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Brand loyalty – fact or fiction? 
As early as 1952, editors of Advertising Age were worried of the possibility that loyalty in a marketing 
context is but a figment of the collective imagination. So great was their concern that they devoted a 
series of articles to the problem. They invited various scholars and practitioners to discuss the issue – 
perhaps even solve it. What was hoped for of course was that they could prove that loyalty was fact and 
not a fantasy. If loyalty was factual and could be instilled in consumers, a brand owner could possibly 
produce loyal consumers on the basis of empirical evidence. But if you can instill loyalty in a consumer 
(through whatever means), the concept of choice comes into focus.  

 

 

 

 

 

 

 

 

 

 

 

“Brand Loyalty – Fact or Fiction”, Advertising Age, 9 June 1952. The editorial above introduces a series of articles 
about loyalty. 

The aim of this paper is to investigate the idea of choice in a marketing context, if there is such a thing as 
a choice and if so, what does the idea of loyalty amount to in terms of suspended will by way of instilling 
into a consumer the sense of loyalty towards a brand, a product or a service. Loyalty will serve as a 
vehicle with which the text will move forward on its pathway, therefore, I shall now give a quick sketch 
of research on loyalty.  

Research on loyalty is mainly based on an idea of choices made by independent choosers.1 In a study 
of choices, Muthukrishnan and Wathieu argue that even choices that do not directly influence a 
purchase nonetheless indirectly will influence a choice process.2 Choices determine loyalty, even though 
choices are conditioned as patterns.3 These patterns, which govern choices, can be of varying 

— 
 
1 I.e. Muthukrishnan, A. V. Wathieu, Luc (2007); Lurie, Nicholas H.; Mason, Charlotte H. (2007); Mao, Huifang; Krishnan, H. Shanker 
(2006); Gilbride, Timothy J.; Allenby, Greg M; Brazell, Jeff D. (2006); Zauberman, Gal (2003); Chernev, Alex; Sternthal Brian (1997); 
Chernev, Alex; Sternthal Brian (1997); Judd, Joel; Kohout, Frank J. (1983); Tyebjee, Tyzoon T. (1979); Jacoby et al. (1973). 
2 Superfluous choices are preliminary choice steps that have no material impact on the main choice context. These choice steps 
nevertheless impart enhanced confidence in and satisfaction with the decision process and increase the likelihood that a consumer will 
persist with the same choice on future choice occasions. Muthukrishnan, A. V., Wathieu, Luc (2006). 
3 The patterns are stated in statistical terms in for example Cooil et al. (2007); Gilbride et al. (2006); Gilula et al. (2006); Palmatier et al. 
(2006); Mao et al. (2005); Agustin, C., Singh, J. (2005); Ashok et al. (2002); Luce et al. (2003). 
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characteristics. What the choices are based upon determines the choices – it can be such things as self-
image,4 attitude,5 satisfaction,6 recollections (memories),7 habits and usage,8 and intentions.9 Also such 
things as evaluations of (earlier) choices can determine future choices,10 then in situations where brand 
extensions are evaluated by a consumer. The evaluation is (in its turn) determined by using attributes of 
the original brand, a kind of transitivity in terms of judgments, so that loyalty to the original brand (the 
mother brand) can cause loyalty towards the extended brand. But, stresses Huifang and Shanker, it is 
not that there is only one factor (reference point, as they call it, because it is a point – a property – in and 
of the brand that connects with another point in the extended brand) but the different properties are 
interacting.11 Transitivity in terms of factors that can determine choices in the context of loyalty has also 
Chaudhuri and Holbrook noted.12 But the usefulness of choices as such in a market and marketing 
context has been questioned as to what extent they are of actual advantage for customers and 
consumers.13 Nor does there seem to be any consensus on what it is that actually drives loyalty, it seems 
as if loyalty still is enigmatic.14 So choices in themselves do not appear to be attractive, at least not too 
many possible options, and choices appear to be based on several factors, of which no factor, or 
collection of interacting factors, are universal. 

The search for patterns that govern choices becomes a search for predictability. If it is possible to find 
patterns that are stable and sustainable over time then it would be possible to make predictions. This is 
true at least if it were possible to show that patterns are durable in the sense that they are independent of 
the specific point in time when a choice is made. In such a case then, the specific choice pattern would 
apply to all choice-events that have not yet occurred.15 Two patterns which do not necessarily concern 
actual choice, but which still are important, have been put forward. The first is, the older (more 
experienced) a person is, the greater the likelihood for loyal (repetitive) purchasing behavior: that a 
purchase will correspond with an earlier purchase.16 The second pattern is that the more popular (well-
liked) a specific brand is, the more likely the brand will be purchased again.17 Such results are consistent 
with both ideas of learning (experience)18 as a factor that influences choices and social influence of the 

— 
 
4 For example, Swamanithan et al. (2007); Kressmann et al. (2006). 
5 For example, Prins, Remco; Verhoef, Peter (2007); Bandyopadhyay, Subir; Martell, Michael (2007); Park et al. (2006); Baumann et al. 
(2006). 
6 For example, Vesel, Patrick; Zabkar, Vesna (2009); Chandrashekaran et al. (2007); Olsen, Svein Ottar (2007); Martın-Consuegra, David 
(2007); Homburg, Christian; Koschate, Nicole; Hoyer, Wayne D. (2006); Gustafsson et al. (2005); Bhattacharya, C. B.; Sen, Sankar 
(2003); Kivetz, Ran; Simonson, Itamar (2002); Mittal, Vikas; Kamakura, Wagner A. (2001); Ganesh, Jaishankar; Arnold, Mark J.; 
Reynolds, Kristy E. (2000); Garbarino, Ellen; Johnson, Mark S. (1999); Smith, Amy K.; Bolton, Ruth N.; Wagner, Janet (1999); Oliver, 
Richard L. (1993); Westbrook et al. (1981). 
7 For example, Braun-LaTour et al. (2007); Lyncl et al. (1988). 
8 For example, Murray, Kyle B.; Häubl, Gerald (2007), Zauberman, Gal (2003). 
9 For example, Lloyd et al. (2008) Ofir, Chezy; Simonson, Itamar (2007); Johnson, Michael D.; Herrmann, Andreas; Huber, Frank (2006); 
Gustafsson, Anders; Johnson, Michael D.; Roos, Inger (2005), Algesheimer, René; Dholakia, Utpal M.; Herrmann, Andreas (2005), 
Soman, Dilip 1998, Zeithaml, Valarie A.; Ben, Leonard L.; Parasuraman, A (1996). 
10 For example, Mao, Huifang; Krishnan, H. Shanker (2006). 
11 However, for a multiproduct brand, multiple referent points exist to judge a brand extension, resulting in more complex evaluative 
processes. Ibid. 
12 For example, Chaudhuri, Anun; Holbrook, Morris, B. (2001). 
13 Shankar, Avi, Cherrier Hélène, Canniford Robin (2006) 
14 For example, Chandrashekaran, Murali; Rotte, Kristin; Tax, Stephen S.; Grewal, Rajdeep (2007). 
15 This point refers to the so-called symmetry thesis, which says that a law that applies to all events E, is valid for any event E regardless of 
time. It is based on the premise that all points in time are symmetrical, and a theory that purports to explain any and all events E, 
purports to explain them regardless of when it occurs. H. Hempel (1969), page 77 ff. For example, Ehrenberg et al. (1968) explicitly 
writes about law-like corelations in terms of re-purchase behavioral patterns. Later (1990) Ehrenberg et al. describes a law-like 
correlation between brands and consumers (in terms of loyalty). Large brands have stronger loyalty than do small brands. 
16 For example, Lambert-Pandraud, Raphaélle; Laurent, Gilles; Lapersonne, Eric (2005). 
17 For example, Raj, S. P. (1985). 
18 D’Souza, Goes; Rao, Ram C. (1995) 
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same choices,19 as well as a view on loyalty (repetitive behavior) as a kind of inertia20 (maybe gravitation) 
in a market.21  

Furthermore, the notion of consumption as a kind of expansion (extension) of the self has been 
explored. The idea is that the self is constituted through consumption so that consumption forms part of 
what is a cohesive identity – the self, the identification of you as you.22 This idea is not new, but has 
become more important in the context of the narrative of the self as that which establishes consumption 
under the umbrella of self-identification. The idea is in agreement with notions of intra-personal 
consistency,23 that is to say the narrative of the me as a coherent tale with inner consequence. Such a tale 
(be it explicit or not) can have as its corollary loyalty, in that the internal consequence, the coherent 
narrative, can cause repetitive behavior (a behavior that can be termed loyalty). Consistency (the 
coherent and cohesive) has another tendency as well – a tendency towards stability.  

The search for patterns is in the marketing practice condensed into loyalty programs designed to 
create a sought after steadiness – that is, predictability, and a kind of control of the future.24 In 
marketing, concepts and theories of how to aggregate re-purchases are applied, in and of these systems 
(including rewards given to consumers for their consumption) – these programs have been so common 
that their effect by and large become absent. Leenheer et al. state that the impact of loyalty programs 
decreases if a person participates in multiple loyalty programs and they can, based on this, advise dealers 
to focus on customers who have only a few such memberships.25 

It becomes apparent in the account of loyalty given here, that choices are in focus, choices as 
individual choices, yet based on some kind of regularity, on some conditions, with some kind of 
consequential consistency. The choices are contained in the context of a market with contextual 
components such as brands, product and services – one can say the objects of these choices. If it is in 
anyway true that a choice has to have an object for it to be a choice, then the question arises as to what 
extent a choice in itself also is a contextual factor at the same level as the object (if choices in themselves 
are objects)? If choices are part of a tell tale story of what goes on in the marketplace and about the 
fabrics of the world, the underlying (possibly metaphysical) assumptions and presuppositions that brace 
the scaffolding of the discoveries and doings of the marketing people, those that do research on different 
levels and those that practice marketing.  

 

• 

Several have turned a critical eye towards marketing,26 viewed marketing as a form of literature and this 
literature’s rhetorical strategies,27 or put forward arguments as to what marketing should and should not 

— 
 
19 For example, Algesheimer et al. (2005); Witt, Robert E. (1969); Silk, Alvin J. (1966); see also White, H. (1992). 
20 For example, Kivetz, Ran; Simonson, Itamar (2003); Gonul, Fusun F.; Carter, Franklin; Petrova, Elina; Srinivasan, Kannan (2001); 
Corstjens, Marcel; Lal, Rajiv (2000); Bucklin, Randolph E.; Russell, Gary J.; Srinivasan, V. (1998); Leclerc, France; Little, John DC. (1997). 
21 A relative insensitivity to price can be congruent with such inertia, in that the inertia coincides with the insensitivity to price. 
Insensitivity to price has been treated by, for example, Krishnamurthi, Lakshman; Papatla, Purushottam (2003). 
22 Belk, Russell W. (1988). See also note 32. 
23 For, Gruber, Alin; Lindberg, Barbara (1966). 
24 For example, Leenheer et al. (2007); Gomez et al. (2006); Rosenbaum et al. (2005); Stauss et al. (2005). 
25 The effect of a loyalty program decreases with the number of competitive loyalty program memberships. Retailers should therefore 
focus on attracting customers with a low number of program memberships. Leenheet et al. (2007). 
26 For a more thorough account of this, see Shankar et al. (2007). 
27 See Hackley (2003). Hackley addresses rhetorical strategies within “marketing management”-texts. He argues that “…managerial 
marketing rhetoric can be understood in terms of Eagleton’s typology of ideological strategies (1991) [Eagleton, T. (1991). Ideology, 
London: Verso.]. For example, it is common for marketing management texts to universalize their claims, to present marketing as an 
activity that is practiced by all (through ‘mutually satisfying exchange relationships’), even if many people may not recognize their 
activity as ‘marketing’”. He concludes that “Marketing management texts, seen through a critical discourse analytic interpretive frame, 
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be, and the premises that marketing as an academic discipline should be based on, norms relevant in 
and about marketing, maybe a quest for an inner essence in marketing as a practice and as an academic 
discipline.28 But questions concerning theories and experiences turns the curiously marveled eye not 
only in the direction of the essence of marketing as a discipline (practical or theoretical), but also 
towards the conceptualizations with its both explicit and implicit elements. This paper will focus on 
conceptualizations of choice as part of the concept of loyalty as one of the important concepts in 
contemporary marketing. 

