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ExTENDED ABSTRACT
When shoppers repeatedly buy from a business, it is often driv-

en by two very distinct forces: loyalty and habit. The former refers 
to a deeply held, enduring commitment to rebuy from a business, 
and may encompass beliefs of product superiority, positive and ac-
cessible brand reactions, and a strong intention to continue buying 
from the business (Oliver 1999). As a key concept in relationship 
marketing, loyalty has been studied extensively in the marketing dis-
cipline. In contrast, the other driver of repeat purchase, habit, has 
received scant attention from marketing researchers. Most research 
on habit has arisen from behavioral, social, and health psychology. 
In these disciplines, habit is defined as a behavioral disposition in 
which past responses are triggered directly by associated contextual 
cues (Beatty and Kahle 1988). One important characteristic of habit 
is that contexts (e.g., time, location, etc.) function outside of aware-
ness to cue performance of repeated responses or preference towards 
such responses.

Because of the parallel development of loyalty and habit re-
search in different disciplines, few existing studies have examined 
loyalty and habit simultaneously, although both of these two forces 
can exert an influence on a shopper’s repeat buying decisions. One 
particularly important question missing from the literature is how 
loyalty and habit may interact with each other. In other words, when 
both loyalty and habit are present, what is the combined outcome of 
these forces? Do the two effects add up and reinforce each other, or is 
the mechanism more complicated? These are the questions we would 
like to answer in this paper.

Specifically, we examine the interplay between loyal and ha-
bitual forces in determining shoppers’ reaction to marketing actions. 
Although models of brand switching have long incorporated iner-
tia into the study of brand loyalty (e.g., Jeuland 1979), it is largely 
a reflection of shoppers’ tendency to make the same brand choice 
across transactions without considering the theoretical origin of such 
inertia. Our paper represents one of the few efforts at integrating the 
habit literature into loyalty research, thereby offering a theoretical 
ground for the diverse responses repeat shoppers may exhibit to-
ward marketing actions. Furthermore, by examining the interaction 
between loyalty and habit, this paper will represent an initial step 
toward recognizing and understanding the complex ways in which 
these two forces can affect shopper behavior. This will be a valuable 
addition to loyalty research and will deepen our understanding of the 
psychology behind shoppers’ repeat purchase behavior.

Considering loyalty and habit together could generate one of 
two possible and equally plausible effects on consumer responses. 
On one hand, loyalty and habit could have an additive effect, that 
is, positive consumer response to marketing actions such as sales 
promotion could be stronger when both loyalty and habit are present. 
This is because attitudinal loyalty and habit can lead to similar pur-
chase behaviors, despite the different ways in which they work. For 
instance, both attitudinally loyal consumers and habitual consumers 
may repeatedly purchase a brand, and that brand may claim a high 
share of wallet for both groups of consumers. Furthermore, as a con-
sumer’s loyalty evolves from the early more effortful cognitive and 
affective stages to more behaviorally oriented conative and action 
stages, the consumer’s purchase behavior will become increasingly 
driven by habitual forces that are characterized by action inertia and 
high resistance to change (Oliver 1999). Given these close ties be-

tween attitudinal loyalty and habit, it is reasonable to expect that the 
two can reinforce each other or at least complement each other’s ef-
fects. Reflecting this view, the marketing science literature has often 
considered both idiosyncratic loyalty and inertia as additive forces in 
predicting consumers’ brand choice (e.g., Jeuland 1979; Roy, Chin-
tagunta, and Haldar 1996). This literature shows that including an 
inertia effect in a brand choice model outperforms a model that only 
considers long-term loyalty effects (Jeuland 1979).

On the other hand, loyalty and habit could interfere with each 
other, that is, the positive effect of loyalty on consumer responses 
could be diminished when habit is strong. Studies of the habit-goal 
interface suggest this possibility. These studies show that habitual 
behavior is triggered via contextual cues in an automatic and effort-
less fashion (Wood and Neal 2007). Therefore, when a situation does 
not encourage or allow effortful processing, habitual responses are 
more likely to result than more conscious and effortful goal fulfill-
ment. This explains the loyalty-habit interference because behavior 
as a result of loyalty rises through a chain of cognitive, affective, and 
conative processes (Oliver 1999). Feeling loyal does not necessarily 
translate into loyal behavior, but rather it requires an effortful imple-
mentation of loyalty intention into actual behavior. As a result, it is 
likely to be dominated by responses from habitual forces when such 
efforts are not made.

We conducted three studies to explore these two possible in-
teraction patterns between loyalty and habit. Our results showed 
consistent interference between loyalty and habit over a variety of 
consumer responses, including reaction to brand-related marketing 
offers, resistance to alternatives in a stock-out situation, and tenden-
cy to engage in word-of-mouth. A fourth study is currently being 
conducted to examine the mechanism underlying such interference.

