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Abstract

The importance of understanding the factors that contribute to brand loyalty has risen
notably in recent years. This is partly attributed to a marked decrease in brand loyalty
observed in Western societies, and therefore consideration of the factors that could
improve this reduction is fundamental. Accordingly, the relationship between age of
exposure and brand loyalty is explored to investigate if early exposure to brands has
influence over individuals’ current brand loyalties. Assessing if early exposure is a f

that brands should consider when endeavouring to obtain brand loyalt &eir
consumers. In line with previous research (Chaudhuri & Holbreok,

relationships between brand trust and brand loyalty, and brand aff nd loyalty
are explored. In addition, the age and nature of participants’ ear tobiographical
memories are investigated. The study was conducted througﬁr‘on ne questionnaire
(n=137) using questions adapted from previous studie risan & Conway, 2010,

Chaudhuri & Holbrook, 2001). Results showed a signiffgant negative correlation between
age of exposure and brand loyalty for one gf t products. Significant positive
relationships were found between brand Uusand loyalty, and brand affect and
brand loyalty for all 7 products; brand trdstwas found to be the strongest predictor of
brand loyalty in all cases. Analysis articipants’ earliest food and brand memories
indicated earliest memories Q)re prior to earliest brand memories. Gender had
no significant effect on the age’at which participants recalled their earliest memories. In
line with previous resear@_upton, 1994), participants’ earliest memories of food tended

to be related to @relationships and environments. Finally, the implications of
ensuring brand Q rough early exposure are considered.

&
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Introduction

Brand Loyalty

Ensuring brand loyalty is a considerable and on-going challenge for multinational

companies, as there is no definitive answer or quantifiable procedure as to how to ensure
a consumer will remain loyal to a given brand. This pressure is continuously experience ﬁ

by brand owners and their marketers and encapsulates the wider implications of

study. A brand can be defined as; a distinguishable product, which consm%/6 ve
lity

matches their distinctive and required needs; additionally, a brand’s abi efend

itself against competition denotes its success (de Chernatony & Mc 92). Brand

loyalty can be defined as; a strong reliable assurance to repurchase red product in
the future, thus causing the reoccurrence of same-brand pu%e
a

1999). In addition to there being no one answer to en nd loyalty, it has been

haviour (Oliver,

recognised maintaining brand loyalty becomes an eve ater task in today’s challenging
economic environment (Van Steenburg & Spear , as individuals become more
frugal with their disposable expenditureg an to purchase cheaper non-branded
alternatives (Pepper, Jackson & U N009; Heinz Annual Report, 2012).
Consequently, companies, both m ﬁmal and smaller sized, are continuously
attempting to understand the fgve way to market their brands to ensure existing
consumers remain loyal. Thi§gds a significant challenge for companies, as it is known

effective marketing dep entirely upon the specific target consumer (Kotler, 1972),
therefore underst@ly a particular demographic remains loyal to a given brand is a

complex proce&Q

There | ubt multinational companies are aware of the power and importance of

br mty, in particular they recognise the risk that even their most loyal consumers
@xplore cheaper alternatives, particularly in the current economic environment.
ilever highlighted in their Annual Report (2012), the role of brand development is
central to their business model and forecast growth. Moreover, the report underlined the
importance of fostering and building consumer-brand relationships. More recently the
Internet has become a tool companies utilise to develop consumer-brand relationships,
and maintain consumer loyalty. In particular, the focus has been on ever-growing social

media  platforms, such as Facebook (www.facebook.com) and  Twitter
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(www.twitter.com). Facebook, created in 2004 by Mark Zuckerberg, is now the second
most used website in the world, with over a billion users each month, and on average 618
million active daily users, reported in December 2012 (Facebook Newsroom, 2013).
Brands benefit from the ability of having direct and immediate contact with consumers,
by strengthening pre-existing brand loyalties, and developing new ones (Weintraub,
2012). These platforms have allowed brands to foster deeper relationships with their
consumers, building brand trust, and in turn brand loyalty (Laroche, Habibi & Richar
2013). Importantly, as noted by Unilever in their Annual Report (2012), due t
increasing use of social media platforms, which now allow consumers to easi r@ast
their brand preferences and opinions to thousands of individuals, it is fupdame rands

form strong positive relationships with their target consumers:

uently, an

understanding of the specific factors contributing to and ensur

necessary. &

Although the contributing factors to brand loyalty a%quently explored, as noted by

Schmitt (2012), previous research has been largely:

and loyalty is

nclusive. Nevertheless, Schmitt
emphasises this research should not be digreg . A few examples from the literature
which are thought to aid the facilitatio Nand loyalty can be highlighted; emotion
based consumer-brand relationships Rvanschitzky, lyer, Plassmann, Niessing &
Meffert, 2006; Baloglu, 200 g

ethics (e.g. Singh, Iglesias atista-Foguet, 2012), brand trust and brand affect (e.g.

involvement (e.g. Quester & Lim, 2003), brand

Chaudhuri & Holbrook, ), and more recently social media strengthening brand trust
(Laroche et al., owever, as highlighted by Schmitt (2012), previous models

generally disre chology by primarily focusing on an outcome such as brand
exploring the psychological underpinnings causing the outcome.

here the current study is introduced, whilst still interested in the outcome
yalty; the main aim of the current study is to identify if early exposure has a

of %an
QI) ensuring brand loyalty.

There are many ways in which brand loyalty can be tested, largely depending on the
domain in which it is being studied (Schmitt, 2012). Similar to brand trust, brand loyalty
is a concept that is of interest to several disciplines, such as psychology and marketing,
thereby making it difficult to test using a single measure (Delgado-Ballester, Munuera-

Aleman & Yague-Guillen, 2003). This study will test brand loyalty using a highly cited

JKEssay 4
VX: ProWriter-1

S\


http://www.twitter.com/

measure put forward by Chaudhuri and Holbrook (2001); frequently used as it
encompasses both behavioural and attitudinal loyalty, and therefore is regarded as a
holistic and robust measure (Sung & Kim, 2010). Schmitt (2012) emphasised the need for
future research to further investigate the role of brand affect; one of the core constructs
included in his consumer psychology model. Therefore, similar to previous studies (e.g.
Chaudhuri & Holbrook, 2001, 2002; Sung & Kim, 2010), the current study will also
measure brand trust and brand affect utilising questions derived from Chaudhuri an
Holbrook’s (2001) initial study. In accordance with definitions used by Chaudhuri

Holbrook (2001), brand loyalty will be defined in the current study using %@ion

previously mentioned (Oliver, 1999). Brand trust will be defined as; a disposi hown

by users of a particular brand to believe in its capability to ¢

(Chaudhuri & Holbrook, 2001). Moreover, brand affect will bexl

ability to instil a positive emotional reaction in its users, due%us ge (Chaudhuri &
su

Holbrook, 2001). In addition, and most importantly, agew)
the current study.

