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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

One of the most intriguing of all marketing ques-
tions revolves around “brand loyalty.” Do consumers
purchase a favorite brand time after time, or do they
shop around at random? Does the type of merchan-
dise involved and the relative strength of brands
have an important influence? How many consumers
stay with a single brand of a frequent-purchase item
for a considerable time? Just what is a “brand loyal”
customer? Can a brand develop enough consumer
Joyalty so that it can get a sizable share of market
from a relatively small group of steady purchasers, or
must it make occasional sales to a large proportion of
the families in the market?

Through the cooperation of the Chicago Tribune
and the University of Chicago, ADVERTISING AGE
here presents the first of a series of articles which
should shed considerable light on these and related
questions.

The Chicago Tribune has been operating a consu-

mer purchase panel covering a wide variety of gro-
cery and drug items for four years. The panel is a
diary operation, perhaps the most extensive con-
ducted on a local or regional basis by any private
organization, and is based on a carefully stratified
sample of the 40-mile area of which Chicago is the
hub. Tt shows not only which items are purchased by
the families in the panel, but the sequence of pur-
chase. Thus, if a family makes ten purchases of coffee
in a month, the panel data shows not only the total
purchases and the brands bought, but whether
Brand A, accounting for five ‘of the ten purchases,
was bought five consecutive times and then aban-
doned, or whether the five purchases of that brand
were interspersed with purchases of one or more
other brands.

The Tribune agreed to make its panel records for
the entire year 1951 available for purposes of the
study, and ADvERTISING Ace commissioned the
University of Chicago to do the analysis. The work
was carried on under the direct supervision of
Dr. George H. Brown, professor of marketing at the
university, and immediate past president of the
American Marketing Assn,, who has served as mar-
keting consultant fo more than a score of important
private businesses, and who was the Tribune’s con-

sultant in setting up the panel.

Nine products, showing varying frequency of
purchase and varied types of brand loyalty patterns,
have been analyzed by Prof. Brown. They are mar-
garine, which is reported on here; toothpastes, which
will be discussed in the next in this series; coffee; all-
purpose flour; soaps and sudsers; shampoos; head-
ache remedies; concentrated fruit juice; and ready-
to-eat cereals.

The Tribune panel data for 1951 embrace com-
plete returns from 610 families, of which 516 pur-
chased margarine during the year. Because of phy-
sical limitations of space, it was decided to make a
detailed study of each fifth family in the panel, thus
providing material for a complete “purchase profile”
of approximately 100 families. Preliminary com-
parisons of the results achieved from a study of
every fifth panel family showed that no important
deviations in purchasing patterns developed, as com-
pared with the pattern shown for the entire panel,
Although some slight statistical accuracy has neces-
sarily been sacrificed in sampling the panel, use of
100 families allows for physical presentation of a
complete buying profile for these families (as shown
in the accompanying full-page tabulation), and for
easier grasp of the basic findings.

“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.! 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.> Choices determine loyalty, even though
choices are conditioned as patterns.* These patterns, which govern choices, can be of varying

! Le. 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).

% 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).

? 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).



characteristics. What the choices are based upon determines the choices - it can be such things as self-
image,* attitude,’ satisfaction,® recollections (memories),” habits and usage,® and intentions.” Also such
things as evaluations of (earlier) choices can determine future choices,' 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.! Transitivity in terms of factors that can determine choices in the context of loyalty has also
Chaudhuri and Holbrook noted.'? 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.* Nor does there seem to be any consensus on what it is that actually drives loyalty, it seems
as if loyalty still is enigmatic.'* 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.'” 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.'® The second pattern is that the more popular (well-
liked) a specific brand is, the more likely the brand will be purchased again.'” Such results are consistent
with both ideas of learning (experience)'® as a factor that influences choices and social influence of the

* For example, Swamanithan et al. (2007); Kressmann et al. (2006).

* For example, Prins, Remco; Verhoef, Peter (2007); Bandyopadhyay, Subir; Martell, Michael (2007); Park et al. (2006); Baumann et al.
(2006).

¢ For example, Vesel, Patrick; Zabkar, Vesna (2009); Chandrashekaran et al. (2007); Olsen, Svein Ottar (2007); Martin-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).

” For example, Braun-LaTour et al. (2007); Lyncl et al. (1988).

8 For example, Murray, Kyle B.; Haubl, Gerald (2007), Zauberman, Gal (2003).

° 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).

19 For example, Mao, Huifang; Krishnan, H. Shanker (2006).

" However, for a multiproduct brand, multiple referent points exist to judge a brand extension, resulting in more complex evaluative
processes. Ibid.

