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ABSTRACT

Understanding brand switching is important to marketers because a brand switch has the
potential to impact on an organisation’s share of a customer’s wallet. Therefore, the
objective of this research was to determine what the impacts, of the antecedents to a
brand switch, will be on the construction of a purchase repertoire and consideration set
in a subscription market. This study, into the new area of post-switch consideration set
construction, and the position of the previous main brand, shows that the construction of

a consumer’s consideration set is dependent on the reasons for the brand switch.

Whilst consumers switch brands for a multitude of reasons, the literature shows these
reasons can effectively be grouped together into three categories: stochastic reasons,
expectation disconfirmation, and utility maximisation. This research confirms that
where a switch occurred for stochastic reasons, the previous main brand would remain
in the consumer’s consideration set with the same purchase probabilities for a brand of
its size. On the other hand, where the brand switch occurred for reasons of expectation
disconfirmation, the previous main brand was either removed entirely from the
consumer’s consideration set, or if it remained in the set, had a lower ranking than prior
to the switch. While a brand switch that occurred for reasons of utility maximisation
resulted in a majority of the previous main brands being removed from the consumer’s
consideration set, those that remained were ranked one place lower than the current
main brand. Overall these results supported the research’s general direction that the
antecedents to a brand switch will affect the previous main brand’s position in a
consumer’s post-switch purchase repertoire and consideration set. The research

concludes, while the previous main brand may be gone, it is certainly not forgotten!

These findings, while being exploratory and inductive, have important implications for
marketers in both their recovery marketing campaigns and the need to implement
programmes to retain recent acquisitions. Coupled with the findings from Sharp et al.
(2002) this study shows that subscription markets, in terms of switching, behave in a
similar manner to repertoire markets, allowing for stochastic models to be used to

benchmark marketing activities.

i



ACKNOWLEDGEMENTS

I would like to express my thanks to my supervisor, Malcolm Wright, for the time and
effort he has selflessly contributed to guiding, and correcting me throughout this
research project. His patience and critical evaluation have undoubtedly contributed to

the final quality of this work.

Furthermore, I would like to thank AC Nielsen for the provision of the data, for without

it, this research project could not have been undertaken.

To my fellow postgraduate students, thanks for the opportunities we have had to debate,

discuss and contribute to each other’s work in numerous different ways.

Lastly to my wife, Julie, thanks for your patience, support and encouragement. It is

appreciated.



TABLE OF CONTENTS

ABSTRALT it st oassmas v mh s o s s oo n s a9 e Sen e s asas ii
ACKNOWLEDGEMENTS.......... SRR, SRS iii
TABLE OF CONTENTS .coaismimsaiosivemsorsisssiassnmisssisssonsoisasaismssissossaississorsmsmmmans iv
LIST OF TABLES xR RS AR RO PSSR AR vii
1 INTRODUCTION wucoivoisisscsuimimmensisisinsisoss e 1
1.1 BACRITOMNE souiaseis sheintesonsionacdnss e osismn s v s SR T o s bt o mnsamgeaen 1
1:2 Brand Switching Reasons ... s immsiess st smsmsnsrassissarsstnosss 2
1.3 Purchase Repertoire and Consideration Sets..........ccoveeeerueeerieisivnesneeenineans 3
1.4 SUINITIATY covunss covesssraessnassssstnnnsennssrarsnansnnssmasaseasasnssss sesmnssmsss sEsmaramnesmsssss o 4
2 LITERATURE REVIEW.. = . .6
2.1 Introduction .ueseeeesssasens R A S SRR A il
211 Brand Switching in Repertoire and Subscription Markets..............ccccce.... 7
2.2 Subscription MArKEtS .cuciesssssnssississssissssssisssssansnoisissnssssyssnasasssssssssonss 7
2.2 IRt OdUCHON susts snusmssnsran s T e S T RV R R PR S T A3 7
222 Types of Subscription Markels....wpmnmimicasssanmiasssissiamie 8
2.2.3 Polarisation of Loyalty — Subscription Markets..........ccccecvvevenvercivinirenns 10
2.2.4 Brand Switching and Purchase Probabilities in Subscription Markets .... 11
2.3 Brand Switching Models and Subscription Markets............cccouveennenee. 12
2.3.1 HPOAUCEION voiiisnaiciasssnitiinmesetassmissssibsiiortinst oy samsesiits mspm s yanssats 12
2.3.2 Stochastic Modelling .......cccvvieiiiiiiieeiiinieciciiteee et srae s 12
2.3.3 Models of Stochastic ChOiCe.........cocceciieiiiiiiiiiiice e 13
2.3.3.1 The Theory of Stochastic Preference.........c.covcemciiiananiiiiisossrsnncnsassansanes 13
2.3.3.2 150U e ) (TR RS B S S e S 14
2333 Markoy-EHEOTY  seniomemn o, 6 oo oo et B0, dmuos, ot tem 15
2.3.3.4 The DiriChIet......ccoceceiirinnnnsiensinicsssscssnsassssnessenscssnsssssossasssarassrassesaassansoss 17
234 Expectation IISCOnfITMAation. s sy s marrsssasssvinssss sxaesssassssssssassnssoss 18



