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Tech brands overtake FMCG on frequent usage
Figure 12: Top ranking of brands, by usage described as “All the time” by users, January 2015 - January 2017

Specialist retailers and travel brands suffer from lapse in users
Figure 13: Top ranking of brands, by proportion of lapsed users, January 2015 - January 2017

Brand Usage - A Comparison with 2016

Same brands represented as in 2016

Figure 14: Top ranking of brands by usage described as “All the time”, January 2014-March 2016 (for 2016) and January 2015-January
2017 (for 2017)

Brands with highest proportion of lapsed users also similar

Figure 15: Top ranking of brands by lapsed users (users of the brand who have not used it in the last year), January 2014-March 2016
(for 2016) and January 2015-January 2017 (for 2017)
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Preference adds Heinz brands and Microsoft

Figure 18: Top ranking of brands by commitment (Net of agreement with “This is a favourite brand” and “I prefer this brand over
others”), January 2015-January 2017

Favouritism and Commitment - A Comparison with 2016

Consumer loyalty appears to stick

Figure 19: Top ranking of brands by agreement with “This is a favourite brand”, January 2014-March 2016 (for 2016) and January
2015-January 2017 (for 2017)

Lynx a favourite for 20% of men
Figure 20: Lynx Signature anti-marks protection #FindYourMagic promo, 2016
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Figure 22: Top ranking of brands by commitment (Net of agreement with “This is a favourite brand” and "I prefer this brand over
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Quality drives loyalty
Figure 25: Top ranking of brands by agreement with “A brand that has consistently high quality”, January 2015-January 2017

Going above and beyond
Figure 26: Top ranking of brands, by proportion of excellent reviews from users of the brand, January 2015-January 2017

Focus on price and desire for offers can put pay to loyalty
Figure 27: Top ranking of brands by agreement with “A brand that offers good value”, January 2015-January 2017

Figure 28: Fairy “Fairyconomy” campaign, 2015

There is a place for nostalgia

Inertia and convenience is prevalent in service-based categories

Factors That Put Loyalty at Risk

Brands with goodwill more likely to come through unscathed
Loyalty loss not always based on a single bad experience
Importance of convenience can sometimes mean brands are disposable

Ethics is a mixed bag

Sector Review — What You Need to Know

Close link between experience and favouritism in FMCG sectors
Room for aspiration in glamorous sectors

Technology brands increasing their influence

Premium airlines create favouritism in travel but limitations on usage
Banking brands favoured in financial services sector

Supermarkets among the most preferred retailers

Automotive

Ford has narrow lead on favouritism in automotive sector
Figure 29: Top ranking of brands in the automotive sector by agreement with “This is a favourite brand”, January 2015-January 2017

Beyond Ford, premium is favoured

Volkswagen bounces back

Figure 30: Top ranking of brands in the automotive sector by commitment (Net of agreement with “This is a favourite brand” and "1
prefer this brand over others”), January 2015-January 2017

Smaller car brands enjoy more frequent usage among drivers

Figure 31: Top ranking of brands in the automotive sector by proportion of users who describe their usage as “All the time”, January
2015-January 2017

Brands with focus on smaller cars see users drift away

Figure 32: Top ranking of brands in the automotive sector by proportion of lapsed users (users of the brand who have not used it in
the last year), January 2015-January 2017

Beauty & Personal Care

Functional brands create more favouritism in BPC sector
Figure 33: Top ranking of brands in the BPC sector by agreement with “This is a favourite brand”, January 2015-January 2017

Same brands rule roost when preference is accounted for

Figure 34: Top ranking of brands in the BPC sector by commitment (Net of agreement with “This is a favourite brand” and "I prefer this
brand over others”), January 2015-January 2017

Lynx stands out for regular usage

Figure 35: Top ranking of brands in the BPC sector by proportion of users who describe their usage as “All the time”, January
2015-January 2017
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Competition ensures higher proportion of lapsed users in BPC sector

