the critics 4.64 4.56 

Parent brand awareness 4.22 4.46 

Multiplayer mode 4.42 3.98 

Cultural familiarity 3.30 3.41 

Publisher 3.42 3.20 

Rating (Parental Advice) 3.17 2.98 

Marketing campaign 3.00 2.95 

Figure 10 – General gamer survey results by favorite genre 

 

4.2.1.5 Type of favorite video game platform 

In the past video games were developed for one type of platform only, when the game 

was successful, it would be published for other platforms. The effort of the conversion 

done by developer and publisher affected the quality of the game. In the beginning 

many games were transformed poorly into other platforms. Today only a small amount 

of games are published only for one platform, those games are usually developed by 

in-house developers of the three big console production companies Microsoft, Sony or 

Nintendo. 

The authors were interested if the survey shows differences of the factor ranking by 

the gamer’s choice of favorite game platform. The sample shows no significant 

differences in the importance ranking of the factors by PC gamers (total 83) and 

console gamers (total 86). Unfortunately the sample didn’t provide enough 

respondents for the mobile platform (total 2), therefore only console gamers and PC 

gamers will be analyzed. However only minor differences can be found at the fit factor 

graphics, console gamers ranked the factor 0.3 points higher to a total importance of 

5.65 points. The same can be identified for the fit factor publisher, where the console 

gamer ranked it 0.3 points higher than the PC gamer, but still overall unimportant with 

a total of 3.41 points. 

The Mann-Whitney U Test conducted for the favorite platform variable showed no 

significant difference in any of the factors tested. In order to perform the test only the 

platforms PC and console were used, as the mobile platform didn’t have enough 

answers to make it significantly relevant. (See appendix 9) 

The dummy variable for the favorite video game platform, the mobile choice was 

excluded due to the low amount of responses, PC was given the value 0 and console 

was given the value 1. The linear regression analysis showed no significant difference 

in the level of importance that each group gave to the studied factors. 
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Factors 
Mean by favorite platform 

PC Console 

Game-play 6.37 6.40 

Brand extension quality as perceived by the users 6.30 6.37 

Story line 6.06 6.14 

Parent brand quality as perceived by the users 5.90 5.97 

Graphics 5.35 5.65 

Audio 5.36 5.53 

Genre 5.27 5.26 

Developer 5.24 5.05 

Brand extension quality as perceived by the critics 4.73 4.91 

Parent brand quality as perceived by the critics 4.57 4.63 

Parent brand awareness 4.31 4.48 

Multiplayer mode 4.06 4.29 

Cultural familiarity 3.39 3.38 

Publisher 3.11 3.41 

Rating (Parental Advice) 2.83 3.09 

Marketing campaign 2.82 3.08 

Figure 11 – General gamer survey results by favorite platform 

 

4.3 Sample description Tomb Raider gamer survey 

After a ten-day data collection period, 121 respondents finished the questionnaire out 

of 163 who started the survey. The answers of the 121 respondents were used in the 

analysis. 

 

Also in this survey the biggest age group was 19-29 years old 95 (62%), followed by 18 

and younger with 34 respondents (22%). The age group 30-39 and 40-49 had both 10 

respondents (6%). The smallest group was 50 and older with 5 respondents (3%). As 

for gamer type the sample is fairly balanced with 54% casual gamer and 46% hard-core 

gamer. 
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4.4 Model analyses 

The results of the Tomb Raider gamer questionnaire were similar to the general gamer 

survey. Every factor was ranked in the same category of importance in both 

questionnaires therefore the authors conclude their questionnaire and findings are 

reliable.  

As mentioned in the methodology section of this thesis, a model was created to test 

the validity of the questionnaire results by comparing the likelihood of success of each 

one of the 8 installments of the Tomb Raider series against the real success that said 

installments had. 

Any factor whose mean ranked above 6 points on the Likert Scale is considered a very 

important factor and was given a value of 3 points in the model; the factors that are 

considered to be very important are the fit factor gameplay, brand extension’s quality 

as perceived by the users and the fit factor storyline. Factors whose mean ranked 

between 5.01 and 6 in the Likert Scale are considered to be important and were given 

a score value of 2 in the model, the important factors are the brand extension´s quality 

as perceived by the users, the fit factor audio, the fit factor graphics, the fit factor 

developer and the fit factor genre. Factors whose mean ranked between 4.01 and 5 in 

the Likert Scale are considered of lesser importance and were given a value of 1 point 

in the model, the factors in this category are the parent brand extension’s quality as 

perceived by the critics, the parents brand’s quality as perceived by the critics, the 

parent brand’s awareness and the fit factor multiplayer mode. Finally, the factors 

whose mean ranked 4 or below were considered irrelevant for the success of a video 

game brand extension and were excluded from the model, these factors are the fit 

factor cultural familiarity, the fit factor publisher, the brand extension’s marketing 

campaign and the fit factor rating (parental guide). 

