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Summary 

When consumers seek variety in their brand choice they show limited 
brand loyalty. This has an impact on the competitiveness of a brand. 
Organic products gain increasing importance in the food market. Thus, 
this study provides an insight into the significance of variety seeking 
behaviour (VSB) in the organic fruit yoghurt market. It is shown that 
VSB has an influence on the response to price promotions especially in 
the organic market. Accordingly, marketing strategies should include 
VSB. 
Keywords: consumer behaviour, brand switching, variety seeking 

Zusammenfassung 

KonsumentInnen, die in ihrer Markenwahl nach Abwechslung suchen, 
weisen eine beschränkte Markentreue auf. Dieses Verhalten hat Aus-
wirkungen auf die Wettbewerbsfähigkeit einer Marke. Die Bedeutung 
von Bioprodukten nimmt im Lebensmittelmarkt zu. Daher gibt diese 
Studie einen Einblick in die Bedeutung der Suche nach Abwechslung 
(Variety Seeking Behaviour, VSB) im Bio-Fruchtjoghurt-Markt. Es wird 
gezeigt, dass VSB vor allem im Biobereich Einfluss auf die Reaktion auf 
Preisaktionen hat. Dementsprechend sollten Marketingstrategien VSB 
als bestimmenden Faktor einbeziehen. 
Schlagworte: Konsumentenverhalten, Markenwechsel, Suche nach 
Abwechslung 
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1. Introduction 

There are many reasons why consumers switch between brands. If they 
derive a utility from the switch itself it is called variety seeking behav-
iour (VSB) (GIVON, 1984, 2f). JOHNSON et al. (1995, 236) states that VSB 
occurs between familiar brands, which are part of a certain portfolio a 
consumer has (LATTIN and MCALISTER, 1985, 331). The importance of 
VSB for marketers is its influence on the ability to compete in a market 
based on its impact on demand elasticities (CHINTAGUNTA et al., 2001, 
112). Moreover, VSB influences the response to price promotions 
(TRIVEDI, 1999, 47), and consumers’ reaction to retention programs 
(BERNÉ et al., 2001, 343). Our research is a combination of two ap-
proaches: From the consumer’s research perspective, our research 
helps to better understand consumer behaviour based on real shopping 
data. From the marketing perspective, this knowledge of VSB helps to 
plan and coordinate marketing instruments more efficiently. 
In comparison to other product categories in the organic market, fruit 
yoghurt is of sixth importance in terms of volume as well as value. The 
consumption of organic fruit yoghurt is increasing since 2008, in 2010 
organic fruit yoghurts had a value based market share of 11.9% (AMA, 
2011a, s.p.; see table 1). 
 
Tab. 1: Fruit yogurt market 2007- 2010 
  2007 2008 2009 2010 

Non-organic fruit yoghurt (1,000€) 89,869 99,648 97,346 96,601 

Organic fruit yoghurt (1,000€) 11,221 10,339 11,909 13,048 

Non-organic fruit yoghurt (tons) 39,049 40,73 39,38 40,083 

Organic fruit yoghurt (tons) 4,435 3,832 4,669 5,005 

Organic/total market (value %) 11.1% 9.4% 10.9% 11.9% 
Source: Adapted from AMA, 2011a, s.p. and AMA, 2011b, s.p. 
 
In this study Austrian scanner household panel data on fruit yogurt 
purchases were used to estimate households’ VSB. The relationship 
between VSB and pricing of organic brands in comparison to non-
organic brands is analysed and implications for marketing and brand 
management are presented. 
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2. Materials and Methods 

2.1 Data 

Panel data are used in numerous studies analysing VSB (e.g. GIVON, 
1984; TANG and CHIN, 2007). Here too, the analysis was done with 
scanner household panel data collected by GfK Austria from 2007 to 
2008 including 3,922 households (with 140,677 purchase acts). Confirm-
ing GIVON (1984, 10), these were limited to the consumers showing at 
least 20 purchase acts. The limitation to 20 is arbitrary. However, in-
creasing or decreasing this number, is not influencing the basic results 
significantly. Therefore, we decided to follow GIVON’s (1984) approach. 
To limit the dataset to a minimum number of purchases is necessary, 
because some households are part of the panel for a short time period 
only. In addition, specific households are buying these products quite 
seldom. These households, too, were eliminated from the further anal-
ysis as their shopping behaviour is not really relevant for the market. 
Accordingly the dataset was limited to 1,788 households including 
125,048 purchase acts (these are 88.9% of all purchases). By use of this 
dataset the VSB coefficient described in the next chapter was approxi-
mated. The data was further limited in context of the purchased 
brands. The value based market share of the brands was calculated. 
The top 27 brands (four organic brands and 23 non-organic brands) 
accumulated about 90% of the (value based) market share. In total, the 
analyses were restricted to those 111,297 purchase acts concerning the 
selected brands (79% of the original dataset).  
To differentiate between organic products and non-organic brands a 
dummy variable was introduced (numeric value 1 for organic brands 
and 0 for non-organic brands). All organic brands included in the anal-
ysis are private labels (of three different retailers). 

