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Abstract 

Pet ownership is becoming popular throughout the world and hence the pet food 

industry has been growing. New Zealand’s contribution to the global pet food industry is 

significant as the country has the second-highest proportion of households with pets in 

the world. The purpose of this study was to explore the factors that build brand loyalty 

among pet (Cat and Dog) food customers in New Zealand. For this, the objectives of this 

research were to: identify the factors that determine the decision-making process in 

purchasing pet food; understand the contribution of communication mix in building brand 

loyalty; and analyse the factors of switching pet food brands. The study employed a 

mixed-method approach to collect data from the study participants; survey questionnaires 

and semi-structured interviews were used. A total of 123 valid survey questionnaires 

were collected from the participants and four interviews were conducted in Invercargill. 

The results revealed that the majority (69%) of New Zealand pet owners are women and 

cats are the most popular pets. The brand image is the most important factor among pet 

food customers when purchasing pet food and in switching pet food brands. The research 

also identified that price, product availability, family/friend recommendations, and online 

reviews are other key determinants when making a purchase decision and switching 

current brands. Lastly, the study found, that factors such as traditional advertising (eg: 

TV advertising), in-store sales promotions, product quality, digital marketing, and online 

reviews are key factors in building brand loyalty among pet owners in New Zealand. The 

findings of this study have important implications for pet food industry in New Zealand. 

Specific strategies outlined in this research can influence pet owners purchasing decisions 

and develop marketing strategies and communication mix to build brand loyalty. Future 

research can use the findings of this research and focus on a specific type of pet (either 

Cat or Dog) and further investigate the effects of online reviews in building brand loyalty 

and influencing the decision-making process of New Zealand pet owners. 

Keywords: Pet Food Industry; Brand Loyalty; Decision-Making Process; Marketing 

Communications; Brand Switching 
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Chapter 1.  Introduction 
 

1.1. Introduction 

Pets are being treated as members of the family, as dog and cat ownership is 

becoming popular throughout the world. Recent tendencies have seen the term “pet” 

substituted by the phrase “companion animal” (Veevers, 1985). Pet owners believe they 

receive more companionship from their pets than from friends and presume pets are equal 

to family members and important relatives (Cain, 1985).  In today’s society a greater 

amount of time, money, and energy are now committed to satisfying pet's and pet owner's 

needs (Kellert, 1983; Serpell, 1986).  When thinking about the history of household 

animals, pets figure prominently in contemporary American and European life (Ritvo, 

1987). Ownership of pets among the middle class was widespread around the late 18th 

and early 19th centuries (Irvine, 2008; Ritvo, 1987).  The first formal dog show 

competition was held in Newcastle in 1859 and Britain became the center for dog 

breeding (Pedigree, 2021). In Victorian times the practice of pet keeping reflected the 

social attitudes which deemed the practice inappropriate for the lower classes (The 

conversation, 2019). However, as a result of social class expansion, pets became 

common, and status seems to have become insignificant (Blouin, 2012). In modern 

society the rising awareness of the benefits of companion animals has received a 

significant amount of attention.  

Pets have a designated role which is characterised by several interrelated traits. 

Pets are kept for their close association with their owners, treated as possessions, and 

regarded as subordinates (Veevers, 1985). Pets serve some important roles in a family 

such as pleasure, fun, and exercise, as a source of physical security and protection (Cain, 

1985). According to Cusack (2014), caring for pets provides benefits such as encouraging 

nurturance, adherence to a daily schedule, and responsibility. Friedmann and Thomas 

(1985) highlighted that various health-promoting roles played by pets are important for 

those individuals lacking support from families or close friends.  Studies also suggest that 
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pets provide healthier lifestyles for individuals and families (Jennings, 1997; Wells, 

2009). Out of various pets, pet owners often describe dogs as people or as possessing 

human qualities (Sanders, 1993,1999). Some owners believe their dogs are similar to 

humans as they have valuable relationships with them (Sanders, 2003). Indeed, 

considering the importance of pets in our society pet owners have demonstrated an 

increased sensitivity and attention towards the health and nutrition of their pets.  

 

Pet food has become the main source of nutrition supplements and is used as a 

way of safeguarding pets. Feeding pets is considered a key moment of the day among pet 

owners, as it strengthens the bond between the owner and their animal (Tobie et al., 

2015). In order to satisfy different pets and owner's requirements, the pet food industry 

offers a range of products. Consequently, pet food production has become a competitive 

and economically significant part of the food processing industry (Di Donfrancesco et al., 

2012). According to the pet owner's evaluations, pet dogs have more variable preferences 

than cats (Houpt & Smith, 1981). However, as Di Donfrancesco stated both cats and dogs 

use smell and taste in the detection and selection of food. From the pet owner's point of 

view, maintaining health and providing optimal nutritional products is an important 

component of responsible pet ownership (Bontempo, 2005). As a result, dogs and cats are 

living longer and better fed than ever before (Reid & Peterson, 2000).  

 

The global pet food market remains active and dynamic. Commercial pet food can 

be categorised into three basic forms: dry, semi-moist, and moist or canned (Collins, 

2010). These different categorizations are based on the water content of the food, with 

dry foods containing usually less than 11% water, semi-moist foods containing 25 to 35% 

water, and moist or canned food containing 60 to 87% water (Zicker, 2008). According to 

Koppel (2014) dry dog food, dry cat food, wet cat food, and dog treats occupy the biggest 

share of the total pet food sale. The pet food industry continues to grow as a result of high 

disposable income and an increase in the popularity of pet ownership among millennials 

(Hobbs et al., 2018). In the developed countries the pet industry is comprised of pet food 
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products, pet breeding, pet veterinary care, and other pet-related services. Among them, 

the pet food industry contributes about 50% of the overall value (Xiao et al., 2021).  

 

In countries such as the United States (US) where the pet economy is considered 

as the most developed, the percentage of households with pets was reported as 67% in 

2019 which equates to 84.9 million homes (American Pet Products Association, 2021). 

American Pet Products Association (APPA) further predicted that as companion animals 

continue to grow, household expenditure on pets would grow from US$ 103.6 in 2020 to 

US$ 109.6 by end of 2021. When considering the sectors comprising the US pet market, 

pet food acquires the largest portion, while pet care supplies show a significant sales gain 

in 2020, at 15.1%, increasing to US$22.1 billion (Donaldson, 2021). According to 

Donaldson, apart from the veterinary care products sales which grew 7.2%, other 

supporting pet services including grooming, boarding, pet-sitting, and dog-walking, 

plummeted in sales by 21.4% due to the pandemic. Potential pet food markets are also 

found in European nations such as Germany. According to Wall (2021) in 2020 overall 

47% of German households owned a pet, and 21% of households owning more than one 

pet. Approximately 34.9 million pets are owned in Germany, out of this 15.7 million are 

cats and 10.7 million are dogs (German Pet Trade & Industry Association, 2020). While 

Germany has become a leading pet food market in the European Union, it also plays a 

significant role in the global pet food industry.  

 

New Zealand also plays a significant role in the global pet food industry. The 

country has the second-highest proportion of households with pets in the world, second 

only to the United States (67%) (companion animal New Zealand, 2020). Cats are the 

most popular pet in New Zealand with 41% of the households owning at least one cat, 

with a total cat population of a 1.2million (NZPFMA, n.d.). The second most popular 

pets are dogs with a total of 851,000 dogs in the country (Companion animal New 

Zealand, 2020). The majority of New Zealanders share their home with either a cat or a 

dog, whereas 15% of New Zealand households share their homes with both a cat and a 
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dog (CANZ, 2020). New Zealand has a huge opportunity to be part of the increasing 

global demand for pet food. New Zealand has a primarily export-based economy 

specialising in dairy, meat, fruit, and food and beverages (StatsNZ, n.d). Food and 

beverage products share around 56% of all exports and pet food consists 1.4% of this 

(WITS, n.d). Pet food manufacturers' total domestic production of retail ready cat and 

dog food was NZD 234 million in 2012 (Coriolis, 2014). Currently, the main producers 

of pet food in New Zealand include Jimbo’s, Butch, Chunky, Ziwi Peak, and K9 Natural 

(NZPFMA, n.d.). In New Zealand, supermarkets hold the majority (87%) of the pet food 

market share and the rest is split between vet, pet shops and the rural sectors. The Cat 

food market consists of 31,353 metric tons at a value of $272 million and 40,189 metric 

tons of dog food at a value of $209 million per year (NZPFMA, n.d.). Multiple 

opportunities are available in the retail-ready food products for premium categories of cat 

and dog food treats (Coriolis, 2014).  

 

Pet ownership has been the key determinant of the pet food industry. The global 

pet food market reported a low compound annual growth (CAGR) of 1.3% in 2020 ( 

“Global pet food market”, 2020). The low growth is mainly due to the economic 

downturn across many countries as a result of the COVID-19 outbreak (Phillips-

Donaldson, 2020). On the other hand, steady growth was witnessed for pet food in many 

parts of the world as people adopted more pets for companionship during lockdown       

(“ Petfood Market-Growth, Trends”, 2021). To meet these demands the players in the 

market have shifted their focus from traditional retail stores to e-commerce platforms by 

increasing their investments by developing their own websites. Simultaneously, the 

global pet food market is expected to grow at a CAGR of 6% from 2021 and reach USD 

88.5 billion in 2023 (“Global pet food market”, 2020). Therefore, manufacturing and 

marketing pet food is a highly profitable industry. 

 

The present global pet food market is highly concentrated and dominated by a few 

large multinational corporates. Among them, Mars and Nestle are the two dominant 
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players in the industry with a combined 51% of the overall market share (Surie, 2014). 

Mars Petcare is considered the leading pet food company in the world and accounted for 

total annual revenue of $18 billion (Statista, 2021). Nestle Purina, who ranked second 

among global pet food companies, reported $13.9 billion in revenue in 2019 and ranking 

first amongst wet pet food sales and second in dry pet food sales (Petfood Industry, n.d; 

Staista, 2021). Although both the companies operate in the same markets, Nestle’s strong 

market share is primarily due to the strong brand presence in the dog and cat food 

markets (Hobbs & Shanoyan, 2018). 

1.2. Problem Statement  

 

Companies develop brands as a way to attract and retain customers by promoting 

value, image or lifestyle. In today's business environment organisations use branding as a 

strategy tool with increasing regularity (Rooney, 1995). Although, branding and brands 

are not new phenomena, the role of branding is becoming increasingly important within 

any business setting (Wentz and Suchard, 1993). Several definitions presented in the 

recent past by various authors and institutes highlight different brand elements which 

help companies to identify their products and distinguish them from others (Aaker, 1991; 

American Marketing Association (AMA); Doyle, 1990; Kotler, 1991). However, Cleary 

(1981) states that despite formal definitions core purpose of branding is building a brand 

image that influences the perceived value to the customer.  

 

 

  From the customer's perspective, a brand promises a particular quality level, 

enhances trust, and simplifies choice (Keller &Lehmann, 2006). While there are similar 

competing brands available, some customers choose to repurchase one brand again and 

again (Rajagopal, 2010). According to Wahid and Ahmed (2011) purchasing decision of 

a specific brand by customers is influenced by loyalty towards that brand. By using the 

same brand, consumers can cement a positive image of that brand (Ginden, 1993). On the 
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other hand, this reduces the risk consumers face when buying something they know little 

about (Montgomery & Wernerfelt, 1992).  Marketers consider this as an important aspect 

of their business as it generates several benefits such as reducing marketing costs, 

customer acquisition costs, lowering the risk of new product failure, and increasing 

market share (Rundel-Thiele and Mackay, 2001).  

 

Winning the loyalty of customers is key to the long-term success of any 

organisation.  Previous research highlights that various elements of a brand drive brand 

loyalty and remain central in capturing or defending market share and profitability 

(Chaudhuri & Holbrook, 2001; Kumar & Shah, 2004). Indeed, brand loyal customers are 

less price-sensitive as they perceive unique value in the brand that no alternative can 

provide (Chaudhuri & Holbrook, 2001). Moreover, loyal customers engage more in 

positive word of mouth especially in the event of a service failure (Arifine et al., 2019). 

Therefore, the importance of building brand loyalty has been recognised by almost all 

industry’s and is no exception for the pet food industry.  

 

As the pet food industry is continuing to grow, marketers need to establish strong 

brands to attract more customers (Hobbs et al., 2018). Since pet food will not be directly 

consumed by owners, complete feedback cannot be provided, but branding can play a 

vital role in achieving this (Di Donfrancesco et al.,2012).  Recently, there has been a 

growing interest in studies on the pet food industry (Cain,1985; Belk, 1988,1996; Fraser 

et al., 2020; Hobbs & Shanoyan, 2018; Kopple, 2014; Schleicher et al., 2019; Surie,2014; 

Tesfom & Birch, 2010; Veevers, 1985; Zicker, 2008). Thus, brand loyalty has been a 

widely discussed topic in marketing research, however such studies related to brand 

loyalty of pet food are limited in both global and New Zealand contexts. To date, the 

majority of the global pet food industry research focuses on purchasing decision patterns 

of pet owners (Schleicher et al., 2019), sensory analysis of pet food (Kopple, 2014; Belk, 

1988), perception of pet food product attributes (Hobbs et al., 2018; Hobbs, 2019; Kwak 

& Cha, 2021), and the pet food types (Di Donfrancesco,2014 ). There have been studies 
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conducted in New Zealand focusing on the pet food industry (Bojanic et al., 2016; Fraser 

et al., 2020; Surie,2014; Watson, 2019). However, studies on pet food marketing in New 

Zealand are limited, as previous studies predominantly focus on the health and wellbeing 

of pets and pet food processing techniques. A study by Surie (2014) was the only study 

found to investigate the purchasing behaviours of pet food owners in New Zealand. 

However, the study did not attempt to find the reasons why pet owners buy a preferred 

brand of pet food. Therefore, this research explores the research question: ‘Which factors 

build brand loyalty among pet food customers in New Zealand? 

 

1.3. Research Question and Objectives  

The research question developed for this study is; 

Which factors build brand loyalty among pet food customers in New Zealand?   

To answer this research question, the objectives of this research are: 

1. To identify the factors that determine the decision-making process in purchasing 

pet food   

2. To understand the contribution of communication mix in building brand loyalty 

3. To analyse the factors of switching pet food brands 

 

1.4. Significance of the study 

Increased expenditure on pets and increased pet ownership rates have made the 

pet food market an attractive one for both marketers and manufacturers. This incremental 

trend has led the companies to reassess products and marketing strategies in order to 

maximise the company profits (Kwak & Cha, 2021). Despite, the economic challenges, 

pet owners are willing to spend more money on pet food (Hobbs et al., 2018). Therefore, 
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understanding the various consumer behaviours and their concerns about pet food is 

critical (Tesfom & Birch, 2010). Moreover, as pet food will not be directly consumed by 

owners, complete feedback cannot be obtained, therefore, branding holds much more 

importance (Di-Donfrancesco & Kopple, 2014).  

 

This research aim to identify the reasons for buying a preferred pet food brand by 

New Zealand customers. The findings of the present study will add to the body of the 

knowledge base on brand loyalty of pet food customers in New Zealand. In addition, the 

findings of this study will be useful for New Zealand pet food manufacturers in formulating 

marketing strategies and revising their existing strategies. Moreover, this study will help 

marketers in establishing communication and brand loyalty strategies for pet food products 

within New Zealand. Finally, the study will also help marketers to identify the most 

important product attributes when promoting pet food brands.  

 

1.5. Limitations and Delimitations of this study 

The main limitation of this research is the available time frame to complete the 

thesis. The study is aiming to explore the factors that affect brand loyalty of New Zealand 

pet owners, thus, it needs to be completed within nine months. As the time constrain 

directly affect the ability to study the in-depths of the research question and the objectives 

the results of the study will not be able to be generalised to the whole pet food industry of 

New Zealand. Furthermore, ongoing concerns on social distancing, vaccination and 

transmission issues that occurred due to the Covid-19 pandemic was creating problems 

when reaching participants to conduct interviews.      

 

The researcher set delimitations to the present study to make it manageable and to 

make sure the research question and the objectives are possible to achieve. The survey 

questionnaire used for this study only consisted of close-ended multiple-choice questions 
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rather than including open-ended questions, which might take extra time for participants 

to complete the survey. Also, the interviews of this study were conducted only in 

Invercargill due to the limited time available to complete the thesis. The other 

delimitation considered for the study is the selection of participants. Since the researcher 

was an online delivery driver for a leading supermarket in Invercargill the online 

customers with pets were considered for the study as the sample participants. Lastly, in 

order to avoid possible ethical concerns, only aged 18 and above participants were 

selected for the study. 

1.6. Structure of thesis 

This research study is inclusive of six chapters. The first chapter which is the 

introduction provides a brief background about the pet food industry and justifies the 

need for research on this field. Furthermore, the chapter highlights the main research 

problem and specifies the research objectives and elaborates the significance of the study.  

 

Chapter two explores the theory and industry analysis. The first section of the 

chapter discusses the theoretical models related to brand loyalty and the consumer 

decision-making process. The second and third sections of the chapter respectively 

discuss the environmental analysis using the PESTEL framework and industry analysis 

using Porter’s five forces model.  

 

Chapter three is the literature review which consists of four main themes and 

primarily focuses on the pet food industry. First, it explores the concept of brand loyalty 

and its key elements such as brand awareness, brand equity, and product attributes. The 

second theme explores the consumer decision-making process. The third and fourth 

themes respectively explore the factors affecting the switching of brands and the 

contribution of the marketing communication mix. The last section of this chapter 



10 

discusses the research gaps pertaining to the main research problem and the research 

objectives of the study.  

 

The methodology which includes the key ingredients of this study is presented in 

Chapter four. The study will employ an interpretivism philosophy using both inductive 

and deductive approaches. The data collection of the study follows a mixed-method 

approach using questionnaires and semi-structured interviews. The chapter also discusses 

the methods used in selecting study participants and possible ethical concerns related to 

the study. Furthermore, it provides insights into the limitations, reliability, and validity of 

the study. 

Chapter five presents the results of the present study. The findings of the study 

will be discussed separately under each data collection method. The findings of the 

quantitative study will be presented using graphs, charts, and tables, whereas the 

qualitative data findings will be presented using quotes from the participants. Finally, this 

chapter discusses the overall findings of both data collection methods and link them with 

relevant literature and the relevant theoretical concepts identified in the previous 

chapters.  

 

The final chapter which is the sixth chapter of this thesis provides a conclusion of 

this thesis and policy recommendation. It will discuss the purpose of this study, the 

relationship to previous studies, the limitations of the present study, and 

recommendations for further research.     
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Chapter 2. Theory and Industry Analysis 

2.1. Introduction 

 The purpose of this chapter is to investigate the relevant theoretical concepts and 

current industry-related aspects relevant to the main research problem and the research 

objectives. The first section of the chapter will discuss the theoretical models related to 

brand loyalty and the consumer decision-making process. In this section, 2.2.1 discussed 

the Brand Resonance Model, then in section 2.2.2 the consumer decision-making process 

model was introduced and discussed. The second part of the chapter primarily focuses on 

analysing the industry-related aspects relevant to the New Zealand pet food industry 

which is the center of this research. The industry analysis was conducted using the 

PESTEL framework. Finally, Porter’s five forces model was used to understand the 

competitive forces within the industry.     

2.2 Theoretical analysis 

2.2.1 The Brand Resonance Model 

The concepts of brand equity and the value of a brand has been potentially 

important for any organisation. Building strong brands is the priority of the management 

as it helps enhance communication and provides other possible benefits (Akar, 1991). 

The brand resonance model (Figure 2.0) contains distinctive building blocks that work 

cohesively to establish a successful brand name in the customer's mind (Keller, 2020).   
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Figure 2. 1   

Brand Resonance Model 

 

 

 

 

 

 

 

 

Note. Brand Resonance Model: by Marketers Should Care. From BetterMarketing, by L. 

Hayha, 2021. https://bettermarketing.pub/brand-resonance-model-why-marketers-should-

care-b9ce257de854 

According to the above model, the rationale route to brand building is represented 

on the left-hand side of the pyramid, whereas the emotional route is on the right-hand 

side (Keller, 2009). In order to achieve significant brand equity, it requires reaching the 

top of the pyramid, which can only occur if the building blocks are put in place correctly.  

Brand Salience  

Brand Salience is the important first step in building brand equity. It measures the 

different aspects of the awareness of the brand and how easily and often the brand is 

evoked under various consumption or purchase situations (Keller, 2020). Fundamentally, 

creating a brand image is pivotal in this layer as it helps to make sure the customers have 

the correct perception of the brand (Onsight, 2021). The brand salience can be increased 

either directly through customer experience or indirectly through advertising or other 

sources of information such as word of mouth (Riserbato, 2021). Constant use of 
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marketing messages about a brand helps to keep the brand in the front of the mind of 

customers when making the purchase decision.  

Brand Performance 

Designing and delivering a product that satisfies customer's needs and wants is 

necessary for its successful marketing. Brand performance explains the ability of a 

product or service to meet the customer's functional needs (Keller, 2020). It is necessary 

to constantly monitor the performance of a brand over time to gain an understanding of 

what the target audiences receive (Userneeds, n.d.).  To enhance strong brand 

performance marketers are required to pursue cohesive actions to ensure high brand 

awareness, positive brand perception, and strong brand recall among the target customers 

(Harker, 2021). Aker (1996) proposed that brand performance can be measured using 

market share, price, and distribution coverage as indexes. Keller and Lehman (2003) also 

suggested brand performance measurements which include price elasticity, market share, 

cost structure, and profitability. Establishing strong brands ensures unique and favorable 

brand associations with customers.  

Brand Imagery 

 Brand imagery is the tangible or intangible properties of the product or service, 

including the ways the brand tries to meet customer's psychological or social needs 

(Keller, 2009). This could be an experience, package, feeling, taste, and so on. Brand 

imagery creates opportunities to visually communicate with target customers (Reid, 

2019). For example, Gunelius (n.d.) highlights customers might associate with a specific 

package design like the McDonald's French fries container.  Brand imagery has been 

found to make a significant influence on purchase decisions of a product or service.  

Brand Judgement 

Brand judgments focus on customer's own opinions and evaluations about a brand 

(Keller, 2009).  The customer's judgment can be classified into four important types: 

Brand Quality, the perception of the customer about the product value and satisfaction; 

Brand Credibility, the extent to which the brand is considered credible in terms of 
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perceived expertise, trust, and likability;  Brand Consideration, consideration of 

customers to purchase and usage of the brand; Brand Superiority, customers view the 

brand is unique and better than other brands (Pribadi, 2017). Pan and Lehmann (1993) 

stated that new brand entry and choice of brand preference can impact the customer brand 

judgments.  