A deeper dig into concept of loyalty 

For a firm loyalty is important, at least if loyalty means re-purchase. In this sense one can say that 
loyalty has a precise and specific meaning. An over time stable re-purchase behavior of many paying 
customers creates stable and predictable conditions in terms of cash flow. Loyalty becomes an again-
and-again behavior, and that again-and-again is to the advantage of the firm if the behavior is 
directed towards them.29  

By this very same again-and-again a person is also involved, when the person, say I, go to, say, Tea 
Center of Stockholm to buy tea every time tea is on the groceries list. In this manner the consumer’s 
actions are de-indivudualized, even collectivized, into a class of actions by a class of people, at least if 
there is not a choice (maybe rather a decision) made in each instance of re-purchase. But, as mentioned 
earlier, customers rather seem to avoid making decisions; instead they seem to go by experience, earlier 
established habits, conceptions of the self, or something else to that nature.30 So, what in the literature 
and by practitioners is coined loyalty might rather be like a euphemism. On the other hand it could be a 
technical term referring to the creating of a steady cash flow through the creation of steady, habitual, 
collectivization of (de-individualized) repetitive re-purchase behavior, thus relieving customers from 
decision-making. Therefore, not only do consumers avoid making decisions, also firms want the 
consumer/customer to avoid making decisions in the same sense, but for reasons of consistency in 
choise – repetition of the same.  

Apart form the technical use of the word loyalty, the word is also used in general, everyday, language. 
Random House Dictionary31 defines loyalty as follows: “1. faithful to one’s allegiance, as to a sovereign 
government or state: a loyal subject. 2. faithful to one’s oaths, commitment, or obligations: to be loyal to a 
vow. 3. faithful to any leader, party, or cause, or to any person or thing conceived as deserving fidelity or 
imposing obligations: a loyal friend. 4. characterized by or showing faithfulness to commitments, vows, 
allegiance, obligations etc.: loyal conduct.” Loyal in common language, if the lexicographer is correct, 
means faithfulness to someone and something, who has earned it in some way. At the same time loyal 
entails action of some sort: if a person is loyal they are obligated to act upon the feeling, in order for that 
person to be alleged to be loyal. It is not enough to simply like something or someone, you have to at 
least also talk about liking it/them, whatever or whomever it/they might be.32 

I understand loyal in general, everyday, language to denote some kind of act of faithfulness: I am 
loyal to, for instance, my wife Ing-marie. If I stand by her, more specifically, what I do when I perform 

 
 
appear to be potent sites of managerial ideology” - an ideology that is characterized by a set of rules for how to formulate onself within 
the genre, but also rules for how a text should be read. 
28 For example, Hunt & Kroll (1980); Hunt (1990); Hunt (1994); Brown (2006), Brown (1996), Fitchett (2005). 
29 One of my former, possibility also future, colleagues, Dick Forslund, coined this subscription, firms subscribe to their customers 
money. In the very least, they are trying to create a subscription-like state of affairs versus their customer’s money. 
30 Shankar, Avi; Cherrier Hélène; Canniford Robin (2006) 
31 Random House Dictionary (1973) 
32 Etymologically Loyal has to do with legal, it has to do with rules and legitimacy, a rule of conduct, you might say. If the lexicographer is 
right, this explicit referens to rule-following is mainly lost in modern language use, but what remains is a sense of regularity in terms of 
again-and-again. See Våra Ord (1985). 
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such an act of faithfulness is not clear. Rather, it seems to me that if I carry out an act of faithfulness 
towards Ing-marie, it must be possible to classify it as such an act, and it is the classification that 
deems it an act of loyalty. Something has to be put on the line, challenged in some way, and the act 
that is deemed loyal is an act in connection with this challenge – a loyal follower through thick and 
thin, but maybe not always in a very strong sense. This is not at all the same as repetitive again-and-
again purchase behavior, even though I believe that a customer can be loyal to a firm and a brand in 
just that general language sense. Interesting as it is, the difference between the general language use of 
the term and its technical – possibly euphemistic – use in a marketing context, is of no further 
concern here. It is the technical usage in the context of marketing theory which we will persue. And, 
the technical use is of course regulated by the most influential parties. This is at least how Baumgarter 
and Pieters argue.33 They note that scientific journals have become the most common media for 
publishing scientific findings within the field of marketing.34 Among other places it is in these 
journals that terms, for example, loyalty, are used in their technical sense – this is where its technical 
sense is built and protected. Baumgarter and Pieters summarize their study by saying that just a few of 
the journals on marketing seem to be unproportionally most influential. This influence seems to 
emanate from the other journals in the body of journals in the marketing field.35 Baumgarter and 
Pieters continue by saying that the importance of journals differ in different subfields:36 journals 
influence journals, scientists influence scientists, writers influence writers, and via the readership, 
possibly the reach is even further. 

From a position as a thought-leader (chief of thought) when it comes to marketing, it appears as if 
Journal of Marketing has emerged as an integrator with a worldwide impact.37 The idea of chief of 
thought has been put forward by others as well. 38 One example is Hodge and Kress,39 which tells of a 
group where there is a leader who, from a set of stories, points out the one that is to be considered as the 
correct one. This person is said to have the word.40  

The three most dominant journals in marketing are Journal of Marketing (JM), Journal of Market 
Research (JMR), Journal of Consumer Research (JCR). Thus, there is reason to say that these three 
journals together form a triumvirate of journals which has the word. Between them they have published 
at least two hundred articles on loyalty, from 1938 through to 2007 at least 200. The articles first and 
foremost seem to stress regularity, some kind of systematic recurrence which can be analyzed, that can 
be effectively used in a strategic context, be workable: the articles report on research carried out on 
choices in different aspects, in focus are not the choices in themselves as an act of choice, rather the 

— 
 
33 Baumgarter & Pieters (2003). 
34 Ibid., “Journals have become the primary medium to communicate scholarly knowledge in marketing…” 
35 Ibid., “The results show that a few journals wield a disproportionate amount of influence in the marketing journal network as a whole 
and that influential journals tend to derive their influence from many different journals.” 
36 Ibid., “Different journals are most influential in different subareas…”  
37 “From a thought-leader at the forefront of generating specific marketing knowledge, the Journal of Marketing appears to have grown 
into an integrator, with the more global role of piecing individual parts of the marketing puzzle together and balancing academic rigor 
with managerial relevance” Ibid.. 
38 Maybe one rather should put it in terms of leader and commander of thought, the important point is that thinking is collectivized 
through the pointing out of a path, however, this pointing in not just one-sided, it occurs in a relationship, even if it is expressed by just 
one party in the relation, in this way it can seem as if it is one-sided and has only one direction, but examined closely, the pointing is a 
consequence of a relation, which makes the relation fundamental to the act of pointing. 
39 Hodge & Kress 1988 
40 Ibid., p. 147. Linell discusses a similar idea when he speaks of authoritative voice in the discourse (2009: 130 ff). The authoritative voice 
determines, Linell argues, what a person in a dialogical situation can say about himself and herself, about others and about the world. 
The authoritative voice is an internalized voice, thereby appropriated by a person, so that the voice becomes part of that person’s 
perceptions of the world, what is and what is not, right and wrong, what is relevant in terms of what it is that makes sense and what is 
reasonable (common sense), a kind of culturally contingent truths. These truths are often hidden in manifest talk, like a Foucaultdian 
self-discipline, stresses Linell.  



 
6 
 

criteria (factors) that determine choices, some kind of orderly order (scheme) that it would be feasible to 
utilize in order to control the choices.41 Choices are made by individual consumers (except in one 
instance, where the investigated choices are made by two people in conference).42 Yet the choices seem 
to be of the same kind, they are based on criteria that causally determine them: every individual choice is 
based on some criteria, on the aggregated level a pattern emerges, and from that pattern it will be 
possible to make predictions of individual choices. In that way choices are predictable. This calls into 
question the premise that all choices are really free.43 If choices are really free,44 then it would always be 
an open question which alternative would be chosen in each individual choice-situation, and patterns 
would not emerge, at least not in any strategically interesting way.45 But choices are causally connected 
to these criteria, or so say the assumptions, but where does the criteria emanate from? This might at first 
glance not seem that important to a marketer, but it should be, because if it is true that free will is a fact, 
then choices can at some point in the chain of events that leads up to the actual choice not be connected 
to any such criteria, otherwise there can be no such thing as a free will. If there is such thing as a free 
will, one could argue, then a consumer might, out of his or her own free will do the same thing over and 
over again and a pattern would emerge, in spite of there not being any criteria that would ultimately 
govern choices. Such a case would render any patten temporary and unstable, since they ultimately 
— 
 
41 For example, JCR 1, 3, 8, 16. Swaminathan et al. (2007) stresses that “Brand country-of-origin connections is the extent to which brand 
is used to express one’s patriotic national identity” and they continue to research just how this has played a part in the attitude towards 
the product, the attitude that determines the choice. 
42 For example, JCR 18. In the concluding remarks Rudd and Kohout (1983) points out that information handling in connection with a 
purchase decision can vary depending on group composition, e.g. the time it takes to make a decision: “It was predicted that decision 
time would decrease monotonically from ad hoc dyads to married couples to individuals”. 
43 Will is a concept that is intimately connected to determinism, the cause-effect dichotomy. If the will is free, then it is not caused, some 
have argued that maybe there could be some kind of weak link between an action and its cause (for example JL Mackie and his soft 
determinism concept, Mackie 1977). But even if the act of willing is only weakly connected to a cause, it is still connected: the act of 
willing is caused. Maybe one could describe the problem in this way: The idea of an act that is not induced by a cause, i.e. that the will 
that causes the act is in itself not caused, can be said to emanate from an idea of responsibility: if the will is free (not caused) then we have 
responsibility for our actions, otherwise not: if a person in some sense can be held responsible for her or his actions, then it must be 
unequivocally tracable (and attributable) to that person out-and-out – the person is indisputably the source, and the only source, for her 
or his actions in the sense that the particular action cannot be attributed to any other cause than that person in and of her-or his free will, 
thus to that person her- or himself. Intuitively it might seem easy to agree with the idea that every, and all, human actions are ultimately 
and only attributable to one, and one only, person – if so, this is in agreement with the existence of a free will, free choices. It agrees with 
the common feeling that we actually make a choice – but you might object that the fact that a person feels something like choosing does 
not necessarily mean that that feeling refers to an actual choise, that the choice-event really exist: that my having the feeling that I control 
my own actions necessarily means that I am in fact in charge the way the idea of free will implicates. What to me seems weird is, that if I 
go along with the idea that there is such a thing as a free will, then I am forced to agree to the notion that there are two types of events in 
the world, those that are caused, and those that are not: causally bounded and not-causally bounded, where the will-event is of the latter 
kind. The problem might seem to be a purely logical problem: I control my free will, which in turn controls me (I), which controls the 
free will – regression ad absurdum. But it cannot just be a logical problem; it is also an empirical problem. If there is such a thing as a free 
will it must in some way be empirical, and as far as I know, no one has been able to show that there exists an empirical free will (no part 
of the brain where free will resides or anything to that extent). On the other hand there is a feeling of willing, phenomenologically: a 
feeling that I control my intentions. What becomes apparent (and in Mackies account) is the question if free will is compatible with 
causality. This problem is far from settled. In Four views on Free will (Fischer et al. 2008), ideas on compatibilism and liberalism 
are juxtaposed. Free will can be described as an ability to do otherwise, it has strong affiliation to ideas on agency, thus concepts 
including an able actor, the one with intentions, in the line of reasoning I am trying to voice here it is important to separate a 
(possibly unfounded) feeling-of being able to do differently and a factual possibility to do different. (Malmgren (1978) primarily 
chapter 5, Davis (2007), Vancouver & Zwidzki (2007), Davidson (1969 & 1970)). 
44 With reference to Chisholm, Paul Sheldon Davies (2007: 44) argues that the concept of free will is a, as he writes, “dubious concept”. 
The concept of free will is a concept given by its history of origin, he writes that “Concepts that descend from a worldview we no longer 
regard as true are dubious in this sense, provided they have not been vindicated or superseded by concepts of some well-developed 
scientific theory.” The concept of free will emanates out of a worldview where personal responsibility before a god is central in the 
understanding of the world. A concept which becomes necessary in such a world is free will, since you cannot demand responsibility 
otherwise (a person can only be accountable for actions he or she is responsible for). 
45 Malmgren (1978). This is the same problem as in psychoanalysis, if predictions of behavior are possible, there can be no such thing as a 
free will. 
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would be not-caused. So the choices are (need to be) caused by criteria in some form or another 
otherwise they would not be controllable.46  

Loyalty is, in this sense, also conditioned: this conditioning drives the regularity, which is an again-
and-again behavior, thus providing stability. With the concept of loyalty there comes a claim of a state of 
permanency, stability, through suspended choices. And this state is a desired state of affairs for a firm. 
Researchers and practitioners both seek understanding as well as means to bring it about, for researchers 
this is often in terms of implications for strategy.47 The concept of the world that emerges is a world of, 
by criteria, causally induced choices which can be manipulated. Firms are able to manipulate them and 
are thus the able party, consumers are the stable party, stable in the sense that they choose in a 
consistent way, at least in principle.  