The factors’ means and given scores in the model can be found in the following table: 

Type of factor Factor Mean Score 

Fit factor Game-play 6.17 3 

Brand extension Quality as perceived by the users 6.13 3 

Fit factor Story line 6.01 3 

Parent brand Quality as perceived by the users 5.70 2 

Fit factor Audio 5.50 2 

Fit factor Graphics 5.48 2 

Fit factor Developer 5.33 2 

Fit factor Genre 5.28 2 

Brand extension Quality as perceived by the critics 4.82 1 

Parent brand Quality as perceived by the critics 4.59 1 
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Parent brand Awareness 4.38 1 

Fit factor Multiplayer mode 4.17 1 

Parent brand Cultural familiarity 3.72 0 

Fit factor Publisher 3.69 0 

Brand extension Marketing campaign 3.65 0 

Fit factor Rating (Parental Advice) 3.26 0 

Figure 12 – Tomb Raider gamer survey results 

 

The total amount of possible points is 23 and it represents a 100% likelihood of success 

for the brand extension; however, since the Tomb Raider Series’ games do not have a 

multiplayer mode, that factor was also excluded from the model bringing the total 

possible amount of points to 22, which represents a 100% likelihood of success for the 

Tomb Raider Series. Any amount of points below the total represents its respective 

percentage for the brand extensions likelihood of success. The percentage obtained 

from the model is then multiplied by the average number of sales of all the 

installments of a franchise previous to the brand extension in order to obtain the 

estimated number of sales that the brand extension should achieve, if the total 

percentage obtained from the model equals 60% or more, the game is considered to 

be successful, any percentage below 60% is considered to be unsuccessful. The real 

number of sales of each Tomb Raider brand extension are expressed as a percentage 

of the total average sales of the previous installments and the same percentage rule as 

the model is utilized to determine if the brand extension was successful or not. If both 

the model results and the real results are equal, the model is considered to be valid. 

In the following paragraphs, the authors will begin testing the model with the newest 

Tomb Raider game available and proceed with their analyses chronologically 

backwards until they have tested their model with all the available Tomb Raider brand 

extensions. 

4.4.1 Tomb Raider: Underworld 

Tomb Raider: Underworld (2008) is a direct sequel (8th part). The story continues from 

the events in Tomb Raider: Legend and also connects unexplained plot elements with 

Tomb Raider: Anniversary. The three games merged into the renewed stand-alone 

Tomb Raider Trilogy by developer Crystal Dynamics. It was the first game of the series 

to be released on the PlayStation 3. The game received mostly mixed to positive 

reviews, however sales were below expectations and it wasn't until 2009 that 

Underworld outsold Legend and Anniversary with 2.6 million copies by 2009. The 

problem, suggested by many users, was that the plot (storyline) left by Legend seems 

to be closed, offering very little drive to continue. 

The following table shows the results of each analyzed factor as described in the 

methodology for both the brand extension Tomb Raider: Underworld and its parent 
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brand Tomb Raider: Anniversary. The table also shows if the effect of each factor is 

considered to be positive or negative and the score that each factor receives in the 

model. 

Type of factor Factor 

Parent Brand 

Tomb Raider: 

Anniversary 

Brand Extension 

Tomb Raider: 

Underworld 

Effect Score 

Fit factor Game-play 8 7.5 + 2 

Brand 

extension 

Quality 

Users 
 8.2 + 3 

Fit factor Story line 7.5 7.5 + 3 

Parent brand 
Quality 

Users 
8.3  + 2 

Fit factor Audio 7.5 8.5 + 2 

Fit factor Graphics 7 8 + 2 

Fit factor Developer Crystal Dynamics Crystal Dynamics + 2 

Fit factor Genre Action Adventure Action Adventure + 2 

Brand 

extension 

Quality 

Critics 
 7.7 + 1 

Parent brand 
Quality 

Critics 
8.3  + 1 

Parent brand Awareness 1.3 million  - 1 

Figure 13 – Tomb Raider: Underworld model results 

 

The sales of Tomb Raider: Anniversary went up to a total of 1.3 million, when 

compared to the average sales of the all the previous games which amounted to a 

total of 4.19 million, the parent brand awareness has a negative effect on the 

likelihood of success of the brand extension Tomb Raider: Underworld because the 

sales were lower than the average. 