Figure 36: Top ranking of brands in the BPC sector by proportion of lapsed users (users of the brand who have not used it in the last
year), January 2015-January 2017

Drink

Coca-Cola enjoys high favouritism in drinks sector
Figure 37: Top ranking of brands in the drinks sector by agreement with “This is a favourite brand”, January 2015-January 2017

Figure 38: Coca-Cola One Brand Promo, 2016

Brand leaders tend to be favoured

Figure 39: Top ranking of brands in the drinks sector by commitment (Net of agreement with “This is a favourite brand” and “I prefer
this brand over others™), January 2015-January 2017

Health factors impact upon frequency of usage

Figure 40: Top ranking of brands in the drinks sector by proportion of users who describe their usage as “All the time”, January
2015-January 2017

Alcohol brands used more sporadically

Figure 41: Top ranking of brands in the drinks sector by proportion of lapsed users (users of the brand who have not used it in the last
year), January 2015-January 2017

Fashion

Accessible sports brands encourage higher favouritism in fashion
Figure 42: Top ranking of brands in the fashion sector by agreement with “This is a favourite brand”, January 2015-January 2017

Aspiration still has a place in fashion

Figure 43: Top ranking of brands in the fashion sector by commitment (Net of agreement with “This is a favourite brand” and "I prefer
this brand over others”), January 2015-January 2017

Fashion as an expression of personality

Figure 44: Top ranking of brands in the fashion sector by proportion of users who describe their usage as “All the time”, January
2015-January 2017

Lapse in fashion users

Figure 45: Top ranking of brands in the fashion sector by proportion of lapsed users (users of the brand who have not used it in the
last year), January 2015-January 2017

Financial Services

Major banking brands tend to be favourites in financial services
;igure 46: Top ranking of brands in the financial services sector by agreement with “This is a favourite brand”, January 2015-January
17

Post Office tops the sector on commitment

Figure 47: Top ranking of brands in the financial services sector by commitment (Net of agreement with “This is a favourite brand” and
“I prefer this brand over others”), January 2015-January 2017

Consumers likely to regularly use the bigger banks

Figure 48: Top ranking of brands in the financial services sector by proportion of users who describe their usage as “All the time”,
January 2015-January 2017

Insurance brands suffer more churn

Figure 49: Top ranking of brands in the financial services sector by proportion of lapsed users (users of the brand who have not used it
in the last year), January 2015-January 2017

Food

Nostalgia a key element in food sector
;igure 50: Top ranking of brands in the financial services sector by agreement with “This is a favourite brand”, January 2015-January
17

Brands from unhealthier categories favoured

Figure 51: Top ranking of brands in the food sector by commitment (Net of agreement with “This is a favourite brand” and "I prefer
this brand over others”), January 2015-January 2017

Eating habits influence frequency of usage

Figure 52: Top ranking of brands in the food sector by proportion of users who describe their usage as “All the time”, January
2015-January 2017

Young target markets impact upon ongoing usage
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Breakfast cereals struggle

Figure 53: Top ranking of brands in the food sector by proportion of lapsed users (users of the brand who have not used it in the last
year), January 2015-January 2017

Foodservice

Brands associated with treats are favoured in foodservice
Figure 54: Top ranking of brands in the foodservice sector by agreement with “This is a favourite brand”, January 2015-January 2017

Figure 55: Top ranking of brands in the foodservice sector by commitment (Net of agreement with “This is a favourite brand” and "I
prefer this brand over others”), January 2015-January 2017

Brands with a small but loyal following
Coffee as a gateway to regular usage

Figure 56: Top ranking of brands in the foodservice sector by proportion of users who describe their usage as “All the time”, January
2015-January 2017

Foodservice brands have chance to build a relationship

Number of competitors means loyalty is tough to turn into usage

Figure 57: Top ranking of brands in the foodservice sector by proportion of lapsed users (users of the brand who have not used it in
the last year), January 2015-January 2017

Household Care

Staples favoured in household care

Yankee Candle backs up strong performance with high favouritism
Figure 58: Top ranking of brands in the household care sector by agreement with “This is a favourite brand”, January 2015-January
2017

Kleenex’s functionality and lack of marketing drive limits favouritism

Figure 59: Top ranking of brands in the household care sector by commitment (Net of agreement with “This is a favourite brand” and
"I prefer this brand over others”), January 2015-January 2017

Method has a small band of loyal users
Vacuum cleaner brands enjoy frequent usage...