2 For example, Chaudhuri, Anun; Holbrook, Morris, B. (2001).

13 Shankar, Avi, Cherrier Héléne, Canniford Robin (2006)

'* For example, Chandrashekaran, Murali; Rotte, Kristin; Tax, Stephen S.; Grewal, Rajdeep (2007).

' 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).

'7 For example, Raj, S. P. (1985).

18 D’Souza, Goes; Rao, Ram C. (1995)



same choices,' as well as a view on loyalty (repetitive behavior) as a kind of inertia*® (maybe gravitation)
in a market.”!

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.? 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,” 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.’* 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.”

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,*® viewed marketing as a form of literature and this
literature’s rhetorical strategies,” or put forward arguments as to what marketing should and should not

¥ For example, Algesheimer et al. (2005); Witt, Robert E. (1969); Silk, Alvin J. (1966); see also White, H. (1992).

% 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).
1 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.

# For, Gruber, Alin; Lindberg, Barbara (1966).

' For example, Leenheer et al. (2007); Gomez et al. (2006); Rosenbaum et al. (2005); Stauss et al. (2005).

» 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).

?7 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,



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.” 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.?

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.’® 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 Dictionary® 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.*?

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.

8 For example, Hunt & Kroll (1980); Hunt (1990); Hunt (1994); Brown (2006), Brown (1996), Fitchett (2005).

» 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 Héléne; Canniford Robin (2006)

3! 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 Vira 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.® They note that scientific journals have become the most common media for
publishing scientific findings within the field of marketing.** 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.”> Baumgarter and
Pieters continue by saying that the importance of journals differ in different subfields:* 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.*” The idea of chief of
thought has been put forward by others as well. *® One example is Hodge and Kress,* 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.*

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

3 Baumgarter & Pieters (2003).

** Ibid., “Journals have become the primary medium to communicate scholarly knowledge in marketing...”

3 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.”

% Ibid., “Different journals are most influential in different subareas...”

¥ “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..

* 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.

¥ Hodge & Kress 1988

“ 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.



criteria (factors) that determine choices, some kind of orderly order (scheme) that it would be feasible to
utilize in order to control the choices.* Choices are made by individual consumers (except in one
instance, where the investigated choices are made by two people in conference).* 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.* If choices are really free,* 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.*> 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

! 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.

2 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”.

“ 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)).

*“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).

* 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.



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.*

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.*” 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.*® Central leitmotivs are satisfaction (contentment),*
factors that govern decisions® and that choices are in themselves causes.” 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.” 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.>

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

 For example, JCR 2 and 7. Murray and Héubl (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.”

¥ 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”

* 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.

* 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”.

% 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.”

>! For example, JMR 8, 19, 23, 28, 29, 32, 82 and 102. See also note 46.

*2 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.

3 For example, JMR 2. See note 44.



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.® 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.” 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.*® 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.”” 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:

>* 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.

> 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.

% 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 D] (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.

*7 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.



an intention is described as pertaining to, even causing, purchases.’® 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.” 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).®® 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

> 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”.

> 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.

% 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.”



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!
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Model for choices
Predictions
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Vol. 25 (2)

Satisfaction

Claims of epistemic accessibility
Normative claims
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Freedom of the will
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Data. Vol. 23 (2)

Reasons as causes

Cause/effect
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Patterns of Store Choice. Vol. 21 (4)

Patterns of choice
Segments are independent
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Factors that cause individual
choices

Regularity/habit
Freedom of the will
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World views
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Determination of Optimal Sample Sizes in the Beta-Binomial Brand

Choice Model. Vol. 17 (1)

Model for choice by random
variables

A Reexamination of Group Influenc
Vol. 17 (1)

Groups affect individuals.

Cause/effect
Freedom of the will

Individualism

e on Member Brand Preference.

Cause/effect
Freedom of the will
Individualism

Consumer Reactions to Explicit Brand Comparisons in Advertisements.

Vol. 16 (4)

Intention
Credibility as cause
Normative claims

Testing Micropreference Structures.

Preference structure
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Freedom of the will

Individualism
Vol. 16 (2)

Cause/effect
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Cause/effect
Freedom of the will
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Customer Decision Making. Vol. 15
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Sold? Vol. 13 (2)
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A Brand Loyalty Concept: Comments on a Comment.

Vol. 12 (4)

Defending the ontological claims
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Critique of the ontological claim
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The Development of Brand Loyalty:

Popularity: usage causes usage
Predictions
Normative claims

Cause/effect
Individualism
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