The total score for Tomb Raider: Underworld’s likelihood of success in the model was 

of 19 points which amounts to an 86.36% likelihood of success. The real number of 

sales that Tomb Raider: Underworld achieved is 2.6 million which amounts to a 68.06% 

level of success when compared to the sales average (3.82 million) of the previous 

installments. As defined in the methodology section a brand extension is considered a 

success if its total number of sales is at least 60% of the total sale average of the 

previous installments, therefore the authors were able to predict that Tomb Raider: 

Underworld is a success. 
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4.4.2 Tomb Raider: Anniversary 

Tomb Raider: Anniversary was published as a remake of the original Tomb Raider. The 

game uses an improved version of the Tomb Raider: Legend game engine and 

combines it with all of the original environments from Tomb Raider. The game was 

well received by critics. However, the game sold only 1.3 million copies, making it the 

least commercially successful game in the series up to today. 

The following table shows the results of each analyzed factor as described in the 

methodology for both the brand extension Tomb Raider: Anniversary and its parent 

brand Tomb Raider: Legend. The table also shows if the effect of each factor is 

considered to be positive or negative and the score that each factor receives in the 

model. 

Type of factor Factor 

Parent Brand 

Tomb Raider: 

Legend 

Brand Extension 

Tomb Raider: 

Anniversary 

Effect Score 

Fit factor Game-play 8 8 + 3 

Brand 

extension 

Quality 

Users 
 8.3 + 3 

Fit factor Story line 8.5 7.5 + 1 

Parent brand 
Quality 

Users 
8.3  + 2 

Fit factor Audio 8 7.5 + 1 

Fit factor Graphics 8 7 + 0 

Fit factor Developer Crystal Dynamics Crystal Dynamics + 2 

Fit factor Genre Action Adventure Action Adventure + 2 

Brand 

extension 

Quality 

Critics 
 8.3 + 1 

Parent brand 
Quality 

Critics 
8  + 1 

Parent brand Awareness 4.5 million  + 1 

Figure 14 – Tomb Raider: Anniversary model results 

 

The sales of Tomb Raider: Legend went up to a total of 4.5 million, when compared to 

the average sales of the all the previous games which amounted to a total of 4.13 

million, the parent brand awareness has a positive effect on the likelihood of success 

of the brand extension Tomb Raider: Anniversary because the sales were higher than 

the average. 
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The total score for Tomb Raider: Anniversary in the model was of 17 points which 

amount to a 77.27% likelihood of success. The real number of sales that Tomb Raider: 

Anniversary achieved is 1.3 million which amounts to a 31.10% level of success when 

compared to the sales average (4.18 million) of the previous installments. As defined in 

the methodology section a brand extension is considered a success if its total number 

of sales is at least 60% of the total sale average of the previous installments, therefore 

the authors failed to predict that Tomb Raider: Anniversary is not a success. 

The authors attribute the lack of accuracy for this prediction to the fact that Tomb 

Raider: Anniversary is a direct copy of the first Tomb Raider game with improved 

graphics and audio, therefore a lack of interest from the players might exist to buy 

again a game that they have already played and thus they’re attitude towards the 

game becomes unpredictable. 

4.4.3 Tomb Raider: Legend 

Tomb Raider: Legend (2006) was the first game of the series to be developed by a new 

company, Crystal Dynamics, who installed changes for the famous main character. 

Eidos announced Tomb Raider: Legend sold 4.5 million copies making it the most 

commercially successful game since Tomb Raider: The Last Revelation. The new 

developer had managed to revive an old franchise and a well-loved character with the 

game receiving the highest scores the series had seen since Tomb Raider II. 

The following table shows the results of each analyzed factor as described in the 

methodology for both the brand extension Tomb Raider: Legend and its parent brand 

Tomb Raider: Angel of Darkness. The table also shows if the effect of each factor is 

considered to be positive or negative and the score that each factor receives in the 

model. 

Type of factor Factor 

Parent Brand 

Tomb Raider: Angel of 

Darkness 

Brand Extension 

Tomb Raider: 

Legend 

Effect Score 

Fit factor Game-play 4 8 + 3 

Brand 

extension 

Quality 

Users 
 8.3 + 3 

Fit factor Story line 7 8.5 + 3 

Parent brand 
Quality 

Users 
6.3  + 0 

Fit factor Audio 8 8 + 2 

Fit factor Graphics 6.5 8 + 2 

Fit factor Developer Core Design Crystal Dynamics + 0 

Fit factor Genre Action Adventure Action Adventure + 2 

Brand Quality  8 + 1 
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extension Critics 

Parent brand 
Quality 

Critics 
5.4  - 1 

Parent brand Awareness 2.5 million  - 1 

Figure 15 – Tomb Raider: Legend model results 

 

The sales of Tomb Raider: Angel of Darkness went up to a total of 2.5 million, when 

compared to the average sales of the all the previous games which amounted to a 

total of 4.46 million, the parent brand awareness has a negative effect on the 

likelihood of success of the brand extension Tomb Raider: Legend because the sales 

were lower than the average. 