Early Exposure ° b

More closely related to psychologicaGra re it has been proposed that early exposure

as; a brand’s

will be measured in

to brands might be a key f ablishing and ensuring brand loyalty. Fournier
(1998) in a now regarded & study highlighted consumer brand relationships made
early in life, which ar@rmed by meaningful others, are frequently shown to be
extremely strong& ecently, Ji (2002) put forward that the affiliations children

develop with b arly in life are more deeply formed than those made later. The

emotional of early exposure to brands should be recognised, as child-brand
relatio rm the basis of brand relationships later in life (e.g. Braun, Ellis & Loftus,
ZO%E. hermore, Braun-LaTour, LaTour and Zinkhan (2007), stated early exposure to

ands provides the basis for poignant attachments.

This growing area of consumer psychology has prompted the current study, as it has been
noted the concept of early exposure has received less attention in marketing literature
than others previously mentioned, for example brand trust (Chaudhuri & Holbrook,
2001). As recognised by Richard Garfein in an article for the American Psychological

Association (1997), research conducted concerning business development within a
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company is infrequently published, or made available universally. It should therefore be
underlined that research of this nature has quite possibly been carried out prior to this
study by multinational companies, which are solely interested in growing brand loyalty
for their own brands against their competitors. This highlights the need for an objective,
systematic and unbiased study, where results are non-brand specific, and can be utilised

by a range of brands and product categories. Unlike the majority of previous studies of
this nature conducted in the United States (e.g. LaTour, LaTour & Zinkhan, 2010), t
current study will be conducted in the United Kingdom. Moreover, it will not %

individuals with specific knowledge in the area; as observed in Ch nd
Holbrook’s study (2001), which tested senior-level market research students.

Early Exposure and Earliest Memories \

It is recognised that as the current study aims to explorewex sure to brands, in an

attempt to understand its relationship with brand loy participants will be required to

recall when they were first exposed to a brand. Canseq@ently, it is predicted participants
will predominately be recalling autobiggr @memories from their childhood.
Autobiographical memory is a form of @ic memory related to the self, and helps
individuals shape and define the es (Conway & Rubin, 1993). Moreover, as
participants will be specifical Z@their earliest memories, it is important to outline
the existence of childhood ammésia.” Childhood amnesia was first introduced by Miles in
1893, and later termed ntile amnesia by Freud in 1899. Childhood or infantile
amnesia refers to\ﬁ rved significant reduction in the number of autobiographical

memories recal dividuals, typically before age seven, and in particular before four

years old Grant & Boland, 2005). On average adults’ first memories are
betwee &of three and four years old (Jack & Hayne, 2010). Nevertheless, there is
no_ doulitzage differences exist across individuals (Jack & Hayne, 2007). However, this is
@esentaﬂve of an individual’s current age, as previous research exploring infantile
nesia has shown no significant difference between the ability of older adults and
adolescence to recall memories from their childhood (e.g. Peterson, et al., 2005; Kingo,
Bernsten & Krgjgaard, 2013). Thereby, providing justification for the current study to
focus on a broad age range of participants. In addition, gender differences have been

highlighted; suggesting females are able to recall earlier autobiographical memories than
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males, however inconsistencies in the literature can be observed (e.g. Mullen, 1994;
Rubin, Schulkind & Rahhal, 1999).

It has also been recognised there is an even greater reduction in adults’ abilities to recall
memories under two years old, where the majority of individuals are unable to recall any
(Josselyn & Frankland, 2012). This parallels the pre-verbal period when individuals are
unable to communicate through language (Morrison & Conway, 2010). In Morrison an ﬁ
Conway’s (2010) study, participants’ earliest childhood memories were explor

response to fifty cue words. Participants were also required to provide the en

they had each memory on a seven point Likert scale. Morrison ands Con found
participants’ earliest memories for each of the cue words was cons'é@ter than the
age at which they first acquired the word; this was reliably found acress the age range of
participants. It was noted participants’ age of acquisition for Wbstr ct words such as
‘vase’, was older than that for more commonly used wo hildhood such as ‘jelly’.
Consequently, Morrison and Conway postulated thatwut the formation of conceptual
information relating to a specific word, indivi re unable to access episodic
memories relating to that word; underlining o %

a similar method to Morrison and Conwanw , participants in the current study will be

causes of infantile amnesia. Using
required to recall their earliest memoriesyin response to product cue words, stating the age
of when they had each memqg sgtulated that by allowing participants to recollect
their earliest autobiographic emory of each product, recall of when they were first
exposed to their preferred brand of each product will be more easily facilitated, as it has
been suggested t d@g he process of autobiographical recall, individuals can feel as
though they are hXriencing events (Schacter, 1996).
There is ewidence to support the projective method used in the current study; Josselson
(2 mhlighted it has long been known that individuals’ earliest childhood memories
@ e ability to signify their current internal opinions, providing a useful insight for
searchers (Adler, 1937). It has also been recognised events that take place early in
individuals’ lives have more powerful effects than if they were experienced later (Hayne,
2004). Most notably, with regards to this study, previous research has found exploring
individuals’ earliest memories from childhood is a useful tool to understand present brand
affiliations; it allows for an understanding of how brand relationships were first

developed (Braun-LaTour & LaTour, 2007). Exploring childhood memories of brands
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also helps to understand affective attachments and reasons for current brand choices
(Braun et al., 2002). Braun-LaTour et al., (2007) in an attempt to understand brand
meaning, proposed that individuals’ earliest product memories could be utilised as a
means of understanding their current product relationships. They recognised individuals’
earliest memories were able to account for later brand preferences; interestingly it has

been proposed earliest childhood memories are in fact more beneficial to study than
memories from adolescence, when attempting to understand current brand loyalti ﬁ
(LaTour et al., 2010). ?b

In view of previous research highlighted (Hayne, 2004; Braun et al., 2002; &aﬁur

et al., 2007; LaTour et al., 2010), this study aims to explore early e brands, by
utilising participants’ earliest autobiographical memories for vari oducts, with a
central aim to understand if there is a relationship between ea%nd exposure and the
strength of current brand loyalties. To the best of 0 owledge, this projective

technique has not been previously used to understand fagtors contributing to individuals’

current brand loyalties. In addition, the g:ta@ ed from participants’ earliest

autobiographical memories, will aim tq, u e the importance of investigating

childhood memories (Hayne, 2004). :x
egies

Food: Brand Lovalty and Earli

From evaluation of preyiously published research, it became apparent that food is a
central part of chfidre %ringing in Western society (LaTour et al., 2010); children are
exposed to foo ts on a daily basis (Ji, 2002). With this in mind, it would appear
likely that of food products will be salient in individuals’ recollections of
childh &4, Lupton investigated the themes and significance of early everyday
foad memories in a population of Australian students. Lupton found several participants’
%ﬁc‘ced food memories were strongly related to family relationships and mealtime
eractions. Since Lupton found childhood memories of food tended to include reference

to influential others, a parent for example, it is expected that food memories will be
prominent in participants’ recollections of childhood. As these memories are likely to
involve salient emotions, places and prominent people (Lupton, 1994), there is strong
suggestion that early exposure might aid as a powerful tool for food brands. In addition, it

has been suggested attachments and loyalties made towards food products may differ to
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those formed to other products (e.g. LaTour et al., 2010). From review of previous
research it is apparent the product category that has been of key focus when examining
factors contributing to brand loyalty is automobiles (e.g. Braun-LaTour, et al., 2007;
Zehir, Sahin, Kitapci, & Ozsahin, 2011). To the best of our knowledge, no previous
research has investigated the relationship between early exposure and brand loyalty on a
range of food products in the United Kingdom. Consequently, this study aims to explore
the relationship between age of exposure and subsequent brand loyalty to food brand

through utilising individuals’ earliest childhood memories of food and branded produ%