Three chieftains 

When reading the articles in the three journals the world view that emerges is one consisting of able 
firms and stable consumers, and of manipulability.48 Central leitmotivs are satisfaction (contentment),49 
factors that govern decisions50 and that choices are in themselves causes.51 Choices are not simply 
choices, they are associated with factors that function as determinants of choices, the choosing becomes 
a choosing of determinants and the investigations strive to find the chosen determinants. The over 
predominantly preferred methods to investigate acts of loyalty are self-assessements, interviews, and by 
experiments with prearranged factors as the subject matter of investigations.52 This becomes the 
teachings of the bounded consumer; still though an enigma looking for an answer, the answer of the 
how and the what in the consumer as a loyally bounded subject.53 

The teaching of loyalty is implicitly a teaching of shunning, but not on the conditions of shunning, 
rather the foundations of the shun. What the journals discovers are the patterns of shun and how 
consumer life is formed into a life of non-choices. And the strive of the research is to find ways and 
means of creating this patterns of shunning, and how this pattern o shunning can be manipulated by 
mastering the grammar of shunning. The texts treat a Managers empire that is a land where the teaching 
— 
 
46 For example, JCR 2 and 7. Murray and Häubl (2007) investigates into what they call cognitive lock-in. they show that “ease of use” 
affect consumer preferences. Learning through “trial-and-error” creates an ease of use which in turn is a driver of habitual behavior. 
They say that “The central notion underlying this stream of research is that the cognitive costs […] associated with consuming or using 
different alternatives are important drivers of consumer choice.” 
47 For example, JCR 19 and 20. Raj (1983) recommends in light of what he has found “In the presence of increased competitive 
advertising, consumers loyal to competing Brand B decrease in quantity purchased of Brand B. This has interesting implications for 
competitor B regarding the need to meet increased advertising from Brand A”  
48 For example, JMR 24. Smith et al. (1999) strive to develop a model where managers can control complaints so that the complaints do 
not yield unwanted effects on sales. They write “In summary, the results of this research provide organizations with guidelines for 
developing service recovery procedures that improve customer service and enhance customer relationships. These guidelines can be used 
to implement service delivery systems that include provisions for appropriate recovery efforts, allocate recovery resources to maximize 
returns in terms of satisfaction, and train employees to recognize failures and reduce their effects on customers.” This model, as well as 
other models, aims at creating a predictable outcome and a functional overview. 
49 For example, JMR 2, 22 and 42. Chandrashekaran et al. (2007) investigates into the strength of satisfaction in relation to repurchase, 
that witch is termed “customer loyalty”. 
50 For example, JMR 8, 9, 13, 16, 18, 24, 30, 31, 41 and 83. Singh et al. (2005) writes about preferences linked to attributes of products. 
These preferences, they show, govern the choice of product, and in that way govern loyalty, not only for individual products and 
categories of products but also across product categories. Preferences thus imply some kind of stability. They write “Emerging literature 
in marketing recognizes and models the dependence among consumers’ brand choices across multiple categories. This article contributes 
to the literature by offering a model of dependence based on correlated preferences for attributes that are shared by categories.” 
51 For example, JMR 8, 19, 23, 28, 29, 32, 82 and 102. See also note 46.  
52 For example, JMR 13, 19. In Kivetz and Simonsons (2003) research on the choicablility of loyalty programs, the respondents were 
asked to choose among a set of such programs. Ashok et al. (2002) studied through an experiment how non-product related attributes 
influence choices, customers were asked to evaluate an offering from a make-believe competitor of a service they now purchasing. 
53 For example, JMR 2. See note 44. 



 
8 
 

of loyalty becomes a teaching of manipulation and absolution from responsibility. Absolution for the 
Managers and Researchers, in that there is a free will which makes the consumer ultimately responsible 
and not the Manipulators, this is the pledge: the choices are individual, they are personal, you chose, and 
you are thus responsible, not the Managers, not the Manipulators, not the Researchers – only you.  

A choice-act is individualized and regarded as a whole event in and of it self. The choice-act can be 
analyzed in its parts, the parts that make up the whole, this is what the search for factors that determine 
choices do – the choice-act is divided into determinants and that which is determined (determiniendum 
and determinans, if you will). In order for it to be researchable it needs to be readily epistemic 
available.54 Part of the choice-act is the free will that operates within the choice –act. The 
phenomenological side of the choice-act is of course epistemically available, at least insofar as a 
consumer can report on the feeling of choice. But the free will is not available in the choice-act as far as I 
understand.55 Rather it is assumed. 

The feeling that a choice is being made, however, is what is reported by the participants in the 
research, and it is this feeling that the researchers report on. It is this feeling of individual choice, 
individualized choice, one after another, which gives the researchers – as well as the manipulators 
(managers) – the possibility to recommend and to utilize their knowledge of how to manipulate the 
patterns so as to form a stable cash flow through the creation of loyal consumers. The market consists of 
free choices and therefore of free will, and this free will is reported as a feeling of choices being made, 
hence the market consists of feeling. 

Law-like correlations are sought after, since if it can be shown that law-like correlations between 
some factor and factors that determine choice (or aggregated choices in terms of repetitive behavior) 
exist, then that would prove a useful tool for managerial planning.56 The question remains, though, if the 
correlations are actual laws or just appear to be laws, law-like.  

The teaching of manipulation and manipulability is maintained through the extended search for law-
like correlations or possibly even stronger correlations; those equivalent to a physical law. Maybe it is of 
no concern whether the regularities are just law-like or an actual physical law. There is a crucial 
difference, however, and that is on what the regularity is founded. If the regularity on founded in physics 
or if the correlations can be a consequence of other events (mental or otherwise), i.e. if the regularity is 
an effect on a surface level of something else or if regularity is based on a law such that a certain class of 
events follows or does not follow another certain class of events.57 Class is the key word here, since a 
single event might follow as a consequence of a law, but not a class of events as a consequence of a law. 
A radically different entanglement, though, is that of epistemically accessibility, if a law would at all be 
accessible. Maybe it is only possible to derive a law based on regularities. In this sense maybe law-like is 
the best guess, based on lack of accessibility. One example of the accessibility-problem is an intention: 

— 
 
54 For example, Davidson, 1963. Davidson argues that actions have causes, which leads him to conclude that there is at least in some sort 
of pro-attitude towards an act of a specific kind that causes that act. But not just any pro-attitude can, following Davidson, cause an act, it 
is a primary reason. Such a primary reason does not need to accessible for the consciousness, at least not in the situation where it 
operates. 
55 For example, JMR 7, 9, 13 and 18 or JMR 82 and 83 from the 1970s. If the choice itself is the effect of a campaign, is not observable, but 
the effects on sales are, which is what Heerde and Bijmolt (2005) studies. 
56 JM 46, p. 90: Overall, the message is that frequent-purchase markets almost invariably show a regular or "law like" double jeopardy 
pattern whereby smaller brands tend to attract somewhat less loyalty, with deviations that are mostly relatively small and so far little 
understood. Not many such empirically and theoretically based generalizations can be made in marketing […], though DJ (double 
jeopardy, my remark.) is not the only one even in just the narrow area of buyer behavior […]. Both marketing practitioners and scholars 
of consumer behavior should recognize that their markets contain such a predictable pattern, and why it occurs. The authors finish their 
article in the usual manner, with a recommendation to the Managers to capitalize the law-like again-and-again regularity. 
57 Davidson’s argument goes something like this: a certain class of mental intention-acts is always followed by a certain class of purchase-
acts. One can, if one follows Davidson’s argument, conceive of an action followed by another and that the relation between them is based 
on a law, even though this law might not apply to any other instance of an action followed by another. But it seems to me that this is not 
what is intended here, rather the case of classes of actions followed by another class of actions. 
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an intention is described as pertaining to, even causing, purchases.58 If intentions are indeed correlated 
with purchase-behavior, by way of a law (or a law-like regularity), then the again-and-again loyal 
purchase-behavior is also correlated by way of law. The problem that arises is, if there is a law that 
governs the behavior, or a law-like regularity, does that law pertains to the intention or to some other 
state of affairs, in fact something different is afoot. Nothing as far as I can see can at this point be said 
about this problem, unless you abandon the idea or intentions as a causing factor totally. What can be 
said is that people report on intentions, if intention is made to signify intend to purchase in the future, 
and not focus or directedness.59 Instead, the idea of law and law-like becomes a presumption on the level 
of the observable factor, e.g. intentions. What might appear as an unintended but rather important 
consequence of the idea of law or law-like correlations between a factor and the actual choice (purchase) 
is the idea or responsibility and agency, i.e. free will. The implied law-bound repetitive choice-behaviour 
(purchase-behavior) is perhaps needed in order to avoid the concealed jeopardy or manipulation, in that 
if the regularity is based on a law, the only thing which a manager (manipulator) is doing is living in the 
world on conditions that the world in and of itself has provided: the world assumes responsibility. The 
same can also be said for your actions since a law and a law-like circumstance governs your behavior: 
the manipulator might have (assume) agency, if the manipulator can manipulate the regularity, but the 
consumer is governed by a law or something law-like.  

Thus consumption can be said to be collectivized also in this sense, since no individual choice can be 
made. There is another facet to this collectivization of purchase-behavior (choice behavior), though, and 
that is the observation that purchase-behavior seems to form itself around groups, collectives of people 
and a collective of actions (purchase and choice actions).60 This makes choice a basically social 
phenomenon, rather than an individual one, even if the feeling of choice can be individual. The choice 
might follow a rule of life, so that the appearance of regularity is formed by this rule of life and in that 
respect is law-like, since it is based on a rule, contingent upon the social requisite where it is applied. 
Any manipulations of the scheme of socially conditioned things will be a manipulation of the life rule, 
either of the group or of the individual.  

But as long as there is a free will, you will be the ultimate cause of any changes, and that will free the 
talented manipulator from any responsibility – it all falls on you, the predictable consumer. I am myself 
responsible for my buying tea at Teacenter of Stockholm, but the talented Manipulator might have 
induced a sence of need in me by manipulating the factors that affect my buying behavior; I am forever 
loyal to my wife by my own free will, but what if someone has manipulated my faithfulness to her by 
controlling the factors that command my behavior? What if… 

 

• 

Here are three journals which are following a similar trend. Here are three journals which are 
communicating the same objective to control the repetitive again-and-again behavior; three thought-
chieftains who churn out the same absolution for researchers and marketers. Here are three thought-
chieftains with the same ambition; to create a better world, a world of confidence for the chosen and 
competent through the repetitive again-and-again behavior – termed as customer loyalty: the teachings 
of uniformity in a robust better life, a life in sound conviction of predictability and of perdurable 
— 
 
58 For example, JM 3, 4, 5, 7, 9, 10, 11, 12, 13, 17, 18, 19, 21, 23, 29, 24, 30, 31, 32, 33, 36, 37, 38, 40, 42 and 43, 1994–2007. For example, 
Cooil et al. (2007) writes about “repurchase intentions”. 
59 Intention can of course be a vague and ambiguous word, even the concept of intention can in many contexts seem vague and 
ambiguous. In this context I take it to mean intends to buy. 
60 For example, JM 24 or 46. McAlexander et al. (2002) describes a “Brand Community” as “A community is made up of its member 
entities and the relationships among them. Communities tend to be identified on the basis of commonality or identification among their 
members, whether a neighborhood, an occupation, a leisure pursuit, or devotion to a brand.” 
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customer relations. The teachings of loyalty are the teachings of hope: that it is possible to create a 
blissful life for the initiated and the skilled; the teachings of loyalty are the teachings of how to stage an 
again-and-again, by way of manipulating (and controlling) the consumer’s feeling on the matter of 
choices, thus of manipulating the consumer’s selves; yours and mine! 

