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Studying motivations of store-loyal buyers

across alternative measures of behavioural loyalty
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Conclusions and implications

This article proposes a theoretical framework for character-
ising store-loyal buyers, together with empirical evidence re-
lated to such consumers in the Spanish retail context. Our
first challenge has been to demonstrate the explanatory
potential of consumers’ shopping motivations for
characterising store-loyal consumers. Previous research has
mainly focused on so-cio-demographic variables. To meet
this challenge, we have classified consumers’ motivations
according to utilitarian and hedonic benefits. Regarding
utilitarian benefits, we con-sider monetary and time savings
as well as service quality. Regarding hedonic benefits, we
consider shopping enjoy-ment, innovativeness,
impulsiveness and planning. Addition-ally, we consider brand
loyalty as a mixed benefit. Our second challenge has been to
find an appropriate way to measure store loyalty. In this
regard, we compare two alternative ap-proaches based on
budget allocation and self-assessment, respectively.
Previous research has mainly focused on bud-get allocation
data from point of sale’ scanners or consumer

panels. However such an approach may hide loyalty patterns
within product categories or shopping occasions, and those
patterns can be uncovered by considering self-assessment
data from surveys.
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