 

Brand Feelings 

Brand feelings are consumer reactions and responses to a specific brand and these 

feelings can be mild or intense and negative or positive (Keller, 2020). There are six 

dimensions identified of a brand feeling: warmth, a feeling that makes the consumer feel 

calm; fun, which refers to the consumers feel amused, cheerful, joyful, and cheerful; 

security, extent which customer feels comfort and self-assurance; social approval, the 

extent which brand gives the consumer positive reactions by others towards him; self-

respect, the brand makes the consumer feel fulfilled; excitement, the extent to which 

customer feel energised (Panda & Kapoor, 2016). Brand feelings and judgments only 

favorably affect consumer behaviour if consumers positively engage in their various 

encounters with the brand (Keller, 2009).  

 

Brand Resonance      

The final step of the model refers to the nature of the psychological bond that 

customers have with the brand (Keller,2009). Keller divided the resonance into four 

levels, which are behavioural loyalty, attitudinal attachment, sense of community, and 

active engagement. As Keller (1993) indicated, to achieve brand resonance, consumers 

not only regularly use the products of the brand but also actively need to be concerned 

about the information of the brand. Loyalty programs, customer engagement using the 

internet and social media platforms, and building emotional connections are some of the 

strategies that can be implemented to assist in building resonance (Hawker, 2019).   
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The brand resonance model discussed above clearly provides a roadmap and 

guidance in building brands based on the psychological and social needs of different 

customer segments. The main research problem of the current study focuses on 

identifying brand loyalty factors among pet food consumers in New Zealand (NZ). 

Building strong pet food brands plays a pivotal role in the pet food industry as pet food 

will not be directly consumed by pet owners. Therefore, following the sequence of steps 

depicted in the above model will assist pet food marketers to create brand resonance. 

Thus, marketers must make sure they first lay the foundation on which resonance can be 

built. 

 

2.2.2 Consumer Decision Making Process Model 

Generally, consumers make numerous unconscious decisions before purchasing a 

product or a service of their preference. Hence, consumers generally make decisions 

without having an understanding of how they make them and what is involved in the 

decision-making process (Shiffman & Kanuk, 2000). These various steps can be 

described using the decision-making process model (Figure 2.1) which can be viewed in 

three distinctive stages: the input stage, the process stage, and the output stage (Solomon 

et al., 2019).  
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process, therefore, marketers can effectively measure the process and can be used to 

develop and evaluate marketing strategies.  

 

Information Search 

The second stage is information search, where a consumer searches for product 

information in the marketplace after perceiving a need for a product (Solomon et al., 

2019). According to Oke et al. (2016) consumers search for information both externally 

and internally, past experiences related to a product or service are considered as an 

internal source of information. On the other hand, when the consumer has had no 

previous experience, he or she may seek information from external sources such as other 

consumers, commercial sources, and public sources (Shiffman & Kanuk, 2000). Indeed, 

the internet plays a key role in pre-information search, online user reviews and 

endorsements make a significant impact upon information search and the consumer 

decision-making process of online consumers (Dudovskiy, 2013). Therefore, marketers 

need to make sure online sources provide easily accessible and adequate information so 

that potential customers can access the information they want.  

 

Evaluation of Alternatives    

In this stage, the customer progresses to comparing and evaluating the 

information in order to make the right decision (Solomon et al., 2019). Furthermore, in 

this stage customers compare alternative products and services according to their needs 

and wants to simplify the decision-making process (Dudovskiy, 2013). Certain aspects 

such as size, quality, price, and quantities will be key determinants at this stage and act as 

the base for purchase decisions (Oke et al., 2016). This process can thus become difficult, 

time-consuming, and full of pressure for a customer (Ha et al., 2010). The writers further 

highlighted that this difficulty of finding the ideal product or service that satisfies the 

customer's needs, based on numerous factors, is the main hindrance to the consumer 

reaching a purchase decision. Therefore, marketing organisations need to understand the 
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attributes most influential to their customer's decision-making process and be geared 

towards convincing customers that their product is superior to other alternatives.  

 

    Purchase Decision 

The purchase decision is the most important stage of the entire process. This stage 

commences once the consumers have evaluated the various product options and services 

offered by retailers (Oke et al., 2016). According to Shiffman and Kanuk (2000) usually, 

consumers make three types of purchases; trial purchases, repeat purchases, and long-

term commitment purchases. The purchase process is influenced by the situations 

surrounding it; these may be physical or social in nature, as well as momentary moods 

and intentions to buy (Tyagi & Kumar, 2004). For example, Hoyer and Macinnis (2008) 

stated that sometimes when the required product is not available in stock, the purchase 

process may be delayed, and the consumer may consider buying the product through an 

online store or in another store. In order to influence the consumer decision process while 

in-store, marketers can use various strategies such as the use of visual exhibitions of 

merchandise and point of sale materials at stores.  

 

Post-Purchase Evaluation  

 Post-purchase evaluation is the last stage of the decision-making process. This 

consists of consumer responses including satisfaction, dissatisfaction, value perceptions, 

brand loyalty, and finally product disposal (Solomon et al., 2019). According to Shiffman 

and Kanuk (2000) reduction of any uncertainty that the consumer might have had about 

the selection is really important in this stage. Many companies do not give attention to 

this stage as this takes place after the transaction has been completed (Dudovskiy, 2013). 

However, organisations need to pay more attention as this stage directly impacts the 

future decision-making process for the same product (Oke et al., 2016).  
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The availability of products, strong marketing campaigns, and visibility of the 

brand can directly influence each stage of the above model. The decision-making process 

model is consequently also applicable for the current study on the pet food industry. The 

use of correct communication mix strategies will assist in influencing the different stages 

of the decision-making process of pet owners. Furthermore, Pet food marketers can also 

use various communication mix strategies to encourage brand switching of existing pet 

food buyers. Finally, the findings of this study can be used to learn how effective this 

model is to gain an in-depth understanding of the marketing communication strategies 

employed by the pet food marketers and the pet owner's perspectives on their preference 

towards existing pet food brands.     

 

2.3  Industry analysis 

2.3.1  Macro environment Analysis 

Fundamentally, every company is designed and operates under a macro market 

environment which has important implications for businesses. The macro-environment 

consists of broader economic conditions as a whole rather than in a specific sector (Itani 

et al., 2014). This macro-environment is inclusive of uncontrollable external factors 

which are critical in business success, strategies, and decision making (Farook, 2017). 

When a company is expanding in highly unstable environments there is no room for 

making mistakes (Yuksel, 2012). For example, the spread of the current pandemic 

situation across the globe has created a high degree of uncertainty for almost every 

industry (Aspachs, 2020). Therefore, an analysis of the Political, Economical, 

Sociocultural, Technological, Environmental, and Legal environment gives organisations 

an overview of the scenarios that will surround their trade and business in the macro-

environment (Alvarez, 2013). The PESTEL framework primarily analyses these key 

external factors in order to provide strategic advice and directions on markets and 

business (Song et al., 2017). The below PESTEL analysis primarily focused on the pet 

food industry in NZ.  
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Political factors 

Political factors play a significant role in making the marketing environment more 

or less friendly for a business. The companies do not only compete within the 

marketplace, but also in the political arena to handle regulations, laws, and other 

institutions that govern the marketplace (Henisz & Zelner, 2003). The political system of 

NZ is based on the British model and is one of the world’s most stable democracies 

(NZBD, n.d.). Legislative power is vested in the single-chamber House of 

Representatives (Parliament), the members of which are elected for three-year terms 

(Britannica, n.d.). NZ ranks among the top 10 countries in the world for adherence to the 

rule of law according to the world justice project 2017 Rule of Law Index (New Zealand 

Immigration, 2021).  According to Trading Economics (2021) latest world bank, annual 

ratings have ranked NZ as 1st among 190 economies for ease of doing business in 2019 

and remained unchanged from 2018. The effort taken by the Government to simplify 

business rules and taxes has made it increasingly easy for investors to get a start and 

operate (New Zealand Immigration, 2021).   

Having a steady trade policy is important for a country as the prosperity of a 

country depends on trade. Geographically NZ is distant from export markets, thus as a  

trade-dependent economy, NZ is a firm supporter of free and open trade (New Zealand 

Foreign Affairs & Trade, n.d.).  Moreover, the government alongside the other policies is 

expanding the opportunities and improving the conditions in NZ to support international 

business. The Government has established teams in international markets to understand 

the dynamics of international markets and builds networks with them (New Zealand 

Trade & Enterprise, 2021). Clearly, the Pet food industry in NZ has already obtained 

advantages from these positive trade policies of the Government. According to Cody 

(2020) despite the strong domestic production of pet food, import demand also has 

strengthened, growing from US$92 million in 2015 to US$120 million in 2020. Cody 

further emphasises that this is mainly a result of high consumer demand for a wide 

variety of choices of products for their pets.  
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Indeed, this favouarable political environment in NZ will create a positive impact 

on the NZ pet food industry.  According to Coriolis (2014) NZ has a strong reputation 

as a safe, free-range supplier of unique meat. Alongside the country’s political stability 

and the government's open trade policy, the current pet food manufacturers and 

marketers in NZ can utilise this aspect as a competitive advantage to access key 

markets. Apart from this, the Government's policy of encouraging foreign direct 

investments could be employed to invite potential international companies to start pet 

food manufacturing in NZ.    

 

Economic Factors    

The economic climate of a country has a huge impact on business. New Zealand 

has an open economy that follows free-market principles (New Zealand Immigration, 

2021). The country has substantial manufacturing and service sectors with an efficient 

agricultural sector ( The Treasury, n.d.).  The Gross Domestic Product (GDP) in NZ 

expanded 1.2% Year On Year (YOY) in December 2020 following a growth of 3.1% in 

the previous quarter (CEIC,2021). However, the economy is set to bounce back this 

year, following the pandemic-induced slump, it is projected to grow 5.3% in 2021, and 

3.2% in 2022 (FocusEconomics, 2021).  Focus Economics further stated this is the 

revised GDP forecast from 4.9% previously, in response to the Q2 2021 stronger GDP 

growth. According to StatsNZ (n.d.) industry groups such as services and primary 

industries have provided major contributions to the economy, in the June 2021 quarter, 

this rose by 2.8% and 5% respectively (Figure 2.0). 
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Figure 2. 3  

Gross Domestic Product, Industry Growth and Contribution to Growth 

Note. Gross domestic product: June 2021 quarter – corrected. From New Zealand 

Government, by SatsNZ, n.d. (https://www.stats.govt.nz/information-releases/gross-

domestic-product-june-2021-quarter)  

The retail, accommodation and restaurants industries were the main contributors in the 

service sector which rose 9.5% (StatsNZ,n.d.). StatsNZ further stated that growth for the 

business service industry reported a growth in the fourth consecutive quarter.  

 

Household income is another key economic determinant for any country. As 

StatsNZ (n.d.) highlights all the key measures of household income increased in the year 

ended June 2020 compared to the previous year. Furthermore, the average annual 

household income increased from $46,016 to  $47, 517 which is a 3.3% increase. 

However, on the other hand, average annual housing costs also increased in 2020 by 

3.3% compared to the previous year (StatsNZ, n.d.). Most importantly, in NZ, the 

employment rate has increased to 67% in the first quarter of 2021 from 66% in the fourth 

quarter of 2020 (Trading Economics, 2021). Indeed, low unemployment is a positive sign 

of an economy, and it increases the buying power of consumers (Hankin, 2020).  Usually, 

NZ customers are less price-sensitive when it comes to pet food purchases. (Beaton, 



23 

2020).  According to Companion Animals New Zealand (2020) almost three-quarters of 

households with an annual income of $90,000 own either a cat and a dog compared to 

over half of lower-income households with an income of $40,000 per year.  

 

According to Cordy (2020) 65% of all pet food sales in NZ are done through 

major supermarkets and the rest is distributed through Animates pet stores, Warehouse 

Group, and other small pet retailers. Cordy further highlighted that these supermarkets 

mainly purchase imported products via intermediaries rather than importing directly. 

Indeed, the increase in household income and employment is likely to have an impact on 

pet food demand, therefore,  pet food marketers definitely can utlilze this opportunity. As 

highlighted above, favorable economic conditions in New Zealand are likely to have a 

positive impact on pet food demand and provide more opportunities for companies to 

invest in new pet food products and allow them to expand their current marketing 

activities. Specifically, the introduction of high-quality products with innovative 

packaging and unique features can target high-income people with pets. On the other 

hand, companies may also target lower-income people by introducing affordable low 

price pet food products.      

 

Social Factors  

The social environment plays an integral role in the success or failure of a 

business. Social factors include influences such as demographic characteristics, trends, 

and lifestyles of the people in which a business is operating (Shpak, 2019). NZ continues 

to experience a rising population; the country is currently home to 4.9million people. In 

years to come predictions are that the population of NZ will be 5.2million in 2030 and 5.7 

million by 2050 (World Population Review, 2021). The 2018 census recorded (StatsNZ, 

n.d.) that the population includes 1.65 million households. The majority of the NZ 

population (75%) lives in North island where Auckland, Hamilton, and Wellington are 

considered the highly populated cities in the North Island (ehinz, n.d.).  
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 This research is primarily based on the pet food industry and identifying various 

behaviours of pet owners. Therefore, demographic factors could be considered as a key 

determinant for pet ownership and the pet industry. Fraser et al. (2020) revealed that in 

NZ, pet owners are more likely to be women, parents, of European ethnicity, employed, 

and living rurally. They also stated that NZ pet owners are less likely to be of Asian or 

Pacific ethnicity.  According to CANZ (2020) 46% of NZ European households are more 

likely than other ethnicities to share their homes with a cat, whereas 46% of Maori 

households are likely to have dogs compared to other ethnicities. The pet ownership rates 

are highest in Canterbury (67%), the rest of North Island (70%), and rural areas generally 

(77%) (Companion Animals New Zealand, 2020).  Wellington reported the lowest pet 

ownership rates where only 57% of households in Wellington share their home with a 

pet.  

 

There is a correlation between the age and the presence of children in the 

household with pet ownership. The following graph provides a clear picture of pet 

ownership demographics in New Zealand.  
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Figure 2.4 

Pet ownership Demographics, 2020 

 

Note. Pet Ownership Demographics, 2020. From Companion Animals New Zealand 

Publications, by Companion Animal New Zealand (2020). 

https://static1.squarespace.com/static/5d1bf13a3f8e880001289eeb/t/5f768e8a17377653b

d1eebef/1601605338749/Companion+Animals+in+NZ+2020+%281%29.pdf   

 

According to the above figure, the highest percentage of cats (40%) and dogs 

(47%) are owned by youngers under 25 years of age (Gen Z), whereas the highest 

percentage (53%) of cats owned by the age between 45-54, while 47% of the dogs owned 

by younger households under 25 years. According to the above graph Millennials (25 – 

41 years) also shows a higher incidence for cats and dogs. However, this is not very 

significant compared to the Boomers (58 – 67 years). Finally, the figure shows that more 

than 50% of households with children share either a cat or a dog.  
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Understanding different cultures, ethnicities, and various age groups are important 

for marketers in terms of implementing marketing campaigns. As discussed above the 

socio-cultural factors are indeed going in support of the New Zealand pet food industry.  

As the major proportion of pets is owned by Gen Z and millennials, marketers should 

focus more on conducting campaigns targeting these two segments. The use of digital 

marketing campaigns in communications can significantly influence the decision-making 

process of millennials and Gen Z when purchasing pet food. Additionally, marketing 

campaigns targeting women are also important as the majority of the pet owners are 

women.   

 

Technological Factors  

Technological factors play a vital role in improving the operations and functions 

of an organisation. Indeed, this has been one of the most valuable asset of an orgnisation 

as it enhances growth, creates wealth, and improves productivity (Zahra & Kirchhoff, 

2005).  Technological factors include production, logistics, marketing, production 

techniques, information resources, and e-commerce technologies (Bush, 2016). These 

affect business in many ways, interact with and gather information on customers, 

suppliers, and competitors, assist organisations to operate and sell their products (Shaw, 

2018). Technological resources are generally embedded in organisations as knowledge 

therefore, this could be an important source of competitive advantage for firms as it is 

difficult for competitors to imitate or observe (Cooper & Folta,2000).  

 

Technology is a critical determinant in the pet food industry from both 

manufacturers’ and marketers’ points of view. New technological developments can 

assist the pet food industry to be more transparent with information and helpful for 

customers (Conway, 2018). As pet owners are paying more attention to their pet's 

preferences than ever before, pet food manufacturers need to ensure that their product is 

as palatable as possible (Beaton, 2015). To maintain high-quality products companies 
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employ new technologies in the pet food production process, for example, companies in 

Australia implemented innovative and unique processes for collecting offal that involves 

the installation of a customised collection and chilling unit onsite at the abattoir 

(Rockwell Automation, 2021). Virtual reality is another new technological tool being 

used by pet food manufacturers to bring people into the plant to see how the pet food is 

made and equipment functions (Conway,2018). Furthermore, some companies use non-

thermal preservation technology to keep pet food safe while using only natural 

ingredients without preservatives (Hiperbaric, 2020). Products manufactured using 

innovative technologies offer health bonuses in pet food and improve dog and cat 

digestion (Henchion & McIntyre, 2000).  

 

Technology has made a significant impact on pet food marketing and the 

distribution of products. With digital technology enhancing all aspects of consumer lives, 

indeed, pets and their owners are getting digitally connected too  (Danziger, 2019). 

Technology developments have allowed pet food retailers to develop new applications to 

gather and exploit marketing information (Thomas et al., 2010). This information is 

gathered directly from customers using scanning devices, databases, and data mining 

technologies. Once gathered it is then transformed to help build relationships with 

customers or obtain market information (Cox & Mowatt, 2004).  According to Sprinkle 

(2015) pet retailers communicate their product information using websites, emails, chat 

groups, blogs, social media, and online advertising. Previous studies also emphasise that 

online pet food purchases have been fast-growing among younger, urban, higher 

educated, and married consumers (Xiao et al., 2021). Pet retailers saw a significant boost 

in online pet food purchases during the pandemic as consumers began stockpiling in 

order to limit frequent trips to the store (Jansen, 2020). Leading pet food companies such 

as Mars utilised the pandemic as an opportunity, they used a digital platform to gather 

more relevant and timely information about customers and used this information to 

support and care for the people and pets of their global communities (Mazzoni, 2021). In 

a different initiative, the global giant Nestle Purina launched an in-store product 

engagement platform partnered with retail marketing platform perch (Browne, 2021). 
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Browne further mentioned that the interactive end caps in the pet section of the 

supermarket incorporate a digital screen that automatically senses which products 

shoppers touch to respond with videos and information about the product.  

 

 Fundamentally, the overall technological factors are favourable for both 

manufacturers and marketers in the pet food industry. Therefore, both marketers and 

manufacturers of pet food in New Zealand should also adapt the technological 

transformations to gain competitive advantages and market opportunities both locally and 

globally.   

 

Environmental Factors  

The nature of the businesses and the way it's being conducted also have an impact 

on the physical condition of the environment. This can include factors such as climate 

change, natural disasters, and pollution levels which can affect the supply chain or 

increase the cost of raw materials of a business (Bush, 2016). As the number of pets 

increases the demand for pet food will also increase; just like human food systems, pet 

food manufacture creates a significant impact on the environment (Marlen, n.d.). Pet 

food includes predominantly meat-based diets which require more water and energy and 

therefore, have greater environmental impacts compared to plant-based diets (Wirsenius 

et al., 2010).  According to Jain (2020) production of premium pet food products that 

have higher meat content is leading to greater greenhouse gas emissions and agricultural 

land ‘paw prints’. Jain further highlighted that the average greenhouse emission of 

global pet food production is 106 million tonnes of carbon dioxide per year. Su et al. 

(2018) for example, pointed out that in China carbon emissions resulting from the food 

consumed by pets are equivalent to the emissions generated by the food consumption of 

between 34 million and 107 million Chinese people. Therefore, in order to increase the 

environmental friendliness of pet food, sustainable ingredients can help in the short term 

and the long term (Marlen, n.d.). In addition, the overuse of plastic in the pet food 
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industry also requires more attention as a majority of pet food available in supermarkets 

and pet stores is packaged in single-use heavy-duty plastic (Feed my Furbaby, 2021).   

  

New Zealand has a vibrant pet food industry. Despite strong and increasing 

domestic production of pet food, import demand in NZ is also growing on pet food as 

consumers demand a wide range of products (Berkhout, 2020). Fundamentally, the pet 

food industry of NZ can have both positive and negative impacts from environmental 

factors. To mitigate the negative effects on the environment both manufacturers and 

importers could develop further products that use more plant protein and create plastic-

free packaging options to reduce plastic. Meanwhile, it is also important to encourage 

pet owners to use sustainable dog and cat toys using recycled scraps of material to 

reduce environmental paw-print.  

 

Legal Factors 

The final element of the PESTEL analysis refers to legal aspects which affect the 

way the businesses operate. Legal factors include a wide range of areas such as 

regulatory requirements, labour, taxation, competition, and corporate governance 

(Whittington et al., 2020).  A wide variety of regulatory requirements exist for pet food 

manufacturing in New Zealand (Ministry of Primary Industries, n.d.). Indeed, similar to 

other manufacturing businesses, pet food manufacturers must comply with the Fair-

Trading Act 1986, the Health and Safety in Employment Act 1992, the Resource 

Management Act 1991, and the Weights and Measures Act 1986 (NZPFMA, n.d.). 

Fundamentally, pet food is classed as "oral nutritional compounds" (ONCs) and must 

comply with the Agricultural Compounds and Veterinary Medicines (ACVM) act 1997 

(Ministry of Primary Industries, n.d.). The Ministry of Primary Industries has published 

the regulations for selling pet food legally in NZ. The seller must make sure the product 

is fit for purpose, the product label contains the information required by the regulations, 

does not make misleading statements about the product, and meets the specific 
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requirements for oral nutritional compounds (Ministry of Primary Industries, n.d.). The 

Government provides advice and support to NZ businesses to get started, grow, 

innovate and raise their capability (MBIE,n.d.). Furthermore, NZ business is well 

regulated for everyone's protection and the Government supports businesses by 

providing grants, low-cost business advice, and mentoring which help businesses to get 

off the ground (New Zealand Government, 2021). During the Covid pandemic 

Government further extended its support on businesses by providing a wage subsidy 

scheme during alert levels 4 and 3 for all the businesses.  

The Ministry has established separate regulations on pet food imports and exports 

respectively. According to the Ministry of Primary Industries (MPI), Pet food importers 

need to make sure their products meet MPI biosecurity and Agricultural Compounds 

and Veterinary Medicines Act requirements. Further to this, exporters need to make 

sure products meet New Zealand standards and comply with the destination country’s 

eligibility requirements. Following the above legislation, fulfilling legal requirements is 

key in establishing pet food brands in the NZ market. By meeting these legal 

requirements marketers heavily assist the pet owners to choose a pet food brand and 

encourage them to build loyalty towards certain brands.  On the other hand, marketers 

can utilse these regulatory standards in their marketing communication activities to 

establish the quality of their brands.  