 



 
11 

 

Literature 

 Aaker, David A. 1991 Managing Brand Equity 
 Aaker, David A. 1998 Strategic Market Management 
 Adam, Barbara 2006 Time, Theory, Culture & Society, vol. 23 (1/2) 
 Arnould, Eric J.; 

Thompson, Craig J. 
2005 Consumer Culture Theory (CCT): Twenty Years of Research, Journal of 

Consumer Research 
 Askegaard, Søren; 

Bengtsson, Anders 
2005 When Hershey met Betty: love, lust and co-branding, Journal of Product 

& Brand Management, vol. 14 (5) 
 Bandyopadhyay, Subir;  

Martell, Michael 
2007 Does attitudinal loyalty influence behavioral loyalty? A theoretical and 

empirical study, Journal of Retailing and Consumer Services. vol. 14 (1) 
 Bauman, Zygmunt 2007 Konsumtionsliv, Daidalos 
 Baumann, Chris; 

Burton, Suzan; 
Elliott, Gregory; 
Kehr, Hugo M. 

2006 Prediction of attitude and behavioral intentions in retail banking, 
International Journal of Bank Marketing, vol. 25 (2) 

 Baumgartner, Hans; 
Pieters, Rik 

2003 The structural influence of marketing journals: a citation analysis of the 
discipline and its subareas over time, Journal of marketing, vol. 67 

 — 1990 Grundbok i värdeteori, Bokförlaget Thales 
 Brown, Steven 2006 The artfulness in the science of forecasting, Estates Gazette (606 
 — l996 Art or Science?: Fifty Years of Marketing Debate, Journal of Marketing 

Management, 12 
 — 1997 Marketing science in a postmodern world: introduction to the special 

issue, European Journal of Marketing, vol. 31 (3/4), 1997 
 — 1995 Postmodern marketing, Routledge 
 Braun-LaTour, Kathryn; A. 

LaTour Michael S.; 
Zinkhan George M. 

2007 Using Childhood memories to gain insight into brand meaning, Journal of 
Marketing, vol. 71 

 de Chernatony, Leslie; 
McDonald, Malcolm 

2000 Creating Powerful Brands in consumer, service and industrial markets, 
Butterwoth Heineman 

 de Chernatony, Lesley 2002 From brand vision to brand evaluation, Strategically building and 
sustaining brands, Butterworth Heineman 

 Cialdini, Robert B. 2001 Influence: Science and practice, Allyn and Bacon 
 Cheney, George; 

Christensen, Lars Thøger 
2005 Integrated organizational identities: challenging the “bodily” pursuit, 

Critical management Studies Conference, July 4–5 
 Christensen, Lars Thøger 1997 Marketing as auto-communication, Consumption, Markets and Culture, 

vol. 1 (3) 
 Christensen, Lars Thøger;  

Torp, Simon; 
Firat, A Fuat 

2005 Integrated marketing communication and postmodernity: an odd couple, 
Corporate communication, An International Journal, vol. 10 (2) 

 Cooil, Bruce;  
Keiningham, Timothy L.; 

Aksoy, Lerzan;  
Hsu, Michael 

2007 A Longitudinal Analysis of Customer Satisfaction and share of Wallet: 
Investigating the Moderating Effect of Customer Characteristic. Journal of 
Marketing, vol. 71 (1) 

 Cova, Bernard; 2007 Consumer Tribes, Butterworth-Heineman 



 

 
12 
 

Kozinets Robert V.; 
Shankar, A. ed. 

 Currie, Gregory 1997 On Being Fictional, The Journal of Aesthetics and Art Criticism, Vol. 55 (4) 
 Czaplewski, Andrew J.; 

Fergusson, Jeffrey M.; 
Milliman, John F. 

2001 Marketing Management, vol. 10 (3) 

 Chisholm, Roderick M.  2002 ‘Intentional Inexistence” (Excerpt), Philosophy of mind, classical and 
contemporary readings, Chalmers, David J. ed., Oxford University Press 
2002. 

 Davidson, Donald 1963 Actions, reasons, and causes, Journal of Philosophy, no. 60 
 — 1969 How is weakness of the will possible, Moral concepts, Feinberger J. ed., 

Oxford readings in Philosophy 
 — 1984 Inquiries into truth and interpretation 
 — 2001 Mental events, in Assays on Actions and Events, Clarendon Press 
 Deavers, Kelly J. 1999 How will we know “good” qualitative research when we see it? Beginning 

the dialogue in health services, Health services research 
 — 1990 The limits of interpretation, Indiana University Press 
 Dennett, Daniel C. 2007 My Body Has a Mind of Its Own, in Distributed cognition and the will: 

individual volition and social context, Don Ross et al. eds., Massachusetts 
Institute of Technology 

 Davies, Paul Sheldon  2007 What Kind of Agent Are We? A Naturalistic Framework for the Study of 
Human Agency, in Distributed cognition and the will: individual volition 
and social context , Don Ross et al. eds., Massachusetts Institute of 
Technology 

 Dewey, John 2005 Människans Natur och Handlingsliv, Daidalos 
 — 1997 How we think, Dover publications. Originally published 1910 
 — 1973 The Philosophy of John Dewey: 

vol. 1: The structure of experience 
vol. 2: The lived experience 
The University of Chicago Press 

 Doyal Len; 
Harris Rodger 

1986 Empiricism, explanation and rationality, an introduction to the 
philosophy of the social sciences, Routledge & Kegan Paul, London 

 Dummet, Michael 1995 Metafysik och mening, Thales 
 Everson, Stephen 2007 Belief in Make-Believe, European Journal of Philosophy 15:1 
 Fitchett, James;  

Lim, Ming  
2008 Consumer experiences in the “house of the future”: An enquiry into 

surveillance-based consumer research techniques, Consumption Markets 
& Culture, vol. 11 (2) 

 Fitchett James; 
Humphreys, Michael; 
Moufahim, Mona; 
Mitussis, Darryn 

2007 Interpreting discourse: a critical discourse analysis of the marketing of an 
extreme right party, Journal of Marketing Management, vol. 23 (5/6) 

 James A. Fitchett 2005 Consumers as stakeholders: prospects for democracy in marketing theory, 
Business Ethics: A European Review, vo. 14 (1), Blackwell Publishing Ltd. 

 — 2004 The Fantasies, Orders and Roles of Sadistic Consumption: Game Shows 
and the Service Encounter Consumption, Markets and Culture, vol. 7 (4) 

 Fischer, John Martin;  
Kane, Robert;  
Pereboom, Derk; 
Vargas, Manuel 

2008 Four views on free will, Blackwell publishing 



 
13 

 

 Fram, Eugene H.;  
 McCarthy, Michael S.  

2003 From Employee to Brand Champion 

 Geroge, William R.;  
Grönroos, Christian 

1989 Developing customer conscious employees at every level – internal 
marketing. In Handbook of internal marketing New York, AMARCOM 

 Gilly, Mary C.; 
Worfinbarger, Mary 

1998 Advertising’s internal audience, Journal of Marketing, vol. 62 

 Gomez, Blanca Garcıa; 
Arranz, Ana Gutierrez; 
Cillan, Jesus Gutierrez 

2006 The role of loyalty programs in behavioral and affective loyalty, Journal of 
Consumer Marketing 

 Goodman, Nelson 1978 Ways of Worldmaking, Hackett publishing company 
 — 1979 Fact, fiction and forecast, Harvard University Press 
 Goetting, Stefanie,  2000 Aligning internal and external messages 
 Griffith, David A.;  

Lusch, Robert F. 
2007 Getting Marketers to Invest in Firm-Specific Capital. Journal of 

Marketing, vol. 71 (1) 
 Gärdenfors, Peter 2006 Den meningssökande människan, Natur och kultur 
 — 2000 Hur homo blev sapiens, Nya Doxa 
 — 1992 Blotta tanken, Nya Doxa  
 Hackley, Chris 2003 ‘We Are All Customers Now...’ Rhetorical Strategy and Ideological Control 

in Marketing Management Texts, Journal of Management Studies 40:5 
 Hempel, Carl 1969 Vetenskapsteori, Studentlitteratur 
 Herzogs, Esselte 

Hatch, Mary Jo; 
Schultz, Majken 

1985 
2003 

Våra ord 
Bringing the corporation into corporate branding, European Journal of 
Marketing, vol. 37 (7/8) 

 Hinde, Robert A. 1979 Towards an understanding of relationships, Academic Press 
 Hirschman, Albert O. 2006 Sorti eller protest, Arkiv förlag 
 Hodge, Robert; 

Kress, Gunter 
1988 Social Semiotics, Polity Press 

 Hoeffler, Steve; 
Keller, Kevin  

2002 Building Brand Equity Through Corporate Societal Marketing, Journal of 
policy and marketing 

 Holt, Douglas B. 2003 What becomes an icon most?, Harvard Business Review, vol. 81 (3) 
 — 2004 How brands become icons, Harvard Business School Press 
 Horgan, Terence; 

Tienson, John  
2002 The intentionality of Phenomenology and the phenomenology of 

intentionality, in Philosophy of mind, classical and contemporary 
readings, Chalmers David J. ed., Oxford university press 

 Hunt Shelby D.; 
Kroll, Robert J. 

1980 Consumer–interest study in higher education: a conceptual analysis if an 
emerging discipline, The Journal of Consumer Affairs 

 Hunt Shelby D. 1990 Truth in Marketing Theory and Research, Journal of Marketing, vol. 54 (3) 
 — 1994 A Realist Theory of Empirical Testing Resolving the Theory-Ladenness/ 

Objectivity Debate, Philosophy of the Social Sciences 
 — 1991 Positivism and Paradigm Dominance in Consumer Research: Toward 

Critical Pluralism and Rapprochement, Journal of Consumer Research, 
vol. 18 

 — 1997 Resource advantage theory and the wealth of nations: developing the 
socio-economic research tradition, Journal of Socio-Economics, vol. 26 (4)

 Jacoby, Jacob; 
Szybillo, George J.;  
Busato-Schach, J.  

1977 Information Acquisition Behavior in Brand Choice Situations. Journal of 
Consumer Research, vol. 3 (4) 



 

 
14 
 

 Jameson, Fredric 1983 Postmodernism and consumer society, in Postmodern Culture, Foster H., ed. 
 Jermier, John M. 1998 Critical Perspectives on Organizational Control, in Administrative Science 

Quarterly, vol. 43 (2) 
 Johansson, Thomas 1996 Socialpsykologi och modernitet, Studentlitteratur 
 Kapferer, Jean-Noël 2000 Strategic Brand Management 
 — 2001 Reinventing the Brand, Kegan Page 
 Kates, Steven M. 2003 Brand Morphing: implications for advertising theory and practice, Journal 

of advertising, vol. 32 
 Keller, Kevin L. 1998 Strategic Brand Management: Building, measuring, and managing brand 

equity, Prentice-Hall 
 — 2001 Mastering the marketing communications mix: micro and macro 

perspectives on integrated marketing communications programs, Journal 
of marketing management, no. 17. 

 Kempson, Ruth 1975 Presuppositions and the delimitation of semantics, Cambridge 
University Press 

 — 1977 Semantic Theory, Cambridge University Press 
 Kotler Philip 1993 The major Tasks of Marketing Management 
 — 1998 A Generic Concept of Marketing 
 Kressmann, Frank et al. 2006 Direct and indirect effects of self-image congruence on brand loyalty. 

Journal of Business Research,  
vol. 59 (9) 

 Krishnamurthi, Lakshman;  
Papatla, Purushottam 

2003 Accounting for heterogeneity and dynamics in the loyalty–price sensitivity 
relationship, Journal of Retailing, vol. 79 (2) 

 Kripke, Saul A. 1972 Naming and Necessity, in Philosophy of mind, Chalmers, David J. ed., 
Oxford University Press, 2002 

 Kroon, Frederick 1994 Make-Believe and Fictional Reference, The Journal of Aesthetics and Art 
Criticism, vol. 52 (2)  

 Levy, Sidney L.; 
Kotler, Philip 

1969 Broadening the concept of marketing, Journal of marketing, vol. 33 

 Liddle, Allan J. 2001 Internal Marketing as important to success as pleasing customers, 
Nation’s Restaurant News, vol. 35 (44) 

 Linell, Per 2009 Rethinking language, mind, and world dialogically, Interactional and 
contextual theories of human sense-making, A volume in Advances in 
cultural psychology: constructing human development, Information Age 
Publishing. 