Figure 60: Top ranking of brands in the household care sector by proportion of users who describe their usage as “All the time”,
January 2015-January 2017

...but are also likely to suffer from lapses in usage

Figure 61: Top ranking of brands in the household care sector by proportion of lapsed users (users of the brand who have not used it
in the last year), January 2015-January 2017

Media

Little variation between media titles
Figure 62: Top ranking of brands in the media sector by agreement with “This is a favourite brand”, January 2015-January 2017

Media titles particularly divisive

Figure 63: Top ranking of brands in the media sector by commitment (Net of agreement with “This is a favourite brand” and “I prefer
this brand over others”), January 2015-January 2017

Newspapers still regularly read in spite of alternatives

Figure 64: Top ranking of brands in the media sector by proportion of users who describe their usage as “All the time”, January
2015-January 2017

Magazine titles struggle to maintain readership

Figure 65: Top ranking of brands in the media sector by proportion of lapsed users (users of the brand who have not used it in the last
year), January 2015-January 2017

Retail

Amazon sets the standard in retail
Figure 66: Top ranking of brands in the retail sector by agreement with “This is a favourite brand”, January 2015-January 2017

Supermarkets among the most preferred

Figure 67: Top ranking of brands in the retail sector by commitment (Net of agreement with “This is a favourite brand” and "I prefer
this brand over others™), January 2015-January 2017

Some smaller brands gain regular usage
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Figure 68: Top ranking of brands in the retail sector by proportion of users who describe their usage as “All the time”, January
2015-January 2017

Lifestage-based retailers see users drift away

Figure 69: Top ranking of brands in the retail sector by proportion of lapsed users (users of the brand who have not used it in the last
year), January 2015-January 2017

Technology Products

Big tech brands create high favouritism

Figure 70: Top ranking of brands in the technology products sector by agreement with “This is a favourite brand”, January
2015-January 2017
Figure 71: Samsung Gear VR promo, September 2016

Microsoft’s prevalence creates preference

Figure 72: Top ranking of brands in the technology products sector by commitment (Net of agreement with “This is a favourite brand”
and "I prefer this brand over others”), January 2015-January 2017

Tech brands among the most frequently used

Figure 73: Top ranking of brands in the technology products sector by proportion of users who describe their usage as “All the time”,
January 2015-January 2017

JVC stands out for lapsed users

Figure 74: Top ranking of brands in the technology products sector by proportion of lapsed users (users of the brand who have not
used it in the last year), January 2015-January 2017

Technology Service Providers

Operating systems are favoured tech service provider brands

Figure 75: Top ranking of brands in the technology service providers sector by agreement with “This is a favourite brand”, January
2015-January 2017

People tend to prefer well-known brands despite dynamic nature

Figure 76: Top ranking of brands in the technology service providers sector by commitment (Net of agreement with “This is a favourite
brand” and "I prefer this brand over others”), January 2015-January 2017

High frequent usage means brands may benefit from element of inertia

Figure 77: Top ranking of brands in the technology service providers sector by proportion of users who describe their usage as “All the
time”, January 2015-January 2017

Relatively new brands means fewer lapsed users

Figure 78: Top ranking of brands in the technology service providers sector by proportion of lapsed users (users of the brand who have
not used it in the last year), January 2015-January 2017

Travel

A broad spectrum of travel brands favoured
Figure 79: Top ranking of brands in the travel sector by agreement with “This is a favourite brand”, January 2015-January 2017