 

According to the above PESTEL analysis, it is apparent that the steady political 

and economic environment in NZ is likely to provide a positive contribution to the NZ 

pet food industry.  Social factors indicated the motivation of NZ people to have pets in 

their households. On the other hand, an increase in their household income also assists 

people to spend more on their pets and pet food.  The advancement of technology has 

made a significant impact on the manufacturing and distribution of pet food products. 

Strict regulations imposed in manufacturing, importing, and exporting will enhance the 

quality of the pet food, and pet owners can be sure of what their companion animals 

consume. The environmental factors in the pet food industry indicate more negative 
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impacts as pet food manufacturing contributes to high carbon emissions. However, the 

pet food industry can mitigate the negative impact by adopting sustainable and 

environmentally friendly initiatives. Overall, almost all the macro-environmental factors 

within NZ provide a positive impact on the NZ pet food industry.     

 

2.3.2 Porter’s five forces model 

Industry analysis is a vital component of any business as industries vary widely in 

terms of their attractiveness. Industry attractiveness is the fundamental determinant of a 

company’s profitability (Porter, 2008).  The profitability of an industry is determined by 

the extent of competition, strengths of buyers, and suppliers (Whittington et al., 2020). 

Porter’s five forces model (Figure 2.4) is a tool commonly used to assist industry analysis 

and evaluate the industry attractiveness in terms of the entry of new competitors, the 

threat of substitutes, the bargaining power of buyers, the bargaining power of suppliers, 

and the rivalry among the existing competitors. Porter stated that these five forces 

determine industry profitability as they influence the prices, costs, and required 

investments of firms. The following industry analysis discussed Porter’s five forces as 

applied to the NZ pet food industry. Porter’s five forces are useful to understand the 

sources of competitive forces within the industry.  
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Figure 2.5  

Porter's Five Forces Model  

 

 

 

 
 
 
 
 
 
 
 
 
 
 

Note. Michael Porter's Five Forces and Payments Innovation. From Pymnts.com, by k. 

Webster (2014).  https://www.pymnts.com/news/2014/a-look-at-how-e-payments-got-to-

where-it-is-toda/ 

 The Threat of New Entrants  
 

The degree of competition is influenced by the force of new entrants into a 

market. If there is a lower threat from potential new entrants, the existing companies will 

be more likely to have more stable profits (Whittington et al., 2020). The NZ pet food 

industry has a robust, well-developed, and modern value chain (Coriolis, 2014). 

According to Coriolis, the Petfood industry in NZ hosts a wide range of firms which 

includes multinationals (Mars, Nestle & Heinz), large scale (Butch, Jimbos, K9Natural), 

medium-scale (Superpets, Farm meats, Farmlands), and small scale (Ultra, Primal).  

There is rapid growth in both exports and imports of pet food in NZ, exports reaching 
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US$ 129 million in 2019 whereas imports reached US$120 million with the United States 

being the number one supplier (All about feed, n.d.).   

 

New Zealand has one of the highest rates of pet ownership in the world, most 

importantly consumers are not price-sensitive when it comes to pet food (Cody,2020). 

However, the country has a relatively small human population which provisionally 

reached 5 million in 2020 (Beaton, 2020). The threat of new entrants is affected by both 

barriers to entry and the reactions from existing competitors (Philips, 2014). The local pet 

food industry is dominated by well-established leading multinational brands such as 

Mars, Nestle, and Heinz who hold the highest market share for pet food in NZ, the 

remaining market share is divided among the well-established larger, mid-size and 

smaller operators (Coriolis, 2014). The multinational players in the NZ market are 

capable of obtaining economies of scale and operating at an efficient level with minimal 

use of inputs. This creates barriers for new firms to enter the NZ market and succeed, as 

it takes several years for a new brand to establish in a smaller market such as NZ. Further 

to this, to compete with well-established competitors new entrants need to invest in food 

processing equipment and food processing facilities. Another notable barrier is that new 

firms need to hire workers with adequate knowledge and experience which would be a 

difficult task within the present context. Furthermore, product differentiation would be 

another significant barrier for new entrants as existing firms have already established 

themselves within the industry and obtained customer loyalty towards their brands and 

products. As stated above NZ has grown its pet food imports significantly and demand 

remains strong. Thus, entry to NZ by a new importer is also difficult as NZ has stringent 

biosecurity requirements and is a distant market so shipping costs are high.  

 

Overall, there are significant barriers exist in NZ for both local manufacturers and 

importers of pet food. However, these barriers could be considered moderate to high from 

the manufacturer's and importer's points of view. Fundamentally, larger companies that 

hold higher market shares are not seriously affected by new entrants.  
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Bargaining Power of Suppliers  

Suppliers of industry are referred to as those who supply the organisation with 

what it needs to produce products and services (Whittington et al., 2020). Availability of 

substitute suppliers, concentrated suppliers, and high switching costs are some of the key 

determinants of supplier power (B2U, 2016). Primarily, the pet food industry has two 

major types of suppliers; manufacturing equipment and main ingredients such as meat 

(Philips,2014). NZ has a strong pet food industry supplying key products including meat, 

by-products from abattoirs, meat and seafood processors (Coriolis, 2014). The country 

has a robust meat industry so pet food manufacturers are able to choose from a wide 

range of suppliers, as meat processing is distributed widely across the country (Coriolis, 

2014). The majority of NZ suppliers process beef and sheep meat, thus no single supplier 

dominates the market in any key species.  

 

As discussed under Economic Factors, NZ has a growing demand for imported 

pet food, which would weaken the supplier domain, but NZ has also been rated the 

number one exporter for the United States (Cody, 2020). Indeed, this trend will have 

some impact on local pet food manufacturers and ingredient suppliers. Further to this, NZ 

pet owners seek high-quality ingredients in their pet food which incur additional input 

costs on manufacturers. However, this may not fully affect multinational and large-scale 

manufacturers. Therefore, the overall threat from the suppliers in the pet food industry 

can be considered as medium to high depending on the strength of the manufacturer.   

 

Bargaining Power of Buyers 

This element evaluates the ability of the customers to put the company under 

pressure, which also affects the sensitivity of customers to change the price (B2U,2016). 

Moreover, it is important to distinguish buyers from immediate customers from the 

ultimate customers (Whittington et al., 2020). In the pet food industry, this relates to the 

power of the retailer (intermediate customer), and the power of the retail customer 
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(ultimate customer). In NZ, pet food is distributed mainly through supermarkets (75%), 

animal pet stores (10%), and pet clinics (15%) (Cody,2020).  Usually, concentrated 

buyers such as supermarket retailers purchase in high volumes, and they can easily 

bargain on the price as it is the basis of pet food competition (Philips, 2014).  Pet food 

manufacturers have the ability to undercut the competitors to attract and downstream the 

demand of the retailers. On the other hand, as stated above, NZ has a steady growth 

towards imported pet food products, therefore, retailers can easily switch between one 

supplier and another. These factors provide a clear indication that buyer bargaining 

power is considered strong between producing firms and retailers. However, those 

manufacturers who target niche segments may not face the same pressure from their retail 

buyers.     

 

There are several factors pertaining to the buyer bargaining power of the pet food 

consumer. As stated above NZ pet owners are not very price-sensitive when it comes to 

pet food. They expect excellent customer service and high-quality products from the 

retailers. The NZ market offers several options such as local and imported products with 

a range of alternatives. Pet food buyers also become more knowledgeable and demand 

more transparency for what they buy (Philps,2014). Furthermore, new technological 

developments and increased use of social media and digital marketing campaigns assist 

pet owners to obtain more information related to pet food ingredients, new pet food 

brands, and nutritional benefits their pets will receive. These factors allow pet owners to 

switch pet food brands easily within a single retailer, which indeed increases the buyer 

bargaining power. Overall, buyer power in the pet food industry can be considered 

moderate to high.  
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Threat of Substitutes 

Substitutes are products or services that offer similar benefits and functions to the 

market  (Whittington et al., 2020). When the threat of substitutes is stronger in an 

industry, existing players need to focus on operating in a very efficient manner as high-

cost structures may interfere with the profitability of the business (Accounting Tools, 

2021). However, when the threat of substitutes is low, industry players may be more 

relaxed with the cost controls and charge more from their customers (Accounting Tools, 

2021). In the pet food industry, the most basic substitute that can be used as a substitute 

for commercially available pet food is human food and food made from sustainable 

ingredients. These substitutes for pet food are not very commonly used today as 

customers trust in what is already available (Philps, 2014). Linking the social factors of 

the above macro-environment analysis, manufacturing pet food using meat products 

cause significantly higher threats to the social environment. Therefore, to combat this 

pressure in the future producers may need to produce pet food using sustainable 

ingredients. Considering all these circumstances it can be assumed that currently, there is 

a moderate threat from the substitute products in the commercial pet industry.   

 

Rivalry among existing competitors 

The rivalry between the existing players stands at the centre of the five-force 

analysis. According to Whittington et al. (2020) rivalry exists when organisations target 

the same customer segments with similar products and services.  Rivalry among firms is 

considered to be high when there are several competitors, substantial exit barriers are in 

place, the industry is growing slowly, products are not differentiated and can easily be 

substituted, competitors are of similar size, and there are high fixed costs (Philips,2014). 

The top three companies in NZ pet food industry are Mars (Pedigree,Whiskas, MyDog, 

Schmackos), Nestle (Purina, Tux, Friskies), and Heinz (Champ, Chef, PurePet) who are 

expected to account for nearly 50% of the industry revenue (Coriolis, 2014). In addition 

to these top players, there are NZ-owned large-sized firms (Bombay pet food, Butch Pet 

food), medium-sized firms (Allan pet foods, Farm meats), and small-sized firms 
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(Petware, Ultra pet food) competing in the NZ market. The major types of pet food 

produced include dry food, wet food, treats, as well as specialized varieties of pet foods 

including natural, grain-free, and organic products.  

 

Though the pet food industry appears to show significant growth, a high level of 

market saturation makes a high degree of rivalry among the existing pet food 

manufacturers in the NZ market. Firms in this industry should try to differentiate their 

product offerings in order to compete in the NZ pet food industry. The firms that operate 

at small and medium scale can target market niches. Rather than focusing on the common 

meats such as beef and lamb manufacturers can use alternative meat sources such as 

Possum, Deer, and Rabbit which can attract several market niches as they create a clear 

point of difference with the competitors. Since some of the animal segments (Rabbit & 

Possum) are already considered as pests in NZ, manufacturers can help protect the NZ 

native plants and integrate with values such as sustainability (Coriolis, 2014). 

   

The following table presents a summary of Porter’s five forces model analysis, as applied 

to the pet food industry.  
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Overall, it can be stated that the whole NZ pet food industry is currently stable 

and competitive. Large-scale manufacturers in NZ will gain further competitive 

advantages from both local and international markets. However, significant changes in 

some of the macro-environment factors may create some negative impacts on the pet 

food industry.    

2.4  Conclusion 

This chapter has discussed the theoretical aspects and the current industry 

environment related to the main research problem of this study which focuses on the NZ 

pet food industry. The Decision-making process and Brand resonance models were 

discussed as theoretical frameworks whereas the industry analysis was conducted using 

PESTEL framework and Porter’s five forces model.  Firstly, the brand resonance model 

evaluated relevant building blocks necessary to build strong brands based on the 

psychological and behavioural needs of customers. Next, the stages of the consumer 

decision-making process model were described to understand the various activities 

involved when making a purchasing decision. Both brand resonance and decision-making 

models play an important role from the pet food marketer's point of view as it helps in 

influencing the consumer preference towards a certain brand.   

   

In the second section, a macro-environmental analysis for the NZ pet food 

industry was conducted. Different macro elements such as political, economic, social, 

technological, ecological, and legal factors were evaluated to identify their impact on NZ 

pet food industry. Consequently, the analysis revealed that the majority of the elements in 

the macro-environment are favourable for the NZ pet food industry. Thus, pet food 

manufacturers should pay closer attention to environmental factors as the pet food 

industry is contributing significantly to greenhouse gas emissions and agricultural land 

paw-prints. The final section of the chapter evaluated the key driving forces related to 

Porter’s five forces model. The evaluation highlighted that NZ pet food industry is stable 

and shows steady growth in terms of imports and exports.  
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The next chapter will discuss and explore the literature related to the main 

research problem and objectives of this research.    
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Chapter 3. Literature Review 

3.1. Introduction 

The core value of a brand is the ability to build loyalty as this plays a powerful 

role in influencing the decision-making process of consumers. This literature review is 

divided into four themes. First, explored the concept of brand loyalty and its key elements 

such as brand awareness, brand equity, and product attributes. The second theme 

explored the consumer decision-making process. The third and fourth themes will explore 

the factors affecting the switching of brands and the contribution of the marketing 

communication mix respectively. Although the literature represents these themes in 

different contexts, this literature review will primarily focus on the pet food industry. 

 

3.2. Brand Loyalty and its Key Elements 

Brand loyalty has become a prominent topic in the business management 

literature. Chinomona (2016) asserted that companies are trying to enhance brand loyalty 

among their customers. According to Rundel-Thiele and Mackay (2001) marketers treat 

this as an important element in their business process as it generates several benefits such 

as reducing marketing costs, customer acquisition costs, lowering the risk of new product 

failure, and increasing market share. Marketers use these benefits of brand loyalty as a 

potential source of competitive advantage (Aaker,1991; Denoue & saykiewicz, 2009; 

Mellens et al., 1996). To secure these benefits Aaker (1991) posited the importance of 

retaining the existing customers rather than finding new ones. Studies into understanding 

the customer retention aspect of customer relationship management include Verhoef 

(2003), who found that relationship marketing instruments can influence customer 

retention and customer development.  
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A study by Hur et al. (2011) investigated building brand loyalty through 

managing brand community commitment (BCC). They found that BCC plays a mediating 

role between brand community and brand loyalty. They further identified the BCC's role 

in establishing various customer loyalty behaviours such as word of mouth. Similarly, 

Zheng et al. (2015) also explored building brand loyalty through online brand 

communities. Participants for this study were selected through Facebook fan page 

members in Hong Kong. Members were asked to fill a questionnaire about their 

experience of using the Facebook fan page. Zheng found that through direct and indirect 

online community commitment user engagement influences brand loyalty. Muniz and 

Guinn (2001) also supported the facilitating role brand communities play in developing 

brand loyalty.         

 

        While many studies focus on loyalty towards one brand, previous studies 

have claimed that consumers are also loyal to multiple brands (Bennett & Rundel, 2005; 

Felix, 2014; Quoquab et al., 2014; Uncles et al., 2003). Ngobo (2004) for example, 

highlighted in the banking industry many households use more than one financial service. 

Dawes (2014) example also stated that smokers purchase more than one brand of 

cigarettes. Felix (2014) study found that multi-brand loyalty occurs only when consumers 

are trying to meet a specific requirement for one specific occasion. Felix further posited 

that from the managerial point of view, multi-brand loyalty could be considered as a lost 

opportunity. Uncles et al. (2003) also identities that from the managerial perspective 

multi-brand loyalty is challenging. A focus group study by Quoquab et al. (2014) found 

that general customer satisfaction encourages multi-brand loyalty and high satisfaction 

influences single-brand loyalty. A study by Arifine et al. (2019) suggested strategies to 

overcome multi-brand loyalty. Firstly, marketers should offer broader product lines to 

cater to different customer moods and identities. Secondly, companies should guarantee 

regular stock availability at the point of sale because customers may not switch the store 

in order to buy the preferred brand. The literature also has pointed out that customers 

perceive different products as similar in value in a competitive environment (Walsh et al., 
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2007). From the company’s point of view, maintaining single-brand loyalty consistently 

plays a crucial role in establishing brand equity.  

       The literature has further identified brand equity as a key determinant in 

creating brand loyalty. Nam et al. (2011) stated that brand loyalty is one of the 

dimensions of brand equity and is impacted by brand equity. According to Farquhar 

(1989), brand equity can be gained in three ways; building, buying, or borrowing.  

Literature also stated brand equity is prominent and increases the importance of brand 

strategy (Keller & Swaminathan, 2020; Eagle et al., 2003). The findings of Alhaddad 

(2014) stated that both brand loyalty and brand image have a positive effect on brand 

equity.  Alhaddad further stated that compared to brand loyalty, brand image has a bigger 

impact on brand equity. A study by Severi and Ling (2013) found that brand equity is a 

dependent variable of both brand loyalty and image. Furthermore, they identified brand 

loyalty as an independent variable that has a significant effect on brand equity. Similarly, 

Sasmita and Suki (2015) examined the effect of various factors on the brand equity of 

young consumers. Their findings highlighted the importance of emphasising brand 

awareness using new technology such as social media networks to build brand equity 

among young consumers. A study by Sue and Chang (2018) also examined the factors 

affecting young consumer's brand loyalty. They found that different brand equity 

dimensions affect brand loyalty in different ways. Im et al. (2012) asserted that 

dimensions such as brand awareness, brand associations, and brand loyalty are positively 

affected brand equity. Previous literature has also highlighted that high brand equity can 

be affected by emphasising and strengthening brand awareness, brand loyalty, and brand 

quality (Yoo et al., 2000 ; Sasmita & Suki, 2015).  

 

        Brand equity literature indicated a significant relationship between brand 

awareness and loyalty.  According to Keller and Swaminathan (2020) brand awareness 

refers to the ability of customers to recognize or recall the brand under any 

circumstances. They posited that a high level of brand awareness creates learning, 

consideration, and choice advantages that influence consumer decision-making. 
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According to Foroudi (2018) high degree of awareness plays a significant role in 

influencing the customer's purchase decision. Malik et al. (2013) outlined a high degree 

of awareness also can result in high market share and achieve competitive advantage.  

Literature suggested despite market share, a high degree of brand awareness significantly 

contributes to other brand elements such as brand loyalty, brand image, and brand equity 

(Bilgihan et al., 2014 ; Xie & Chen, 2014). Barreda et al. (2015) found other brand 

elements cannot be enhanced without effectively building brand awareness. Their 

findings further revealed that social media marketing and tactics also help in building 

brand awareness. However, findings by Bling (2018) suggested that social media 

marketing activities on brand awareness do not affect the brand image and loyalty. Bling 

further stated the reason for this is that on social media, customers only follow the brands 

with which they are already familiar. Building brand loyalty has become the focal point 

of interest among marketing practitioners. However, as literature highlighted, building 

loyalty is not a simple task as it is an interconnection of a cohesive chain of key elements. 

  

The research highlights that brand loyalty can be also influenced through product 

attributes.  Focusing on product attributes is more important in pet food marketing 

compared to other products, as marketers cannot obtain complete feedback from the 

consumers. The attributes influencing the selection of a pet food brand by pet owners is 

commonly discussed in the literature. According to Belk (1988, 1996), people chose their 

pets fitting to their lifestyles, families, and personalities. Belk (1988) further emphasised 

that when gaining knowledge about consumer behaviour it is important to understand the 

possessions consumers were attached to.  Belk further asserted that food characteristics, 

food recommendation sources, and the relationship between pets and owners have been 

identified as key influences when purchasing pet food. A study by Schleicher et al. 

(2019) stated food characteristics such as price, ingredients, and quality are also 

considered as important among pet food purchasers. They also found that when making 

pet food purchase decisions owners assess the ingredients, freshness, and healthiness. 

Interestingly, participants of this study stated that price is not a significant factor in pet 

food purchase decisions. Likewise, a study by (Kwak & Cha, 2020; Vinassa et al., 2020) 
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also found that price is not as significant an attribute as brand and perception of product 

healthiness. Literature also pointed out despite economic challenges and money-saving 

habits pet food buyers are willing to spend money on pet food (Di Donfrancesco et al., 

2014).  Similarly, Tesfom and Birch (2010) found dog owners are more concerned about 

buying healthy dog food than buying healthy food for themselves. They also found that 

dog owners are more brand loyal when purchasing dog food. Tesfom and Birch further 

revealed dog owners are less price-sensitive when purchasing dog food. However, this 

study also found that this finding is not valid when households exceed two dogs. 

 

3.3. Consumer Decision-Making process 

Consumer behaviour and the decision-making process are regular topics in the 

marketing literature. According to Stankevich (2017) from the marketing point of view, 

knowing how and why customers behave differently helps companies be more successful 

in the market. Stankevich further posited that today, however, the challenge for marketers 

is influencing the purchasing behaviour of customers in favour of their products or 

services. Earlier, Mihrat (2012) stated having detailed information about customer needs, 

attitudes and motivations are important for the survival and development of modern 

companies. According to Bettman et al. (1991 ) for companies, this information is 

important as consumer choices are constantly changing due to new technologies and 

competitive pressure. Shiffman and Kanuk (2004) highlight understanding consumer 

behavour is important to identify purchasing motives. According to Stavkova (2008), 

several factors are affecting the consumer decision-making process.  

 

As Tanja (2015) stated, studying consumer behaviour goes beyond understanding 

what consumers buy. Solomon (2004) posited that understanding how the decision-

making process works and how it affects the consumer buying decision is key when 

studying consumer behaviour. However, the puzzle of identifying the reasons for buying 

a specific product by the consumers is not easy to solve (Kardes et al. 2011; Kotler & 
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Armstrong 2010). Barmola and Srivastava (2010) also posited that consumer behavior 

depends on many factors which make differences in purchasing goods and services. 

These various factors have made a significant change in consumer behavior and the 

decision-making process (Prasad et al., 2016). According to Court et al. (2009), these 

factors have made the purchasing process more complex within the present business 

context.  

 

The literature classifies the consumer decision-making factors in several ways. 

The research outlined that consumer purchasing behavior is mainly influenced by 

personal, cultural, social, and psychological factors (Asp,1999; Bae et al., 2010; Ramya 

& Ali, 2016; Tanja, 2015). A study by Nayeem (2012) investigated the effects of cultural 

backgrounds such as individualism and collectivism on certain areas of consumers’ 

decision-making process. Lawan and Zannz (2013) also asserted that socio-cultural 

factors such as cultural, economic and instrumental factors affect consumer buying 

behaviour. They also pointed out these socio-cultural factors either act independently or 

concurrently with other personal or demographic factors, while Sing and Sing (2014) 

found factors that affect rural consumers vary with age and income. Furthermore, they 

found that with an increase in the age and income of rural customers, the effect of price 

and quality on buying behaviour is significantly increasing.  However, Adaya and Yener 

(2014) argue that consumer behaviour can be positively influenced at the point of sale. 

They found socio-demographic factors such as price, product quality, package type, 

package attributes, labels, and brands have a higher influence on the purchasing decision. 