@%
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Aims and Hypotheses

Taking into consideration research previously highlighted, the current study aims to
investigate if early exposure has a role in ensuring brand loyalty. As the primary research
question remains exploratory, no formal hypothesis can be made. However, the
exploratory hypothesis states there will be a relationship between age of exposure and

brand loyalty. Furthermore, as previously tested by Chaudhuri and Holbrook (2001), t
relationships between brand trust and brand loyalty, and brand affect and brand lo

will be investigated. This study aims to replicate the findings of Chaudhuri ok
(2001). Therefore, it is hypothesised there will be a significant po 'ti&laﬁon
between brand trust and brand loyalty; as brand trust increases; yalty will
increase. Likewise, it is hypothesised there will be a significan sitive correlation
between brand affect and brand loyalty; as brand affect in es, brand loyalty will
increase. In addition, as the current study will utilise uals’ earliest childhood
memories as a means of exploring the role of earwosure, the age and nature of

participants’ earliest food and brand memoriesgill@ stigated.

4\
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Method
Sample

203 participants were recruited via an opportunistic sampling method to an online
questionnaire; links to the questionnaire were emailed to friends and family, posted on
Facebook (www.facebook.com) and Twitter (www.twitter.com) websites, and Universi ﬁ
of Leeds psychology students were able to complete the questionnaire via L@
Participant Pool Scheme (http://leeds.sona-systems.com). The age range o nts
was from 16-64 years, with a mean of 23 years old; 169 females and 34 snales Gempleted

the questionnaire. Participants were required to be English speakin and under

70 years old. Participants who had not answered all questions weregyremoved from the
data set; it was important the questionnaire was only answered %nsu ers of all 6 food
products. For this reason, analysis was only conducted on articipants (24 male, 113

female). The mean age of this sample was 23 years, witfyan age range of 16-64 years old.

Materials and Measures ° b

Food products were chosen after reﬁh g several food supermarket websites; Asda
0

(www.asda.com), Tesco ( .teSc0.com), Morrisons (www.morrisons.co.uk), Ocado
(www.ocado.com) and Wait (www.waitrose.com). A pilot study was conducted to
test the reliability of the tionnaire and identify questions that may be misinterpreted.
13 participants c%ﬁ@ﬁ 39 item pilot study (4 male, 9 female) with a mean age of
22 years. The g food products were included in the pilot study: tea, coffee,
tomato ke Quer, bread, fruit juice, soup, yoghurt, mints and chewing gum.
Followi &ot study, certain food products were removed, such as; yoghurt, coffee,
mipts afd chewing gum. These products did not demonstrate easily distinguishable brand

%ue to the dominance of particular brands, such as Wrigley, in the mints and

ewing gum category. Additionally, questions were modified, for example; participants
were asked to provide as much detail as possible when recalling their earliest food

memories.

The 71 item online questionnaire used questions adapted from both Morrison and
Conway’s (2010) and Chaudhuri and Holbrook’s (2001) studies. Measures of brand trust,

] KEss ay 11
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brand affect and brand loyalty were constructed using questions from Chaudhuri and
Holbrook’s (2001) study. Brand loyalty was measured using 4 statements based on
purchase and attitudinal characteristics of brand commitment put forward by Jacoby and
Chestnut (1978), as tested by Chaudhuri and Holbrook (2001). Both statements ‘I will
buy this brand next time I buy [product]’, and ‘I intend to keep purchasing this brand’
measured purchase loyalty, with a coefficient alpha of .90; meeting the required .70
(Nunnally, 1978). Whereas the statements ‘I am committed to this brand’, and ‘I w&
4

be willing to pay a higher price for this brand over other brands’ measured attitu
loyalty, with a coefficient alpha of .83. Brand trust was measured using th
, @l

statements; ‘I trust this brand’, ‘I rely on this brand’, ‘This is an honest brand ‘This
brand is safe’, with a coefficient alpha of .81. Brand affect w. d using 3

statements; ‘I feel good when I use this brand’, ‘This brand gives me¥pleasure’, and ‘This

brand makes me happy’ with a coefficient alpha of .96. ﬂ

Questions asking participants for their earliest food or d memories were adapted from
Morrison and Conway (2010), ‘Please recall and wn your first memory you had
with [product], (provide as much information ssible).” It was noted from Morrison
and Conway’s study that emphasis shoul Wade for participants to provide as much
information as possible. When asked Q ate the age when they had each memory, the

most frequently used 7-point Ldi & testing age of acquisition was utilised; 0-2, 3-4,
5-6, 7-8, 9-10, 11-12 or 13+ s old.

The online qu&@e was constructed on Bristol Online Surveys (BOS)
(http://www.sur, .ac.uk), and launched on 20th November 2012. BOS allowed for

data collecti rage of participants responses, which were then exported when the
questiq losed on 4th February 2013. To complete the questionnaire participants

requirechd computer, keyboard, mouse and Internet connection.
;esiqn and Procedure

A correlational research design was adopted. The predictor variables were age of

exposure, brand trust and brand affect; the outcome variable was brand loyalty. Upon
opening the link (www.survey.leeds.ac.uk/brandpreference/) participants were directed to

the questionnaire on the BOS website, where they were presented with an information
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sheet to which they gave their full consent by clicking ‘continue’. Participants were
required to complete the questionnaire in their own time, answering 71 questions. Firstly
they had to state their gender and date of birth. They were then required to provide their
first memory with food and indicate the age when they had this memory on a 7-point
Likert scale previously mentioned. Next they had to state their first memory with a
branded product, and indicate the age when they had this memory on a 7-point Likert
scale. They were then asked ‘Is there a single brand you feel most loyal towards’, and t
age when first exposed to this brand. Measures of brand trust, brand affect and
loyalty were then taken on a 7-point Likert scale, participants had to indicate thei % of
agreement from 1= very strongly disagree to 7= very strongly agree, &?ments
previously mentioned. Following this, they provided their first me a, and the
age when they had this memory. From a list of brands participantN en required to
select the brand of tea they were most likely to purchase. R% to'that brand of tea
they were then asked questions relating to brand trust, affect and brand loyalty.
Finally, participants were required to provide their @le they were first exposed to

that brand of tea. This procedure was then ep% r; fruit juice, tomato ketchup,
butter, bread and soup. b

Ethics

Ethical approval was gran the Leeds University Ethics Committee before
research was undertaken (REF:712-0209, Appendix 3). Participants were presented with

an informed co en prlor to completing any questions, informing that their

anonymity woul
providing re WAt the end of the questionnaire participants were provided Dr Catriona
Morrison@ address for any further information.