 Leenheer, Jorna; 
van Heerde, Harald J.; 
Bijmolt, Tammo H.A.; 
Smidts, Ale 

2007 Do loyalty programs really enhance behavioral loyalty? An empirical 
analysis accounting for self-selecting members, International Journal of 
Research in Marketing, 24 

 Lloyd C. Harris; 
Chris Ezeh 

2008 Servicescape and loyalty intentions: an empirical, Investigation European 
Journal of Marketing, vol. 42 (3/4) 

 Mackie, J.L. 1977 Ethics, inventing right and wrong. Penguin books  
 Malmgren, Helge 1978 Förstå och förklara, Problem och positioner i psykologins vetenskapsteori, Doxa  
 Martın-Consuegra, David 

 
2007 An integrated model of price, satisfaction and loyalty: an empirical 

analysis in the service sector, Journal of Product & Brand Management 
16/7 

 Massey, Doreen 2005 For space, Sage 
 McCurdy, Howard E. 1995 Fiction and Imagination: How They Affect Public Administration, Public 



 
15 

 

 Administration Review November/December, vol. 55 (6)  

 Merleau-Ponty, Maurice 1997 Kroppens fenomenologi, Daidalos 
 Metzinger, Thomas 2009 The Egotunnel, the science of the mind and the myth of the self, Basic 

Books 
 Mitchell, Collin 2002 Selling the brand inside, Harvard Business Review, vol. 80 (1) 
 Morse, Janice M.,  1993 Critical Issues in, Qualitative Research Methods, Sage Publications 
 Needham, Paul 2003 Law and Order, Filosofiska skrifter 1, Pitney Bowes Management Services, 

Stockholm 
 Nilsson, Lennart 1979 Förklaringar inom psykoanalysen, Filosofiska studier 2, Akademilitteratur 
 Oakes, Leslie S;  

Townley, Barbara; 
Cooper, David J. 

1998 Business Planning as Pedagogy: Language and Control in a Changing 
Institutional Field 

 Olsen, Svein Ottar 2007 Repurchase Loyalty: The Role of Involvement and Satisfaction, Psychology 
& Marketing vol. 24 (4) 

 Piercy, Nigel F 2002 Market-Led Strategic Changes: New Marketing for New Realities, 
Marketing Review, vol. 2 (4) 

 Pettit, Philip 2007 Neuroscience and Agent-Control, in Distributed cognition and the will: 
individual volition and social context, Don Ross et al. eds., Massachusetts 
Institute of Technology 

 Prawitz, Dag 1988 ABC i symbolisk logik, logikens språk och grundbegrepp, Filosofiska studier 
utgivna av filosofiska föreningen och filosofiska institutionen vid Uppsala 
universitet 

 Prins, Remco,  
Verhoef, Peter C.  

2007 Marketing Communication Drivers of Adoption Timing of a New E-
Service Among Existing Customers, Journal of Marketing, vol. 71 (2) 

 Quine, Willard Van Orman 1953/ 
1980 

From a logical point of view, Harvard University Press 

 Random House Dictionary 1973 Random House Dictionary of the English Language, The unabridged 
version, Random House, Inc., New York, and Random House of Canada, 
Toronto. 

 Razzaque, Mohammed Abdur 2001 Scientific method, marketing theory development and academic vs. 
practitioner orientation: a review, in Journal of Marketing 

 Resnik, Michael D 1987 Choices, University of Minnesota Press  
 Ricoeur, Paul 1981 Hermeneutics and the human sciences, Cambridge University Press. 
 — 1993 Från text till handling, Brutus Östlings Förlag Symposion 
 Rorty, Richard 1980 Philosophy and the mirror of nature, Princeton University Press 
 — 2003 Consequences of pragmatism, University of Minnesota Press, tenth 

printing 
 — 2003 a Hopp i stället för kunskap, Daidalos 
 Rosenbaum, Mark S.; 

Ostrom, Amy L.; 
Kuntze, Ronald 

2005 Loyalty programs and a sense of community, Journal of Services 
Marketing, vol. 19 (4) 

 Rosing, Hans 1996 Vetenskapens logiska grunder, Schidlts Förlags AB 
 Rundle-Thiele, Sharyn 2006 Look after me and I will look after you!, Journal of Consumer Marketing, 

vol. 23 (7) 
 Ruthrof, Horst 1995 Meaning: an intersemotic perspective, Semiotica, vol. 104 
 Sandberg, Jörgen 

Alvesson, Mats 
2010 Ways of constructing research questions: gap-spotting or 

problematization? Organization, 



 

 
16 
 

(http://org.sagepub.com/content/early/2010/07/14/1350508410372151) 
 Saren, Michael et al. eds. 2007 Critical Marketing, Defining the field. Butterworth-Heinemann (Elsevier Ltd.) 
 Searle, John R 2004 Mind, a brief introduction, Oxford University Press 
 — 1969 Speech acts, an essay in the philosophy of language, Cambridge University 

Press 
 Shankar, Avi; 

Cherrier Hélène; 
Canniford Robin 

2006 Consumer empowerment: a Foucauldian interpretation 
European Journal of Marketing, vol. 40 (9/10) 

 Shankar Avi; 
Whittaker Julie ; 
Fitchett James A. 

2006 Heaven knows I'm miserable now, Marketing Theory, 6 

 Shankar, Avi; 
Fitchett, James A. 

2002 Having, Being and Consumption, Journal of Marketing Management,18 

 Shankar, Avi; 
Patterson, Maurice  

2001 Interpreting the Past, Writing the Future, Journal of Marketing 
Management, 17 

 Shankar, Avi; 
Elliott, Richard; 
Goulding, Christina 

2001 Understanding Consumption: and Contributions from a Narrative 
Perspective, Journal of Marketing Management, 17 

 Schults, Don E.;  
Tannenbaum, Stanley I.; 
Lauterborn, Robert F. 

1993 Integrated Marketing Communications, pulling it together & making it 
work, NTC Publishing Group 

 Schultz, Don E, 2002 Measuring return on brand communication, International Journal of 
Medical Marketing, vol. 2 (4) 

 Schultz, Don E,  2002 Study internal marketing or better impact, Marketing News, vol. 36 (21) 
 Simonson, Itamar;  

Carmon, Ziv; 
Dhar, Ravi; 
Drolet, Aimee 

2001 Consumer research: In Search of Identity, Annual Review of Psychology, 
vol. 52 (1) 

 Sommers, Tamler 2007 The Illusion of Freedom Evolves, in Distributed cognition and the will: 
individual volition and social context, Don Ross et al. eds. 

 Stauss, Bernd; 
Schmidt, Maxie; 
Schoeler, Andreas 

2005 Customer frustration in loyalty programs, International Journal of Service 
Industry Management, vol. 16 (3) 

 Stern, Laurent 1965 Fictional characters, places and events, Philosophy and Phenomenological 
Research, vol. 26 (2)  

 Stershic, Sybil F 2001 Leveraging your greatest weapon 
 Straughan, Robert D;  

Cooper, Marortie J. 
2002 Managing internal markets: A consequential framework adapted from 

SEVQUAL. The Marketing Review, 2 
 Swedberg, Richard 2005a Introducing Economic Sociology, in The handbook of economic 

sociology, Smelser & Swedberg red., Princeton University Press 
 Swedberg, Richard 2005b Markets in society, in The handbook of economic sociology, Smelser & 

Swedberg red., Princeton University Press 
 Svensk Ordbok 1986 Språkdata och Esselte Studium, first edition. 
 Tiles, J.E. 1990 Dewey, Routledge 
 Thrift, Nigel 2006 Space, Theory, Culture & Society, vol. 23 (2/3) 
 Underwwod, Robert L. 2003 The communicative power of product packaging: creating brand identity 

via lived and mediated experience. 
 Walton, Kendall L. 1990 Mimesis as Make-believe, Harvard University Press 



 
17 

 

 — 1978 a How remote are fictional worlds from real worlds? The Journal of 
Aesthetics and Art criticism, vol. 37 (1) 

 — 1978 b Fearing Fictions, The Journal of Philosophy, vol. 75 (1) 
 Vancouver, Jeffrey B.; 

Zawidzkl Tadeusz W. 
2007 What Determines the Self in Self-Regulation? Applied Psychology’s 

Struggie with Will, in Distributed cognition and the will: individual 
volition and social context, Don Ross et al. eds., Massachusetts Institute of 
Technology 

 Varey, Richard J. 1995 Internal Marketing: a review and some interdisciplinary research challenges, 
International Journal of Service Industry Management, vol. 6 (1) 

 Vesel, Patrick;  
Zabkar, Vesna 

2009 Managing customer loyalty through the mediating role of satisfaction in 
the DIY retail loyalty program. Journal of Retailing and Consumer 
Services, vol. 16 (5) 

 White, Harrison 1970 Chains of opportunity: system model mobility in organizations, Harvard 
University Press 

 — 1981 Where do markets come from? American journal of sociology, vol. 87 
 — 1992 Identity and control: a structural theory of social action, Princeton 

University Press 
    
 Zeithaml, Valery A., 

Parasuraman, A. & Berry, 
Leonard L. 

1990 Delivering quality service: Balancing customer perceptions and 
expectations. The Free Press 

 Zemach, Eddy M. 1996 Emotion and Fictional Beings, The Journal of Aesthetics and Art Criticism 
54:1 Winter 1996  

 



 

 
18 
 

Appendix: tables 

Keyword is at the surface level of the analysis focusing the texts main attention. Underlying theme is analysis of fundamental 
supposition(s), the basic presumption(s) of the text 

Journal of Consumer Research 

23 articles, 1977–2007 

 Keyword(s) Underlying theme 
“My” Brand or “Our” Brand: The Effects of Brand Relationship 
Dimensions and Self-Construal on Brand Evaluations. Vol. 34 (2) 

1 Swamanithan, V.; Page, 
Karen L.; Gurhanicanili, 
Z. 

2007 

Picture of self causes consumption
Normative claims 
Suspended choice 
Self-assessment  

Choice (freedom of the will) 
Individualism 

Explaining Cognitive Lock-ln: The Role of Skill-Based Habits of Use in 
Consumer Choice. Vol. 34 (1) 

2 Murray, Kyle B;  
Häubl Gerald 

2007 

Habit, usage 
Normative claims 
Suspended choice 

Choice (regularity)  
(freedom of the will) 
Individualism 

Exploring the Cognitive Mechanism that Underlies Regulatory Focus 
Effects. Vol. 34 (1) 

3 Zhu (Juliet) Rui; Meyers-
Levy, J. 

2007 

Regularity, predictability 
Suspended choice 
Self-assessment  

Cause/effect 
Individualism 

Superfluous Choices and the Persistence of Preference. Vol.33 (4) 4 Muthukrishnan, A. V.; 
Wathieu, Luc  

2007 
Factors determining choice (some 
superfluous)  
Suspended choices 
Normative claim 
Self-assessment 

Choice (freedom of the will) 
Individualism 

What’s In and What’s Out: Questions on the Boundaries of the attitude 
Construct. Vol. 33 (1) 

5 Park, C. Whan; Macinnis, 
Deborah J. 

2006 

Attitude as determinant of 
behavior 
Interview 

Cause/effect  
world view (metaphysical 
assumptions) 

Effects of Prototype and Exemplar Fit on Brand Extension Evaluations: 
A Two-Process Contingency. Model. Vol. 33 (1) 

6 Mao, Huifang; Krishnan, H. 
Shanker.  

2006 

Evaluation as choice, factors that 
determine evaluation 
Self-assessment 

Perceptions of the fabric of the 
world (metaphysical assumptions) 
as determinants 

The Intertemporal Dynamics of Consumer Lock-ln. 
Vol. 30 (3) 

7 Zauberman. Gal,  2003 

Factors that drive habit 
Determinants 
suspended Choices 

Regularity (freedom of choice) 

How Much Do You Like It? Within-Alternative Conflict and Subjective 
Confidence in Consumer Judgments. Vol. 30 (3) 

8 Luce, Mary Frances; Jianmin 
Jia;  
Fischer, G. W. 

2003 

Judgment/evaluation 
Properties 
Determinants:  

Choice (freedom of the will) 
Individualism 
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suspended will 
Self-assessment 
The effect of common features on brand choice: Moderating role of 
attribute importance. Vol. 23 (4) 

9 Chernev, Alex;  
Sternthal Brian 

1997 

Factors that determines choice, 
criteria of relevance: the relevant 
criteria determine choice 
Assessments 
(hidden) Normative claims 

Choice (freedom of the will) 
Perceptions of the fabric of the 
world (metaphysical assumptions)
Individualism 