A similar study by Ahmad et al. (2014) also posited that the color of a product packaging 

is a significant characteristic for consumer decision, followed by the picture or an image 

on the product packaging.  
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 The literature also focused on studying the different perspectives of decision 

making such as customer perspectives Amin ( 2017),  marketers perspectives Yang and 

Lee (2016), and technological perspectives (Darley et al., 2010). Studies into marketer's 

perspectives include one by Yang and Lee (2016), who conducted focus group interviews 

with females to examine the relationship between the promotional mix and the female's 

store decision-making process. They found that consumers with buying intentions react 

better to in-store promotional strategies than those customers without buying intention. 

Similarly, a study into technological perspectives by Lee and Chen (2010), reported that 

rapidly changing social environments and developments in information technology have 

made consumers move from traditional purchasing channels to online channels. Online 

shopping shows rapid growth around the world as consumers feel more comfortable and 

find more time and resources to shop online (Kim & Lennon, 2008; Kuşçu & Yozgat, 

2019). Berezan et al. (2016) also stated that the internet plays an important role in 

customer experience by merging both company created and customer-created efforts. 

Kuşçu and Yozgat (2019) study investigated the influential factors on consumer's online 

search. They found that availability of information, convenience, cost-saving, and 

assortment are the key determinants of online shopping. They also commented, “ 

however, some consumers use online stores to obtain information on various shopping 

aspects and then shop offline” (p.93). Literature suggests consumers find offline 

purchasing provides more benefits than online purchasing (Scarpi at al., 2014). Scarpi 

further outlined that price consciousness has been identified as a key determinant of 

online customer experience. From the marketer's point of view, it is also important to 

understand the repurchasing behaviour of products.  

 

The literature also outlined the importance of human sensory properties when 

repurchasing pet food. However, studies conducted on human sensory analysis with pet 

foods are limited (Di Donfrancesco et al., 2016; Koppel, 2014; Koppel et al., 2019).  

According to Koppel (2014), pet owners can repurchase their pet food when brand and 

packaging information is removed using sensory properties such as appearance and 

aroma. A study by Di Donfrancesco et al. (2012) investigated twenty-one dry pet food 
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products available in the USA market. They found common aroma attributes such as 

grain, barnyard, oxidized oil, and cardboard are some sensory characteristics of dry pet 

foods. However, Di Donfrancesco et al. (2014) identified appearance as a key driver not 

aroma for the overall liking of the dry dog food.  They selected two different sample sets 

and provided them with multiple different colored and shaped kibbles. These were also 

included the aroma characteristics such as smoky, broth, grain, meaty, toasted, and 

musty. Di Donfrancesco asserted “ both the sample sets considered aroma characteristics 

are the least liked and indicated the importance of visual stimulation in the overall liking 

of dry dog food” (p.327). Kopple (2014) also stated usually pet product repurchase 

decisions are based on packaging and marketing claims.  

Understanding consumer's experience is a key concept in the marketing strategy 

literature. Customer experience is considered as a response shown by customers to any 

interaction with a company (Lemke et al., 2011; Meyer and Schwager, 2007; Pine and 

Gilmore, 1999; Verhoef et al., 2009; Zomerdijk and Voss, 2010). According to Brakus et 

al. (2009) brand experience arises when consumers search, shop, and consume brands in 

different situations. According to Meyer and Schwager (2007) customer experience 

includes every aspect of company offerings, which includes quality of customer care, 

advertising, packaging, product features, ease of use, and reliability. Indeed, creating a 

meaningful customer experience is necessary as it plays a fundamental role in 

determining customer preference, which then influences purchase decisions (Gentile et 

al., 2007).  A study by Stein and Ramaseshan (2016) attempted to identify, categorize, 

and define the distinct elements that occur during customer experiences at different 

touchpoints. They conducted semi-structured interviews with customers from various 

retail channel formats. They found distinctive elements of customer experience 

touchpoints including; atmospheric, technological, process, and employee-customer 

interaction. They further commented “ not all elements arise at each touchpoint; rather 

touchpoints are made up of varying combinations of the identified elements” (P.17). 

Eroglu et al. (2003) also argued that retailers and service providers use atmospheric 

elements such as the layout, colors, lighting, music, and scents to influence customer 

appraisal of the retail environment. Similar studies by (Payne et al. 2008; Voss et al. 

2008) also posited the importance of touchpoints such as marketing communication, 
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advertising, internet presence, and after-sales care in establishing strong customer 

experiences. Therefore, it is apparent that the customer experience is a key determinant of 

consumer behaviour and a vital strategic objective for any company.   

The importance of enhancing customer expectations and experiences is also highlighted 

in the pet food industry literature.  Different pet owners have different perceptions and 

expectations about pet food which determines the diet choices for their pets (Vinassa et 

al.,2020). They further stated pet owners consider the quality of the pet food is more 

important than the ingredients they contain. Hence, Michel et al. (2008) asserted 

wholesomeness, perception of the nutritional value, the safety of ingredients, and their 

sources of information are the main influences on pet food choices. They conducted a 

large survey to find out about pet feeding habits. The study found that only a small 

percentage of owners identified as non-commercial feeders who have different attitudes 

towards feeding management of pets compared to commercial feeders. They further 

found non-commercial feeders have a negative perception of commercial pet foods, food 

processing, and the pet food industry.  A similar study by Laflamme (2008) also found 

that only a small percentage of pet owners fed non-commercial food to their pets. Similar 

to the previous study of Michel et al.,  participants of Laflamme’s study also found that 

home-prepared food provides complete and balanced nutrition compared to commercial 

pet food. From the marketer’s point of view, it is important to closely monitor these 

different expectations pet owners have when purchasing pet food. 
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3.4. Factors affecting brand switching  

 

The term brand switching has received considerable attention in the marketing 

literature. This aspect is frequently discussed in the previous literature on consumer 

behaviour and consumer satisfaction (Cheng et al., 2014; Raju, 1984; Shukla, 2004, 

2009). According to Shukla (2009) brand switching takes place as a result of brand 

loyalty decrease and growing acceptance of other brands. Reichheld (1996) asserted the 

importance of searching for the root cause of customer departure as it helps to win the 

customer back and re-establish the relationship on firmer ground. Cheng et al. (2014) 

stated due to the fierce competition in many industries customers are surrounded by many 

brands. They further stated more customers are more likely to be loyal to multiple brands 

than to a single brand. Likewise, Felix (2014) also stated that multi-brand loyalty occurs 

only when consumers are trying to meet a specific requirement for one specific occasion. 

According to Kahneman and Snell (1992) brand switching occurs when customers feel 

different levels of satisfaction. A study by Raju (1984) pointed out two types of brand 

switching, first is dissatisfaction with a current or previous brand, and the second is 

caused by a natural desire for change.  

 

Literature highlights the importance of understanding the influences of brand 

switching behaviour. Shukla (2004) found a weak correlation between dissatisfaction and 

brand switching behaviours. The study further revealed that there is a moderate 

relationship between product involvement, satisfaction, and brand switching.  However, 

Shakula, contradictingly found that the experience of a product or service has no direct 

effect on satisfaction or dissatisfaction and brand switching behaviours. Likewise, Cheng 

et al. (2004) also investigated the factors affecting theme park visitor brand-switching 

behaviour. They conducted focus group interviews with theme park visitors and 

employees targeting four theme parks. Results of their study highlighted visitor variety-

seeking is positively related to visitor switching behaviour through visitor perceived 

value and satisfaction. Previous studies also observed that variety-seeking is an important 
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factor in customer switching (Ridgway,1984; Simonson,1990). Cheng et al. (2004) 

further found that the destination image has the most important effect on switching 

behaviour in the theme park sector.  A survey conducted on young adults found in-store 

brand promotions as an important factor affecting brand switching (Shukla,2009). This 

study also observed that promotions advertised on various media had a low impact on 

consumer brand switching. Dick et al. (1996) posited that a low price strategy can 

increase the switching of brands. However, Shukla most surprisingly found that price is 

not rated as an important reason for brand switching among young adults. According to 

Spreng et al.(1996) behavioural intentions such as overall satisfaction is considered as a 

key determinant of purchasing intentions which, in turn, affect switching behaviours.  

  

 The concept of customer satisfaction occupies a central position in the marketing 

literature. Hellier et al. (2003) stated that customer satisfaction is the overall level of 

customer pleasure that can be derived from the experience with products and services. Qi 

et al. (2012) posited that customer satisfaction is a psychological comparison between 

perceived performance and expectation of a purchase. A study by Lee (2010) also pointed 

out customer satisfaction is a comparison between attitude and judgment. Therefore, 

Althonayan (2015) asserted customer satisfaction is a strong scale to measure the strength 

of the relationship between customers and the service or product provider. Chi et al. 

(2008) also stated customer satisfaction is a highly important asset of any company in 

terms of the success and profitability of the company. Fornell (1992) pointed out from a 

company’s point of view, the primary reason for enhancing customer satisfaction is to 

reduce the risk of switching to one’s competitors. Moreover, retaining customers is a less 

costly and more efficient marketing strategy than finding new customers (Levin 1993). 

However, the literature also highlighted that companies cannot attribute brand 

preferences fully to customer satisfaction as a brand choice is tied to changes in situations 

(Srivatsava et al.,1984; Belk,1976).  
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The research outlined the importance of service quality in order to gain a 

competitive advantage to business and achieve customer satisfaction (Martinelli and 

Balboni, 2012). Research into the goods sector was established initially as the service 

sector was not grown into an independent sector for marketing (Gummesson,1991). 

However, due to the fundamental difference between the two terms, understanding the 

quality in the goods sector is inadequate for understanding the service quality 

(Parasuraman et al., 1985).  They further pointed out service quality is difficult to 

measure and understand as it is intangible, heterogenic, and inseparable. Buttle (1996) 

also asserted that defining and measuring service quality remains difficult due to its 

unique attributes. As Gronroos (1984) highlighted service quality can be evaluated based 

on the combination of technical quality and functional quality, while others suggested 

service quality can be measured by examining the attributes of the service quality ( Bitner 

and Hubbert 1994; Parasuraman et al., 1985). Therefore, both customer satisfaction and 

service quality lay the foundation of service quality theory.  

 

Wei (2010),  in a study that examined the factors influencing bank customer 

satisfaction, found that service quality is the key determinant on bank customer 

satisfaction compared to the value and corporate image.  Wei also observed a moderating 

effect of value on the relationship between service quality and customer satisfaction. 

Furthermore, results also indicated that corporate image also has a direct impact on 

customer satisfaction.  A similar study by Cohen et al. (2006) also found the influence of 

corporate image on customer satisfaction of banking customers. Studies into customer 

satisfaction include Slack and Singh (2019), who surveyed 480 supermarket customers in 

Fiji. Results of this study indicated that the service quality of supermarkets significantly 

affects customer satisfaction and loyalty. They further commented, “ customer 

satisfaction partially mediates the relationship between service quality and customer 

loyalty in the supermarket sector of Fiji, reducing customer’s perceptions of service 

quality leading to lower customer loyalty” (p.553). A study by Shipton et al. (2017) also 

pointed out that the desirable goal of the retailers should be enhancing the service quality 

as it has a direct impact on customer satisfaction and loyalty. On the other hand, the 
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availability of opportunities for customers to shop through multiple channels challenges 

supermarkets to enhance retail service quality, satisfy and retain their customers (Wong 

and Sohal,2003). Thus, traditional strategies used by supermarket management has 

become less effective in differentiating and competing in the supermarket industry                  

(Martinelli and Balboni, 2012). Hence, supermarkets are increasingly searching out and 

opting to deliver effective service quality through innovative methods.     

 

The rapid growth in information technology has enabled the development of 

modern approaches for distributing goods and services (Okeke et al.,2015). 

Consequently, customers increasingly migrate towards online shopping (Daud et 

al.,2016). According to Wind and Ranagaswamy (2001) compared to the traditional 

shopping methods, the online environment provides more opportunities for more 

personalised marketing. Shankar et al. (2003) posited that online customers can more 

conveniently compare alternatives for products and services than offline customers. 

Studies identified some systematic differences in customer attitudes and behaviour for 

products and services chosen online, compared to offline (Degeratu et al.,2000; Lynch & 

Ariely, 2000).  For example, Degeratu et al. (2000) stated price sensitivity may be lower 

and brand names could also have a higher impact online, than offline. However, research 

exploring whether the online medium is negatively or positively impacts customer 

satisfaction is scarce (Shankar et al.,2003).    

 

The literature outlines the importance of enhancing online service quality in 

establishing customer satisfaction. E-service quality  “ referred to as the extent to which a 

web site facilitates efficient and effective shopping, purchasing, and delivery of products 

and services” (Zeithaml et al.,2002,p.363). However, due to the developments of online 

technology, some literature suggested e-service quality should include both website 

service and application service (Pigatto et al.,2017). Jeong and Jeong (2017) also pointed 

out the requirement of maintaining a high-quality website and online application to retain 

customers and motivating them to revisit the website. A study by Suhartanto et al. (2019) 
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examined millennial satisfaction towards online food delivery services. The study found 

both e-service quality and food quality are key determinants in millennial satisfaction. 

Furthermore, they found the e-service quality is crucial in millennial satisfaction with the 

food delivery services rating higher than that of food quality. As a result, millennials 

intend to repurchase, recommend, and be willing to pay more. Therefore, enhancing 

customer repurchase intentions is also vital in gaining a competitive advantage for online 

retailers  (Tsai & Huang, 2007). The literature also highlighted that the repurchase 

intentions of customers are associated with factors such as trust, satisfaction, and 

enjoyment (Chiu et al., 2009; Fang et al., 2012). A study by Buil et al. (2013) found 

companies can develop higher brand awareness and positive perceptions of their brands 

using original, creative and different advertising strategies.  
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3.5. Marketing Communication mix  

 

The literature identified marketing communication mix as a vital element in 

modern organisational activities. Keller (2016) argued that marketing communications 

are one of the complex but crucial components in modern marketing. According to 

Brassington and Pettitt (2000) promotions play a significant role in conveying 

information on products and services to customers. Chinomona (2016) also asserted that 

through communication, an idea or an image of a product or service is identified and 

recognized by many customers. Keller (2009) asserted the importance of effective 

marketing communication in building a strong brand. Keller further commented that “ 

marketing communications create experiences and build communities both online and 

offline” (p.141). Berezan et al. (2016) also posited that the communication mix positively 

stimulates brand loyalty and organization performance. Promotions boost sales and 

increase the profits of the company was another finding (Oh & Kwomn, 2009).  

Promotions can be classified into five components namely; Advertising, Direct 

marketing, Public relations, Personal Selling, and Sales promotions (Kumar and Patra, 

2017). Each promotional mix element plays a different role and has different objectives 

in marketing a brand.  

 

The literature highlights advertising is one of the most visible marketing 

activities. According to De chernatony (2010) advertising communicates a brand’s 

functional and emotional values and is considered the most recognised component of the 

communication mix. In general, the effectiveness of the advertising depends on its 

content and the frequency with which the consumer is exposed to or sees the 

advertisement (Batra et al., 1996; Kotler, 2000). Keller (2007) posited that advertising 

provides several benefits such as create brand awareness, create favorable and unique 

associations to the brand in consumers' memory, and evoke positive brand judgments and 

feelings. However, to achieve intended results, advertising needs to be creatively 

designed and executed (Kapferer, 2004; Keller, 2007). A study by Buil et al. (2013) 
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found that using creative and different advertising strategies helps companies to create a 

positive perception of their brands and develop higher brand awareness. Results of this 

study also revealed that advertising spending has a positive impact on brand awareness. 

However, previous studies also found that amount of financial spending has a negative 

impact in terms of growing brand equity (Keller & Lehmann,2003; Wang et al., 2009). 

   

The literature suggests sales promotions as one of the key elements in the 

communication mix. Promotions have been labeled as a means of communication 

generating a strong impact on short-term consumption behaviour (Laroche et al., 2003). 

Sales promotions provide several benefits to retailers, first, sales promotions are used to 

trigger unplanned purchases (Inman et al., 1990), second, it encourages consumers to buy 

non-promoted goods (Mulhern and Padgett, 1995), and finally, sales promotions 

influence number of store visits of customers (Walters and Rinne, 1986). On the other 

hand, research also argued retailers use sales promotions to reduce their inventory costs 

by encouraging consumers to stockpile (Blattberg et al., 1981). Blattberg and Neslin 

(1990) stated that encouraging the customers to take action could be considered as the 

most significant characteristic of sales promotions. However, Inman et al. (1997) argued 

that promotions can be seen as restrictions as they are only offered for a fixed time 

period. Tan and Hwang (2004) examined the consumer's perceptions and response to 

sales promotional offers carrying restrictions found that retailers use vague scarcity 

restrictions  (“while stocks last”)  as a tactic to protect their financial interests. This study 

also revealed that customers did not agree that these restrictions persuaded impulse 

purchases. However, they also found that vague scarcity restrictions have an impact on 

higher price products such as personal computers. Literature also suggested that the type 

of promotional tools used determines the impact on brand equity and loyalty (Buil et al., 

2013; Mendez et al., 2015). Mendez et al. (2013) for example found that there is a 

negative impact on monetary sales promotions such as price discounts on brand loyalty 

whereas non-monetary promotions such as samples and freebies have a positive effect on 

brand loyalty.   
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Another important element of the marketing mix is the role of public relations 

(PR). Management literature highlights the role of public relations in business success. 

According to Edwards (2012) PR encompasses a wide range of activities including media 

relations, public affairs, external communication, internal communications, and lobbying. 

Grunig (1991) asserted organisations should use PR as a strategic tool and should identify 

the publics that are most likely to help in achieving organsations goals and missions.  

Kotler and Mindak (1978) also posited that PR is a corporate function and highlighted 

three main functions as informing people, persuading people, and integrating with people. 

However, Kotler (1986) also argued PR primarily serves a communication function but 

plays a narrower role than marketing in defining and reaching business goals. Thus, 

White and Vercic (2001) argued that management practioners are not taking PR seriously 

nor giving it sufficient weight mainly because the results of PR are not immediate.  

Personal selling is considered another unique element of the marketing 

communication mix. Personal selling is an individualistic approach that is designed to 

target specific customer segments (Olumoko et al., 2012). Boone and Kurtz (1992) 

posited that personal selling is perceived as a critical contributor to business success as a 

salesperson is engaged with current and potential customers. According to Manning and 

Reece (1998) for smaller firms, personal selling may be useful to differentiate themselves 

or build and maintain effective customer relationships whereas other promotional efforts 

in mass media may go relatively unnoticed for smaller firms. The appearance of the 

salesperson, their product knowledge, their friendliness, and the approach are considered 

the key criteria of effective personal selling (Moore, et al., 1986; Spiro and Weitz, 1990). 

Yang et al. (2008) in a study, examined the link between personal selling and 

collectivism, found in small clothing and shoe retailers in New Zealand, Portugal, and 

Hungary. They found that personal selling is the most popular communication method 

among the retailers of all the three countries. This study also revealed that these retailers 

are willing to spend more of their promotional budget on personal selling than any other 

promotional tool. However, the literature also pointed out that the effectiveness of the 

sales promotions has decreased due to the increasing costs (Grewal et al. 2009; Sheth et 

al.2000).   
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The literature identifies direct marketing as another key element of the 

communication mix. According to Kumar and Patra (2017) direct marketing involves 

providing products and services directly to customers without intermediaries. Selling 

products directly to customers allows producers to receive a better price (Morgan & 

Alipoe,2001). Consequently, direct marketing strategies have increasingly been 

recognised as a viable business option in the agriculture sector (Brinson et al. 2011; 

Uematsu et al. 2011). Similarly, the banking industry also adapted direct marketing 

techniques as a major component of their marketing strategies (Page & Luding, 2003). 

The main reasons for employing the direct marketing techniques by banks arose primarily 

as they underwent a restructuring program (Dunn, 1998; Ramsden,1996). The literature 

pointed out the biggest challenge for banks was addressing the traditionally associated 

factors such as safety, accuracy, quality of service, processing time, and convenience ( 

Budkie, 1996; Marr,1994). Page and Luding conducted a survey using a questionnaire 

and distributed it among 153 customers of banking services. The results revealed that 

customers generally showed a negative attitude towards the use of direct marketing 

strategies by banks. They also found that customers have mixed feelings about response 

channels and low intentions to purchase through direct channels. To overcome certain 

barriers of the communication mix elements it is important to bring various 

communication tools together and deliver a common message to reach desired 

consumers.    

 

Keller (2016) pointed out the importance of integrating all the promotional mix 

components to formulate well-developed integrated marketing communication (IMC) 

campaign.  Kitchen and Burgmann (2010) also highlighted the importance of presenting a 

consistent message by integration and coordination of various channels. They further 

commented that “ the concept is especially valuable in that it places great emphasis on 

the importance of all stakeholder groups and, in particular, on customer loyalty, which 

can only be created through strategic relationship building” (p.1). The literature 

highlighted that IMC emerged mainly because of the developments of information 

technology, changes in the domains of marketing and marketing communications 
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(Kilatchhko,2015; Kitchen et al., 2004; Phelps & Johnson,1996). Phelps and Johnson 

(1996) asserted that IMC helps marketers in several ways; first, it allows 

multidisciplinary campaigns; secondly, it assists advertising strategies that meet 

communications and behavioural objectives concurrently; and finally, IMC can creatively 

generate awareness and foster long-term customer relationships.  Rotzoll (1991) argued 

that IMC is fundamentally changing the practice of marketing communications, while 

Cleland (1995) stated that relatively little has changed.  However, Kliatchko (2015) 

pointed out that IMC emerged as an evolution in marketing communications that made 

drastic changes in three main areas; the marketplace, media and communications, and 

consumers.   

 

The marketing literature has explored how word of mouth (WOM) could 

influence customer demand. According to Lau and Ng (2001) argued WOM is probably 

the oldest mechanism to spread and expressed opinions on products, brands, and services.  

Mahajan et al.(1990) posited WOM forms the basis for interpersonal communications 

and influences purchase decisions. Numerous researchers also pointed out that WOM 

drastically influences sales ( Davis & Khazanchi, 2008; Liu,2006).   Cengiz and Yayla 

(2007) conducted a survey of 512 customers in 23 accounting offices in Turkey. They 

found that WOM is the most powerful way to reach customers including in accounting 

offices. Their study further revealed that marketing mix elements such as products and 

promotions have an important influence on WOM. For experience goods such as movies, 

WOM plays a central role as qualities cannot be easily assessed before consumption 

(Neelamegham and Jain 1999). A study by Bruce et al. (2012) found launching sequential 

advertising campaigns at different stages in the fashion, art, music, and movie industries, 

in which consumer WOM also influences the demand. They pointed out, for example, the 

launch of movies in theatres and then to rentals (Netflix) and retail produce more profits 

in the movie industry. In addition to WOM online consumer products’ review is 

considered as an emerging phenomenon and new element of the marketing mix.   
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Recent literature suggests online consumer reviews are an important aspect of 

product sales and consumer purchase decisions. The growth of the internet and 

information technology has provided facilities for consumers to share their thoughts on 

products online (Avery et al.,1999). According to Chen and Xie (2008) type of product 

information created by consumers based on their personal user experience is referred to 

as online reviews. Mangold and Smith (2012) posited that online reviews are WOM via 

the internet and becoming a vital element in influencing consumer purchasing decisions.  