>

na

mtalned and that they were free to withdraw at any point without

Statistical software IBM SPSS 20 will be used to analyse the data collected. A
correlational analysis will be conducted, followed by a regression analysis. If the data is
not normally distributed, logarithm transformations will be used to normalise the data so

external validity of the study is maintained.
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Results

The aim of this study was primarily to establish if early exposure has a role in ensuring
brand loyalty. The exploratory hypothesis stated there would be a relationship between
age of exposure and brand loyalty. Additionally, the study aimed to replicate Chaudhuri
and Holbrook’s (2001) findings. It was hypothesised there would be a positive correlation
between brand trust and brand loyalty, and brand affect and brand loyalty. ‘,ﬁ

The normality of the data was examined; logarithm transformations @ ;o
normalise the age of exposure variables for each of the 7 products. Histogram a ormal
Q-Q plots confirmed the normality of the data, and on inspection @ts outliers

were removed.

Brand Loyalty Q \

Participants’ (n=137) brand loyalty scores wer, ca@)y averaging their scores (1-7)
rand loyalty. Table 1 highlights the
mean loyalty scores for the brand in v@articipams felt most loyal to, and the 6

specified food products. Q

in response to each of the 4 statements mgas

Table 1. Summary of means‘Qstandard deviations of brand loyalty scores

Product % Mean SD

Brand most | 55 0.8
Tea @ 4.6 0.9
Fﬂw 4.5 0.9
Q) ato Ketchup 5.2 1.0
Butter 4.5 0.9

Bread 45 0.8

Soup 4.7 0.9
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The results from Table 1 show the highest mean brand loyalty score (5.5) for the brand to
which participants felt most loyal. It is important to note there were no restrictions on
product category when participants were asked to state this brand. Consequently, the
brand selected could have been non-food related; the most commonly mentioned brands

from this question are depicted in Fig 1 below. In Table 1 tomato ketchup can be seen to

have the second highest mean brand loyalty score (5.2), exceeding mean brand loyalty
values for the other food products, by 0.5. However, the highest variability of bran ﬁ

loyalty scores can be observed for tomato ketchup (SD=1.0).

Apple Blackberry Cadbury Coca-Cola colg egeerse
Galaxy Green Giant H el nZ Kellogg’s Lurp& c Marks &

Spencer Marmite Tetley Topshop Walkers

most loyal towards

Fig 1: Word cloud summarising the most commonly mentigm in which participants felt

As stated, Fig 1 condenses the brands most co mentioned when participants were
°

asked for the brand to which they feel m . From the sample of 137 participants,

28% stated the brand they felt most 0 was Heinz, 9% Cadbury, 7% Apple, 5%

Coca-Cola, and finally 4% Marmi& remaining 47% of participants either stated they
felt most loyal towards a @o mentioned by more than two other participants, or
wh

they did not have a brandg they felt most loyal.

For product specxand preferences (tea, fruit juice, tomato ketchup, butter, bread and

soup), Heinzasighificantly led for both tomato ketchup and soup products; 95% of
participa&:ted Heinz as the brand of tomato ketchup they would most likely

pur %nd 59% of participants selected Heinz as the brand of soup they would most

Qj&ﬁjrchase.

Age of Exposure

From analysis of participants’ age of exposure scores it was found the data was
marginally positively skewed. Therefore, common logarithm (log base 10)

transformations were used to normalise the data for statistical analysis.
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Table 2: Summary of means and standard deviations of age of exposure scores

Product brands Mean SD

Brand most loyal 1.9 1.1
Tea 2.7 1.3

Fruit juice 2.5 1.4 [ﬁ
Tomato ketchup 1.7 0.7 %
Butter 24 14 Q)

Bread 2.3 1.4
Soup 2.3 1.3 :

‘Q\

Table 2 highlights the means and standard deviati bhe age of exposure scores for
any unspecified brand to which participants f loyal, and brands associated with
°

the 6 specified food products. It is impor, ote that the mean age of exposure in

Table 2 is not specified in years, but ale from 1-9. Tomato ketchup brands show

the youngest mean age of exposure}

*

oldest age participants stated they were first exposed to brands from the 6 specified food

products, and th ns@' d brands they selected they currently felt most loyal brand
towards, was 10 x d

Early Ex@n Brand Loyalty: correlational analysis
@ng descriptive analysis of participants’ brand loyalty and age of exposure scores, a

ariate correlation analysis was undertaken to investigate if a relationship existed

ween 4-5 years old (1.7), whereas tea brands

highlight the oldest mean a exposure, between 9-10 years old (2.7). On average the

between the two variables. Analysis conducted on each of the 7 products showed only
one significant correlation between age of exposure and brand loyalty. Age of exposure
had a significant relationship to brand loyalty for the tomato ketchup product, r =-.18, p <
.05. This highlights age of exposure is negatively correlated with brand loyalty; as brand
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loyalty decreases, age of exposure increases, and vice versa. It was noted that r=- .18 is a
small effect size.

Upon finding a significant negative correlation between brand loyalty and age of
exposure for the tomato ketchup product, a linear regression analysis was conducted to

identify if age of exposure could significantly predict brand loyalty towards tomato

B=-1.11,1t(135) = -2.22, p < .05. Age of exposure explained only 4% of the varian¢ei

ketchup. It was found that age of exposure significantly predicted brand loyalty score;ﬁ

brand loyalty (R? =.04, F(1,135)=4.93, p < .05). Therefore, although age ure

significantly predicted brand loyalty, 96% of the variance in brand loyalty towards/tomato

Brand Trust and Brand Affect: Tomato Ketchup Q

In response to finding that age of exposure was upable to account for a significant
proportion of the variation explaining brand Igyalt e tomato ketchup product (4%),
further analysis was conducted to investigat contributing role of brand trust and

brand affect. i:x
Firstly, correlational analysisQ&;cted. In line with hypotheses, significant positive

ketchup cannot be explained by age of exposure.

correlations were found betwegn brand trust and brand loyalty; r = .71, p < .001, and
brand affect and brand ty; r = .60, p < .001. Additionally, brand trust and brand
affect were corre d% .76, p < .001; all correlations demonstrated a large effect size.
Upon finding significant correlations, multiple regression analysis was conducted to
investigate i ust and brand affect were able to explain the unexplained variance

y for the tomato ketchup product. A stepwise method was used to identify

in bra?b
wmqah lable best predicted brand loyalty; the results from this analysis are highlighted
le3
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Table 3: Stepwise multiple regression analysis

B SE B B
Model 1
Constant 0.61 0.39
Brand Trust 0.87 0.07 JLFFE
Model 2
Constant 0.83 0.40 ﬁ
Brand Trust 0.86 0.07 .70 ‘b

S

Age of Exposure -0.81 0.36 %
)
R?=.51 for model 1 (p <.001), AR*=.02 for model 2 (p < .05). * p < .05, **p <401, ***p,< .001

As shown in Table 3 it can be observed that brand affect was remNr the analysis.
In Model 1 brand trust alone accounted for 51% of the variancﬂbjan loyalty. Model 2
demonstrates that brand trust and age of exposure in co on jaccounted for 52% of
the variance in brand loyalty (R?=.52, F(1,134):5%< .05). Although brand trust

significantly increased the amount of varian e@ in brand loyalty, 48% of the
variance in brand loyalty remains unexplaiged@s model.