2.3.4.1
235
2.4
2.4.1
2.4.2
2.4.3
2.4.4
2.4.5
2.4.6
2.4.7
2.5
2.5.1
2.52
2.5.3
2.6

4.1
4.2
43
4.4
4.5
4.6
4.7

6.1
6.2
6.3

Brand Switching in Service Industries........cc.cccovemeerceeeecieene e 20

DTy VAR MTBATION . ivasiieivmionsinsioksisnnssasssasiormasssenssrsrasrsansas susEREsntssssss 24
CoNSIARTRtIon ISEU8 v iismiiisissiims s i At sss s sans asanass 27
Definitions of Consideration Sets............cceveerreriirenessineennnessisesreesseenes 27
Evidence of Consideration Sets.........cccoouerrueiveniisereieeniesnneeessesseesanenns 30
Consideration Set Formation and Change ..........ccceeeerevieinineeeineeienieenne. 33
Consideration BebSITR ... corsmmuommnmsmnmmmmrssmseresssssssnees B0
Consideration Set NMEaSUTSIIENT: s.v wmsissronisaroresrrinsassssnmsarm s 36
Consideration Sets and Choice Modelling.......c..c.cocovuiienneinieenciinecccnnne 38
Other Recent Research into Consideration Sets.......cccocvieviviieeiniiineennnn. 39
Impact of Brand Switching on Consideration Sets.... 40
SRR v ocusimammniossnss ioadadusnonss s s on SR A SR SRR S SRSV E SO e s 41

Expectition Disconfirmation v s s s 41

EHility MaiGmiiSation i s i 41

SUMMATY .oosesussensssssssssasssassssssssinsvissssssasasssssaasisassssnssssnsasessasassoassasanssssans 42
RESEARCH OBIBEOTIVES ousommunmisnmussrsssamscrnmssssssonsssisisusmsnse 45
METHODOLOGY AND DATA uuiinisvinissmsssivisesssisississsioisis 46
OV BTV e s s T T R S ST S R A T T S R 46
RESEATEH DIBER o iianasaviasson iy s s S ST TN R B s 46
Brand SwWItEhETS i oiaios s i i v suas i hi s s st seasans 48
Reasons Tor a Brand SWIeh i nsmii e nimsieimimin i 49
Purchase Repertoire and Consideration Set Measurement ............ccocceue. 49
Previons Main Brand ... ccsmmermamirssissmmsn it tsss st 51
UMDY e rosmssss s iR s AR R A S e e e AN 52
REASONS FOR A BRAND SWITCH.......cccsuesunsscsensesnsessosssssasseseasess 53
PURCHASE REPERTOIRES AND CONSIDERATION SETS....... 59
Purchase Repertoires and Consideration Sets of all Respondents............. 59
Purchase Repertoires for Brand Switchers and Non-Switchers................ 61
Consideration Sets for Brand Switchers and Non-Switchers.................... 62



7 THE IMPACTS OF A BRAND SWITCH.......ccecessnerercsanssassassssennensons 65

7.1 Rankings of Brands within a Consideration Set..............ccooceeiueereerreeennnne. 65
T2 Rankings of the Previous Main Brand and Switching Areas.................... 69
7.21 Brand Switching for Stochastic Reasons...........cccvvveeisnrennecsivisnessesinnns 70
it Brand Switching for Reasons of Expectation Disconfirmation ............... 12
Fiad Brand Switching for Reasons of Utility Maximisation .......c...c.cccevvennen. 73
8 CONCLUSIONS AND FUTURE RESEARCH.........ccceciesnssncssssannnss 76
8.1 Purchase Repertoires and Consideration Sets.........occcveveeiiniiriniinnenaeanns 76
8.2 Impacts of 3 Brand SWIEH ...conuinumnmmsiiemssissmiesisamissmissiris s 78
8.3 1L 23 L T —— 80
8.4 Fisture ReSearth. . ..... oo usmsnsissinssssssssivmionsssssssissssarinssvisnisatanss 81
8.5 Matageriol TOpHCRBONE. ... coomserinsssssenmsssssusissssasimmsmssimasississsensinsarsans 82
REFERENUES .cosissmmainsesssnivstsiarsatsososinssssetssiinssmsmasitssimssisisisisssmsssssisisns 84
BIBLYOGRAPHY oucomimmsiossoviissinssosiinsssoss conssssassasissnisossnss sosessstussinissssssivinsiss 94
APPENDICES....cuiciniaramnimssimimsasimssiiss AR AR RN 102
Appendix A — Chi-Squared Test of Brand Switchers and Non-Switchers..................... 103
Appendix B - Recoding of Reasons for a Brand Switch ........ccccocvviieniencniccinniincnne. 104
Appendix C < Data TrnSTOMEAON . coeseorssmisiesmmmmaimmaresmisssmmassssssaasisssassosssbnmsasssssorsss 106
Appendix D — Purchase Repertoires and Consideration Sets — All Respondents........... 107
Appendix E — Purchase Repertoires — Brand Switchers and Non-Switchers ................. 108
Appendix F — Consideration Sets— Brand Switchers and Non-Switchers ...................... 109