Compared to traditional WOM, the major benefit of online customer review is the ability 

to reach far beyond the local community (Shi, 2003). Mayzlin (2006) for example, 

pointed out online book reviews have a significant impact on book sales. Liu (2006) also 

highlighted that reviews on the Yahoo movies’ website has a significant impact on box 

office revenue. Previous studies emphasize the importance of online source credibility on 

consumer engagement and consumer opinion (Davy, 2006; Hong, 2006; Rieh,2002). A 

study by Karakaya and Barnes (2010) found that socially-based sites are more credible 

and make a strong impact on customer engagement in online activity while non-socially-

based sites such as company websites and search engines have no significant impact. 

However, the findings of Mangold and Smith (2012) revealed millennials showed a 

definite preference towards company websites when voicing their opinion.  

The studies show digital communication tools have made a radical change in 

modern-day marketing communications. According to Chaffey (2013) digital marketing 

is the use of modern technologies to assist marketing activities in order to meet 

customer's needs and wants. Online marketing tool has become a powerful marketing tool 

for building brands and achieving business success by increasing traffic (Song,2001).  

Kim et al. (2019) asserted that digital marketing offers new opportunities to reach, 

engage, and inform customers about different products and services. The digital medium 

provides benefits to both marketers and consumers as it includes interactivity (Deighton, 

1996), measurability (Hemann & Burbary, 2013), customization (Hawks, 2015), is 

informative (Wind & Mahajan, 2002), relevant (Corniani, 2006), individual (Bird, 2007), 

quick (McDonald & Wilson, 1999), entertaining (Koiso-Kanttila, 2004), convenient 

(Becherer & Halstead, 2004) and cost-effective (Klososky, 2012). Social and mobile 

media have become the main platforms of social media messages which have become a 
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part of the daily life of the people, and often leading to the building of customer 

relationships ( Fujita et al., 2017; Kim,2018). Helm et al. (2013) posited that online 

communication tools are more influential than traditional tools. Research also outlined 

that online experience influences the buying decision of consumers as it affects the 

mental process of consumers (Cetina et al.,2012). However, from the marketer's 

perspective, it is important to understand the correct digital marketing strategy for 

different market segments.  

 

The importance of understanding the appropriate digital marketing strategies to 

achieve business success is commonly discussed in the literature. According to Patrutiu-

Baltes (2016) for all companies, regardless of sector, size, and country of origin digital 

marketing plays a major role in the marketing strategy. Yoga et al. (2019), in a study of 

travel and ticketing agents in Bali, explored the information technology adoption on 

digital marketing communication channels. They found that the travel and ticketing 

agents use mostly emails, websites, and social media as communication channels. They 

also found websites and social media are used as a source of information about their 

products and promotions, while email becomes the main communication device. A 

similar study by Taiminen and Karjaluoto (2015) also found websites and social media as 

the most popular digital marketing channels among small-medium enterprises (SME’s). 

However, the study did not identify emails among the top digital tools used. Smith (2012) 

conducted a survey targeting millennials, the study found there was a substantial increase 

in the popularity of email updates. Moreover, the study revealed website features such as 

graphics, professional layout, bright colurs, and interactive sites make the attention of 

millennials. Smith also commented that “Coupons are overwhelmingly the favorite mode 

of online advertising by Millennials” (P.89). Interestingly, the findings of Smith’s (2011) 

study also supported this view, stating that millennials prefer online coupons and side-

panel ads.  As Yoga et al.(2019) stated, companies use digital marketing as it is 

unavoidable in this era and they do not want to lose to competition. Furthermore, 

pertaining to risks such as cybercrimes and other challenges in digital marketing, these 

make companies reluctant to explore digital marketing deeper.   
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  The research has been more focused on the tremendous opportunities digital 

marketing presents; hence, little attention has been placed on the real challenges 

companies are facing going digital (Leeflang et al.,2014). The transformation of 

communication channels presents new opportunities as well as challenges for any 

industry ( Buzzard et al., 2011; Kaplan & Haenlein, 2010). A study by Royle and Laing 

(2014) who interviewed 20 industry professionals found that a lack of an integrated 

strategic approach to digital marketing is the main problem facing the communication 

industries. However, Valos et al. (2010) posited that the problem with an integrated 

approach to marketing is not new and rapid technological developments make this an 

ongoing issue. Royle and Laing further found that established marketing practices and 

lack of technical skills are the key emerging skill gaps challenging the communication 

industry. A similar study by Leeflang et al. (2014) also found an increasing talent gap in 

analytical capabilities within firms is an important digital marketing challenge.  

  

Marketing communications play a key role in the pet food industry too. Marketing 

communications assist pet food brands in terms of financial performance and increase 

brand performance (Silva, 2015). According to Hobbs (2019) pet food companies 

primarily communicates the health benefits characteristics to customers. A study by Qin 

and Foosiri (2015) explored the factors influencing Chinese consumers to buy pet food. 

They found marketing activities can influence the buyer behaviour of Chinese customers 

and they are more attracted to pet food discounts. However, there is only limited 

literature available on marketing communication that explores the types of marketing 

activities that influence consumers when buying pet food brands.  
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 It is evident from the literature that brand loyalty plays a key role in any business 

context. The research has explored concepts such as brand image, brand awareness, brand 

experience, product attributes, brand switching, and marketing communication mix as 

being essential components when building brand loyalty. However, literature 

simultaneously considering brand loyalty, brand switching and marketing 

communications of pet food are limited rather existing literature focuses more on the 

purchasing decision patterns of pet owners, benefits of keeping pets, and the nutritional 

aspects of pet food. This study investigates brand loyalty, brand switching, and marketing 

communication mix of the pet food industry and fills the gap in this literature.    

3.6. Conclusion  

 

This literature review has examined the literature relating to brand loyalty. There 

is much research to show the importance of building brand loyalty within respective 

industries. The literature further pointed out the reasons for multi-brand loyalty and the 

importance of avoiding it and maintaining single-brand loyalty. There is evidence to 

suggest that the association of supporting attributes such as brand equity, image, product 

attributes, switching, and awareness is important in building brand loyalty. There is also 

much evidence in the literature to show the positive contribution of marketing 

communication mix elements in building brand loyalty. The literature also highlighted 

the significant characteristics of pet food owners when purchasing pet food. Some of the 

characteristics included less price sensitivity, customer possessions, and the ability to 

recognise pet food brands by their appearance. However, there is limited information 

available about brand loyalty, brand switching, and the marketing communication mix in 

the pet food industry.    

Chapter four will elaborate on the different methodological choices employed by 

the researcher to find the answers for the main research problem and the research 

objectives.    
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Chapter 4. Methodology 

4.1. Introduction 

This chapter explains and outlines various research methods that were followed in 

this study. The chapter consists of three main sections. Firstly, it discusses the research 

design which is made up of research philosophy, approaches to theory development, 

methodological choice, the purpose of the research design, research strategy, and the data 

collection methods. In each of these sections, the researcher discusses the methodologies 

chosen for this study and explains the reasons for the selection. The research onion 

framework introduced by Saunders et al. (2017) was employed to explain the research 

design. Moreover, the research design under Section 4.7 separately introduced the two 

data collection methods; questionnaires and interviews to explain the purpose, design, 

procedure, participant, sampling, and data analysis methods employed in each approach. 

The second section explains the limitations of the methodology and the reliability of the 

methods used in the study. Finally, the chapter covers the ethical considerations of each 

method and discusses the strategies employed to overcome the ethical issues of this 

study.   

 

4.2. Research philosophy 

Primarily a research philosophy discusses the nature and development of 

knowledge that will influence the practice of the research. Understanding the research 

philosophy is important as it demonstrates the assumptions and ideas about the world 

(Smith,1998). On the other hand, the nature of the philosophies encourages in-depth 

thinking and generates further questions relevant to a research topic being studied 

(Crossan,2003).  Moreover, Smith et al. (1997) highlighted that there are three major 

reasons for exploring a research philosophy, Firstly, it helps the researcher to refine the 

overall research strategy to be used; secondly, assists the researcher to evaluate and 

choose the correct methodologies based on their limitations, and finally, it helps the 
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researcher to find a creative and innovative approach in terms of selection or adaption of 

methods.  Saunders et al. (2017) discuss five major research philosophies in business and 

management: positivism, critical realism, interpretivism, postmodernism, and 

pragmatism.   

 

According to Crossan (2003) positivism suggests that knowledge should be 

derived from human observation from objective reality and therefore is independent of 

human behaviour. A researcher who follows the positivist approach uses existing theory 

to develop a hypothesis, tested and confirmed in whole or part, and then makes relevant 

revisions and conducts additional tests (Saunders et al., 2017).  Critical realism is a 

branch of philosophy that distinguishes between the real-world and observable world; in 

simple words, there is a world that exists which is independent of the researcher's 

knowledge of it (Sayer, 2004). Conversely, interpretivism refers to the approaches which 

focus on studying the meaningful nature of people’s character and perception (Walsham, 

1995). The primary focus of interpretive research is to adapt new, in-depth 

understandings, and interpretations of the social world (Chowdhury, 2014; Saunders et 

al., 2017). This approach focuses on studying broader relationships of situations which 

usually involves more qualitative data collection methods, and therefore the researcher is 

a part of the research process (Ticehurst & Veal, 2000). Another view of evaluating 

beliefs comes from the pragmatists (Creswell & Creswell, 2018).  Pragmatism mainly 

focuses on a practical understanding of real-world issues which arise as a result of 

actions, situations, and consequences rather than conditions (Kelly & Cordeiro, 2020). 

Furthermore, researchers who use this approach should focus on the research question 

instead of focusing on methods and use all approaches available to understand the 

problem ( Creswell, 2009). Postmodernism is the last philosophical approach which 

focuses on “ in-depth investigations of anomalies, silences, and absences where the 

researcher and research are embedded in power relations” (Saunders et al., 2017, p.137).  
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 This research employed a mixed-method approach for data collection. Mixed-

method usually employs a pragmatic approach as the research philosophy (Baskarada & 

Koronis, 2018; Cresswell, 2009; Johnson et al., 2004; Salehi & Golafshani, 2010; 

Saunders et al., 2017). As discussed above, the pragmatic approach facilitates actions, 

situations, and consequences rather than conditions. This study was mainly focused on 

understanding the insights of brand loyalty and customer behaviour of pet owners and 

there are no specific actions, conditions, or situations involved. Therefore, a pragmatic 

philosophical approach was not appropriate for this study. This research study used a 

combination of quantitative and qualitative data collection techniques; a structured 

questionnaire and semi-structured interviews as mixed methods to answer the main 

research problem and the research objectives. As quantitative and qualitative methods 

facilitate different philosophical assumptions the researcher adopted both positivism and 

interpretivism philosophical approaches for this study. Saunders et al. (2017) also stated 

mixed-method research often considers two philosophical positions.  

 

4.3. Approaches to theory development  

Clear identification of a relevant theory related to the research design is explicit in 

presenting the findings of the research. A research approach can facilitate the theoretical 

developments of the research process (Ticehurst & Veal, 2000). Approaches to the 

research process can work in two ways, inductively or deductively (Saunders et al., 

2017). The inductive approach involves making an empirical observation of a 

phenomenon and forming concepts and theories based on them (Locke, 2007). The 

deductive approach on the other hand starts with a theory that derives from the literature 

and designs a research strategy to test the theory (Saunders et al., 2017).  This study used 

a mixed-method research method to collect both quantitative and qualitative data from 

pet owners in NZ. A structured questionnaire and semi-structured interviews were 

respectively used to gather data from the participants. Collecting and analysing data using 

quantitative methods allows understanding of the relationships among variables using 

descriptive or inferential statistics (Soiferman, 2010). Quantitative data were analysed 
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deductively using descriptive statistics and presented visually using graphs, plots, charts, 

and tables.  In contrast, the qualitative data were analysed inductively building patterns, 

categories, and themes. Therefore, the researcher employed both deductive and inductive 

approaches to theory development.  Bashir et al. (2017) also emphasize that the use of 

inductive and deductive approaches in a single study can improve the results and give 

more confidence to the researcher.        

        

4.4. Methodological choice  

Identification and choice of relevant data collection methods are important when 

designing research. Typically, a study can employ quantitative, qualitative, or mixed 

methods to collect data related to the problem being studied (Cresswell, 2009). The 

researcher employed a mixed-method approach as the methodological choice of this 

research. Mixed methods involve the collection of both quantitative and qualitative data 

to address the main research questions and objectives  (Creswell & Creswell, 2018). 

Indeed, both qualitative and quantitative methodologies hold specific limitations and 

particular strengths (Kelle, 2006). Therefore, combining the two methods compensate for 

the weaknesses and complement the strengths (Johnson & Onwuegbuzie, 2004). The data 

was gathered using a concurrent triangulation approach where the researcher collected 

both quantitative and qualitative data concurrently, then compared the two findings to 

determine the convergences, similarities, or differences (Cresswell, 2009). According to 

Saunders et al. (2017) compared to the use of mono methods, the concurrent approach 

allows interpreting the results together to provide richer and more comprehensive 

responses to the research question, which in this context is to explore the reasons for 

buying the preferred pet food brand by NZ customers. The researcher identified that 

previous studies related to brand loyalty and consumer decision making also adopted 

mixed-methods as the methodological choice (Arifine et al., 2019; Holmes et al.,2020; 

Hur et al., 2011; Mendez et al., 2015) 
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The quantitative data related to this study were collected using a structured 

questionnaire. This included questions about consumer decision-making, brand 

switching, brand attributes, and marketing communication methods related to pet food 

products. A sample of one hundred and fifty participants was targeted for the study, both 

paper and online-based questionnaires were distributed among participants throughout 

NZ and one hundred twenty-three completed and valid questionnaires were received. The 

interview questions mainly focused on understanding the pet owner's decision-making 

process when purchasing pet food and how the marketing communication mix elements 

contribute to building brand loyalty of pet food. The findings of the interviews allowed 

the researcher to obtain an in-depth understanding of the research problem, the findings 

of the quantitative research complemented the results of the interview and vice versa. 

Accordingly, this study compared the findings of both methods on factors affecting 

building brand loyalty among pet food customers in New Zealand. Comparing the 

findings of two methods allows offsetting inherent weaknesses of one method with the 

strength of the other and well-validated and justify the findings (Crewell, 2009).   

4.5. The purpose of the research design 

When conducting a research study the researcher should recognise the purpose of 

the research design to answer the main research problem. Based on the type of the 

research question research can be either exploratory, descriptive, or explanatory research 

(Saunders et al., 2017). The exploratory studies intend to explore the research question to 

discover what is happening and gain insights into the problem being studied (Stebbins, 

2001). Descriptive research mainly focuses on describing the phenomenon and its 

characteristics (Nasaji, 2015). Saunders highlights that in descriptive studies, research 

questions that intend to collect data are focused on gaining a description of events, 

persons, or situations. On the other hand,  explanatory research goes beyond description 

and seeks to explain the patterns, trends, and relationships of the phenomenon (Veal, 

2005). Explanatory research helps the researcher to study the problem in-depth and 

understand the phenomenon efficiently (Cooper & Shindler, 2014).   
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The descriptive research approach was employed as the purpose of the research 

design of this study. The main purpose of this research study is to identify the factors that 

contribute to building brand loyalty among New Zealand pet food customers. In order to 

answer the main research problem, the objectives of this are to determine the decision-

making process in purchasing pet food; understand the contribution of communication 

mix in building brand loyalty; identify the attributes when selecting a specific pet food 

brand and analyse the factors of switching pet food brands. The researcher employed both 

quantitative and qualitative data collection methods to gain an in-depth understanding of 

the main research problem and the objectives.  

4.6. Research Strategy 

   Research strategy is a step-by-step plan of actions to achieve the objectives and 

answer the research problem. A variety of research traditions have resulted in several 

possible research strategies such as experiment, survey, document research, case study, 

action research, grounded theory, and narrative inquiry (Saunders et al., 2017). Saunders 

further stated that principally, research strategies are associated with quantitative, 

qualitative, and mixed-method research designs. A selection of an appropriate research 

strategy depends on several factors, including the purpose of the research and the type of 

the research question (Ponto, 2015). Survey and case study strategies are considered the 

most commonly used approaches in management research. Survey strategy includes the 

collection of standardised data from a sizeable population commonly using 

questionnaires (Check & Schutt, 2011). Ponto also stated that survey strategy allows the 

use of quantitative, qualitative, and mixed-method data collection. In contrast, the case 

study strategy facilitates the exploration of the phenomenon using a variety of data 

sources which allows multiple aspects of the phenomenon to be understood (Baxter & 

Jack, 2008; Yin, 2003, 2018). According to Yin (2003) in case study strategy, 

determining the boundaries of the study is key as it has the capacity to generate and 

investigate in-depth research into the phenomenon in its real-life context. Furthermore, 

Saunders asserted that case study strategy is usually associated with mixed-method 

research designs.     
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The present study included both quantitative and qualitative data gathering 

techniques. The researcher gathered more general information related to the main 

research problem and research objectives from a manageable sample using a structured 

questionnaire, whereas the in-depth information was obtained using semi-structured 

interviews to address some of the research objectives. As discussed above, the case study 

strategy involved a deeper understanding of the research phenomenon by examining a 

specific business case. The current study does not examine a specific business case within 

a certain boundary. Therefore, the case study research strategy was not appropriate to 

answer the research problem and the objectives. Alternatively, the researcher employed 

the survey strategy as it is the most appropriate strategy for the present study.  

4.7. Data Collection and Analysis  

Defining the correct data collection methods are important in finding answers for 

the main research problem and objectives of the research. This study obtained both 

quantitative and qualitative data using a mixed-method approach. A survey questionnaire 

was employed to collect quantitative data and qualitative data was gathered using semi-

structured interviews.  

Method 1: Questionnaire  

4.7.1. Purpose of the Questionnaire  

A questionnaire is a popular and widely used research instrument which use to 

collect data from the respondents and complete it in written format (Marshall, 2005; 

Saunders et al., 2017). Questionnaires offer an objective method of collecting information 

relevant to people’s behaviour, knowledge, attitude, and beliefs (Oppenheim, 1992).  

Despite the popularity of the questionnaire, to achieve a high return rate, it needs careful 

planning, design, and an effective method of distribution (Boynton, 2004). The current 

study mainly focused on understanding the different behaviours of New Zealand pet 

owners when selecting their preferred pet food brand. In order to address this, the 

researcher formulated distinct research objectives: to determine the decision-making 

process in purchasing pet food; understand the contribution of communication mix in 
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building brand loyalty; identify the attributes when selecting a specific pet food brand; 

analyse the factors of switching pet food brands. These objectives purely assess different 

behaviours, knowledge and, attitudes of pet owners in New Zealand. To address these 

objectives a large research sample was required, therefore, the researcher employed a 

self-administered questionnaire to collect data as it is the most appropriate method to 

collect information from the pet owners all over NZ who were the participants of this 

study. All the participants were asked precisely the same questions in an identical format 

and responses were recorded in the same manner.  Rattery and Jones (2005) posited that 

questionnaires enable collecting the information in a standardised manner when gathered 

from a defined population.  

 

The other purpose of using a questionnaire for this study was that it enabled 

gathering information from a large population in a cost-effective way. Bowling (1997) 

also stated that the questionnaire method of data collection is relatively economical, easy 

to analyse, and relatively quick to complete. The researcher identified that previous 

studies related to brand loyalty, consumer decision making, and brand communication 

also employed questionnaires to collect data from the participants (Chinomona, 2016; 

Shabbir et al., 2017; Soon-Ho & Seonjeongvan, 2020; Van der Westhuizen, 2018).  

4.7.2. Questionnaire design 

The design of the questionnaire is pivotal to yield quality usable data and 

achieving a high response rate. Boynton (2004) pointed out that inappropriate design and 

lack of rigour lead to poor quality data, misleading conclusions, and vague 

recommendations. Saunders et al. (2017) also highlighted that the accurate design of the 

questionnaire is crucial in answering the main research problem and the objectives. 

Minimising administrative difficulties are important in questionnaire design which allows 

participants to answer the questions as soon as possible with the fewest possible 

completion errors (Krosnick, 2018). Foddy (1994, p.17) outlined that “ the question must 

be understood by the respondent in the way intended by the researcher and the answer 

given by the respondent must be understood by the researcher in the way intended by the 
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respondent.” The design of the questionnaire usually differs based on how it is delivered, 

returned, or collected (Saunders et al., 2017).  

 

For this study researcher employed a self-completed questionnaire which was 

designed both in paper and online-based formats which consisted of only the close-ended 

questions. Siniscalco and Auriat (2005) stated that close-ended questions are easy and 

quick to answer and the respondent is restricted to a limited set of responses. The online 

questionnaire was developed using google forms. The first section of the questionnaire 

consisted of demographic information of the participants, (age, gender, monthly income, 

employment status). The other sections respectively included questions related to 

research objectives which were addressing the decision-making process of the pet 

owners, communication mix elements that contributes when building brand loyalty, and 

factors of switching the pet food brands (See Appendix B for the survey 

questionnaire). The questions asked the respondents to choose among a possible set of 

answers, the response that most closely represents their viewpoint. Some of the questions 

were included simple options such as ‘Yes’ or ‘ No’ and other questions included 

multiple choice answers. For all the questions respondents were simply asked to tick the 

chosen answer, which helped increase the response rate and save time.     

4.7.3. Pilot testing 

Conducting a pilot study is important to address potential issues before moving to 

the larger study. Marhall (2005) outlined that pilot testing is essential to check the 

reliability and validity of the questionnaire and to remove any flaws such as wordings or 

instructions that can confuse the participant. The researcher conducted a pilot study for 

this questionnaire to identify potential issues before conducting the final data collection. 

Five participants were selected from the researcher's workplace, with ownership of either 

a cat or dog considered as the selection criteria of participants. They were informed that it 

was a pilot study. Paper-based questionnaires were provided and participants were asked 

for their suggestions, opinions, and comments about the questionnaire. All five 

questionnaires were distributed on the same day and participants were asked to return 
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them within five working days. The participants provided positive feedback on the 

content, structure, and flow of the questions, therefore no alterations were required to the 

questionnaire.    