British Airways leads

Figure 80: Top ranking of brands in the travel sector by commitment (Net of agreement with “This is a favourite brand” and “I prefer
this brand over others™), January 2015-January 2017

Consumers can start off holiday search with the same travel agent

Figure 81: Top ranking of brands in the travel sector by proportion of users who describe their usage as “All the time”, January
2015-January 2017

Many travel brands among the highest lapsed users

Figure 82: Top ranking of brands in the travel sector by proportion of lapsed users (users of the brand who have not used it in the last
year), January 2015-January 2017

Cross-Category Review — What You Need to Know

Financial services sector is not well liked but people continue using
Household care stands out in CPG sectors

Younger consumers more likely to identify with brands

Affinity with 16-34s exists across sectors

Sector influences gender bias

Variance in gender scores across sectors
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Sector Comparison

Financial services brands struggle to be liked

Figure 83: Average proportion of consumers who agree with “This is a favourite brand”, and score for commitment (Net agreement
with “This is a favourite brand” and "I prefer this brand over others”), by sector, January 2015-January 2017

Technology brands create favouritism and regular usage
Household care stands out among CPG sectors
Figure 84: Average proportion of users who describe their usage as “All the time”, by sector, January 2016-January 2017
Competition impacts upon food, drink and foodservice sectors
Travel brands infrequently used leads to lapse in usage

Figure 85: Average proportion of lapsed users, by sector, January 2015-January 2017

Financial services benefits from inertia
;igure 86: Top ranking of financial services brands by proportion of users who have used in the last year, January 2015 - January
17

Age and Brand Loyalty

Overall usage fairly consistent across age groups
Figure 87: Average scores for brand usage across all brands, by age group, January 2015-January 2017

Preference for brands strongest among 16-34s

Figure 88: Average scores for agreement with “This is a favourite brand” and commitment (Net of agreement with “This is a favourite
brand” and "I prefer this brand over others”), by age group, January 2015-January 2017

Younger groups also more likely to rely on brands

Older consumers potentially more fickle
Figure 89: Average proportion of users who describe their usage as “All the time”, by age group, January 2015-January 2017

Many sectors in which youngest have least experience
Figure 90: Average scores for brand usage, by sector, by age group, January 2015-January 2017

Loyalty patterns remain regardless of sector

Figure 91: Average scores for brand commitment (Net of agreement with “This is a favourite brand” and “I prefer this brand over
others”), by sector, by age group, January 2015-January 2017

Older consumers use their tech brands more regularly
;ié;ure 92: Average proportion of users who describe their usage as “All the time”, by sector, by age group, January 2015-January
17

Gender and Brand Loyalty

Loyalty unlikely to be defined by gender
Figure 93: Average scores for brand usage across all brands, by gender, January 2015-January 2017
Figure 94: Average scores for agreement with “This is a favourite brand” and commitment (Net of agreement with “This is a favourite
brand” and “I prefer this brand over others”) across all brands, by gender, January 2015-January 2017

Figure 95: Average proportion of users who describe their brand usage as “All the time"” across all brands, by gender, January
2015-January 2017

A different story among specific sectors
Figure 96: The difference from the mean brand usage score, by sector, by gender, January 2015-January 2017

Figure 97: Average score for brand usage, by sector, by gender, January 2015-January 2017

Figure 98: The difference from the mean score for brand commitment (Net agreement with “This is a favourite brand” and "I prefer
this brand over others”), by sector, by gender, January 2015-January 2017

Household care sector maintains bias towards women

Other sectors maintain bias towards men

Figure 99: Average score for brand commitment (Net agreement with “This is a favourite brand” and “I prefer this brand over others”),
by sector, by gender, January 2015-January 2017

Discrepancy between usage and commitment in BPC
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Figure 100: Average usage scores for the BPC sector, by gender, January 2015 - January 2017

;igure 101: The difference from the mean score for usage described as “All the time”, by gender, by sector, January 2015-January
17

Appendix — Data Sources, Abbreviations and Supporting Information

Abbreviations

Appendix - Brands Covered
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