The total score for Tomb Raider: Legend in the model was of 14 points which amount 

to a 63.63% likelihood of success. The real number of sales that Tomb Raider: Legend 

achieved is 4.5 million which amounts to a 108.96% level of success when compared to 

the sales average (4.13 million) of the previous installments. As defined in the 

methodology section a brand extension is considered a success if its total number of 

sales is at least 60% of the total sale average of the previous installments, therefore 

the authors were able to predict that Tomb Raider: Legend is a success. 

4.4.4 Tomb Raider: Angel of Darkness 

Tomb Raider: Angel of Darkness (2003) is Lara Croft's first adventure on the new 

PlayStation 2 and its reviews are at the bottom. The developer Core Design blamed 

Eidos the publisher for forcing them to rush the game. This was the last sequel 

developed by the original developer, Core Design. Besides the bad reviews the game 

was sold 2.5 million times partly due to an aggressive advertising campaign. 

The following table shows the results of each analyzed factor as described in the 

methodology for both the brand extension Tomb Raider: Angel of Darkness and its 

parent brand Tomb Raider: Chronicles. The table also shows if the effect of each factor 

is considered to be positive or negative and the score that each factor receives in the 

model. 

Type of factor Factor 

Parent Brand 

Tomb Raider: 

Chronicles 

Brand Extension 

Tomb Raider: Angel of 

Darkness 

Effect Score 

Fit factor Game-play 5.5 4 + 0 

Brand 

extension 

Quality 

Users 
 6.3 + 0 

Fit factor Story line 7.5 7 + 2 

Parent brand 
Quality 

Users 
7.4  + 2 
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Fit factor Audio 7.5 8 + 2 

Fit factor Graphics 8 6.5 - 1 

Fit factor Developer Core Design Core Design + 2 

Fit factor Genre Action Adventure Action Adventure + 2 

Brand 

extension 

Quality 

Critics 
 5.4 - 1 

Parent brand 
Quality 

Critics 
5.6  - 1 

Parent brand Awareness 1.5 million  - 1 

Figure 16 – Tomb Raider: Angel of Darkness model results 

 

The sales of Tomb Raider: Chronicles went up to a total of 1.5 million, when compared 

to the average sales of the all the previous games which amounted to a total of 5.20 

million, the parent brand awareness has a negative effect on the likelihood of success 

of the brand extension Tomb Raider: Anniversary because the sales were higher than 

the average. 

The total score for Tomb Raider: Angel of Darkness in the model was 6 points which 

amount to a 27.27% likelihood of success. The real number of sales that Tomb Raider: 

Angel of Darkness achieved is 2.5 million which amounts to a 56.05% level of success 

when compared to the sales average (4.46 million) of the previous installments. As 

defined in the methodology section a brand extension is considered a success if its 

total number of sales is at least 60% of the total sale average of the previous 

installments, therefore the authors were able to predict that Tomb Raider: Angel of 

Darkness is not a success. 

This case provides a good example of the effect of the marketing support factor and 

supports the finding of Klink & Smith (2001) and Völckner & Sattler (2006) that a brand 

extension is more successful if the marketing support is high. Tomb Raider: Angel of 

Darkness sold 1 million more copies than the previous game, however compared to 

the whole series it is considered unsuccessful. 

4.4.5 Tomb Raider: Chronicles 

Tomb Raider Chronicles was released in 2000 even after the death of Lara Croft in the 

previous installment. The game was a peak point in the series. It was the last Tomb 

Raider to release on the original PlayStation and the last to be built on Lara's original, 

core foundations. Review scores were hitting an all-time low but surprisingly the game 

received a decent user score; in the end the game sold only 1.5 million copies globally. 

The following table shows the results of each analyzed factor as described in the 

methodology for both the brand extension Tomb Raider: Chronicles and its parent 

brand Tomb Raider: The Last Revelation. The table also shows if the effect of each 
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factor is considered to be positive or negative and the score that each factor receives 

in the model. 

Type of 

factor 
Factor 

Parent Brand 

Tomb Raider: The Last 

Revelation 

Brand Extension 

Tomb Raider: 

Chronicles 

Effect Score 

Fit factor Game-play 8 5.5 - 2 

Brand 

extension 

Quality 

Users 
 7.4 + 3 

Fit factor Story line 8 7.5 + 2 

Parent brand 
Quality 

Users 
7.7  + 2 

Fit factor Audio 9 7.5 - 1 

Fit factor Graphics 8 8 + 2 

Fit factor Developer Core Design Core Design + 2 

Fit factor Genre Action Adventure Action Adventure + 2 

Brand 

extension 

Quality 

Critics 
 5.6 - 1 

Parent brand 
Quality 

Critics 
6.1  + 0 

Parent brand Awareness 3.54 million  - 1 

Figure 17 – Tomb Raider: Chronicles model results 

 

The sales of Tomb Raider: The Last Revelation went up to a total of 3.54 million, when 

compared to the average sales of the all the previous games which amounted to a 

total of 5.75 million, the parent brand awareness has a negative effect on the 

likelihood of success of the brand extension Tomb Raider: Chronicles because the sales 

were lower than the average. 