. 

4.7.4. Procedure 

As the main research question highlights, this study was aiming to understand the 

factors that build brand loyalty among pet food customers in New Zealand, The 

researcher distributed the questionnaire in two different formats; hard copy and 

electronically. Paper-based questionnaires were distributed only within Invercargill city 

targeting the online supermarket customers and selected pet stores in Invercargill. The 

researcher was employed as a delivery person for one of the main supermarket brands in 

NZ, which helped the researcher to distribute questionnaires to selected online customers 

who purchased pet food. This process was conducted with complete approval from the 

respective store manager (Refer to the Appendix F for the manager’s approval).   

Next, the researcher visited three main pet stores in Invercargill, explained the 

purpose of the study to respective managers, and obtained their consent for data 

collection from the customers who visited the store. Due to rapidly changing COVID -19 

conditions, instead of using a paper-based questionnaire, the researcher decided to use 

only electronic copies. The researcher displayed a notice at the store inviting the 

customers to participate in the study. A register was left alongside to record the email 

addresses for two weeks. The researcher visited each store every week to collect the 

email addresses and forwarded a link to the survey for each participant. In addition,  

electronic copies were shared via social media platforms such as Facebook, using various 

Facebook pages related to pets within NZ. Further to this, the researcher shared the 

electronic copies of the survey using personal networks throughout New Zealand.    
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4.7.5. Participants and sampling 

The selection of participants is important in terms of data collection and finding 

the answers for the main research problem and the objectives. However, it is not practical 

to collect or analyse data from all the potential participants (Saunders et al., 2017). 

Therefore, it is important to select a group of individuals from the target population as a 

sample to be used in the study (Martinez-Mesa et al., 2016). A sample represents a 

defined subset of participants drawn from the target population (Lunsford  & Lunsford, 

1995).  The research population for the survey questionnaire was selected as those 

individuals (age 18 and above) from throughout New Zealand including Invercargill, who 

owned at least a cat or a dog. Saunders pointed out that the sample selected should be 

relevant to the population highlighted in the research question and the objectives. 

Furthermore, the more the sample is representative of the population the accuracy of the 

interferences is higher and the results can be generalisable better (Alvi, 2016). Therefore, 

a selection of an adequate sampling technique is important to collect data from the target 

participants.  

A sampling technique enables the researcher to systematically select a relatively 

smaller number of participants from a predefined population. This mainly concentrates on 

two types of probability, non-probability, and their subcategories (Sharma, 2017).  In 

probability sampling, every member of the population has a probability of being selected 

in the sample, In contrast in non-probability sampling, the likelihood of selecting some 

individuals from the target population is unknown (Alvi, 2016; Martínez-Mesa et 

al.,2016). As this research considered the participants throughout New Zealand, the 

researcher employed the non-probability sampling approach as the most appropriate 

sampling technique to collect data from the participants in order to answer the main 

research problem. This sampling method provides a range of alternative techniques such 

as convenience, quota, purposive, or snowball sampling methods (Martínez-Mesa et 

al.,2016). Considering the nature of this study researcher employed both convenience and 

snowball sampling methods to collect data from the target participants. As mentioned 

above the researcher distributed both paper and online-based questionnaires to collect 

data. The paper-based questionnaires were distributed using the convenience sampling 
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method. The researcher was an online delivery person for one of the major supermarket 

brands in NZ, as a result, the researcher was able to access desired participants. This was 

the most appropriate method for a paper-based questionnaire as the convenience 

sampling method provides the researcher to select participants according to their 

convenience accessibility. To complement this, the snowball sampling method was 

employed to distribute the online questionnaire. Initial participants who owned either a 

cat or dog were asked to forward the online questionnaire among those who meet this 

selection criterion as it was difficult for the researcher to identify eligible candidates. 

Snowball sampling allowed participants to be volunteered to be part of the research and 

also allowed the researcher to obtain additional respondents from the information 

provided by the initial respondents (Acharya et al., 2013). The target sample for survey 

data collection was 100 -150 participants, which would be representative of the entire 

population of pet owners (Dog or a cat).  

 

4.7.6. Data analysis 

The raw data gathered from the questionnaires needed to be processed to produce 

useful information. According to Dudovskiy (2018) primary data findings should be 

critically analysed and interpreted objectively. The data analysis is the most important 

part of the study as it helps the researcher to discover the relationships and gain an 

understanding of what the data collection means and how it is relevant (Albers, 2017).  

The quantitative data can be analysed using two data analysis theories; descriptive or 

inferential statistics (Saunders et al., 2017). Descriptive statistics allows the researcher to 

describe the basic features of the data in a study whereas, inferential statistics shows the 

relationship between variables that can make predictions and generalise findings 

(D’Souza et al., 2017). The researcher employed descriptive statistics approach to analyse 

the raw data of this study. As mentioned above, the main research problem of this study 

focused on understanding the factors when buying a preferred pet food brand by New 

Zealand customers. Therefore, by employing descriptive statistics researcher was able to 

understand and properly describe the data relevant to the research objectives which are; 
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to understand the pet food purchasing decision-making process, brand switching factors, 

the contribution of the marketing communication mix, and pet food selection attributes of 

the selected sample. Finally, the researcher presented the data in a meaningful way using 

graphs, charts, and line plots which allowed simple interpretation of data.  

 

Method 2: Semi-Structured Interviews  

4.7.7. Purpose of interviews 

Interviews are a popular option for researchers for collecting qualitative data.  

Interviews allow face-to-face verbal exchange in which one person the interviewer 

attempts to gain desired information from and gain an understanding of another person, 

the interviewee (Rowley, 2012). According to Hannabuss (1996) naturally, the interviews 

allow the researcher to adjust the pace and style of asking questions to bring the best out 

from the participants.  Saunders et al. (2017) pointed out that when conducting 

interviews, asking purposeful questions and carefully listening to the answers is essential 

when exploring a phenomenon. Thus, Seidmen (2006) commented that focus should be 

given to questions that will be asked, as interviewing is all about understanding the 

experience of other people and the meaning they make of that experience. Furthermore, 

Rowley also highlighted that the interviews are useful in gaining insights or 

understanding of opinions, attitudes, experiences, processes, or behaviours. 

Fundamentally, there are three types of research interviews: structured, semi-structured, 

and unstructured (Gill et al., 2008). Structured interviews are principally verbally 

administered questionnaires in which predetermined questions are asked, whereas 

semistructured interviews consist of several questions that help to define the areas to be 

explored. Conversely, unstructured interviews are performed with little or no organisation 

and do not reflect any predetermined concepts or ideas (Knox et al., 2009).    

The researcher employed semi-structured interviews to collect qualitative data 

from the participants of this study. Some of the research objectives of this study included 

identifying the decision-making process, understanding the contribution of the 
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communication mix, and analyzing the factors of switching pet food brands, which 

required exploring views and understanding of experiences, beliefs, opinions, and 

behaviours of pet owners. The researcher believed semi-structured interviews provided a 

deeper understanding of the problem and were, therefore, the most appropriate method 

for this study. The main purpose of using semi-structured interviews was two-fold; first, 

the researcher was able to use several key questions that helped to define the 

phenomenon. Second, they allowed both interviewer and interviewee to separately pursue 

an idea or response in more detail. Gill et al. (2008) also emphasize that compared to 

structured and unstructured interviews, this approach provides flexibility and allows 

participants to discover or elaborate on information that is important to them. The 

researcher also found that previous studies related to brand loyalty, communication mix, 

and consumer decision-making also employed semi-structured interviews to collect 

qualitative data from the participants  (Arifine et al., 2019; Felix, 2014; Hur et al., 2011; 

Mendez et al., 2015).     

4.7.8. Procedure 

The researcher approached the online delivery customers who owned either a cat 

or dog as the participants for the interview. A written invitation was given to the 

participants alongside the permission letter received from the store manager. Only those 

who accepted the invitations took part in the interviews which were conducted in 

Invercargill.  The interviews were conducted in places that were convenient for the 

participants and recorded on a phone and later transcribed. An information sheet (See 

Appendix D ), which provided details about the study, and a consent form (See 

Appendix E ) were given to the participants before they began the interview. The 

researcher commenced with the interview only after the participants had read the 

information sheet and signed the consent form.  
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4.7.9. Interview Participants 

The researcher conducted four face-to-face interviews in Invercargill. The general 

information of each participant is summarised in the below table.   

Table 4.1 

Summary of interview participants 

1. Participant  
 

Female, early 40s, working as a Laboratory technician 

2. Participant  Female,72 years, Retired 

3. Participant  Female, Mid 60s, Self employed 

4. Participant   Female, 67 years, Full time traveller 

4.7.10.  Data analysis 

The answers, thoughts and opinions expressed through semi-structured interviews 

needed to be summarised and described in a meaningful way. Essentially, these words 

required analysis using a qualitative research technique (Lacey & Luff, 2001). Thus, 

analysis of qualitative data is a complex and challenging part of the qualitative research 

process (Dierckx de Casterle´et al., 2012). Froggatt (2001) stated that there is no one 

right way to analyse qualitative data as there are different approaches that exist with 

different theoretical foundations. Some approaches to qualitative analysis include; 

thematic analysis, grounded theory, narrative analysis, template analysis, and content 

analysis (Saunders et al., 2017). Lacey and Luff highlighted that much qualitative 

analysis follows the thematic analysis approach. Therefore, the researcher employed the 

thematic analysis approach to analyse all the recorded data transcripts from the semi-

structured interviews. The researcher also believed that this was the most appropriate 

method for this study as it allows interpretation of data in terms of achieving the research 

objectives.     
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Thematic analysis is considered an increasingly popular, flexible, and accessible 

method of qualitative data analysis. As Braun and Clarke (2012, p.57) define “ thematic 

analysis as a method for systematically identifying, organising, and offering insight into 

patterns of themes across a data set.  This method allows the researcher to identify and 

illustrate the themes which are important in relation to the particular research question 

being explored (Daly et al., 1997). According to Joffe (2012) idea of a theme must be 

closely examined as it represents a specific pattern of meaning found in the data. Braun 

and Clarke also emphasize that the purpose of analysing numerous patterns across the 

data set is to identify those relevant in answering a particular research question. 

Furthermore, the thematic analysis gives the researcher the ability to associate analysis of 

a frequency of a theme throughout the whole content (Alhojailan, 2012). The researcher 

followed the six-phase guide introduced by Braun and Clarke (2006) to conduct the 

thematic analysis as it is a useful framework for this purpose. The steps of the guide are 

shown in Figure 4.1 below.  
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Figure 4.1 

Thematic Analysis Process 

 

 

 

 

 

 

 

 

 

 

 

 

 

Note. : Braun & Clarke’s six-phase framework for doing a thematic analysis. From  “ 

Doing a Thematic Analysis: A Practical, Step-by-Step Guide for Learning and Teaching 

Scholars,” by M. Maguire and B.Delahunt, 2017, All Ireland Journal of Teaching and 

Learning in Higher Education, 9 (3), p.3354: http://ojs.aishe.org/index.php/aishe-

j/article/view/335 
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The flexibility of the thematic analysis method allows it to be conducted 

differently, either inductively or deductively. An inductive approach to data analysis is 

driven by the data where the codes and themes emerge from the content of the data 

(Braun & Clarke, 2012). The deductive approach on the other hand use concepts and 

theories to formulate codes and themes (Saunders et al., 2017). The researcher employed 

an inductive thematic analysis approach to analyse the transcribed data and formulated 

relevant themes that were emerged from the data. The emerged themes and patterns were 

discussed and analysed in detail in Chapter Five. As discussed in the methodological 

choice above, the researcher compared and triangulated the findings of the interviews 

against the findings of the questionnaires to verify the findings and results of both 

methods. This also helped the researcher to increase the credibility and validity of the 

findings on factors affecting building brand loyalty among pet food customers in New 

Zealand.  

 

4.8. Limitations, reliability and bias 

The main limitation of this research was the limited time available to complete the 

thesis. The study was aiming to explore the factors that affect brand loyalty of New 

Zealand pet owners, thus, it was required to be completed within nine months. As the 

time constrain directly affect the ability to study the in-depths of the research question 

and the objectives, the results of the study weren’t able to be generalised to the whole pet 

food industry of New Zealand. Furthermore, continuous restrictions imposed on social 

distancing, and other concerns such as vaccination and transmission issues that occurred 

due to the Covid-19 pandemic made an impact when reaching participants to conduct 

interviews. The other limitation of this study was the recruitment of the participants. 

Although the study was focused on the whole of New Zealand the interviews were 

conducted only in Invercargill. The size of the sample was not adequate for the survey as 

the total sample was not truly representing pet owners from all over New Zealand.    
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Reliability and validity are essential parts of research. As Roberts and Priest 

(2006) explained these are the ways of demonstrating the rigour of the research process 

and the trustworthiness of the findings of a study. McKinnon (1988) pointed out that 

several explicit actions need to be taken to address the validity and reliability. McKinnon 

further stated that these actions are not standardised or routine but they are time and 

situation-specific. However, Lakshmi and Mohideen (2013) stated achieving reliability 

and validity are challenges faced by researchers. For the present study, the researcher 

followed several methods to address the validity and reliability in both quantitative and 

qualitative data collection methods. The actions are discussed below. 

Reliability Measures  

1. Questionnaires were designed using close-ended and multiple-choice questions to 

make it convenient for participants and attain more accurate or reliable responses 

 

2. To avoid participant bias researcher made the participant names anonymous in 

both the survey and the interviews.    

 
3. To avoid the researcher's bias researcher did not express or interven with the 

interviewee's ideas or never provided suggestions during the interview process. 

 
4. Furthermore, to avoid participant bias during the interview the researcher framed 

more open-ended questions to prevent the participants from simply agreeing or 

disagreeing on an opinion. Alternatively, if the answers did not sound true 

researcher asked the question in different ways.  

 

Overall, the researcher believes that the same results can be achieved by using the 

same methods under the same circumstances. 
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Validity Measures    

1. The researcher never pressured or forced the participants in anyways to select 

specific choices for the survey questions or during the interviews 

 

2. Taking into account the nature of this study the researcher employed a mixed-

method approach and compared the data in the analysis process to ensure the 

quality of collected data and research findings 

 
3. The researcher clearly defined the research population and chose adequate 

participants to represent the population  

 

4.9. Ethical considerations 

Ethics plays an integral part when conducting research. According to Gajjar 

(2013, p.8) ethics can be defined as a “ method, procedure, or perspective for deciding 

how to act and for analyzing complex problems and issues”.  Following relevant ethical 

guidelines is important in research when there is human participation  (Rani & Sharma, 

2012). As human participants were involved in this study, the researcher followed the 

instructions and guidelines provided by the Southern Institute of Technology (SIT) Ethics 

Committee. The researcher obtained ethical approval from the Ethics Committee before 

commencing the project. The ethical approval letter granted by the SIT Ethics Committee is 

attached in Appendix A. As the researcher employed both questionnaires and semi-

structured interviews to collect data from human participants. Therefore, the researcher 

applied specific ethical considerations for both approaches as discussed below.   
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4.9.1. Method 1: Questionnaire 

The researcher included written implied consent for both paper-based and online 

questionnaires. Both forms of questionnaires were included in an information section at 

the top of the questionnaire to avoid deception. This provided the full information 

including the purpose of the study and what participants are required to do. Also, the 

participants were informed that this study does not require any personal information of 

the participants, and the identification of the participant will be kept anonymous. 

Furthermore, the participants were also given the chance to withdraw from the study. 

Finally, the researcher informed that the results will be used as part of this thesis and 

stored on a password-protected computer for five years and provided relevant email 

contact details of the research supervisor and ethics committee to address any further 

concerns of this study. The questionnaire used for this study is attached in Appendix B  

of this thesis.   

 

4.9.2. Method 2: Interviews 

A participant information sheet (see Appendix D ) which included a summary of 

the overall study was provided to the participants before the interview commenced. An 

explanation was clearly given to all the participants that they had a right to withdraw from the 

study at any time even after the informed consent had been signed. The researcher further 

explained that as their participation was voluntary and that refusing to participate or 

withdraw from the study while it was in progress would not affect the quality of this research 

or themselves. Once the participants understood what was being asked of them a consent 

form (see Appendix E ) was given and a signature was obtained from each participant before 

the interview started.   

 



85 

4.10. Summary 

 This chapter discussed the appropriate research design and the methodologies 

applied in this research.  As explained in the introduction section of this chapter the 

researcher employed the research onion framework to explain the design of this research. 

The first section of the chapter explained and justified the most appropriate research 

philosophy for this study. As this study employed a mixed-method approach for 

quantitative and qualitative data collection the researcher adopted both positivism and 

interpretivism philosophical approaches as the most appropriate methods. Furthermore, 

inductive and deductive methods were chosen as the appropriate approaches to theory 

development.  

 

The next section of the research design explained the data collection and data 

analysis methods employed in this study. A survey questionnaire and semi-structured 

interviews were used to collect both quantitative and qualitative data for this research. 

The quantitative data was analysed using descriptive statistics and the thematic analysis 

was used to analyse the qualitative data. The limitations and the reliability of the data 

were discussed in the third section of this chapter. Lastly, the chapter explained the 

possible ethical considerations aroused in both data collection methods.  

 

The next chapter presents the findings of the questionnaire and interviews. In 

addition, a theoretical discussion will be conducted relevant to the main research question 

and the objectives.     
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Chapter 5. Findings and Analysis 

5.1. Introduction 

Detailed discussion and presentation of the key findings and data analysis of the 

present study are presented in this chapter. The main research problem of this study was 

focused on finding ‘which factors build brand loyalty among pet food customers in New 

Zealand?’. To answer this research question, the objectives of this research were to: 

identify the factors that determine the decision-making process in purchasing pet food; 

understand the contribution of communication mix in building brand loyalty; analyse the 

factors of switching pet food brands. Section 5.2 focused on anlaysing and interpreting 

the findings obtained using the survey questionnaires. This is followed by the 

interpretation and discussion of interview data findings which is presented in the same 

section of the chapter. Section 5.3 compares and combines the significant findings of 

both data collection methods relevant to the main research problem and the objectives. 

Finally, the section relates the findings to the relevant literature and the relevant 

theoretical concepts identified in Chapter 2.      

 

As discussed in the methodology chapter of this report, a mixed-method approach 

was employed to collect data using survey questionnaires and semi-structured interview 

questions. The questionnaires were distributed using convenience and snowball sampling 

methods as the researcher employed both paper-based and online questionnaires to 

collect data from the participants. The researcher received 123 valid responses from the 

research participants. This was an 82% response rate from the target population of 150 

participants.  The researcher invited four participants to be interviewed in Invercargill 

and they all accepted. The semi-structured interview was conducted to collect data for 

qualitative analysis. The survey data were analysed using descriptive statistics and results 

were presented using graphs, charts, and tables. The interview data were analysed using 

thematic analysis and presented using relevant quotes from the participants. 
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5.2. Results 

5.2.1. Method 1: Questionnaire 

The questionnaire for this study consisted of twenty questions which included 

both single response and multiple-choice questions. All the questions were structured to 

cover the main research question and the research objectives of this study. The first part 

of the questionnaire (questions 1 -7) was focused on collecting demographic information 

of the participants, and the remaining sections respectively included questions related to 

pet food types, frequency of purchase, factors that determine purchasing pet food, 

communication methods, and brand switching factors. Refer to Appendix B for the 

questionnaire.     

5.2.1  Gender composition  

Examination of gender information is key for this study as it helps to understand 

the relationship between gender and pet ownership of New Zealand pet owners. All the 

123 participants answered this question, with the resulting response's gender composition 

shown in Figure 5.1. 

Figure 5. 1  

Gender Composition of the Participants 
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According to the above figure, the majority of the pet owners (69%) are females 

(84 participants) of the total population (N=123). In contrast, only 25% (31 participants) 

of the participants were males, which is a significantly lower figure compared to males. 

This data suggests that females in New Zealand are more likely to own pets compared to 

males. As identified in the social factors in macro-environmental analysis Fraser et al. 

(2020) also revealed that in NZ, pet owners are more likely to be women.   

5.2.2. Age of the participants 

Table 5. 1  

Age Composition of the Participants 

Description 20-29 30-39 
Above 

40  Total 

          
Total Participants 22 31 70 123 
Percentage 18% 25% 57% 94% 

N=123 

Table 5.1 shows the age composition of the sample participants. The majority of 

the pet owners (70) were above 40 years of age which represents 57%. The second 

highest participants were in the 30 -39 years age bracket represents 25% of the sample. 

The lowest pet ownerships was noted in the 20-29 category which represent 22 

participants. This suggests that in New Zealand pet ownership is popular among the 

people over the age of 40 years. Furthermore, findings also showed that the over 40 age 

group being over twice the number of the next highest category. As highlighted in macro 

environment analysis pet ownership demographics for 2020 by Companion Animal New 

Zealand (2020) also emphasises that the majority of pet owners in New Zealand are 

above 40 years.   
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5.2.3. Pet ownership 

Survey questions four and five examined the type of pets and the number of pets 

owned by the participants. Table 5.2 represent the results.   

Table 5. 2  

 Pet Ownership 

Pet Type Ownership 
No.of 
Pets 

      
Dog  41 61 
Percentage 33% 23% 
      
Cat  51 202 
Percentage 41% 77% 
      
Both Dog and Cat  31   
Percentage 25%   

N = 123 

The results show that a majority of participants (41%) owned a cat. It can be 

assumed that cats have become the most popular pet among participants as each cat 

owner has on average nearly four cats. This is supported by the statistics presented by 

(NZPFMA, n.d.) about pet populations in New Zealand. The report revealed that Cats are 

the most popular pets in New Zealand with 41% of the households owning at least one 

cat, with a total cat population of a 1.2million This is a significant figure compared to 

dogs where there is only an average of 1.5 dogs per person in their household. 

Interestingly, 31 participants owned both a cat and a dog in their households. These facets 

are further supported by the data presented in Companion animal New Zealand (2020) 

which stated that the second most popular pets are dogs with a total of 851,000 dogs and 

15% of New Zealand households share their homes with both a cat and a dog 
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5.2.4. Period of pet ownership  

Participants were asked how many years they had their pet. Figure 5.2 shows the 

different periods of pet ownership among the participants.  

Figure 5. 2  

Period of Pet Ownership 

 

 

 

. 

  

 

 

 

 

The data clearly shows the majority of participants (87) had owned a pet for more 

than five years followed by 15 participants who had owned a pet for 1-3 years, with a 

similar number of participants for each of the 4-5 years, and less than a year categories 

(11 and 10 respectively). The vast majority of participants had significantly longer 

experience of owning a pet which strengthens the validity of data collected in their 

responses in regard to pet food brand loyalty. As highlighted in the literature review, 

Aaker (1991) pointed out the importance of retaining the existing customers rather than 

finding new ones as they are loyal to one brand and regularly recall that brand.  
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5.2.5. Employment status  

Question seven of the survey examined the employment status of the participants 

and it was measured based on seven categories.  The below figure presents the results of 

the employment status related to the sample participants.  