2.2 VSB model 

To approximate VSB the “Switch of Brands” model (SB) confirming 
MEIXNER and KNOLL (2012, s.p.) was expanded by price promotions to 
SBPR. Formally, the coefficient SBPR is calculated confirming formula 
(1): 
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The SBPR coefficient aggregates the number of brands (n), the number 
of switches from one purchase occasion to the next (nij), the number of 
purchases (N), the maximum number of purchased brands of any 
household in the panel (Max(nk)), and the number of direct switches 
based on price promotion (nijPR). In brief, SBPR is a further development 
of two basic models approximating VSB: The SWITCH-model (MENON 
and KAHN, 1995), where VSB is assumed to be higher if a household 
has more brands within its shopping basket. The original VSB-index 
S = n/N was modified to Smax = (n –1)/(Max(nk) – 1) as S delivered un-
realistic results which are far from valid approximations of VSB 
(MEIXNER und KNOLL, 2012). Another basic model, the SUCESSIVE 
SWITCH, defines a switch nij as a different choice after the preceding 
choice (MENON and KAHN, 1995). Both models are quite crude. By 
combining both coefficients S and SS multiplicatively to the Switch of 
Brands model SB, improved approximations of VSB can be gathered. 
With including price promotions, leading to SBPR, even more realistic 
approximations can be obtained as one of the most important market-
ing variables is considered within the model. Including the variable 
price promotions (nijPR) is based on two assumptions: 
 A switch to another brand because of a price promotion is not based 

on the so-called variety drive but because of the attraction of the 
price. “True” VSB may not be assumed.  

 Each switch presumes a certain willingness to switch and the price 
promotion is an enhancing factor. 

Thus, SBPR includes the number of direct switches towards products on 
price promotion (nijPR) but does not eliminate them totally (see formu-
la 1; for further details see MEIXNER and KNOLL, 2012). 
A value of SBPR = 0 indicates absolute variety avoidance, i.e. absolute 
brand loyalty. Confirming BLOEMER and KASPER (1995, 313) brand loy-
alty needs not necessarily be correlated with repeated purchase behav-
iour. However, the assumption of absolute brand loyalty if very few or 
only one brand is bought, seems to be sufficient for the analysis of pan-
el data. In contrast, SBPR = 1 indicates absolute VSB, i.e. a household 
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switched on all purchase acts and purchases in total the maximum 
number of available brands. 

3. Results 

In this chapter specific results of the analysis using scanner household 
panel data are presented. Based on the restrictions mentioned above 
the dataset consists of 1,788 households responsible for 111,297 pur-
chase acts of the top 27 brands. 88.9% of the purchase acts concern one 
of the 23 non-organic brands, 11.1% one of the four organic brands.  

3.1 Relationship between organic brands and VSB 

To analyse the relationship between organic brands and VSB, the share 
of purchases of organic brands per household was calculated. This 
metric value was used in Spearman correlation analysis with SBPR. The 
results (=0.185 and p=0.000) prove that there is a significant positive 
relationship between the share of purchased organic brands and VSB, 
i.e. the lower the VSB the lower is the share of organic brands. Howev-
er, the association is not very strong with =0.185. 

3.2 Results within the market of organic fruit yogurt 

To analyse the difference between the mean values of SBPR of the 
brands, a one-way ANOVA was conducted. The individual means by 
brand are calculated. ANOVA implicates that the SBPR coefficient is 
brand-specific. Accordingly, cross-tables of the classified SBPR coeffi-
cient (with 1: 0 ≤ SBPR ≤ 0.1 to 10: 0.9 < SBPR ≤ 1) and the brands were 
calculated. Brands with a higher market share show more purchases 
from variety avoiding households than brands with a lower market 
share. Brand loyalty may be assumed to be higher. However, there is 
no significant association between the variables (Cramer’s V = 0.152). 
Moreover the dummy variable for price promotions was used for 
cross-tables with the classified VSB coefficients. The cross-tables show 
a weak trend that the higher the SBPR value is, the less purchases are 
based on price promotions. Again, Cramer’s V (V=0.156) indicates no 
significant association. Therefore, independence between brands and 
VSB and between brands and price promotions has to be assumed for 
organic brands (This is only valid for the selected top brands, of 
course). 
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3.3 Results within the market of non-organic fruit yogurt 

To analyse mean values of non-organic brands with respect to SBPR, a 
one-way ANOVA was done like described above. Again, ANOVA im-
plicates that the SBPR coefficient is brand-specific. However, the analy-
sis of cross-tables of the classified VSB coefficient and the brands 
showed, that there is no significant association between the variables 
(Cramer’s V = 0.121). Moreover, cross-tables with the price promotion 
dummy and the classified VSB coefficient are indicating no significant 
association (Cramer’s V = 0.096) like with organic brands. In both sub-
markets for fruit yogurt, organic and non-organic, the analysed brands 
are therefore comparable with respect to VSB. No significant difference 
may be assumed. 

3.4 Comparison of the markets 

For a comparison of markets of organic with non-organic brands, the 
share of price promotions in the whole dataset was calculated. As there 
are no significant differences between the brands and SBPR within one 
market, the aggregation is not connected to a significant loss of infor-
mation. Table 2 shows that in the organic market significantly more 
purchases on price promotions occurred than in the non-organic  
market.  
 