The total score for Tomb Raider: Chronicles in the model was of 8 points which amount 

to a 36.36% likelihood of success. The real number of sales that Tomb Raider: 

Chronicles achieved is 1.5 million which amounts to a 28.84% level of success when 

compared to the sales average (5.20 million) of the previous installments. As defined in 

the methodology section a brand extension is considered a success if its total number 

of sales is at least 60% of the total sale average of the previous installments, therefore 

the authors were able to predict that Tomb Raider: Chronicles is not a success. 

4.4.6 Tomb Raider: The Last Revelation 

Tomb Raider: The Last Revelation was published in 1999. The game received mostly 

positive reviews. Besides the criticizing of The Last Revelation, for being "more of the 
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same," the game still was sold 3.54 million times. The users were speculation over Lara 

Croft's fate in internet forums, directing anger and frustration towards Core Design 

and Eidos over their choice to let the main character die. 

The following table shows the results of each analyzed factor as described in the 

methodology for both the brand extension Tomb Raider: The Last Revelation and its 

parent brand Tomb Raider: Tomb Raider III. The table also shows if the effect of each 

factor is considered to be positive or negative and the score that each factor receives 

in the model. 

Type of factor Factor 
Parent Brand 

Tomb Raider III 

Brand Extension 

Tomb Raider: The Last 

Revelation 

Effect Score 

Fit factor Game-play 8 8 + 3 

Brand 

extension 

Quality 

Users 
 7.7 + 3 

Fit factor Story line 7 8 + 3 

Parent brand 
Quality 

Users 
7.6  + 2 

Fit factor Audio 8 9 + 2 

Fit factor Graphics 6.5 8 + 2 

Fit factor Developer Core Design Core Design + 2 

Fit factor Genre 
Action 

Adventure 
Action Adventure + 2 

Brand 

extension 

Quality 

Critics 
 6.1 + 0 

Parent brand 
Quality 

Critics 
7.8  + 1 

Parent brand Awareness 3.54 million  - 1 

Figure 18 – Tomb Raider: The Last Revelation model results 

 

The sales of Tomb Raider III went up to a total of 3.54 million, when compared to the 

average sales of the all the previous games which amounted to a total of 5.75 million, 

the parent brand awareness has a negative effect on the likelihood of success of the 

brand extension Tomb Raider: The Last Revelation because the sales were lower than 

the average. 

The total score for Tomb Raider: The Last Revelation in the model was of 19 points 

which amount to an 86.36% likelihood of success. The real number of sales that Tomb 

Raider: The Last Revelation achieved is 3.54 million which amounts to a 61.56% level of 
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success when compared to the sales average (5.75 million) of the previous 

installments. As defined in the methodology section a brand extension is considered a 

success if its total number of sales is at least 60% of the total sale average of the 

previous installments, therefore the authors were able to predict that Tomb Raider: 

The Last Revelation is a success. 

4.4.7 Tomb Raider III 

Tomb Raider III: Adventures of Lara Croft (1998) was where users' enthusiasm with 

Lara started to diminish. While the second game had received mostly favorable 

reviews, several commented on its lack of innovation. Tomb Raider III was facing the 

same criticism, it was often seen more an expansion then a sequel. The critic reviews 

went down but the user reviews remained high, in the end the game sold 4.13 million 

copies. 

The following table shows the results of each analyzed factor as described in the 

methodology for both the brand extension Tomb Raider III and its parent brand Tomb 

Raider II. The table also shows if the effect of each factor is considered to be positive 

or negative and the score that each factor receives in the model. 

Type of factor Factor 
Parent Brand 

Tomb Raider II 

Brand Extension 

Tomb Raider III 
 Effect Score 

Fit factor Game-play 8 8  + 3 

Brand extension Quality Users  7.6  + 3 

Fit factor Story line 8 7  + 1 

Parent brand Quality Users 8.1   + 2 

Fit factor Audio 8 8  + 2 

Fit factor Graphics 8 6.5  - 1 

Fit factor Developer Core Design Core Design  + 2 

Fit factor Genre Action Adventure Action Adventure  + 2 

Brand extension Quality Critics  7.8  + 1 

Parent brand Quality Critics 8.2   + 1 

Parent brand Awareness 4.13 million   - 1 

Figure 19 – Tomb Raider III model results 

 

The sales of Tomb Raider III went up to a total of 4.13 million, when compared to the 

average sales of the all the previous games which amounted to a total of 6.57 million, 

the parent brand awareness has a negative effect on the likelihood of success of the 

brand extension Tomb Raider III because the sales were lower than the average. 
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The total score for Tomb Raider III in the model was of 15 points which amount to a 

68.18% likelihood of success. The real number of sales that Tomb Raider III achieved is 

4.13 million which amounts to a 62.86% level of success when compared to the sales 

average (6.57 million) of the previous installments. As defined in the methodology 

section a brand extension is considered a success if its total number of sales is at least 

60% of the total sale average of the previous installments, therefore the authors were 

able to predict that Tomb Raider III is a success. 