Figure 5. 3  

Employment Status 

 

As shown above, 72 participants were employed full time which represents 59% 

of the total participants, whereas 20 participants (16%) in the sample were employed 

part-time. The third highest participants (12) in the sample were identified as retired 

participants.  This indicates that having employment is a key determinant for pet owners 

when making the purchasing decision of a particular pet food brand. This fact agrees with 

the statement by Fraser et al. (2020) as highlighted in the PESTEL analysis stated that 

New Zealand pet owners are more likely to be employed. It can be suggested that having 

a full-time job provides confidence to spend more on pet food compared to participants in 

other categories. The economic analysis conducted in chapter two also revealed that 

having employment is a positive sign of an economy and it increases the buying power of 

consumers (Hankin,2020).   
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 5.2.6 Buying Frequency 

The identification of the buying frequency of the participants is an important facet 

of this study. The findings of the buying frequency of participants are presented in the 

below Figure 5.4.  

Figure 5. 4 

Buying Frequency  

 

 

 

 

 

 

 

 

 

As the above figure showed a majority of the participants (85) prefer to buy their 

pet food every week. Thus, other participants prefer buying their pet food fortnightly (17) 

or monthly (15). As the findings suggest the majority of pet owners are frequent buyers 

of pet food. It can be suggested that pet owners demonstrate an increased sensitivity and 

attention towards the health and nutrition of their pets. As highlighted in the literature 

review, Tesfom and Birch (2010) found that pet owners are more concerned about the 

health and well being of their pets than themselves. On the other hand, it’s a key factor 

from the retailer's and marketer's point of view, as it affects brand loyalty and purchasing 

decision.  
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5.2.6. Preferred Location  

Figure 5. 5  

Pet Food Purchasing 

 

 

 

 

 

 

 

As presented in Figure 5.6, supermarkets are the most popular location (89) for 

buying pet food for a majority of participants. The local pet store (28) was the second 

most popular location for buying pet food among participants. However, other locations 

such as chain pet stores, online retailers, and supermarkets online are less attractive 

options compared to the first two locations. The macro-environmental analysis conducted 

in chapter two also revealed that 75% of all pet food sales in NZ are done through major 

supermarkets and the rest is distributed through Animates pet stores, Warehouse Group, 

and other small pet retailers (Cody, 2020). This finding suggests the convenience of 

shopping is a factor while buying groceries from the supermarket may be a factor in 

buying pet food. In addition, some participants have stated they prefer to visit different 

places such as farm stores (5), vet clinics (2), and butchers to buy pet food. Significantly. 

these participants have not chosen any other popular locations in the given categories.     
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5.2.7. Type of Food Feed 

 

This was a multiple-choice question where participants were able to choose more 

than one option as their answer. 

Figure 5. 6 

Types of Pet Food 

 

 

 

The above Figure 5.7 shows the type of pet food that the participants feed their 

pets. According to the data collected majority of the respondents (53%) prefer to feed dry 

kibbles for their pets, followed by wet cans. This suggests that dry kibbles are much more 

convenient to handle compared to the other pet food types. The industry analysis that was 

conducted using Porter’s five forces analysis also revealed that dry kibbles appear to be 

one of the leading products among New Zealand pet food manufacturers. The third 

preferred pet food type for 14% of the participants was raw food. Thus, few participants 

in the sample stated that in addition to the common types of food available they feed their 

pets with different types of food such as cooked vegetables. This is consistent with the 
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previous study by Laflamme (2008) who found that only a small percentage of pet 

owners fed non-commercial food to their pets 

The researcher further analysed the data to identify the relationship between the 

food type and the pet type. Below Table 5.3 shows the consumption of different food 

types by individual pets belonging to each participant.  

Table 5. 3 

Food type vs Pet Type 

  Pet Type 
Dry 

Kibbles  
Wet 
Cans  

Semi-
moist 

Home-
Cooked  Raw 

            

Cats 37 36 4 3 3 

Dogs 45 16 4 4 8 

Both Cat & a Dog 24 12 3 4 8 

            

 

As the above table presented it can be identified that dry kibbles (45 participants) 

are most popular among dog owners, but cat owners (37 participants) show less 

preference towards dry kibbles.  Likewise, those who owned both a cat and a dog also 

showed a similar food selection preference. In contrast, cat owners showed little 

difference in preference between dry kibbles and wet cans. The table also presented that 

other food types such as semi-moist, home-cooked, and raw food types were less popular 

among both pet owners. 
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5.2.8. Average Monthly Spend on Pet Food 

Figure 5. 7  

Average Spend on Pet Food 

 

 

 

 

 

 

 

 

 

Survey question 11 was focused on examining the average monthly spend on pet 

food by the participants. According to Figure 5.6, most of the participants (52) spend 

$51-$100 on pet food every month followed by $101-$150 (28) which is the second 

highest spend monthly. However, some participants (26) in the sample state they spend 

less than $50 per month, this is the lowest amount spent on pet food by the participants. 

On the other hand, very few participants stated that they spend more than $200 on pet 

food every month. This finding suggests that while the bulk of participants spend below 

$150 per month on pet foods, a small number also invest up to and over $200 per month. 

This is may be due to a preference for the premium brands or the possibility that they 

have more pets.   
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5.2.9. Purchasing decision  

Survey questions 12 and 13 asked about the decision-making in the households 

when  purchasing pet food. As the below Figure 5.9 shows, 80% of the participants have 

stated they are the primary decision maker when selecting a pet food brand. When further 

analysis of the data was undertaken, it was identified that 75% of the primary decision-

makers were females whereas only 25% of the males were involved in making 

purchasing decisions. Since the majority of pet owners were females (Figure 5.1) it can 

be assumed that they were involved in the primary decision-making when purchasing pet 

food. Those who have selected others stated that both husband and wife were involved in 

the pet food purchasing decision.  

Figure 5. 8  

 Purchasing Decision 

 

 

 

 

 

 

 

 

 

 

 

 

80%

16% 5%

Purchasing Decision

Yes No Other







100 

As the above figure shows a majority of the participants (57%) receive 

information about the product categories and the relevant brands while they shop at the 

store. The use of the internet to search product information has been the second most 

popular (23%) method among the participants.  In addition, friend/family 

recommendations and word of mouth were the third and fourth most popular methods 

respectively among participants for searching information about pet food products. 

Furthermore, out of the total sample, 14 participants have stated that they obtain relevant 

product information through TV commercials. Thus, social media, online commercials, 

paper advertisements, and radio commercials were shown to least popular methods used 

by the participants to receive relevant product information. This suggests that visiting the 

store physically enables the pet owners to receive exposure to in-store marketing 

strategies and interact with information about many other competitor brands. This allows 

them to make immediate product comparisons before making the final purchasing 

decision. According to the literature review, Blattberg and Neslin (1990) stated that 

encouraging the customers to take action could be considered as the most significant 

characteristic of sales promotions.  

 

Question 15 was aimed at finding out whether current marketing communication 

methods are informative for the pet owner when buying pet food. Surprisingly, 

participants showed equal responses for this question where 50% of the participants 

agreed that the current marketing communication methods used by marketers are 

informative and assist in purchasing pet food. Hence, the other 50% of the participants 

believed that current marketing communication methods used are not informative when 

buying pet food.  

The next question of this section was a multiple-choice question that focused on 

identifying the preferred communication methods of participants about pet food brands. 

The results are shown in Figure 5.11 below.  
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outcome could be assumed to be that the majority of the participants in the sample were 

above 40 years of age.   

 

5.2.11. Period of Using the Current Pet Food Brand 

 

Question 17 was a single response question that was designed to collect data on 

the period of using the current pet food brand. Participant responses are shown in below 

Figure 5.12.  

Figure 5.12  

Period of use  

  

 

  The results from this question are remarkably clear, with most of the participants 

(75%) indicating that they had been using their current pet food brand for more than 2 

years. This suggests that the current brand has been reliable for them. The second-highest 

proportion (10%) of participants were using their current brand for 2 – 6 months. With 
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these two categories accounting for 85% of the participants, the remaining categories 

show insignificant numbers.      

5.2.12. Brand Switching  

The last three questions (18,19 & 20) of the questionnaire tried to identify the 

factors affecting the participants to change their current pet food brand. For question 18, 

which collected the data to identify whether the currently used brand is the preferred pet 

food brand or not. All 123 participants answered this question, with 91% of the 

participants agreeing that the brand that they are currently using is their preferred pet 

food brand. The next question (19) was aimed at identifying the willingness of the 

participants to switch their current pet food brands. Interestingly, a significant proportion 

of participants (53%) responded that they are willing to switch their current pet food 

brand even though 91% of the participants said that they are currently using their 

preferred brand. In contrast, the remaining 47% of the participants responded that they 

are not willing to switch their current pet food brand.  

 

The final question of the questionnaire was a multiple-choice question geared 

towards identifying the factors which may influence participants to switch their current 

brand. The results are presented in Figure 5.13.   
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5.2.13.  Method 2: Semi-Structured Interviews 

As this study required an in-depth understanding of the phenomena indicated by 

the questionnaire results, the researcher collected qualitative data from the participants 

using semi-structured interviews. The researcher conducted four semi-structured 

interviews in Invercargill only (refer to Appendix C for interview questions). The 

interviews were conducted in locations that were convenient for the participants, recorded 

on a cell phone and later transcribed. The interviews were commenced only after the 

participants had read the information sheet and signed the consent form. The resulting 

data were analysed using the thematic analysis and to increase the rigor of the current 

study, the researcher also employed the six-phase approach framework introduced by 

Braun and Clarke (2006). Detailed information about this approach has been discussed in 

the methodology chapter of this report. Key themes that emerged from the data are 

presented under each research objective below.  

5.2.14.  Overview of the participants and pet ownerships 

Every participant in this study had either a cat or a dog in their household. The 

composition of the pets is presented in the below table.  

Table 5. 4 

Profile of the Interview Participants and Composition of Pets 

PARTICIPANT GENDER PET TYPE NUMBER OF YEARS 

    DOG CAT DOG CAT 

            
PA 1  Female 1 1 5  3 
PA 2 Female 0 3 0 12 
PA 3 Female 0 1 0 3 
PA 4 Female 1 0 8 0 
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 As Table 5.5 shows cats are the most popular pets among the participants as the 

majority of participants owned at least one cat. Each of the interviewees indicated that 

they considered their pets as companion animals as they have the therapeutic ability. 

“Companionship and also I think it's always good to have someone or something to care 

for” 

  Participants also share that the participants about the type of food they buy and 

their perception of the commercial pet food available in the market. Participants had a 

mixed perception of commercial pet food (both dry and wet). Some participants felt that 

they cannot trust the ingredients of the popular pet food brands as their pets did not gain 

any health benefits. While the other two participants acknowledged that there are certain 

benefits of commercial pet food specially in dry food. The pet owners are clear, 

consistent, and more focused on the type of food they fed to their pets. They believed that 

providing nutritional food and a balanced diet always help pets to be healthy and live a 

longer life. All the participants stated that the selection of food type is purely based on 

the pet preference, thus, one participant stated that in addition to the pet preference she 

had to consider some health concerns such as the overweight state of their pet.  

5.2.15.  Pet owner’s decision-making process  

. Pet owners make the critical decision about which pet food to buy for their pets 

is influenced by several factors. Predominantly, pet owners are concerned about the 

methods of purchasing, however, several other interrelated factors were considered when 

selecting a particular pet food brand. Each of the various factors are discussed below as 

sub-themes rooted in the main theme.   

Since all the participants live alone they are the main decision-makers which 

means they have a closer interest than if a pet is jointly owned by a couple or a family. As 

depicted in Table 5.6 purchasing method of pet food is also a major concern of 

participants when purchasing their preferred pet food brand.  
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Table 5.5 

Method of Purchasing  

Quotes Participant 
“I purchase mine from pet.co.nz just online, I like it because it’s easy I 
can get all the same place like cat food and the dog food and be 
delivered to the door. I buy a little bit of wet food for the cat through 
supermarket online delivery”   

PA 1  

“I buy online from the supermarket” PA 2 

“The food I get for them is coming from the vet” PA 3 

“I usually buy food for my dog from the supermarket as I always 
travel around New Zealand” 

PA 4 

 

 As participants highlighted their purchasing method purely depends on certain 

health requirements of their pets and the convenience.  They also acknowledged that the 

Covid – 19 pandemic made a massive influence on their purchasing method. This is 

supported by the study of Xiao et al. (2021) who found that as a result of special 

situations such as Covid-19, pet food demand in China is fast growing and online 

marketing channels has an impact on traditional offline channels. This suggests that pet 

food marketers should explore the effects Covid-19 has made on their brands and 

carefully build their reputations of the brand.    

 The other subtheme that emerged during the interview process was related to 

recommendations. These recommendations include google reviews, vet, family, and 

friends recommendations. As presented in Table 5.7 it seems that the majority of 

participants trust recommendations and consider them as a reliable source when making 

the purchasing decision. One participant stated that she has a mixed opinion on the 

recommendations.  
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Table 5.6 

Recommendations  

Quotes Participant 
“Well a lot of people that think that they know better and best they will 
recommend and she is currently on was recommended by a lady that 
works in a pet shop up North somewhere. So I researched and thought 
actually must be worth going for that what we trying at the moment. I 
think you get and learn a lot more from the reviews when people 
actually add comments or reviews about it” 

PA 1  

“I started buying the current dog food brand purely based on a friend’s 
recommendation ” 

PA 2 

“The food I buy for my Cats were recommended by my Vet” PA 3 

  

Before, it would be celebrities, vets, personal friends, acquaintances, opinion 

leaders who would be trusted referees in the mind of the purchaser. However, since 

participant one is trusting complete strangers on an internet platform provided by a brand, 

the personal touch was not enough for this customer. A study by Avery et al. (1999) also 

stated that since the growth of the internet and information technology has provided 

facilities for consumers to share their thoughts online, consumer reviews are an important 

aspect of product sales and consumer purchase decisions. This suggests that when 

consumers shift from offline shopping to online, online reviews are considered a reliable 

source of information and a key determinant in influencing the consumer purchasing 

decision.  

The price of pet food and the amount spent on pet food is another sub-theme 

discussed with the participants. Except for one participant, all the other participants 

acknowledged that they are not price-sensitive and willing to pay extra for pet food as 

they consider the health of their pets is important. Previous studies on pet food by (Kwak 

and Cha, 2020; Schleicher et al., 2019; Vinassa et al., 2020) also pointed out that price is 

not a highly important factor in pet food purchase decisions. Table 5.8 depicts the quotes 

from the participants relevant to this theme.  
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Table 5.7 

Pet Food Price   

Quotes Participant 
“I don’t mind the price at all, for me, it's all about her having the best 
food I could possibly give her. I probably spent $300 per month for my 
both pets” 

PA 1  

“Price is not a concern but it’s a consideration. If my vet says that your 
cat needs some premium brands I would get it. Usually, I spend around 
$90 - $100 per month for my cat” 

PA 2 

“Nutrition is important, the cost does come into it But I don't think 
about it a lot deeper” 

PA 3 

   

The above findings suggest that pet owners are more concerned about providing 

the best diet to their pets irrespective of the money spent as the health of their pets is 

important.  Previous literature also pointed out that despite the economic conditions pet 

owner’s are willing to spend money on pet food and are more concerned about buying 

healthy dog food than buying healthy food for themselves (Di Donfrancesco et al. 2014; 

Tesfom and Birch, 2010).    

 

5.2.16.  Marketing Communications 

 This interview question was mainly focused on understanding the effect of 

marketing communication methods on making a purchase decision. The participants 

acknowledged that they receive information about various pet food brands through TV 

advertisements. They also stated that they also receive information about pet food brands 

from other various marketing communication channels. Below Table 5.9 presents the 

quotes from the participants about the marketing communication methods. 

 

 



110 

Table 5.8 

Communication Methods 

Quotes Participant 

“I find the relevant information about the brands that I use now 
through Instagram. But overall I prefer online reviews and I'm loyal to 
brands recommended through reviews as I trust the reviews”    

PA 1  

“ I hardly see my regular brand on TV but I see their ad’ s on you tube 
and receive more information through Facebook”  

PA 2 

“Well, the brand I use isn't really advertised a lot through the 
television. I have seen that in magazines and other than that through 
social media”  

PA 3 

“As I am always on the move I receive the information about the brand 
that I buy through the company website and the Facebook” 

PA 4 

  

The above interview results revealed that all the participants receive the 

information relevant to their preferred brands through digital marketing channels such as 

social media and u tube. As the majority of participants mentioned, they are exposed to 

more digital marketing methods and also preferred to receive information about pet food 

brands through the same method. Furthermore, another reason for selecting digital 

marketing channels could be participants' lifestyle and they concern convenience. Other 

than social media participants stated that they were also exposed to online sales 

promotions through emails and respective company websites. Song (2001) also asserted 

that digital marketing has become a powerful marketing tool in building brands and 

achieving business success. However, other than digital communication channels 

participants didn’t highlight that they were exposed to any other methods such as direct 

marketing, public relations, or personal selling activities to receive information about pet 

food products. It can be suggested that since interview participants shopped online they 

may not be interested in other outdoor marketing activities.    
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5.2.17. Factors of switching a pet food brand 

  The questions asked under this theme were mainly focused on identifying the 

factors influencing pet owners to switch their current pet food brands. Participants stated 

since they are loyal and trust their current brands unless for a valid reason they are not 

willing to switch it. Participants highlighted that reasons such as recommendations (Vet 

or a friend) online reviews, pet preference, and brand reputation could be the only key 

factors that could be considered when switching their current brand. Table 5.10 presents 

the quotes from the participants related to this theme.  

Table 5.9 

Brand Switching Factors  

Quotes Participant 
“If something was like to be good or better brand yes I would switch. 
Importantly that brand should have good reviews and my pets should 
prefer”    

PA 1  

“Well, if my close friend says something else is very good I would buy 
that. Hope the Cat likes it and agrees with the cat ” 
 

PA 2 

“ Just because of the health issues I take some advice from my Vet. If I 
didn’t have a cat with health issues I would definitely try something a 
friend recommended” 

PA 3 

“ If it is a popular and well-recognized brand I don’t hesitate to buy it. 
However, end of the day my dog should prefer it too”   

PA 4 

   

As acknowledged by many of the participant's pet preference has been the major 

concern when switching their current brand. Predominantly, pet preference is closely 

associated with the healthiness of the pet and it also has a direct impact on the wellness of 

the pet owner. Previous studies by (Jennings, 1997; Wells, 2009) also suggest that pets 

provide healthier lifestyles for individuals and families.  Moreover, participants believed 

that other than the brand reputation and recommendations received from friends or Vets 

and online reviews were the other key factors to switching their current brand.  
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The results of the semi-structured interviews show that pet owners give more 

attention to the nutritional values of the pet food they buy as the health of the pet is a 

crucial factor. As a result, pet owners believe that pet food purchasing decision is an 

important role in their lives and are willing to pay extra for pet food. Interviews revealed 

that pet owners are loyal to their brands and brand name is considered a key factor when 

making the purchasing decision. Interestingly, ‘ recommendations’ emerged as a key 

theme of the thematic analysis and also identified this as a key factor for participants 

when making the purchasing decision and switching their current brand. Interviews 

further revealed that participants were only familiar with a few marketing communication 

methods such as TV advertisements and social media. Thus, they are not familiar with 

and exposed to other communication methods such as personal selling, exhibitions, and 

direct marketing. It can be assumed that this is mainly because of the travel restrictions 

imposed and changes in purchasing channels due to the Covid-19 pandemic. A study by 

Kwak and Cha (2021) also pointed out that due to the recent COVID-19 pandemic, food 

product purchasing’s have been rapidly moving from offline to online platforms. 

Furthermore, participants also acknowledged that recommendations made through online 

reviews could be a reliable source of marketing communications and assist them in 

building loyal brands.  
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5.3. Discussion 

The present study explored a range of factors that build brand loyalty among pet 

food customers in New Zealand. As discussed in section 5.2 of this chapter, data was 

collected using two data collection methods. Both quantitative and qualitative findings 

revealed that pet ownership is associated with demographic characteristics such as 

gender, employment, and age whereas New Zealand women were more likely to be pet 

owners than men, mostly employed and above 40 years of age. These findings consistent 

to the findings of the previous study for example, Fraser et al. (2020) which found that 

New Zealand women were more likely to be pet owners than people of other genders and 

employed. The study also revealed that cats are the most popular pets in New Zealand as 

the cat population is higher than the dog population. This finding agreed with the data 

presented in the Companion animals in New Zealand (2020) report which stated that 41% 

of New Zealand households share their home with at least one cat whereas only 34% of 

the households share dogs.  

The rest of the findings of this study related to each research objective is 

presented below.    

Identify the factors that determine the decision-making process  

The preferred location and the purchasing methods are two key aspects of the 

purchase decision-making process. The survey results indicated that supermarkets were 

considered the most preferred location to buy pet food. Findings also show that the 

majority of participants still prefer to visit the supermarket to purchase their pet food and 

few prefer to shop online through the same supermarkets. A previous study by Cordy 

(2020) also asserted that 65% of all pet food sales in New Zealand are done through 

supermarket sales and the rest is done through other various types of retail outlets. 

However, interview findings revealed that the majority of participants prefer to use other 

channels such as pet stores and other online pet food retailers. It can be argued that this is 

mainly because the majority of interview participants were not price sensitive and 

preferred online shopping. Furthermore, Covid-19 restrictions also may have impacted 

the participants to try different channels.   
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One of the most important aspects of the decision-making process is to determine 

the key factors that influence participants to buy a specific pet food brand. Interestingly, 

the findings of both survey and the interviews revealed that New Zealand pet owners are 

loyal to brands as they consider brand reputation as the most important factor when 

selecting a particular pet food brand. This finding is consistent with previous studies on 

consumer decision-making  ( Bilgihan et al., 2014 ; Foroudi, 2018 ; Xie & Chen, 2014 ) 

which suggests that brand loyalty plays a significant role in influencing the customer's 

purchase decision. A similar study by Schleicher et al. (2019) on pet food purchasing 

decisions indicated that pet owners assess the healthfulness, freshness, and ingredients of 

pet food when making pet food purchase decisions. The present study also found that 

these factors are important among New Zealand pet owners when making the purchasing 

decision. Looking beyond, survey results  indicated that price is the second most 

important factor in making a purchasing decision.  This finding contradicts the previous 

studies of (Kwak and Cha, 2020; Schleicher et al., 2019; Vinassa et al., 2020) which 

found that price is not a highly important factor in pet food purchase decisions. Thus, the 

findings of the interview revealed that price is less important when buying pet food. It 

can be argued that this is mainly due to Covid-19 restrictions and the use of online 

purchasing channels. Moreover, interview findings also indicated that online reviews play 

a vital role in influencing purchasing decisions. This finding is consistent to the previous 

study of Mangold and Smith (2012) who stated that online reviews are WOM via the 

internet and becoming a vital element in influencing consumer purchasing decisions. It 

appears to be that online reviews could be an important key determinant of pet food 

decision-making and building brand loyalty for New Zealand pet owners. Thus, the 

survey has not been assessed online reviews a further investigation is required in future 

research.  