Tab. 2: Share of purchases on a regular price and on price promotions 
  Regular price Promotion price 

Non-organic brands 76.73% 23.27% 

Organic brands 65.19% 34.81% 

Total 75.45% 24.55% 
Source: Austria 2007-2008 panel data for fruit yogurt, top 27 brands 
 
The share of purchases in each market for each VSB class can be taken 
from Figure 1. It is clearly visible that there are differences between the 
non-organic (left graph) and the organic brands (right graph). Concern-
ing price promotions, in the non-organic market there is no significant 
difference between variety seeking and the variety avoiding house-
holds (the slight differences in the left graph between the SBPR-classes 
and the share of price promotions are not significant). In contrast, in 
the organic market a correlation between SBPR and price promotions 
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may be assumed: The more a household seeks variety, the less it is in-
fluenced by price promotions. Households that tend to avoid variety 
do much more purchases due to price promotions.  
 

0% 20% 40% 60% 80% 100% 

0.0 − 0.1 
0.1 − 0.2 
0.2 − 0.3 
0.3 − 0.4 
0.4 − 0.5 
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0.8 − 0.9 

non-organic market SBPR 

regular price promotion price 
 

0% 20% 40% 60% 80% 100% 

organic market 

 
Fig. 1: Price-promotions vs. regular price and VSB in the organic and the non-
organic fruit yogurt market  
Source: Austria 2007-2008 panel data for fruit yogurt, top 27 brands [SBPR > 0.9 
not included (no cases)] 
 
In the organic fruit yogurt market price promotions seem to be one of 
the most important factors influencing the purchase decision of house-
holds. This is especially valid for households usually avoiding brand 
switches based on VSB. However, we have to consider that in the or-
ganic market much fewer brands are available. This could also influ-
ence the analytical results and will be discussed later (see chapter 5).  

4. Discussion 

The analysis of the relationship between the share of purchased organ-
ic brands and VSB shows that a lower SBPR implicates a higher share of 
organic brand purchases based on price promotions. Therefore, price 
promotions seem to be an adequate marketing instrument if those 
households should be motivated to switch to another brand, that usu-
ally try to avoid switching. This relation could not be found within non-
organic brands. Probably, this is one reason for the significantly higher 
proportion of purchases based on price promotions in the organic fruit 
yogurt market compared to the non-organic one.  
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This result is rather surprising and was not expected. However, the 
differences between the two markets are significant of nature and a 
further explanation for this behaviour shall be found. Probably, these 
differences are due to the fact that most organic brands are more ex-
pensive compared to conventional brands. Another reason could be 
found in the fact, that all organic brands are private labels. In Austria 
the majority of the sales of organic products (67.5% in 2010) are dis-
tributed through retailers (BIO AUSTRIA, 2011, s.p.). As the food trade 
sector is highly concentrated and very competitive in Austria, price 
promotions could be one of the core marketing instruments to attract 
new customers.   
In general, households are more likely to avoid variety (confirming 
analytical results based on this dataset in MEIXNER and KNOLL, 2012, 
s.p.). The attraction of variety avoiding households is limited because 
they rather intend to stay with one or only few brands. However, price 
promotions seem to be adequate especially in the organic fruit yogurt 
market to attract even variety avoiding households to switch. House-
holds seeking variety are switching anyway. Only few purchases are 
therefore done based on price promotions. In addition price promo-
tions seem to be also adequate in this market to prevent brand loyal 
consumers from switching. If consumers, who are rather brand loyal, 
have the possibility to purchase their favourite brands on price promo-
tions from time to time, it may be assumed that they will stay with 
these brands. 

5. Conclusions 

In the organic market brand loyalty is paramount. Variety avoiding 
households seem to positively influence the market share of an organic 
brand. Thus, organic brands should concentrate to maintain their con-
sumers. Therefore price promotions are a paramount influence in the 
organic market. According to BLOEMER and KASPER (1995, 313) this 
means that households that stay with an organic fruit yogurt brand are 
not specifically brand loyal. This suggests that the limited number of 
organic brands and the wish to buy organic products is the main rea-
son why households stay with a brand. Thus, a new organic brand may 
focus on households showing a certain tendency towards variety seek-
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ing as well as organic products to gain publicity and further concen-
trate on consumer retention. 
Limitations that should be considered are that the results are only valid 
for the Austrian fruit yogurt market. The results for another country or 
other product categories may be different. Moreover the SBPR coeffi-
cient offers a reliable approximation of VSB but is still limited to a few 
variables. Thus, future research should be done on other products, in 
other countries and further develop the SBPR. 
In general, the analysis of panel data is not providing further insights 
concerning consumers’ motivations. Consequently, further research 
could be done to gain insights by use of consumer surveys. Out of pan-
el data real shopping behaviour can be analysed. Motivations and justi-
fication of purchase behaviour can only be provided by personal inter-
views with consumers. However, some attitudinal variables are al-
ready included within household panel data available e.g. by GfK. The 
consideration of these variables could further improve the value of 
panel data analysis. 
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