Brand Trust and Brand Affect 0 \

Next the relationships betweengbrand trust and brand loyalty, and brand affect and brand
loyalty were investigate the remaining 6 products. In line with hypotheses, analysis
showed significa&cfﬁb'ye correlations (p < .001) between brand trust and brand loyalty,
and brand affe rand loyalty for the remaining 6 products; all representing a
medium to t size (r = .41 — r = .69). It was noted that brand trust correlated
more stro with brand loyalty across all product categories. Following this, linear
re$ analysis was conducted to investigate if brand trust and brand affect could
%}' cantly predict brand loyalty. Results showed brand trust and brand affect
dependently significantly predicted brand loyalty for each of the six products (p < .001).
Brand trust accounted for the largest amount of variance (48%) in brand loyalty for tea
(R?=.48, F(1, 135)=122.94, p < .001), and the smallest amount (30%) for fruit juice (R
=.30, F(1, 135)=56.47, p < .001). Brand affect accounted for the largest amount of
variance (43%) in brand loyalty for tea (R*=.43, F(1, 135)=101.80, p <.001), and the

smallest amount (17%) for the brand in which participants stated they were most loyal
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towards (R® =.17, F(1, 135) = 26.64, p <.001). Further stepwise multiple regression

analysis confirmed that for all 6 products, brand trust was a better predictor of brand

loyalty than brand affect and age of exposure.

Earliest Memories

As the current study utilised individuals’ earliest autobiographical memories as a mea@

of exploring early exposure, a further aim was to investigate the age of particip

earliest food and brand memories.

S

Analysis comparing the age of participants’ earliest memory of foodcagainst the age of

their earliest memory with a branded product is shown in Fig 2.
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%x lAge comparison of participants’ earliest food and branded product memories

As shown in Fig 2 participants’ earliest memory of food tended to be before their earliest

memory with a branded product, demonstrated in 91% of the sample. The mean age of

participants’ earliest memories of food was 3.5 years old, with a standard deviation of

.78, whereas, the mean age of participant’s earliest memories with a branded product was

5 years old, with a standard deviation of .87. When comparing the mean age of these two
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memories against the mean age of participants’ earliest memories of the 6 food products,
it was found that on average earliest memories of fruit juice, tomato ketchup, butter and
bread were at 5 years old. The average age of participants’ earliest memory for soup was
at 5.5 years, and 7 years old for tea. The mean age of females’ and males’ earliest

memories were compared for each of the 8 memories asked from participants. A series of

participants’ earliest memories (p >.05).

Nature of Earliest Memories < % %

The final stage of analysis involved exploring the content of parti wearliest food
memories. From across the 8 earliest memories asked fromle ants the most

commonly mentioned words are shown in Fig 3. ﬁ

drink cheese only

always SChoo| ey orange butter

eat tomato remember

JUICe da toast went young make
one child years sister dl"lnklng
breakfast try cream hot “hithgay 4 e ", SOUp dad
home S9M€ " itchen tapie’ e made
brother HEINZ morning buy belng old cake going

mother liked age much fruit over’ cyp every food primary
tried |ike et trying friends ill dinner

lunch family Ketchup MUM after chips

given around ate apple making

sandwich f'rSt eatlng rea"y m;_llls(hnever
younger

'< tea chicken bread because all party

house . chocoltate memory
parents
used put before havmg sandwiches

Fig 3: Word cloud summarising the words most commonly mentioned in participants’ earliest
food memories

independent t-tests showed that there was no significant effect of gender on the age of :
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Word frequencies were calculated on the data represented in Fig 3. It was found that
‘remember’ was the most commonly mentioned word, recalled 352 times. Since this word
relates more generally to the task, more importance should be placed on the following
non-task related word frequencies. The word ‘Mum’ was the most frequently recalled
non-task related word; mentioned 225 times followed by ‘school’ 210, ‘House’ 123,

‘home’ 109, ‘Dad’ 75, ‘birthday’ 60, ‘family’ 62, ‘friends’ 54, ‘parents’ 54, and ‘holiday’
47 times. ‘Heinz’, although arguably task related was mentioned 87 times; the only bran ﬂ

mentioned at such high frequency.

identify if any brand names were recalled, this question was pri mention of

Lastly, the question asking participants for their earliest memory of foo;w&sed to
a

branding, and on average represented participants’ memories of fo e age of 3 >

years old. The following brands were recalled; Walkers, @; armite, Nutella,
emories

Dairylea, Lucozade, McDonalds and Walls. Examples of theS include:

“Walls Ice Cream promotional Freezer in local @op. I remember what | know
now to be an Arctic Roll being advertised,on e and it looked like the pinnacle in

the world of Ice Cream.”

always used to buy me a bottl&yjust one, to have in small sips to 'make me feel' better.”

“My first memory was haviQﬁQof Lucozade when | was unwell, my Mother
“Literally not 10&?%%3 is my first memory but 1 do remember sitting in my

kitchen at ho INg Heinz baked beans with sausages because | remember | was

young eno now how to pronounce sausages correctly!”

&
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Discussion

This study aimed to explore if there is a role for early exposure in ensuring brand loyalty,
by investigating the relationship between age of exposure and brand loyalty. Moreover, in
line with previous research (Chaudhuri & Holbrook, 2001) it was predicted there would
be positive relationships between brand trust and brand loyalty, and brand affect and
brand loyalty. In addition, this study aimed to investigate the age at which participan@

had their earliest food and brand memories, and explore the nature of particip

memories. @%

In summary, results from the exploratory study indicate early exposx@ot have the
strength in ensuring brand loyalty, equal with that observed byN ust and brand
affect. Only one statistically significant negative relationship found between age of
exposure and brand loyalty, for the tomato ketchup t. JAlbeit, this negative
relationship was in line with predictions made, %upon evaluation of previous
research (Fournier, 1998; Ji, 2002; Braun et al., ®Braun-LaTour et al., 2007); the
earlier an individual is exposed to brand, the and loyal they are towards that brand
in the future. In confirmation with the hy %s stated, strong positive correlations were
found between brand trust and bran alty, and brand affect and brand loyalty; brand
trust and brand loyalty highli tmongest relationship. Both brand trust and brand
affect significantly predictedWerand loyalty for each of the seven products; as seen in
previous studies (e.g. C hurt & Holbrook, 2001; Gecti & Zengin, 2013), brand trust

was shown to b e%ngest predictor in all cases. In addition, participants’ earliest

autobiographic ries were explored, it was found participants’ earliest memories of
food were ir earliest memories of a branded product; only 9% of participants
contrary. Furthermore, no significant gender differences were found

sugges
be eei&e ages of participants’ earliest memories, a contentious topic in childhood
ry literature (e.g. MacDonald, Uesiliana, & Hayne, 2000; Kingo et al., 2013).
nally, the nature of participants’ earliest food memories were explored; non-task related
words used of the highest frequency, were mostly linked to close familial relationships
and environments; ‘Mum’, ‘house’, ‘home’, ‘Dad’, ‘family’, ‘friends’ and ‘parents’.
Additionally, the only brand mentioned at high frequency in participants’ earliest
memories of food was Heinz. The significance of this finding should be noted, as when

participants were asked for their earliest memories of food, it was not expected, or
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requested to state the brand of the product. This was only expected when asked for their
earliest memory of a branded product. However, Heinz was voluntarily mentioned 59

times in participants’ earliest memories.