An empirical analysis of latitude of price acceptance in consumer 
package goods. Vol. 23 (4) 

10 Kalyanaram, G.;  
Little, John D. 

1994 

Price as factor 
Normative claims 

Understanding the condition of 
the world 
Individualism 

Cognitive, affective and attribute bases of the satisfaction. Vol. 20 (3) 11 Oliver, Richard L. 1993 
Attribute as determinants 
Satisfaction as determinant 
Self-estimation 

Cause/effect: causal correlations 
Choice (Freedom of the will) 
Individualism 

Asymmetric Response to Price in Consumer Brand Choice and Purchase 
Quantity Decisions. Vol. 19 (3) 

12 Krishnamurthi, Lakshman;  
Mazumdar, Tridib;  
Raj, S.P. 

1992 

Loyal less sensitive to price 
Normative claims 

Choice (freedom of the will) 
Valuation and classification 
Individualism 

The Dimensions of Consumption Emotion Patterns and Consumer 
Satisfaction. Vol. 1 (1) 

13 Westbrook, Robert A.; Oliver, 
Richard L. 

1991 

Experiences (Satisfaction) as 
determinant 
The narrative of the self (me, 
mine): interviews 

Patterns: causality 

Possessions and the Extended Self. Vol. 18 (1) 14 Belk, Russell W. 1988 
Expanding our selves into the 
world: consumption as self-
identification (image of self) 
Suspended choice 
Normative tendency 

Freedom of the will 
Individualism 

Choices from Sets Including Remembered Brands: Use of Recalled 
Attributes and Prior Overall Evaluations. Vol. 15 (2) 

15 Lyncl Jr., John G.; 
Marmorstein, Howard; 
Weigold, Michael F. 

1988 

Memory as determinant 
(recalled information 
Normative tendency 

Freedom of the will 
Individualism 

Consumers’ Use of Memory and External Information in Choice: Macro 
and Micro Perspectives. Vol. 12 (4) 

16 Biehal, Gabriel; 
Chakravarti, Dipankar 

1986 

Factors that determine choice 
(determinants) 
Normative tendency 

Choice (Freedom of the will) 

Characteristics of Mexican American Consumers. Vol. 12 (1) 17 Saegert, Joel;  
Hoover, Robert J.;  
Hilger, Marye Tharp 

1985 

Recognition 
Interview 
Normative tendency 

Habit 
Individualism 

Individual and Group Consumer Information Acquisition in Brand 
Choice Situations. Vol. 10 (3) 

18 Judd, Joel;  
Kohout. Frank J. 

1983 

Influence of others in choices 
Normative  

Choice (freedom of the will) 
Individualism (after all) 
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The Effects of Advertising on High and Low Loyalty Consumer 
Segments. Vol. 9 (1) 

19 Raj, S. P. 1982 

Advertisement as influencing 
factor 
Suspended choice 
Normative claims 

Habit (Freedom of the will) 
Individualism 

Two-factor Theory and Consumer Satisfaction; Replication and 
Extension. Vol. 8 (1) 

20 Maddox, R. Niel 1981 

Satisfaction  
Suspended will 
interviews 

Choice (freedom of the will) 

Response Time, Conflict, and Involvement in Brand Choice. Vol.6 (3) 21 Tyebjee, Tyzoon T. 1979 
Factors 
Suspended choice 

Choice (freedom of the will) 

The Prediction of Individual Probabilities of Brand Choice. Vol. 5 (3) 22 Reibstein, David J. 1978 
Factors  
Suspended choice 

Choice (freedom of the will) 

Information Acquisition Behavior in Brand Choice Situations. Vol. 3 (4)  Jacoby, Jacob;  
Szybillo, George J.;  
Busato-Schach, Jacquelin 

1977 

Factors (information) 
Normative claims 

Choice (freedom of the will) 

 

Journal of Marketing 
71 articles, 1938–2007 
 Keyword(s) Underlying theme 

Using Childhood Memories to Gain Insight into Brand Meaning. Vol. 
71 (2) 

 Braun-LaTour, Kathryn A.;  
LaTour, Michael S.; 
Zinkhan. George M. 

2007 

Memory as cause 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Marketing Communication Drivers of Adoption Timing of a New E-
Service Among Existing Customers. Vol. 71 (2) 

 Prins, Remco;  
Verhoef, Peter 

2007 

Determinants 
Attitudes causes purchase 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

A Longitudinal Analysis of Customer Satisfaction and Share of Wallet: 
Investigating the Moderating Effect of Customer Characteristics. Vol. 71 (1) 

 Cooil, Bruce;  
Keiningham, Timothy L.; 
Aksoy, Lerzan;  
Hsu, Michael 

2007 

Factors as determinants 
Satisfaction 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

A Penny for Your Thoughts: Referral Reward Programs and Referral 
Likelihood. Vol. 71 (1) 

 Ryu, Gangseog;  
Feick, Lawrence  

2007 

Factors as determinants 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Getting Marketers to Invest in Firm-Specific Capital.  
Vol. 71 (1) 

 Griffith, David A.;  
Lusch, Robert F. 

2007 

Determinants (factors determines) 
intentions  
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

 Lurie, Nicholas H.;  
Mason, Charlotte H. 

2007 Visual Representation: Implications for Decision Making.  
Vol. 71 (1) 
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Pictures as factors (information) 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Factors Influencing the Effectiveness of Relationship Marketing: A 
Meta-Analysis. Vol. 70 (4) 

 Palmatier, Robert W.;  
Dant, Rajiv P.;  
Grewal, Dhmv;  
Evans. Kenneth R. 

2006 

Factors as determinants 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Valuing the Real Option of Abandoning Unprofitable Customers When 
Calculating Customer Lifetime Value. Vol. 70 (3) 

 Haenlein, Michael;  
Kaplan, Andreas M.; 
Schoder, Detlef 

2006 

Choose customers 
Normative claims 

Choice 
Freedom of the will 

The Role of Cognition and Affect in the Formation of Customer 
Satisfaction: A Dynamic Perspective. Vol. 70 (3) 

 Homburg, Christian; 
Koschate, Nicole; Hoyer, 
Wayne D. 

2006 

Satisfaction 
factors that causes 

Choice 
Freedom of the will 
Individualism 

The Evolution of Loyalty Intentions. Vol. 70 (2)  Johnson, Michael D.; 
Herrmann, Andreas; 
Huber, Frank 

2006 

Intentions cause intentions: 
intentions grow as usage grows 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Brands as Signals; A Cross-Country Validation Study. Vol. 70 (l)  Erdem, Tüllin;  
Swait, Joffre;  
Valenzuela, Ana 

2006 
Cultural factors as causes 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

The Effects of Customer Satisfaction, Relationship Commitment 
Dimensions, and Triggers on Customer Retention. Vol. 69 (4) 

 Gustafsson, Anders;  
Johnson, Michael D.; 
Roos, Inger 

2005 

Determinants: factors that 
determine 
Satisfaction 
Intentions 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

The Social Influence of Brand Community; Evidence from European 
Car Clubs. Vol. 69 (3) 

 Algesheimer, René;  
Dholakia, Utpal M.; 
Herrmann, Andreas 

2005 

Intentions 
Customers affect each other 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

How Organizational Complaint Handling Drives Customer Loyalty: An 
Analysis of the Mechanistic and the Organic Approach. Vol. 69 (3) 

 Homburg, Christian; Fürst, 
Andreas 

2005 

Complaint handling as cause 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Repeat Purchasing of New Automobiles by Older Consumers: Empirical 
Evidence and Interpretations. Vol. 69 (2) 

 Lambert-Pandraud, 
Raphaélle;  
Laurent, Gilles;  
Lapersonne, Eric 

2005 

The experienced (age) chooses the 
easy way 
Normative claims 

Regularity 
Freedom of the will 
Individualism 

A Customer Lifetime Value Framework for Customer Selection and 
Resource Allocation Strategy. Vol. 68 (4) 

 Venkatesan, Rajkuman; 
Kumar, V. 

2004 

Choose customers 
Normative claims 

Regularity  
Freedom of the will 

 Johnson, Michael D.; Seines, 
Fred  

2004 Customer Portfolio Management; Toward a Dynamic Theory of 
Exchange Relationships. Vol. 68 (2) 
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Manage customers 
Normative claims 

Regularity  
Freedom of the will 

Return on Marketing: Using Customer Equity to Focus Marketing 
Strategy. Vol. 68 (1) 

 Rust, Roland T.;  
Lemon, Katherine N.; 
Zeithaml, Valarie A.  

2004 

Manage customers 
Normative claims 

Regularity 
Freedom of the will 

Understanding the Effect of Customer Relationship Management Efforts 
on Customer Retention and Customer Share Development. Vol. 67 (4) 

 Verhoef. Peter C. 2003 

Causal correlations 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Cognitive Lock-ln and the Power Law of Practice. Vol. 67 (2)  Johnson, Eric J.;  
Bellman, Steven;  
Lohse, Gerald L. 

2003 

Learning as cause 
Normative claims 

Regularity 
Freedom of the will 
Individualism 

Consumer-Company Identification: A Framework for Understanding 
Consumers’ Relationships with Companies. Vol. 67 (2) 

 Bhattacharya, C. B.; 
Sen, Sankar 

2003 

Satisfaction  
Normative claims 

Regularity 
Freedom of the will 
Individualism 

Marketing Literature Review. Vol. 67 (2)   2003 
 

Consumer Trust. Value, and Loyalty in Relational Exchanges. Vol. 66 (1)  Sirdeshmukh, Deepak;  
Singh, Jagdip;  
Sabol, Barry 

2002 

Determinants  
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Building Brand Community. Vol. 66 (1)  McAlexander, James H.; 
Schouten, John W.; 
Koenig, Harold F. 

2002 

Manage the marketplace 
Normative claims 

Cause/effect 
Freedom of the will 

The Effects of Ingredient Branding Strategies on Host Brand 
Extendibility. Vol. 66 (1) 

 Desai, Kalpesh Kaushik; 
Keller, Kevin Lane 

2002 

Factors that determines 
Normative claims 

Cause/effect 
Individualism 

The Impact of Brand Extension: Introduction on Choice. Vol. 65 (4)  Swaminathan, Vanitha;  
Fox, Richard J.;  
Reddy, Srinivas K. 

2001 

Determinants for choices  
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Investments in Consumer Relationships; A Cross-Country and Cross-
industry Exploration.  
Vol. 65 (4) 

 De Wulf, Kristof;  
Odekerken-Schröder, G.;  
Iacobucci, Dawn 

2001 

Managerial effects on repetitive 
behavior 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Promotion of Prescription Drugs and Its Impact on Physicians’ Choice 
Behavior. Vol. 65 (3) 

 Gonul, Fusun F.;  
Carter, Franklin;  
Petrova, Elina;  
Srinivasan, Kannan 

2001 

Inertia  
Normative claims 

Regularity  
Freedom of the will 
Individualism 

 Chaudhuri, Anun; Holbrook, 
Morris B. 

2001 The Chain of Effects from Brand Trust and Brand Affect to Brand 
Performance: The Role of Brand Loyalty. Vol. 65 (2) 
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Phenomenon 
Transitivity  
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Understanding the Customer Base of Service Providers: An Examination 
of the Differences Between Switchers and Stayers. Vol. 64 (3) 

 Ganesh, Jaishankar;  
Arnold, Mark J.; 
Reynolds, Kristy E. 

2000 

Create repetitive behavior 
Satisfaction as cause 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Whence Consumer Loyalty? Vol. 63 (4)  Oliver, Richard L. 1999 
Satisfaction 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

The Different Roles of Satisfaction, Trust, and Commitment in 
Customer Relationships. Vol. 63 (2) 

 Garbarino, Ellen;  
Johnson, Mark S. 

1999 

Satisfaction 
Confidence 
Entrust 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Attribute-Level Performance. Satisfaction and Behavioral Intentions 
over Time: A Consumption-System Approach. Vol. 63 (2) 

 Mittal, Vikas;  
Kumar, Pankaj;  
Tsiros, Michael 

1999 

Systematic: intentions as causes 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

A Communication-Based Marketing Model for Managing Relationships. 
Vol. 62 (2) 

 Duncan, Tom;  
Moriarty, Sandra E 

1998 

Marketing communication as 
cause 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Customer Evaluations of Service Complaint Experiences: Implications 
for Relationship Marketing. Vol. 62 (2) 

 Tax, Stephen S; 
Brown, Stephen W.; 
Chandrashekaran, M. 