4.4.8 Tomb Raider II 

Based on the huge success of the original game a sequel was released one year later. 

In 1997 Tomb Raider II was one of the most anticipated games. It was an immediate 

commercial success, quickly surpassing the sales of previous game with global sales of 

7.53 million units. Tomb Raider II was also critically successful, though not as much as 

its predecessor. 

The following table shows the results of each analyzed factor as described in the 

methodology for both the brand extension Tomb Raider II and its parent brand Tomb 

Raider. The table also shows if the effect of each factor is considered to be positive or 

negative and the score that each factor receives in the model. 

Type of factor Factor 
Parent Brand 

Tomb Raider 

Brand Extension 

Tomb Raider II 
 Effect Score 

Fit factor Game-play 9 8  + 1 

Brand extension Quality Users  8.1  + 3 

Fit factor Story line 9 8  + 1 

Parent brand Quality Users 8.3   + 2 

Fit factor Audio 9 8  + 0 

Fit factor Graphics 9 8  + 0 

Fit factor Developer Core Design Core Design  + 2 

Fit factor Genre Action Adventure Action Adventure  + 2 

Brand extension Quality Critics  8.2  + 1 

Parent brand Quality Critics 8.9   + 1 

Parent brand Awareness 5.6 million   + 1 

Figure 20 – Tomb Raider II model results 

 

The sales of Tomb Raider went up to a total of 5.6 million, due to the high number of 

sales and the fame the main character and therefore the game received, the authors 
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assume that the brand awareness was high and that it has a positive effect on the 

likelihood of success of the brand extension Tomb Raider II. 

The total score for Tomb Raider II in the model was of 14 points which amount to a 

63.63% likelihood of success. The real number of sales that Tomb Raider II achieved is 

7.53 million which amounts to a 134.46% level of success when compared to the sales 

average (5.60 million) of the previous installments. As defined in the methodology 

section a brand extension is considered a success if its total number of sales is at least 

60% of the total sale average of the previous installments, therefore the authors were 

able to predict that Tomb Raider II is a success.  

4.4.9 Model overall results 

The following chart presents the expected outcome according to the authors model 

and the real outcome that each of the Tomb Raider sequels achieved. 

Game Expected Outcome Real Outcome 

Tomb Raider II Successful Successful 

Tomb Raider III Successful Successful 

Tomb Raider: The Last Revelation Successful Successful 

Tomb Raider Chronicles Unsuccessful Unsuccessful 

Tomb Raider Angel of Darkness Unsuccessful Unsuccessful 

Tomb Raider Legend Successful Successful 

Tomb Raider Anniversary Successful Unsuccessful 

Tomb Raider Underworld Successful Successful 

Figure 21 – Tomb Raider model test overall results 

Although the model was successful in predicting whether the games can be considered 

as successful (60% or more of the sales average) or not (below 60% of the sales 

average), the authors notice that in a lot of cases the predicted percentage of sales fall 

far away from the actual sales percentage. The authors attribute this lack of precision 

to the fact that the factor brand extension’s marketing support was marked by the 

survey respondents as not important, most likely due to the way the question was 

asked in the questionnaire which would inhibit the respondents of giving an precise 

answer as they tend to believe marketing does not affect them, even when several 

studies have proved that it does. 

The only situation in which the model fail to predict the lack of success of a Tomb 

Raider installment was in the case of Tomb Raider: Anniversary, as explained before, 

the authors believe that this failure is related to the fact that Anniversary is not an 

actual sequel but a remake of the first Tomb Raider, in which the game had the exact 

same storyline of the first Tomb Raider with improved aesthetic elements. 

Overall the model proved that the identified factors have a significant influence on the 

success of the video game brand extensions, therefore the rating of the importance of 

each identified factor is accurate.  
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5 Conclusion  

The last chapter concludes this master thesis by combining all the findings.  The main 

points will be discussed. Then, the limitations that hinder the generalizability of the 

results will be addressed.  Finally,  suggestions  will  be  made  for  further  research  in  

the  area  of  brand extension for video games. 