REFERENCES
Aiken, Leona S. and Stephen G. West (1991), Multiple Regression: 

Testing and Interpreting Interactions. Thousand Oaks, CA: 
Sage Publications.

Beatty, Sharon E. and Lynn R. Kahle (1988), “Alternative 
Hierarchies of the Attitude-Behavior Relationship: The Impact 
of Brand Commitment and Habit,” Journal of the Academy of 
Marketing Science, 16 (2), 1-10.

Bem, Daryl J. (1967), “Self-Perception: An Alternative 
Interpretation of Cogitive Dissonance Phenomena,” 
Psychological Review, 74 (2), 183-200.

Chaudhuri, Arjun and Morris B. Holbrook (2001), “The Chain 
of Effects from Brand Trust and Brand Affect to Brand 
Performance: The Role of Brand Loyalty,” Journal of 
Marketing, 65 (2), 81-93.

Cheema, Amar and Andrew M. Kaikati (2010), “The Effect of Need 
for Uniqueness on Word of Mouth,” Journal of Marketing 
Research, 47 (June), 553-63.

Faziox, Russell H., Paul M. Herr, and Timothy J. Olney (1984), 
“Attitude Accessibility Following a Self-Perception Process,” 
Journal of Personality and Social Psychology, 47 (2), 277-86.

Forehand, Mark and Andrew Perkins (2005), “Implicit Assimilation 
and Explicit Contrast: A Set/Reset Model of Response to 
Celebrity Voice-Overs,” Journal of Consumer Research, 32 
(December), 435-41



Advances in Consumer Research (Volume 39) / 433

Gibson, Bryan (2008), “Evaluative Conditioning Change Attiutudes 
towards Mature Brands? New Evidence from the Implicit 
Association Test,” Journal of Consumer Research, 35 (June), 
178-88.

Greenwald, Anthany G., Debbie E. McGhee, and Jordan L. K. 
Schwartz (1998), “Measuring Individual Differences in 
Implicit Cognition: The Implicit Association Test,” Journal of 
Personality and Social Psychology, 74 (6), 1464-80.

Greenwald, Anthony G., T. Andrew Poehiman, Eric Luis Uhlrnann, 
and Mahzarin Banaji (2009), “Understanding and Using 
the Implicit Association Test: III. Meta-Analysis of Predict 
Validity,” Journal of Personality and Social Psychology, 97 
(1), 17-41.

Jeuland, Abel P. (1979), “Brand Choice Inertia as One Aspect of 
the Notion of Brand Loyalty,” Management Science, 25 (7), 
671-82.

Ji Song, Mindy and Wendy Wood (2007), “Purchase and 
consumption habits: Not necessarily what you intend,” Journal 
of Consumer Psychology, 17 (4), 261-76.

Oliver, Richard L. (1999), “Whence Consumer Loyalty?,” Journal 
of Marketing, 63, 33-44.

Rego, Lopo L., Matthew T. Billett, and Neil A. Morgan (2009), 
“Consumer-based brand equity and firm risk,” Journal of 
Marketing, 73 (November), 47-60.

Reichheld, Frederick F. (2003), “The One Number You Need to 
Grow,” Harvard Business Review, 81 (December), 46-54.

Roehm, Michelle, Ellen Bolman Pullins, and Harper A. Roehm, Jr. 
(2002), “Designing Loyalty-Building Programs for Packaged 
Goods Brands,” Journal of Marketing Research, 39 (2), 202-
13.

Roy, Rishin, Pradeep K. Chintagunta, and Sudeep Haldar (1996), 
“A Framework for Investigating Habits, “the Hand of 
the Past,” and Heterogeneity in Dynamic Brand Choice,” 
Marketing Science, 15 (3), 280-99.

Verplanken, Bas and Sheina Orbell (2003), “Reflections on Past 
Behavior: A Self-Report Index of Habit Strength,” Journal of 
Applied Social Psychology, 33 (6), 1313-30.

Wood, Wendy and David T. Neal (2007), “A New Look at Habits 
and the Habit-Goal Interface,” Psychological Review, 114 (4), 
843-63.

Wood, Wendy, Leona Tam, and Melissa Guerrero Witt (2005), 
“Changing circumstances, disrupting habits,” Journal of 
Personality and Social Psychology, 88 (6), 918-33.

Yi, Youjae and Hoseong Jeon (2003), “Effects of loyalty programs 
on value perception, program loyalty, and brand loyalty,” 
Journal of the Academy of Marketing Science, 31 (3), 229-40.

Zaichkowsky, Judith Lynne (1994), “The Personal Involvement 
Inventory: Reduction, Revision, and Application to 
Advertising,” Journal of Advertising, 23 (December), 59-70.