Understanding the Relationship Between Early Exposure and Brand Loyalty

form relationships with the brands they purchase. Consequently, it is fundament

establish whether or not early exposure should be a core factor considered %%ds

The consumer psychology field is continuously attempting to understand how consumer?

endeavour to develop consumer loyalty. Although the role of early exposure suring
brand loyalty appears to be questionable from the findings of this s iace to the best
of our knowledge this was the first correlational study exploring thefelationship between
age of exposure and brand loyalty, it is important to evaluatg«fin ngs in the wider

context of the developing field. Q
Whilst the study did not find more than one stati bsignificant negative correlation

between the age of exposure and brand loyalt is essential to highlight on average the
oldest age at which participants stated th M first exposed to the brands in which they
currently are ‘most likely to purch %s ten years old. Suggesting that the brands
which individuals were expo Z@young age match their current brand purchases,
and should not be ignored simgly because participants tended not to score highly on the
brand loyalty scale. Th¢ distribution of participants’ loyalty scores may be due to a
variety of factors; r%nple; Ernst and Young (2012) outlined a study they conducted
in 2009 involvi SX)ximately 25,000 individuals, from 34 countries. They found that
while bran Qas increased in Middle Eastern and Northern African regions, it has
decrea estern societies; where only 29% of consumers state brands impact their
putehases. Interestingly, it was found that consumers from Middle Eastern and Northern

%n'regions displayed most brand loyalty towards products in the food and beverage

tegory. In all other regions consumers were most brand loyal to telephone contracts.
From these findings Olenski (2012) emphasised brands must focus on ways in which they
can ensure resilient consumer-brand relationships, particularly in Westernised countries.
Similarly, Van Steenburg, and Spears (2011) in an exploratory study, found the current
economic climate is a factor that consumers take into account when choosing between,

and purchasing branded products. It could be concluded from these findings that
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participants in the current study may have been reluctant to state they would continue to
buy a brand even if they had to pay a higher price for it over other brands. Subsequently,
these participants would not have scored very highly on the brand loyalty scale. In
addition to the potential global economic strains felt by participants, it is necessary to
underline the majority of participants were students and, consequently, may have been
reluctant to state they would commit to a brand even if it were the most expensive option.
Although at first instance it may appear the relationship between early exposure an
subsequent brand loyalty is weak, as with any exploratory study it is importa
consider the factors affecting the results based upon the sample investigated. <% %

Unlike previous studies that have investigated the relationship arly brand

preference and current brand preference; for example, Guest (1964)%oncluded from the
findings of a longitudinal study brand preferences displayed b@‘:e ly childhood and
late adolescence correlated with brands used twenty yea r. Bhe current study was
only interested in establishing if early exposure to a b , regardless of its favourability
or preference at a young age, had a relationship, wi nt brand loyalties. Accordingly,
in contrast to previous studies that have tegde ongitudinal or interview based (e.g.
Fournier, 1998; Ji, 2002; LaTour et al., 2 Wls study intentionally took no measure of
participants’ brand preferences as chi %herefore, it cannot be assumed exposure to a
brand at a young age, meantgit ‘g‘individual’s preferred brand at that time. For
example, a participant might Rave selected Heinz as the brand of tomato ketchup they are
most likely to currently Qourchase, their brand loyalty score towards Heinz could have
been high, and t% ave selected they were first exposed to Heinz before the age
of ten years ol er, it cannot be inferred that when first exposed to Heinz before
ten years inz was the participant’s most favourable brand. Therefore, the

br ty places importance on the mere exposure to a brand, as opposed to an

infere e from this study are novel; a correlation between early exposure and
'
it brand preference at a young age.

Mere exposure hypothesis was first introduced by Zajonc (1968) and explains an
individual’s increased preference for an object or item to which they have been frequently
exposed. Zajonc (1968) found individuals’ preferences for Chinese characters increased
relative to exposure. Subsequently, the phenomenon has been widely recognised cross

culturally and applied to a variety of stimuli (Zajonc, 2001). Janiszewski (1993) found
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mere exposure to a branded product increased consumers’ preference towards that brand.
What is important to highlight is Janiszewski found this increased preference occurred
even when an individual was unable to recall the first time they were exposed to the
brand, equally when the brand was not purposefully encoded. Emphasising that although
participants in the current study may have not consciously recalled or ruminated about the
exact age at which they were first exposed to a brand, their initial exposure may have an
important role working at an implicit familiarity based level (Yonelinas & Jacoby, Z@ﬁ

Janiszewski, 1993). Implicit brand memory has recently been considered withi

consumer psychology (e.g. Plassmann, Ramsgy & Milosavljevic, 2012); “re€€tving
heawily relies

attention, as it is recognised utilising individuals’ explicit brand memories

on subjective brand experiences and preferences. Whilst a more easure of

brand loyalty could be obtained if individuals utilised implicit merN cesses (Nevid,

2010). Qﬂ

It has not always been found that brand exposure incre brand preference. Toomey and
Francis (2013) in line with previous researchy(e. & Lewis, 2004) investigated a
sample of children to establish whether expos E@randed products actually caused an
increased brand preference. Their findings4ndigated exposure to branded products did not
affect children’s attitudes or behavio rds those specific brands. However, it should
be highlighted the effects of :g;

experimentation; their measurg/did not take into account the effect of exposure over a

re measured immediately, and two weeks after

long time period. Since tiig.current study found on average 10 years old was the latest age
of exposure, and %gest participant was 16 years old, it can be approximated that

this study consi e impact of exposure over a minimum period of 6 years; much
greater thw by Toomey and Francis (2013).
E d Exposure: Ethical Considerations

ile the current study did not focus on the direct effects of advertising exposure, a
relationship found between early exposure and brand loyalty is arguably partly due to
effective advertising to which individuals have been exposed. Consequently, it is
important to outline the potential ethical issues associated with advertising to children. It
is strongly argued that brands should not be permitted to target young children who are

unaware of the potential influences of advertising. This is a view held by some members
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of the American Psychological Association (2000). They argue psychologists should not
be working alongside marketers to increase child-brand relationships; instead they should
be supporting them to reduce the damaging effects of advertising to children (Kunkel et
al., 2004). It has been noted across Europe, children in the United Kingdom watch more
television and therefore are exposed to more advertising compared to other European

countries (Pine & Nash, 2003). Pine and Nash found the majority of children preferred
brands they had previously seen advertised, compared to non-branded alternatives. Baki ﬁ

and Vitell (2010) emphasised food is central to advertising aimed at children.
highlighted findings by Goldberg, Gorn and Gibson (1978), who found @ @ren
exposed to advertisements promoting sugary breakfast foods subsequently“displayed

preferences towards those products. It could therefore be argued t ethical for

food brands to aim advertisements at children. However, despit
young children are unaware of advertisements intentions (Johu&%,
b

advertisements than

indings indicating
has been shown

younger children’s brand preferences are no further in

older children’s (Chernin, 2008). This finding will bo@se and displease marketers, as
they believe brands should be permitted to ver@ children in an ethical way, but
nevertheless would certainly endeavour to.inadvertisement to younger children if
they knew this would impact their future& yalties.