Appendix G — Brand Switchers Purchase Repertoires and Consideration Sets — by

SYWIBCROINE RGN onsiiisascosckns d s s S ins A  as  SA S T A S AT 110

vi



LIST OF TABLES

Table 1: Classification of Services Switching Incidents........ccccevvveeceeinenivienneecnnenne. 22
e L T T —— 46
Table 3: Breakdown By Age GIrOUP .....ccoccciuierinicsivacssnnescimsnmiisnisssisssssesssnesesssaessassasenss 47
Table 4: Breakdown by Household INCOME......cccouiecnmsnrsorsonsonsesssssnmnensns seransasasnssansassss 47
Table: 5: Reasons Tora Brand SWIICH . cimmssssmsaimssrasissmasissmmsrmnssssss s 54

Table 6: Reason for the Brand Switch by Keaveney's Service Switching Categories... 55

Table 7: Reason for the Brand Switch by Switching Category........ccccccvniiemnniciiciecnnnns 56
Table 8: Percentage of Respondents and Reason for a Brand Switch.........ccccceounnenne... 56
Table 9: Reason for the Brand Switch by Switching Area —.......ccoovviivvieiiiiciinniiiinnnn. 57
Table 10: Mean Purchase Repertoire and Consideration Set Sizes.........cccccovceeeiiicnnnee. 59

Table 11: Comparison of the Purchase Repertoires of Brand Switchers and Non-
SWIEHETS vt s A s e S S A S e b s vt N P S R TR 61

Table 12: Comparison of the Consideration Sets of Brand Switchers and Non-Switchers

............................................................................................................................ 62
Table 13: Ranking of the Non-Switchers’ Current and ‘Other Brands’ in their

CORBITREAIRY MBE Lo cvnansiimmsmsmerin SRS IS e onsl OISRy P ATy A 65
Table 14: Ranking of the Brand Switchers’ Current, and ‘Other Brands’ in their

ConSIIErBIiEn ML ..o nsmimins o SO A S TS s st S 66

Table 15: Ranking of the Brand Switchers’ Previous Main Brand in their Consideration

BEL... corsrn st T T S e S TS AT S s S e TR S TR s ST e T 67
Table 16: Previous Brands by Ranking and Reason for Brand Switch within the

Consideration Bet (200 «covanisissmommmismsiniemme it ees s ia sy e s 69
Table 17: Previous Brands by Ranking and Reason for Brand Switch within the

oy T o B0 PRI SRR SR SR P SRTT, SIS 69
Table 18: Brand Switchers (Stochastic Reasons) Ranking of Brands........c.ccccccviiiiiinn. 71
Table 19: Brand Switchers (Expectation Disconfirmation) Ranking of Brands............. 72
Table 20: Brand Switchers (Utility Maximisation) Ranking of Brands ........c.ccccoeeunne. 74
Table 212 Chi SAuared TesH . . ivimmimsiiim st s s 103
Table 22: Recoding of Reasons for a Brand Switch.......ccccceviiiicnniineiciiiiineiniinnenns 105

Table 23: Purchase Repertoire and Consideration Set Sizes (2000 All Respondents). 107
Table 24: Purchase Repertoire and Consideration Set Sizes (2002 All Respondents) . 107

vii



Table 25: Purchase Repertoires of Brand SWitChers .......coveeieemriiiivenviicincinneninnns 108

Table 26: Purchase Repertoires of NON-SwWiItCHETs.......cccemveuuiereereiriirvreeeesessessssnnssessens 108
Table 27: Consideration Set Sizes of Brand SWitChers.....ccceivciieeerrririieeeerreeeevreeeennns 109
Table 28: Consideration Set Sizes of NON-SWitCheTS .. .cceereeremiiirreeeerrrrrrererrnressnreeeenes 109

Table 29: Brand Switchers Purchase Repertoire Set Sizes by Switching Reason........ 110
Table 30: Brand Switchers Consideration Set Sizes by Switching Reason................. 110

viii