1998 

Experience as evidence 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

The Asymmetric Impact of Negative and Positive Attribute-Level 
Performance on Overall Satisfaction and Repurchase Intentions. Vol. 62 (1) 

 Mittal, Vikas;  
Ross, William T.;  
Baldasare, Patrick M. 

1998 

Intention as cause 
Egenskaper som orsak 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

A reexamination of the determinants of consumer satisfaction. Vol. 60 (3)  Spreng, Richard A.; 
MacKenzie, Scoff B.; 
Olshavsky, Richard W. 

1996 

Intention as cause 
Satisfaction determined by factors
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

The behavioral consequences of service quality. Vol. 60 (2)  Zeithaml, Valarie A.;  
Ben, Leonard L.; 
Parasuraman, A. 

1996 

Intention 
Satisfaction 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

 Leonard, Myror 1996 Marketing literature review. Vol. 60 (2) 
Advertising strategies to increase usage frequency. Vol. 60 (1)  Wansink, Brian;  

Ray, Michael L. 
1996 

Strategy development 
Strategies as cause 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 
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Can repeating an advertisement more frequently than the competition 
affect brand preference in Mature Markets. Vol. 59 (2) 

 D’Souza, Goes;  
Rao, Ram C. 

1995 

Learning as cause 
Suspended choices 
Normative claims 

Cause/effect 
Freedom of the will 
 

The structure of commitment in exchange. Vol. 59 (1)  Gundlach, Gregory T.; 
Achrol, RavI S.; Mentzer, 
John T 

1995 

Entrustment as cause 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

The Commitment-Trust Theory of Relationship Marketing. Vol. 58 (3)  Morgan, Robert M.; Hunt, 
Shelby D. 

1994 
Employees entrustment as cause  
Reciprocity 
Structure of entrustment 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Competitive Interference Effects in Consumer Memory for Advertising: 
The Role of Brand Familiarity. Vol. 58 (3) 

 Kent, Robert J.;  
Allén, Chris T  

1994 

Memory as cause 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Building a Chain of Customers: Linking Business Functions to create the 
World Class Company. Vol. 55 (4) 

 Crittenden, Victoria L.; 
Jaworski, Bernard J. 

1991 

Book review  

Double jeopardy revisited. Vol. 54 (3)  Ehrenberg, Andrew S. C.; 
Goodhardt, Gerald J.; 
Barvise, T. Patrick 

1990 

Law like correlations 
small brands – low loyalty 
large brands – high locality 
= usage 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Information Processing from Advertisements; Toward an Integrative 
Framework. Vol. 53 (4) 

 Macinnis, Deborah J.; 
Jaworski Bernard J. 

1989 

Transport model of 
communication 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

 Speck, Paul S. 1987 Marketing Literature Review. Vol. 51 (4) 
Striking a Balance between Brand ‘Popularity’ and Brand Loyalty. Vol. 9 (1)  Raj, S. P. 1985 
Popularity: usage as cause of 
loyalty 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Organizational Commitment and Marketing. Vol. 49 (1)   Hunt, Shelby D.;  
Chonko, Lawrence B.; 
Wood, Van R. 

1985 

Employee entrustment as cause 
Satisfaction 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Trademark Patents and Innovations in the Ethical Drug Industry. Vol. 
45 (3) 

 Statman, Meir;  
Tyebjee, Tyzoon T. 

1981 

Loyalty is a switch barrier  
Normative claims 

Regularity/habit 
Freedom of the will 
Individualism 

Testing Thirteen Attitude Scales for Agreement and Brand 
Discrimination. Vol. 43 (4) 

 Haley, Russell I.;  
Case, Peter B. 

1979 

Popularity  Regularity/habit 
Freedom of the will 
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Do You Appeal to “Catch 30”? Vol. 42 (1)  Himmelstein, Susan Datres 1976 
Loyalty and age 
Normative claims 

Regularity/habit 
Freedom of the will 

Product Performance and Consumer Satisfaction: A New Concept. Vol. 
40 (2) 

 Swan, John E.;  
Combs, Linda Jones 

1976 

Expectations 
Satisfaction 
Factors cause 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Comments on “Consumer Store Images and Store Loyalties”. Vol. 39 (3)  Murphy, John H.; Coney, 
Kenneth A. 

1975 
Factors cause 
Objections to previous 

Cause/effect 
Freedom of the will 
Individualism 

A Reply to Murphy and Coney. Vol. 39 (3)  Lessig, V. Parker 1975 
Factors cause 
Objections to previous 

Cause/effect 
Freedom of the will 
Individualism 

Consumer Store Images and Store Loyalties. Vol. 37 (4)  — 1974 
Causation between factors  
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Brand Assortment and Consumer Brand Choice. Vol. 34 (4)  Seggev, Eli 1970 
Causation between factors 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Post-transaction Communications and Dissonance Reduction. Vol. 34 (3)  Hunt, Shelby D. 1970 
Causation between factors 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Correlates of Buying Behavior for Grocery Products. Vol. 31 (4)  Frank, Ronald E. 1967 
Correlation between factors 
Everyone can exhibit loyal 
behavior, independent of 
socioeconomic factors 
Segmenting (aggregate) 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism  

The Automobile Buyer After the Purchase. Vol. 31 (3)  Bell, Gerald D. 1967 
Satisfaction  
Effects of persuasion 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Obtaining Maximum Volume from New Gasoline Outlets. Vol. 31, (3)  Winer, Leon 1967 
Usage/popularity 
Normative claims 

Regularity/habit 
Freedom of the will 

The Supermarket Battle for Store Loyalty. Vol. 25 (6)  Tate, Russel S. 1961 
Socio-economic and demographic 
factors as causes 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

A New Way To Determine Buying Decisions. Vol. 24 (2)  Pessemier, Edgar A. 1959 
Determinants of choices 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

 Chokel, Frank J.; 1951 A Pitfall in Cluster Samples. Vol. 15 (3) 
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Payne, Stanley L. Discussion of methods to detect 
patterns and correlations  
Normative claims 

Regularity/habit 
Cause/effect 
Freedom of the will 
Individualism 

Research in Marketing. Vol. 15 (1)  Burley, Orin E. 1950 
Walkthrough of issues 
Normative claims 

Regularity/habit 
Cause/effect 
Freedom of the will 

A Comparison of Consumer Responses to Weekly ant Monthly 
Purchase Panels. Vol. 12 (4) 

 Lewis, Harrie F. 1948 

Knowledge needs in order to 
manage a market (controllability) 

Regularity/habit 
Cause/effect 
Freedom of the will 
Individualism 

Some Aspects of The Negro Market. Vol. 11 (4)  Steele, Edgar A. 1947 
Factors that govern choices and 
consumption 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Some Applications of the Continuous Consumer Panel. Vol. 9 (2)  Womer, Stanley 1944 
Tools for market research 
Controllability 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Research in Marketing Completed and in Progress. Vol. 8 (3)  Breyer, Ralph F.;  
Canoyer, Helen G.; 
Frederick, John H.; 
Stehman, J. Harold 

1944 

Media habits Regularity/habit 
Individualism 

The Value of Marketing Research to Household Consumers.  
Vol. 3 (1 

 Montgomery, D. E. 1938 

Argues for a customer perspective 
in scientific research 

Regularity/habit 
Cause/effect 
Freedom of the will 
Individualism 

 
Journal of Marketing Research 
106 articles, 1964–2007 
 Keywords Underlying theme 

Customer Loyalty to Whom? Managing the Benefits and Risks of 
Salesperson-Owned Loyalty. Vol. 44 (2) 

 Palmatier, Robert W;  
Scheer, Lisa K; 
Steenkamp, J. E. M.  

2007 

Directions of loyalty 
Manage employees 
Normative claims 

Regularity/Habit 
Freedom of the will 
Individualism 

Satisfaction Strength and Customer Loyalty.  
Vol. 44 (1) 

 Chandrashekaran, Murali;  
Rotte, Kristin;  
Tax, Stephen S.; 
Grewal, Rajdeep.  

2007 

Satisfaction, intention, value 
judgment ; strength (the feeling 
of) as cause 
(enigma) 
normative claims 

Cause/effect 
Freedom of the will 
Individualism 

The Effect of Stating Expectations on Customer Satisfaction and 
Shopping Experience. Vol. 44 (1) 

 Ofir, Chezy;  
Simonson, Itamar  

2007 

Intention, expectations as causes, ( 
claims of epistemic accessibility of 
experiences)

Cause/effect 
Freedom of the will 
Individualism 
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Normative claims 

Models for Heterogeneous Variable Selection. Vol. 43 (3)  Gilbride, Timothy J.;  
Allenby, Greg M.;  
Brazell, Jeff D. 

2006 

Preferences as causes 
Choices as patterns 

Cause/effect 
Freedom of the will 
Individualism 

An Extended Paradigm for Measurement Analysis of Marketing 
Constructs Applicable to Panel Data. Vol. 43 (2) 

 Baumgartner, Hans; 
Steenkamp, J. E. M. 

2006 

Marketing as science – correct 
measurements 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

A Direct Approach to Data Fusion. Vol. 43 (1)  Gilula, Zvi;  
McCulloch, Robert E.; 
Rossi, Peter E. 

2006 
Psychographic and demographic 
data as causes 

Cause/effect 
Freedom of the will 
Individualism 

Decomposing the Promotional Revenue Bump for Loyalty Program 
Members Versus Nonmembers. Vol. 42 (4) 

 Van Heerde Harald J.; 
Bijmolt, Tammo H. A. 

2005 

Claims of epistemic accessibility of 
experiences 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Modeling Preferences for Common Attributes in Multicategory Brand 
Choice. Vol. 42 (2) 

 Singh, Vishai P.;  
Hansen, Karsten T.; 
Gupta, Sachin  

2005 

Weighted preferences of attributes 
as cause 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Curvilinear Effects of Consumer Loyalty Determinants in Relational 
Exchanges. Vol. 42 (1) 

 Agustin, Clara,; 
Singh, Jagdip  

2005 

Determinants  
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

The Influence of Loyalty Programs and Short-Term Promotions on 
Customer Retention. Vol. 41 (3) 

 Lewis, Michael 2004 

Determinants Cause/effect 
Freedom of the will 
Individualism 

Brands as Beacons: A New Source of Loyalty to Multiproduct Firms. 
Vol. 41 (2) 

 Anand, Bharat N.;  
Shachar, Ron. 

2004 

Determinants 
Popularity 
 

Cause/effect 
Freedom of the will 
Individualism 

Using Combined-Currency Prices to Lower Consumers’ Perceived Cost. 
Vol. 41 (1) 

 Dreze, Xavier;  
Nunes, Joseph C. 

2004 

Decreasing marginal utility 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

The Idiosyncratic Fit Heuristic: Effort Advantage as Determinant of 
Consumer Response to Loyalty Programs. Vol. 40 (4) 

 Kivetz, Ran;  
Simonson, Itamar 

2003 
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Siddarth, S. 

Price as determinant of choices 
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Cause/effect 
Freedom of the will 
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Normative claims 
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Normative claims 
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Freedom of the will 
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Goods Businesses. Vol. 39 (1) 

 Robinson, William T.; 
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Freedom of the will 
Individualism 
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Freedom of the will 
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Satisfaction, Repurchase Intent, and Repurchase Behavior: Investigating 
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Satisfaction  
Intentions 
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Cause/effect 
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Building Store Loyalty Through Store Brands. Vol. 37 (3)  Corstjens, Marcel;  
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Inertia  
Choices 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

A Model of Customer Satisfaction with Service Encounters involving 
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Factors as causes 
Inertia, satisfaction 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

 Soman, Dilip 1998 The Illusion of Delayed Incentives: Evaluating Future Effort--Money 
Transactions. Vol. 35 (4) 
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The future is controllable 
Intentions 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

A Relationship Between Market Share Elasticities and Brand Switching 
Probabilities. Vol. 35 (1) 
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Russell, Gary J.; 
Srinivasan, V. 

1998 

Preferences as causes 
Inertia 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Can advertising copy make FSI coupons more effective?  
Vol. 34 (4) 
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Little, John D. C. 