Exploring The Roles of Bran a&rand Affect

It is fundamental, altho%no of central importance or novelty, to evaluate the role
carried out by br t@and brand affect in the current study, as these more established
factors are bot oghised and valued by brands. For example, Heinz in their 2012

Annual w ed themselves as a globally trusted brand. In the current study, in
ith

confir previous research (e.g. Chaudhuri & Holbrook, 2001), and hypotheses
made, tive correlations were found between both brand trust and brand loyalty, and
%%ffect and brand loyalty. Whilst age of exposure significantly predicted brand
alty for the tomato ketchup product, brand trust was a much stronger predictor,
explaining 51% of the variance in brand loyalty. Additionally, unlike age of exposure,
brand trust and brand affect were significant predictors of brand loyalty for the remaining

six products; in each case brand trust was the strongest predictor.
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One way in which the effects of brand trust and brand affect have been considered within
consumer psychology is through parallels drawn from an understanding of human
characteristics and relationships (e.g. Fournier, 1998; Davis, Buchanan-Oliver & Brodie,
2000; Sahin, Zehir, & Kitapg1, 2011). Fournier (1998) first proposed brand
characteristics, and consumer-brand relationships could be understood this way.

Committed partnerships, was one type of relationship Fournier (1998) suggested occur in
both interpersonal relationships, and consumer-brand relationships; characterised by thej ﬁ

long duration, closeness and trust. Sung and Kim (2010) highlighted strong
personality increases brand affect and brand trust, in turn increasing %}%ﬂy
leve

(Siguaw, Mattila & Austin, 1999). However, Sung and Kim (2010) fou brand
affect and trust felt by consumers varied across products when the f associated
to personality dimensions. For example, the level of brand affect ore influenced

than brand trust for a perfume product. It was postulated this might be due to the nature of
the product and its related brands; a perfume could be @re as a product used to
increase positive emotions, and therefore perfume brands, might be associated to affective
based personality dimensions (Sung & Ki ). In accordance with this
understanding, it could be suggested that the for brand trust being more strongly
correlated and predictive of brand loyal w e current study is due to the product
categories used and their associated %Iity dimensions. Nevertheless, criticism has
arisen regarding the implicati fmerstanding brand-consumer relationships in the
same way as interpersona ationships, and brand characteristics alike to human
characteristics (e.g. Ben n, 2003). Moreover, generalisations made upon the findings
of studies of this&@e.g. Fournier, 1998; Ji, 2002), should be made with caution;

whilst they pr n in depth source of information they are based on limited

interviews. lly, the importance of brand affect should not be discounted, as
brand fru not always shown to be the more predictive of brand loyalty. Various
studies,&for example Halim (2006), found the contrary. Also, Delgado-Ballester et al.,
%&riticised the definition of brand trust used by Chaudhuri and Holbrook (2001) and
nsequently the definition of brand trust used in the current study. They suggest the
constructs used by Chaudhuri and Holbrook (2001) to test brand trust fall short of

assuring psychological measurement.

It should be underlined that previous studies (e.g. Chaudhuri & Holbrook, 2001;
Chaudhuri & Holbrook, 2002; Matzler, Bidmon & Grabner-Krauter, 2006) exploring the
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role of brand trust and brand affect have differentiated products as being either hedonic or
utilitarian, and have used these as control variables. Hedonic value was defined by
Chaudhuri and Holbrook (2001), as a product’s ability to create pleasure, whereas,
utilitarian value was defined as a product’s capability to carry out its proposed function.
Chaudhuri and Holbrook (2001, 2002) highlight brand trust tends to be stronger if the
utilitarian value of the product is greater, while products high in hedonic value are more

likely to instil greater brand affect. As the products used in the current study were a ﬁ
under one overarching product category; food, products were not differentiated as

hedonic or utilitarian. This provides one possible explanation as to why diﬁ@t e

levels of brand trust and brand affect in predicting brand loyalty were found.

Utilising Childhood Memories to Understand Brand Loyalty \

As highlighted previously, the majority of participants st %arliest memory with
food was before their earliest memory with a branded jpreduct. From knowledge obtained
from Morrison and Conway’s (2010) stu not surprising; it is unlikely
participants acquired vocabulary relating, to s before they acquired vocabulary
relating to food. Until individuals have acquired the vocabulary that explains an event, it
is unlikely memories surrounding the t will be encoded, and thus retrieved in years to
come (e.g. Morrison & Conway, gc]iross, Jack, Davis & Hayne, 2012). Therefore,
the age of an individual’s t memory with a specific branded product would be

predicted to be later than with food.

Q&

Utilising indivi Xarliest childhood memories as a means of understanding current
brand affili well-established technique (e.g. Hayne, 2004; Braun et al., 2002;
Braun- et al., 2007; LaTour et al., 2010). However, the current study used this
techhique’ in a more indirect way, by asking participants for their earliest memories of

@ ood product, as opposed to specifically asking for their earliest memory relating to

e brand selected that they currently feel most loyal towards. For example, participants
were asked to recall their earliest memory from the product cue word, ‘tea’, as opposed to
their earliest memory from a brand cue; ‘PG tips’. This method, has allowed for particular
importance to be placed upon the brands that were mentioned in participants’ earliest
memories of food, recalled as part of their autobiographical memory years later; Walkers,
Heinz, Marmite, Nutella, Dairylea, Lucozade, McDonalds and Walls. Ji (2002)
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underlined the ability of an individual to be able to recall a specific brand name as part of
their earliest memory of an interaction with a product, is a significant indication the

individual formed a meaningful relationship with that brand as a child.

This meaningful relationship is something brands undoubtedly strive to achieve; brands
certainly recognise the significance and importance of being part of their consumers’
autobiographical memories. For example; Heinz, a brand recalled at high frequency in t
current study by participants in their earliest memories of food, ran a competition i

United States in 2009; ‘Heinz Wholesome Memories’, whereby individuals %%red

to send in their memories with Heinz tomato ketchup product. The impertan brand

memories, clearly recognised by Heinz, might explain its particul nce in the
current study. Additionally, it has been acknowledged brands
advertisements to generate nostalgia felt by a consumer (Braun@\l.l, 2002). Braun et al.,

(2002) highlighted the use of autobiographical advertise influenced individuals to

tobiographical

believe their childhood experiences mirrored they were exposed to in
advertisements. This finding questions whether ants in the current study were
easily able to distinguish between mgm @

experiences with food brands, and bran Mrtisements they have subsequently been
exposed to (e.g. Braun et al., Zoozé-LaTour, LaTour, Pickrell & Loftus, 2004;

Braun-LaTour & Zaltman, . “Similarly, a question frequently disputed in

uly representing their childhood

autobiographical memory i ure'is whether an individual’s recollected memories of
childhood solely represent,what they can personally recall, or if their memories are
embedded with s@t information from family members or photographs (e.g. Garry
& Gerrie, 2005 IS"was recognised prior to the current study, therefore to minimise
these effec Qprevious research (e.g. Lupton, 1994; LaTour et al., 2007; LaTour et

icipants were not informed prior to the questionnaire that they would be

call memories from their childhood. Nevertheless, it cannot be guaranteed the

as% t
@ ood memories of food products recalled by participants were not contaminated by

sequent informational input. Equally, the age at which memories occurred and the

accuracy of each memory was a subjective measure provided by participants.