The goal of the thesis was to identify and test which factors are important for the 

success of a video game brand extension. Therefore a survey was conducted where 

gamers were asked to rate the importance from the researchers identified factors. The 

authors were also interested in finding out if any significant difference exists between 

different categories of gamers; therefore the results were divided by segments and 

tested separately. Lastly, the researchers wanted to test the results of their findings 

with a model which would allow them to test the validity of their findings. 

The survey results showed that the most important factors for the success of a brand 

extension in the video game industry are the fit factor game-play, the brand extension 

quality as perceived by the users and the fit factor storyline. On a lower level of 

importance, the gamers classified the parent brand quality by users and the fit factors 

audio, graphics, developer and genre. The lowest category of importance includes the 

quality as perceived by the critics of the parent brand and the brand extension, the 

parent brand awareness and the fit factor multiplayer mode. Finally the survey showed 

that the cultural familiarity, the fit factors publisher and rating, and the marketing 

campaign for the brand extension are not important for the gamers. A second survey 

was conducted exclusively with Tomb Raider users in order to create a model to test 

the results with the Tomb Raider Series and the results for this second survey were 

similar as the one targeted to general gamers, which allows the authors to conclude 

that the importance of the factors are equal for Tomb Raider users and general 

gamers. 

The most surprising finding for the authors among this results is the fact that gamers 

do not consider the marketing support of the brand extension to be an important 

factor, as previous literature signaled this factor to be highly important for other type 

of products. The authors believe that the low score that the marketing support factor 

received is mainly due to a limitation of the chosen method for collecting data, where 

the respondent of the survey is not likely to answer in a way that they perceived as 

negative. In the case of the low ratings for the importance of the factor marketing 

support, the authors think that respondents might feel that by accepting that 

marketing has an influence over them, they perceive themselves as weak and easily 

manipulated, therefore, they gave low ratings to the marketing support factor even 

when it is probably an important one. As seen in the case of the sequel Tomb Raider: 

Angel of Darkness which was promoted heavily which lead to satisfying sales numbers 

for this sequel. 

Some important differences were found between the different segments of users. 

When segmented by age, the fit factor genre seems to be really important for people 

between 29 and 39, and not so important for the rest of the ages. The importance that 

users give to the quality of the brand extension as perceived by critics seems to 
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decrease with the age, which means that older users are more experienced or decisive 

and depend less on critic’s opinion when choosing a game to buy. The same decrease 

pattern can be found in the fit factor multiplayer mode which can be explained by the 

decrease in leisure time that comes with the age increase and which makes older users 

less likely to organize themselves with their friends just for gaming; another possible 

explanation for this is the younger users familiarity with the internet and social 

networks which makes them more likely to play not only with their friends but also 

with strangers over the internet. The fit factor developer increases with age while fit 

factor publisher decreases, this can be explained by a better understanding of the 

video game industry gained through experience where older generations understand 

that publishers do not affect the quality of the game as much as developers do. The fit 

factor genre was also found to be more important to older gamers, which shows that 

they are more likely to buy games just on their favorite genre as opposed to younger 

users who are more likely to experiment several genres in order to found their favorite 

or simply just get bored of playing a unique genre. The parents brand’s cultural 

familiarity ranked higher for users under the age of nineteen, this fact is interesting as 

it shows they are more willing to buy video games if they are familiar with the brand 

even before a video game was created. 

When trying to compare the preferences between men and women, the sample size of 

female respondents was unfortunately too small to have any relevance, therefore the 

differences between genders weren’t further analyzed. 

Although the authors initially believed that hardcore and casual gamers would have 

quite a difference set of preferences as to which factors they would consider more 

important when buying a sequel due to their different habits of playing, the results of 

the analysis show that there are few important differences. Casual gamers rate the fit 

factor publisher a little higher than hardcore gamers, presumably because the 

publisher logo is more visible on the game and its merchandising and therefore easier 

for them to connect the publisher with the video game. A small difference also exists in 

the ratings of the parent brand awareness and cultural familiarity factors which are 

rated higher by the casual gamers; the authors believe that these factors are more 

important for casual gamers as their decision to buy a game is easier when they are 

familiar with it in one way or the other. 

When comparing the gamers by their favorite type of genre, the responses were only 

relevant for the cases of Action-Adventure and RPG games, therefore, the difference 

between these two categories were the only ones analyzed by the authors. The biggest 

difference between these two groups is that RPG gamers consider the quality of the 

parent brand as perceived by users to be very important when buying a sequel as 

opposed to the Action-Adventure gamers which only find it to be important. RPG 

gamers also consider the fit factors developer and storyline to be more important than 

Action-Adventure gamers do. On the other hand, Action-Adventure gamers consider 

the quality of the brand extension as perceived by the critics to be more important 

than the RPG gamers do. Action-Adventure gamers also appreciate the multiplayer 

mode more than RPG gamers. Another interesting finding is that the type of gamer 
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does not influence the favorite genre, fact that dismisses the general assumption that 

the majority of RPG gamers are hardcore gamers. 