1997 

The future is controllable 
Inertia 
Normative claims 

Cause/effect 
Freedom of the will 
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A parametric multidimensional unfolding procedure for incomplete 
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 DeSarbo, Wayne S.; Young, 
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1997 

Choices 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Do household scanner data provide representative inferences from 
brand choices: A comparison with store data.  
Vol. 33 (4) 
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Chintagunta, Pradeep 
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Choices  
Normative claims 

Regularity/habit 
Freedom of the will 
Individualism 

A mode! Of how discounting high-priced brands affects the sales of low-
priced brands. Vol. 33 (4) 

 Sethuraman, Raj 1996 

The future is controllable 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Why switch? Product category-level explanations for true variety-
seeking behavior. Vol. 33 (3) 

 Van Tripj, Hans CM.;  
Hoyer, Wayne D. 

1996 

Two types of behavioral patterns 
Properties of product as causes 

Cause/effect 
Freedom of the will 
Individualism 

A factor-analytic probit model for repressing the market structure in 
panel data. Vol. 32 (1) 

 Elrod, Terry;  
Keane, Michael P.  

1995 

Segmenting (structure) 
Choices 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Heterogeneous logit model implications for brand positioning. Vol. 31 (2)  Chintagunta, Pradeep K. 1994 
Predictability  
Normative claims 

Regularity/habit 
Freedom of the will 
Individualism 

Excess behavioral loyalty for high-share brands: Deviations for the 
Dirichlet model for repeat purchasing. Vol. 30 (4) 

 Schmittlein, David C. 1993 

Popularity 
Model of repurchase (law) 
Normative claims 

Regularity/habit 
Freedom of the will 
Individualism 

Evaluating the multiple effects of retail promotions on… Vol. 29 (1)  Grover, Rajiv;  
Srinivasan, V. 

1992 
Evaluate effect of advertising 
Predictions  
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

 Kalwani, Manohar U.;  1992 Consumer price and promotion expectations: An experimental… Vol. 29 (1) 
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Yim, Chi Kir Choice: expectations on price and 
promotion 
Price as indicator 
Expectations as cause 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Investigating heterogeneity in brand preferences in logit models for 
panel data. Vol. 28 (4) 

 Chintagunta, Pradeep K.;  
Jaln, Dipak C. 

1991 

Model for choices 
Predictions 

Cause/effect 
Freedom of the will 
Individualism 

A moving ellipsoid method for nonparametric regression and its 
application to logit diagnostics with scanner data.  
Vol. 28 (3) 

 Abe, Makoto 1991 

Patterns/correlations 
(Controllability) 
Normative claims  

Cause/effect 
Freedom of the will 
Individualism 

Estimation of latent class models with heterogeneous choice 
probabilities: an application to market structuring.  
Vol. 27 (1) 

 Jain, Dipak;  
Bass, Frank M.;  
Yu-Min Chen 

1990 

Structure (segmenting) 
Probability of behavior 

Cause/effect 
Freedom of the will 
Individualism 

Influence of Formalization on the Organizational Commitment and 
Work Alienation of Salespeople and Industrial Buyers.  
Vol. 25 (4) 

 Michaels, Ronald E.;  
Cron, William L.; 
Dubinsky, Alan J.; 
Joachimsthaler, Erich A. 

1988 

Trust of sales staff 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 
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Model of Choice. Vol. 25 (2) 

 Tellis, Gerard J. 1988 

Advertisement as stimuli (cause of 
choice-acts) 
Transport model of 
communication 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Models of Consumer Satisfaction Formation: An Extensive.  
Vol. 25 (2) 

 Tse, David K.;  
Wilton, Peter C.  
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Satisfaction 
Claims of epistemic accessibility 
Normative claims 
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Freedom of the will 
Individualism 
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Srinivasan, V. 

1987 

Groups of individuals (segments) 
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Cause/effect 
Freedom of the will 
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Measurement of Discrimination Ability in Taste Tests: An Empirical 
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Cause/effect 
Freedom of the will 
Individualism 
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Cause/effect 
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Advertisement as cause 
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Cause/effect 
Freedom of the will 
Individualism 
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Reasons as causes Cause/effect 
Freedom of the will 
Individualism 

Testing the Exact Order of an Individual’s Choice Process in an 
Information-Theoretic Framework. Vol. 22 (4) 

 Vanhonacker, Wilfried R. 1985 

Order in the choice process 
(transport model/information 
process model for the choice 
process) 

Regularity/habit 
Freedom of the will 
Individualism 

Patterns of Store Choice. Vol. 21 (4)  Kau Ah Keng;  
Ehrenberg, A. S. C. 

1984 
Patterns of choice 
Segments are independent 

Cause/effect 
Freedom of the will 
Individualism 

Predicting Choice Shares Under Conditions of Brands Interdependence. 
Vol. 21 (4) 

 Kamakura, Wagner A.; 
Srivastava, Rajendra K. 

1984 

Predictions Cause/effect 
Freedom of the will 
Individualism 

Temporal Variety in Consumer Behavior.  
Vol. 21 (4) 

 Pessemier, Edgar; 
Handelsman, Moshe 

1984 

Factors that cause individual 
choices 

Regularity/habit 
Freedom of the will 
Individualism 
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Measurement. Vol. 20 (3) 

 Weiss, Doyle L.;  
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Windal, Pierre M. 
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Individual choices 
Aggregated choices 

Cause/effect 
Freedom of the will 
Individualism 

Modeling Consumer Satisfaction Processes Using Experience-Based 
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 Woodruff, Robert B.; 
Cadotte, Ernest R.; 
Jenkins, Roger L. 

1983 

Experience as cause 
Satisfaction 

Cause/effect 
Freedom of the will 
Individualism 

External Search: The Role of Consumer Beliefs. Vol. 19 (1)  Duncan, Calvin P.; 
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Belief as cause 
World views 
Determinants for behavior 
Satisfaction 

Cause/effect 
Freedom of the will 
Individualism 

Context-induced Parameter Instability in a Disaggregate Stochastic 
Model of Store Choice. Vol. 19 (1) 

 Meyer, Robert J.;  
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Context as influencer on choice Cause/effect 
Freedom of the will 
Individualism 

 Gautschi, David A. 1981 Specification of Patronage Models for Retail Center Choice.  
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Planning/ Predictions 
Normative claims  

Cause/effect 
Freedom of the will 
Individualism 

Determination of Optimal Sample Sizes in the Beta-Binomial Brand 
Choice Model. Vol. 17 (1) 

 Given, Moshe M. 1980 

Model for choice by random 
variables 

Cause/effect 
Freedom of the will 
Individualism 

A Reexamination of Group Influence on Member Brand Preference. 
Vol. 17 (1) 

 Ford, Jeffrey D.;  
Ellis, Elwood A. 

1980 

Groups affect individuals. Cause/effect 
Freedom of the will 
Individualism 

Consumer Reactions to Explicit Brand Comparisons in Advertisements. 
Vol. 16 (4) 

 Golden, Linda L. 1979 

Intention 
Credibility as cause 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Testing Micropreference Structures. Vol. 16 (2)  Bechtel, Gordon G.; 
O’Connor, P. J. 

1979 
Preference structure  Cause/effect 

Freedom of the will 
Individualism 

Application of a Composite Stochastic Model of Brand Choice. Vol. 16 
(2) 

 Givon, Moshe;  
Horsky, Dan 

1979 

Choice as random variable Cause/effect 
Freedom of the will 
Individualism 

An Investigation of Situational Variation in Brand Choice Behavior and 
Attitude. Vol. 16 (1) 
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James L. 
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Situation as reason 
Attitude as reason  
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

Relationship Between Salesperson Performance and Understanding of 
Customer Decision Making. Vol. 15 (4) 

 Weitz, Barton A. 1978 

Salesperson as reason 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

A Behavioral Process Approach to Information Acquisition in 
Nondurable Purchasing. Vol. 15 (4) 
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Factors as reason 
Reflection as reason 

Cause/effect 
Freedom of the will 
Individualism 
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Book review  

Impact of Deals and Deal Retraction on Brand Switching,  
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Sternthal, Brian 
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Advertising as cause  
Self-perception as cause 
Utility as cause 

Cause/effect 
Freedom of the will 
Individualism 
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Sold? Vol. 13 (2) 

 Nordstrom, Richard D.; 
Swan, John E.  

1976 

The direction of loyalty: market Cause/effect 
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structure and change as cause Freedom of the will 
Individualism 

An Experimental Evaluation of a Proposed Corrective Advertising 
Remedy. Vol. 13 (2) 

 Mazis, Michael B.;  
Adkinson, Janice E.  

1976 

Belief and attitude as cause 
(narratives influence on beliefs 
and attitudes) 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

The Predictive Aspects of a Joint-Space Theory of Stochastic Choice. 
Vol. 13 (2) 

 Best, Roger J. 1976 

Choices: predictions Cause/effect 
Freedom of the will 
Individualism 

A Brand Loyalty Concept: Comments on a Comment.  
Vol. 12 (4) 

 Jacoby, Jacob 1975 

Defending the ontological claims 
Brand Loyalty Revisited: A Commentary. Vol. 12 (4)  Tarpey Sr., Lawrence X. 1975 
Critique of the ontological claim 
A Brand Loyalty Concept. A Comment. Vol. 11 (2)  Tarpey Sr., Lawrence X. 1974 
Critique of the ontological claim  
Multivariate Analysis of Brand Loyalty for Major Household 
Appliances. Vol. 10 (4) 
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1973 

Satisfaction 
Factors as indicators 

Cause/effect 
Freedom of the will 
Individualism 

An Evaluation of the Application of Minimum Chi-Square Procedures 
to Stochastic Models of Brand Choice. 
Vol. 10 (4) 

 Blattberg, Robert C.;  
Sen, Subrata K. 
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Choice as random variable 
Predictions 

Cause/effect 
Freedom of the will 
Individualism 

McConnell’s Experimental Brand Choice Data. Vol. 10 (3)  Charlton, P.;  
Ehrenberg, A. S. C. 
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Experimental data corresponds 
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epistemological claims 

Cause/effect 
Freedom of the will 
Individualism 

Brand Loyalty Vs. Repeat Purchasing Behavior.  
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Kyner, David B. 
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Ontological claims: 
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Freedom of the will 
Individualism 
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Advertizing as factor that causes 
intentions. 

Cause/effect 
Freedom of the will 
Individualism 

Consumer Dissatisfaction: The Effect of Disconfirmed Expectancy on 
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Expectations as cause 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 
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Choices are influenced 
Normative claims 

Cause/effect 
Freedom of the will 
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Individualism 

Measurement of Consumers’ Prior Brand Information.  
Vol. 9 (3) 

 Woodruff, Robert B. 1972 

Information (memory) as cause Cause/effect 
Freedom of the will 
Individualism 

The Majority Effect and Brand Choice. Vol. 9 (3)  Weber, Jean E.; 
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Popularity  
Manipulation 
Strength of feeling determines 
Normative claims 

Cause/effect 
Freedom of the will 
Individualism 

An Attitude Model for the Study of Brand Preference.  
Vol. 9 (1) 

 Bass, Frank M.;  
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Belief concerning attributes cause 
Predictions 

Cause/effect 
Freedom of the will 
Individualism 
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Freedom of the will 
Individualism 
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Patterns of behavior 
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Cause/effect 
Freedom of the will 
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Information as cause 
Predictions 

Cause/effect 
Freedom of the will 
Individualism 
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Conjunction of social 
psychological factors and 
consumption 

Cause/effect 
Freedom of the will 
Individualism 
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Multidimensional factors as cause Cause/effect 

Freedom of the will 
Individualism 

Correlates of Brand Loyalty: Some Positive Results.  
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Cause/effect 
Freedom of the will 
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Situation causes (determines) 

Cause/effect 
Freedom of the will 
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Cause/effect 
Freedom of the will 
Individualism 

 Morrison, Donald G. 1969 A Series Approximation for Negative Binomial Parameter Estimation. 
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Vol. 6 (3) 

Patterns of re-purchase 
(loyalty/re-purchase) 

Cause/effect 
Individualism 

A Factor Analytical Model of Brand Loyalty. Vol. 5 (4)  Sheth Jagdish N. 1968 
Factors causes Cause/effect 
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The Development of Brand Loyalty: An Experimental Study. Vol. 5 (1)  McConnell, J. Douglas. 1968 
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Freedom of the will 
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Freedom of the will 
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Cause/effect 
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Cause/effect 
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Social influence on individual 
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Cause/effect 
Freedom of the will 
Individualism 
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Normative claims 
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Freedom of the will 
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Measuring the Cumulative Net Coverage of Any Combination of Media. 
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The transport model of 
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Freedom of the will 
Individualism 
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Individualism 
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Purchases as cause Cause/effect 
Freedom of the will 
Individualism 
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Freedom of the will 
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