It is necessary to briefly discuss the nature of participants’ earliest memories. In line with
findings from Lupton’s (1994) seminal study, words used of highest frequency in

participants’ memories from the current study can be broadly characterised and related to
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familial relationships and environments, supporting research that emphasises the
importance of exploring earliest memories as a means of understanding close
interpersonal relationships (e.g. Mosak & Di Pietro, 2006). As mealtimes are a central
part of a child’s upbringing in Western societies (LaTour et al., 2010), it is not surprising

prominent individuals, primarily caregivers, were frequently recalled in participants’

earliest memories of food. :

Limitations and Implications for Future Research

Whilst the current study only found a significant relationship between g&tgosure

and brand loyalty for one of the products; tomato ketchup, there ar limitations

that need to be addressed before the role of early exposure is discounted. It should be
noted in general participants did not score highly on measum%br d loyalty, brand
affect and brand trust; several factors might be acc le for this. Firstly, the
questionnaire was online and therefore completed an uncontrolled environment.
LaDoux (1996) underlined autobiographical me es¥are more likely to be accessible
when individuals are in a calm state of mipd. ver, the current study had no control
or knowledge of participants’ mood sg’w itionally, no knowledge of how much
n

attention participants gave to the qu
study was conducted to test i of the questions used, participants might have

ire was available. Equally, although a pilot

interpreted the questions in fferent way to that intended. Moreover, it is disputed in
consumer psychology Iit@re as to whether an accurate measure of brand loyalty exists;
it is argued altho i@s in the area has grown, there has not been a vast improvement

in the accuracy, surement (Zehir, et al., 2011). Future research should work on
improving Ity measurement to more accurately explore its relationship with
early e . Likewise, it would be beneficial to explore the relationship on a wider

ra% off0od products.
;Ithough the current study found significant correlations between predictor and outcome

variables, due to the correlation design adopted, the direction of causality cannot be
inferred. For example, it cannot be assumed early exposure to tomato ketchup caused
brand loyalty to increase or vice versa; this highlights a central limitation of the study.
Future research aiming to explore brand loyalty, could build upon previous correlational

research by incorporating the use of neuroscience (Plassmann et al., 2012). It is
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postulated that neuroscience techniques and methodologies will offer an innovative
understanding of the psychological underpinnings of brand loyalty by going beyond
conscious awareness. Thereby providing an implicit measure of brand memory, which
reduces the subjectivity of recalled brand memories and subsequent brand loyalty scores
(e.g. Plassmann et al., 2012; Nevid, 2010). This might also reduce the impact of false
brand memories, which can be caused by exposure to advertising.

Moreover, as shown in regression analysis the three predictor variables age of expo%tb
brand trust and brand affect did not account for all of the variance in b @I y
Accordingly, it cannot be concluded there are no further variables a&) brand
loyalty; other unexamined variables must explain the remaining v ditionally,
generalisations made based upon the findings from this study whic nstrated brand
trust was more strongly correlated, and a better predictor oj%d loyalty, should be
made with caution. Although this was found for each o0 evep products tested, the
mediating role of the utilitarian or hedonic value of@roduct was not controlled. It
has been previously found brand trust is more stro 0

(Chaudhuri & Holbrook, 2002), therefore, it acknowledged that brand trust may
be the best predictor of brand loyalty for Mroducts in the current study due to their
high utilitarian value. Consequen future research should control for this by

ciated with utilitarian products

determining the hedonic and_utilitariaff value of each food product (e.g. Chaudhuri &
Holbrook, 2001, 2002; Matzleg£t al., 2006).

Whilst the basic of participants’ earliest food and brand memories were explored,
it would be be labfor future research interested in the significance of early exposure
to brandin ’Qexplore the emotionality of memories recalled by participants; more
emotio ient brand memories are likely to have a greater influence on current brand

lo tmruhn, 1985). This would be impractical to explore with the sample size used in
g&jy; however, future research could achieve this through interview methodology.
amining fewer participants would allow for a longitudinal study, permitting the impact

of early exposure to be explored over a longer period. It might be found that an
individual’s brand loyalty score varies as a function of time since initial exposure; the
relationship between age of exposure and brand loyalty could be compared across an
individual’s lifespan. The influence of early exposure on brand loyalty may be more

pronounced at a young age; children and adolescence may show brand loyalties for
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certain brands they have been exposed to as a consequence of not being financially
independent. Therefore, it would be of interest to explore if an individual’s brand loyalty
scores differ when they are at University for example; more financially independent and
making brand purchases of their own, as is likely the case for the majority of participants
in the current study. Nevertheless, generalisations based upon findings from fewer
participants should be made with caution. Equally, as the current study did not take into

account participants’ nationality, it would be of interest to explore the relationshi
between early exposure and brand loyalty cross-culturally. It has been previ@

and subsequently factors influencing brand loyalties (e.g. Lam & Lee, 20 ock &

Conclusion Q

From the findings of this exploratory study it can bonc uded that the role of early
rust and brand affect. Although

suggested that an individual’s cultural values have an impact on their bra% ies,
05

Lin, 2011).

exposure in ensuring brand loyalty is weaker than
the findings do not provide a significant,ste ards placing early exposure in high
regard, due to the limitations of the st \Jtlined, it is important the role of early
exposure is not dismissed prior to f ﬁsearch. As brand loyalty has recently been
found to be regarded with lessgi hﬁe to individuals in Westernised countries (Ernst
& Young, 2009), it is predic he factors that determine brand loyalty will increasingly
be explored and of inter%o brands. Future research should endeavour to investigate if
the role of early éxposudrejis more significant when taking an implicit, objective measure
of age of expcﬁJ d brand loyalty. Brand affect, although found to be a stronger

yalty than age of exposure, should be further investigated as it

eives less attention than brand trust. Utilising participants’ earliest
memories of food provided a useful insight to determine if branding was of significance
@duals at a young age. This projective method should be utilised more effectively
future by studying fewer participants, thereby allowing the content of participants’
memories to be explored in greater detail. The rich contextual information collected will
be invaluable to developing brand loyalty, as companies continually strive to be a

significant part of their consumers’ lives.
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Appendix 1: Supervision Diary

Final Year project - Supervision Diary

Student: Supervisor:
date time given topics discussed and actions to be taken
1/10/12 Initial ideas & discussion of ways in which childhm%U
/10/ 10 minutes | exposure may be difficult to test. Action: widei e
search )
. Findings discussed from papers found-<lidea todo an
8/10/12 10 minutes online study. Action: wider literat a 3 required
15/10/12 10 minutes Idea t.o 1ntrf)duce older participants. Action: put pilot
questionnaire together ﬂ
22/10/12 5 minutes Results of pilot §tudy dls@. Adtion: Look at further
product categories t t
25/10/12 5 minutes Ethics application @
First meetiﬂ;hr Donna Lloyd, discussed project from
31/01/13 30 minutes | the begi g./ction: close questionnaire and begin data
analysi
_ Di a analysis and aims for following weeks. Action:
7/02/13 30 minutes &ue with data analysis
19/02/13 30 min iscussed results of findings
9
28/02/13 tes | Discussed exploratory hypotheses
7/03/1 5 minutes | Discussed poster and write up
é
3 20 minutes | Final meeting to discuss write up and poster presentation

Student’s signature

Supervisor’s signature
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Appendix 2: Project Poster
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