Not enough data was collected for the favorite platform mobile and therefore only 

favorite platforms PC or consoles were analyzed. The tests showed no significant 

difference between the responses of the gamers which prefer one platform or the 

other. 

The model created by the authors proved to be accurate in predicting the success of 

the Tomb Raider series sequels. The model only failed in the case of Tomb Raider: 

Anniversary; the authors attribute the failure of the model to the fact that Anniversary 

was a remake of the original Tomb Raider rather than a sequel and therefore the 

consumers’ attitude towards it became unpredictable. Although the model proved to 

be accurate there was a lack of consistency between the predicted sales percentage 

and the actual sales percentage, the author believe that this lack of consistency occurs 

due to the fact that the brand extension’s marketing support factor wasn’t included as 

a part of the model because of the reason previously mentioned. 

Overall the finding of this thesis indicate that publishers and developers have to make 

sure that the sequel achieves equal or better ratings for the important factors for a 

successful sequel. Customers will buy a sequel to a game they enjoyed, even if that 

sequel scores slightly lower ratings than its parent brand. As long as the fall on quality 

is not significant, sales are unlikely to be impacted as consumers are more forgiving. 

This can be observed by the fact that the user rating even for the lowest quality Tomb 

Raider sequel was significantly higher than the critics rating. 

Nevertheless publishers have to be careful if consumers are exposed to poor sequels 

once too often they will turn away from a brand towards another one. Winning back 

former fans is more expensive than keeping them. 

In general sequels need to be carefully developed and released. Even if a sequel gets 

decent scores from critics, consumers can still be unsatisfied with certain features of 

the game.  However, consumers have to see the other side, think about the huge risk 

developers take with every release. A game achieving great ratings requires enormous 

amount of resources. Therefore publishers are willing to sacrifice significant profits in 

order to create a fan base and a strong brand, therefore sequel titles can recover the 

costs. 

The authors’ findings prove the importance that gamers give to several factors when 

considering buying a video game and therefore they can help members of the video 

game industry to better allocate resources towards the factors that most influence the 

brand extension success. These findings can also be interesting to academics as they 

close the breach that exists between the brand extension theory for consumer goods 

and experience goods, especially video games. 

5.1 Limitations 

The authors believe that the approach they used for conducting the surveys might 

have led to erroneous information about the level of importance that consumers place 
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in the brand extension’s marketing support. Another limitation is the possibility that 

the authors weren’t able to identify all factors that influence the success of a video 

game brand extension and therefore reducing the accuracy of their created model. 

Due to time, money and geographic limitation the researchers had to choose an online 

survey to collect primary data, and therefore weren’t able to pick a accurately 

representative population of the video game users, but only to settle with whomever 

responded the survey, since the most important characteristic the authors were 

looking for was that the respondents were video game users, that was the only pre-

requisite to answer the survey; the generalization of the result gathered are limited to 

male gamers, on the ages 39 and younger, whose favorites genres are Action-

Adventure and Role-Play and whose favorite platforms are PCs and consoles. The 

authors were unable to collect enough information about different categories of 

gamers such as females or mobile gamers. 

The proposed model has only been tested with one series of video games and to 

further validate its reliability it would need to be testes with different video game 

brand extensions. 

5.2 Further Research 

The authors suggest further studies about the subject with a different approach which 

could avoid the bias from their chosen method. If more resources are available, the 

authors believe that a large focus group where the researchers are able to pick the 

specific characteristics of their respondents might give a better insight to the topic. 

Since female and mobile gamers seem to be on the rise, it would be interesting to 

include these characteristics as part of the focus group. Due to the fact that significant 

differences were found between Action-Adventure and RPG gamers, the authors also 

think that a wider sample of gamers whose favorite genre vary from these two would 

also be interesting to analyze. 

Since the possibility exists that the authors failed to identify all of the factors 

influencing the success of a video game brand extension, a qualitative study involving 

several video game marketing professionals could be considered. 
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7 Appendixes 

 

Appendix 1 - Model of the interactions between the actors of the video game 

software production network 
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Appendix 2 - Demographics Survey 
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 Appendix X – Tomb Raider Survey 

Appendix 3 – Tomb Raider Survey 
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Appendix 4 – Linear regression model 
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Appendix 5 - Kruskal-Wallis Test Age 
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Appendix 6 - Mann-Whitney U Test Gender 
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Appendix 7 - Mann-Whitney U Test Type of Gamer 
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Appendix 8 - Mann-Whitney U Test Genre 
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Appendix 9 - Mann-Whitney U Test Platform 
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