 

The decision-making process model plays a key role in this research as one of the 

research objectives of the present study explored the decision-making process of pet food 

customers. Therefore, this model is considered the most appropriate one to analyse. As 

Stankevich (2017) pointed out, from the marketer’s point of view it is important to 



115 

properly understand each stage in order to influence the customer buying the product, 

communicate effectively to consumers and close the sale. Pet food marketers can use 

various marketing communication tools to influence the pet owners who move through 

certain stages of the decision-making process. When pet owners reach the information 

search stage marketers can influence them using advertising on both traditional and 

digital platforms. Furthermore, as the findings of the present study revealed online 

reviews could be a very useful communication tool in terms of influencing pet owners. 

The evaluation of the alternative stage is the other important stage where marketers can 

influence pet owners. Marketing campaigns which highlight the benefits of using 

different purchasing methods and purchasing locations will be more useful at this stage. 

In the final stage of the process, the use of effective in-store sales promotions is helpful to 

influence the purchasing decision as the present study found that New Zealand pet 

owners consider in-store promotions as the second most popular factor that influences 

their purchasing decision.    

Contribution of Marketing Communication Mix Elements 

Marketing communication plays a vital role in marketing as it is associated with 

building brand loyalty. Participants had mixed opinions about their preferred methods of 

communication in terms of receiving information about their preferred pet food brand. 

The survey results revealed that most of the participants chose traditional advertising 

methods such as TV advertisements, radio, newspapers, and brochures as their preferred 

methods of communication. This finding is supported by the previous study of Buil et al. 

(2013) who stated that the use of creative and different advertising strategies helps 

companies to create a positive perception of their brands and develop higher brand 

loyalty.  Although digital marketing communication is a major facet of modern-day 

marketing, the present study found it is less attractive among the survey respondents 

compared to traditional marketing communication methods. This finding is inconsistent 

with the previous research findings on online communication tools. For example, Helm et 

al. (2013) found that online communication tools are more influential than traditional 

tools. Presumably, the majority of the survey respondents were above 40 years of age and 

may not be comfortable with the new technologies. Interestingly, digital marketing 
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methods were popular among the interview participants as the majority of the participants 

were shopping online. Moreover, these participants acknowledged that online reviews 

could be a great marketing communication channel and a more reliable source to become 

loyal towards a certain brand.  

On the other hand, in-store sales promotions (contests, samples, freebies, and 

coupons) were the second most popular method of communication among respondents of 

the survey (Figure 5.12). This finding confirms the previous study findings by (Buil et al., 

2013; Mendez et al., 2015) who suggested that the type of promotional tools used 

determines the impact on brand loyalty. Furthermore, Mendez et al. (2015) stated that 

there is a negative impact on monetary sales promotions such as price discounts on brand 

loyalty whereas non-monetary promotions such as samples and freebies have a positive 

effect on brand loyalty. However, as the present study does not differentiate the monetary 

and non-monetary sales promotions current study illustrates a disagreement about the 

potential impact of the type of sales promotions on pet food brand loyalty. The findings 

of the present study also revealed that other communication methods such as personal 

selling, direct marketing, and public relations are not as attractive as the other 

communication methods among New Zealand pet owners. Though the marketing 

literature identified these as unique elements of the marketing mix, the findings of this 

study revealed that these marketing mix elements are not popular among both offline and 

online pet food customers. It can be argued that the nature of the product type is 

associated with the marketing communication elements. For example, since pet owners 

do not directly consume pet food they may not be interested in the above communication 

methods. Therefore, from the marketer’s point of view, it appears to be important to 

integrate all the components of the promotional mix when marketing pet food. Kitchen 

and Burgmann (2010) also pointed out the importance of presenting a consistent message 

by integration and coordination of various channels. Moreover, integration of the 

marketing communication components will also help marketers to influence the several 

stages of the decision-making process model and at the same time increase brand loyalty 

of pet food customers.  As Phelps and Johnson (1996) pointed out IMC helps marketers 

in several ways; first, it allows multidisciplinary campaigns, assists advertising strategies 
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that meet communications and behavioural objectives concurrently, and finally, IMC can 

creatively generate awareness and foster long-term customer relationships       

 

Factors of Switching pet food brands 

Both the interview and the survey results of the present study found that pet 

owners are willing to switch their current brand for valid reasons. Among them, brand 

reputation has been the key factor for pet owners to switch their current pet food brands. 

Thus, interview participants claimed that pet preference is also equally important when 

switching brands. The present study further revealed that price is the other most 

important factor for participants to switch their present pet food brand. This finding 

agrees with the previous finding of Dick et al. (1996) who found that a low-price strategy 

can increase the switching of brands. Interestingly, the interviews did not reveal that price 

is a major concern for pet owners to switch their present brand. Since interview 

participants preferred online shopping, it can be argued that they are less price-sensitive 

compared to offline customers.  

 

Both the survey and the interviews further revealed that recommendations 

received through family or friends considered another important factor for pet owners to 

switch their current brand. In addition, it emerged from the interviews that online reviews 

were another reliable and trending factor for switching pet food brands for pet owners in 

New Zealand. The study found that product availability is the next most important factor 

for pet owners to switch their current brand.  Moreover, the present study further found 

that factors such as health benefits and food quality, and the ingredients were considered 

the other most important factors for switching the current pet food brand. These findings 

are consistent with the studies showing ingredients and quality are considered as 

important among pet food purchasers (Michel et al., 2008; Schleicher et al., 2019; 

Vinassa et al., 2020).  
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5.4. Summary 

This chapter explored the factors that build brand loyalty among pet food 

customers in New Zealand. The chapter was divided into three main sections. The first 

section of the chapter presented and analysed the data collected through the survey 

questionnaires which was the first method of data collection. The results of this were 

analysed using the descriptive statistics method and interpreted using charts, graphs, and 

tables. Similarly, in the second data collection method, the semi-structured interviews 

were also interpreted and analysed using the thematic analysis approach and presented as 

key themes under respective research objectives in the second section of this chapter 

 

Both survey and interview findings revealed that the majority of the New Zealand 

pet owners were females and cats were the most popular pets. Overall, the study found 

that New Zealand pet owners care about the brand when purchasing and switching their 

brands. Furthermore, the study also found the key factors in determining the decision 

making when purchasing pet food as Price, product availability, and family/friend 

recommendations. Interestingly, qualitative findings identified online reviews as a key 

determinant of pet food brand loyalty as they influence decision-making and brand 

switching. Furthermore, the study also found factors such as traditional advertising (eg: 

TV advertising), in-store sales promotions, product quality, and digital marketing are 

other key factors in building brand loyalty of New Zealand pet owners. 

 

The next chapter will discuss and presents the recommendations, implications, 

and conclusions of the present study. 
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Chapter 6.  Recommendations and Conclusion 

6.1. Introduction 

This chapter provides a summary of the thesis and links it with existing relevant 

literature and provide policy recommendations. The chapter starts by restating the 

purpose of this research and summarising the thesis chapters in Section 6.2. Section 

6.3 discusses the significance of the study by highlighting the importance and benefits 

of the findings for the pet food industry followed by Section 6.4 which discusses the 

relationship of the findings to previous studies. The limitations of the present study are 

discussed in Section 6.5. The recommendations for future research are briefly discussed 

in Section 6.6 of the chapter. Finally, the chapter is wrapped up with a conclusion in 

Section 6.7.    

 

6.2. Purpose of the Research 

The aim of this research was to explore the factors that build brand loyalty among 

pet food customers in New Zealand. To meet this research aim, the objectives of this 

research were to: identify the factors that determine the decision-making process in 

purchasing pet food; understand the contribution of communication mix in building brand 

loyalty and analyse the factors of switching pet food brands. This thesis brings together 

the process of finding the answers to the main research question and research objectives. 

Chapter one presented the introduction of this research by discussing background 

information and identifying the research problem and research question. 

Chapter two of the thesis investigated the relevant theoretical concepts and 

current industry-related aspects relevant to the pet food industry. The chapter discussed 

theoretical models related to the consumer decision-making process and brand loyalty as 

these models are associated with the main research problem of the study. The consumer 

decision-making process model primarily discussed the distinct stages which present 

numerous actions and activities consumers move through when buying a product or a 
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service. From the marketer's point of view, it is important to plan relevant actions in each 

stage of the process to influence the ability of consumers to purchase a product or a 

service. The availability of products, strong marketing campaigns, and visibility of the 

brand can directly influence each stage of the decision-making process. The brand 

resonance model, which was the other theoretical model discussed in the chapter, consists 

of distinctive building blocks that work cohesively to create a successful brand name. 

This explained the process of building and establishing a successful brand reputation in 

the customer’s mind. As Keller (2009) asserted, in the model, the rational route to brand 

building is represented on the left-hand side of the pyramid, whereas the emotional route 

is on the right-hand side. To achieve significant brand loyalty, a brand is required to 

reach the top of the pyramid, which is only possible if the building blocks are put in place 

correctly. Both these models are essential for pet food marketers as the models provide a 

significant contribution in terms of creating loyal brands.   

  

The macro-environment analysis is another important area discussed using the 

PESTEL framework as the platform. The PESTEL framework predominantly analyses 

the uncontrollable external factors such as Political, Economical, Sociocultural, 

Technological, Environmental, and Legal, which are critical to business success. The 

analysis revealed that the steady political and economical environment in New Zealand 

provides a favorable context for the pet food industry.  Social factors indicated the 

motivation of people in New Zealand to have pets in their households and an increase in 

their household income also assists people to spend more on their pets and pet food. The 

analysis further found that the advancement of technology has made a significant effect 

on the manufacturing and distribution of pet food products. Furthermore, strict 

regulations imposed in manufacturing, importing, and exporting have enhanced the 

quality of pet food, and as a result pet owners have confidence in what their companion 

animals consume. On the other hand, the environmental factors in the pet food industry 

indicated more negative impacts as pet food manufacturing contributes to high carbon 

emissions. However, the pet food industry is planning to mitigate the negative impact by 

adopting sustainable and environmentally friendly initiatives. Overall, the majority of 
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macro-environmental factors within New Zealand provide a positive impact on the pet 

food industry of the country. 

 

Chapter three of the thesis provided a comprehensive discussion of published 

literature relevant to the main topic of this study. The chapter was mainly structured 

based on four key themes. Although the literature represented these themes in different 

contexts, the literature review was primarily focused on the pet food industry. Brand 

loyalty and its key elements such as brand awareness, brand equity, and product attributes 

was the first theme that was explored. Business management literature identified brand 

loyalty as a prominent topic as it provides numerous benefits to marketers. Previous 

studies by (Aaker,1991; Denoue & saykiewicz, 2009; Mellens et al., 1996) pointed out 

that marketers use the benefits of brand loyalty as a potential source of competitive 

advantage.  The literature related to pet food brand loyalty is limited, previous studies 

identified that certain attributes of pet food influence pet food brand selection and 

enhance brand loyalty (Belk, 1988,1996). A study by Schleicher et al. (2019) found that 

attributes such as price, ingredients, and quality are considered important among pet food 

purchasers. Interestingly, the literature review revealed that participants stated that price 

is not a significant attribute when purchasing pet food (Kwak & Cha, 2020; Vinassa et 

al., 2020).  

 

The consumer decision-making process was the second theme discussed in the 

literature review. Previous studies outlined that consumer purchasing behavoiur is mainly 

influenced by personal, cultural, social, and psychological factors (Asp,1999; Bae et al., 

2010; Ramya & Ali, 2016; Tanja, 2015). Literature also discussed the factors affecting 

pet owners when making the purchase decision. For example, Kopple (2014) found that 

sensory properties such as packaging and aroma are affecting the repurchasing of pet 

food. However, other than the sensory properties there was scarce research about the 

factors affecting the decision-making of pet food purchasing.  
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The third theme discussed in the literature was about factors affecting brand 

switching. Previous literature on brand switching mainly focused on industries such as 

retail (Slack & Singh, 2019), finance (Cohen et al., 2006), and leisure (Cheng et al., 

2004). However, the review of literature review revealed very limited studies discussing 

the factors affecting pet food brand switching. The final theme discussed in the literature 

review was the marketing communication mix. The literature identified that 

communication mix is a vital element for organisations as it conveys information on 

products and services to customers (Brassington & Pettitt, 2000). A study by Silva (2015) 

found that marketing communications assist pet food brands in terms of financial 

performance and increase brand performance. Similar study by Qin and Foosiri (2015) 

found that communication activities influence the buyer behaviour of Chinese customers 

and they are more attracted to pet food discounts. There was also limited literature 

available on marketing communication that explores the types of marketing activities that 

influence consumers when buying pet food brands.  

 

Chapter four of the thesis comprehensively discussed the details of the research 

design and the methodology followed in the present study. The first section of the chapter 

explained and justified the most appropriate research philosophy for this study. As this 

study followed a mixed-method approach for quantitative and qualitative data collection 

the researcher adopted both positivism and interpretivism philosophical approaches to 

view the topic and guide choice of appropriate methods. Furthermore, inductive and 

deductive methods were chosen as the appropriate approaches to theory development. A 

survey questionnaire and semi-structured interviews were used to collect both uantitative 

and qualitative data for this research. The survey questionnaire was completed by 123 

participants from throughout New Zealand and four semi-structured interviews were 

conducted in Invercargill. The quantitative data collected were analysed using descriptive 

statistics, and the thematic analysis was used to analyse the qualitative data. The 

limitations and the reliability of the data were discussed in the third section of this 

chapter. Lastly, the chapter explained the possible ethical considerations to arise in both 

data collection methods.  
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Chapter five discussed the overall findings from the questionnaire and semi-

structured interviews. The key findings relevant to each research objective achieved from 

both questionnaires and interviews are presented below.  

Objective one: Identify the factors that determine the decision-making process in 

purchasing pet food  

Survey findings 

• Pet owners preferred to shop at supermarkets to buy pet food 

• Brand reputation is key when buying pet food 

• Price is an important factor when making a purchasing decision. However, it is 
not as important as the brand reputation. 

• Healthfulness, freshness, and ingredients of pet food are less important 

influencing factors of purchasing decision 

Interview findings 

• Preferred to shop in chain pet stores and other online pet retailers 

• Brand reputation is key when buying pet food 

• Online reviews influence the purchasing decision 

• Price is a less important factor when making the purchasing decision 
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Objective Two: Understand the contribution of communication mix in building 

brand loyalty 

Survey findings 

• Traditional advertising methods (eg: TV advertiesments) are the most popular 

marketing communication methods 

• In-store sales promotions are considered the second most popular method of 

communication about pet food 

• Other communication methods such as personal selling, direct marketing, and 

public relations are not as attractive as the other communication methods 

 

Interview Findings 

• Digital marketing methods are the most popular communication method 

• Preferred online sales promotions through emails and websites  

 

Objective Three: Analyse the factors of switching pet food brands 

Questionnaire Findings 

• Brand reputation is key for switching the current brand 

• Price is a key factor for switching brands 

• Recommendations received from family and friends are important brand 

switching factors 

• Product availability is another key factor of brand switching 
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Interview Findings  

• Brand reputation is key for switching the current brand 

• Online reviews are important factors of brand switching 

• Pet preference is also a key brand switching factor 

 

Overall findings of both online survey and questionnaire revealed that New 

Zealand pet owners are brand loyal as they claimed that the reputation of the brand is the 

most important factor when making the purchasing decision and switching their current 

brands. Interestingly, the price was determined as a key influencing factor when selecting 

and switching a pet food brand. This finding was inconsistent with the findings of the 

previous studies. For example studies by (Kwak and Cha, 2020; Schleicher et al., 2019; 

Vinassa et al., 2020) found that pet owners considered price as not a highly important 

factor when purchasing pet food. However, interview findings revealed that price is less 

significant when purchasing pet food. Furthermore, the finding of the present study 

revealed that traditional advertising, in-store promotions, and digital marketing methods 

are highly important marketing communication tools in building brand loyalty among 

New Zealand pet food customers. Overall, In the New Zealand context findings of this 

research fullfilled the gaps identified in the literature review on brand loyalty and its 

interrelated elements such as the decision-making process, brand switching, and 

marketing communication mix elements of the pet food customers. 
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6.3. Significance of the study 

To date, the majority of the global pet food industry research focused on 

purchasing decision patterns of pet owners (Schleicher et al., 2019), sensory analysis of 

pet food (Kopple, 2014; Belk, 1988), perception of pet food product attributes (Hobbs et 

al., 2018; Hobbs, 2019; Kwak & Cha, 2021), and the pet food types 

(DiDonfrancesco,2014 ). From New Zealand's perspective, there have been few studies 

conducted focusing pet food industry (Bojanic et al., 2016; Fraser et al., 2020; 

Surie,2014; Watson, 2019). The majority of these studies were predominantly focused on 

the health and wellbeing of pets and pet food processing techniques. A study by Surie 

(2014) was the only study found to investigate the purchasing behaviours of pet food 

owners in New Zealand. Particularly, this study, to the best of the researcher’s 

knowledge, is the only study in New Zealand that focused on pet food brand loyalty. 

Moreover, the findings of the study also revealed the factors considered by New Zealand 

pet owners when making their purchasing decision, marketing communication tools that 

contribute to building brand loyalty, and brand switching factors of pet owners. Another 

significance of this study was that the findings of this study have added to the existing 

body of knowledge of pet food brand loyalty. Specially, the findings added that online 

reviews as a key determinant of brand loyalty, decision-making, marketing 

communication, and brand switching of New Zealand pet food customers. The literature 

review indicated that there were limited studies examining the brand loyalty factors of the 

pet food industry. Therefore, the findings of the present study contribute significantly to 

pet food brand loyalty literature. 
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6.4. Relationship to previous research 

As discussed in the findings and analysis chapter, the present study provided 

potential answers to the research question. They are summarised as per the research 

objectives below, addressing the relationship to previous studies in the literature.  

Objective one: The factors that determine the decision-making process in 

purchasing pet food 

This research objective was aiming to determine the key factors New Zealand pet 

owners consider when making a purchasing decision. Online surveys and interview 

findings clearly showed that the decision-making factors of pet owners are purely based 

on their purchasing methods. The majority of survey participants of this study visited 

supermarkets to purchase pet food while interview participants shop online. Interestingly, 

the majority of the participants in both data collection methods revealed that brand image 

was the main influencing factor considered by New Zealand pet owners when buying 

their pet food. This finding is consistent with the previous studies of (Bilgihan et al., 

2014; Foroudi, 2018; Xie & Chen, 2014 ) which suggests that brand loyalty plays a 

significant role in influencing the customer's purchase decision findings on consumer 

decision-making. Findings of the online survey revealed that the price is the next most 

important factor for participants when purchasing pet food. This finding was inconsistent 

with the previous findings of (Kwak and Cha, 2020; Schleicher et al., 2019; Vinassa et 

al., 2020). For example, their studies found that the price is not a highly important factor 

when purchasing pet food. Interestingly, the findings of the interview revealed that the 

price is less important when buying pet food. Interview findings also revealed that online 

reviews are key influencers of purchasing decisions. Furthermore, according to the 

survey findings, friend/family recommendations and product availability are also 

important factors when making a purchasing decision.  

The findings of the current study provide useful insights into the factors on which 

practitioners should focus to customise their marketing strategies and content. First, 

marketers should develop different strategies targeting both offline and online pet food 

customers. As pet owners are brand sensitive, more marketing campaigns should be 
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conducted to create brand awareness among pet owners as it will assist in developing 

brand loyalty and highly influence purchasing decisions. Further to this, marketers should 

focus on improving online reviews by providing better customer experiences. Some of 

the useful strategies could be creating business profiles on online review sites, publishing 

videos on educating customers about the products and their benefits, offering incentives 

and educating customers on leaving reviews. Furthermore, marketers can focus on 

conducting campaigns highlighting the price benefits as the majority of New Zealand pet 

owners are price sensitive.  

Objective Two: Understand the contribution of communication mix in building 

brand loyalty  

The findings related to this objective also found that purchasing methods are a 

key determinant of deciding the type of communication methods. The survey findings 

indicated that most of the participants chose traditional advertising methods such as TV 

advertisements, radio, newspapers, and brochures as their preferred methods of 

communication. This finding is supported by the previous study of Buil et al. (2013) who 

stated that the use of creative and different advertising strategies helps companies to 

create a positive perception of their brands and develop higher brand loyalty. The survey 

participants claimed that in-store sales promotions are the next most popular 

communication method. On the other hand, interview participants acknowledged that 

they prefer digital marketing methods to receive information about their pet food. Thus, 

this was not a popular method among survey participants. Furthermore, the present study 

especially found online reviews as an emerging method of marketing communication 

among pet owners in New Zealand. Besides this, the present study also revealed that 

other communication elements such as personal selling, direct marketing, and public 

relations were less attractive than the other communication methods among New Zealand 

pet owners.   

As findings revealed marketers can implement campaigns using different 

marketing communication methods aiming at different stages of the decision-making 

process. Traditional advertising could be a useful tool to be used in building brand loyalty 
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as it can influence various stages such as need recognition, information search and 

evaluation of alternatives of the decision-making process. Since females have been 

identified as the main decision-makers and supermarkets are the most frequently visited 

place to shop, various in-store promotions would help influence the purchasing decision 

of the pet owners. At the same time, this would also help create brand loyalty among pet 

owners. Although personal selling is considered less attractive practitioners can still trial 

in-store sales promotions using company sales representatives. On the other hand, for 

online customers, marketers can use digital marketing strategies such as social media, 

Youtube, email marketing, and online reviews to influence all the stages of the decision-

making process and create brand loyalty.  

Objective Three: The factors of switching pet food brands 

The final research objective aimed to find out the factors that influence pet 

owners to switch their current brands.  Both survey and interview participants claimed 

brand reputation was key to switching their current brand. It can be argued that growing 

acceptance of other brands increases the consumer's willingness to try alternative pet 

food brands. From the marketer’s point of this is challenging as they need to give more 

attention to maintaining brand reputation in order to secure their position in the market. 

The price was considered the other most important factor for survey participants to 

switch their pet food brands. This finding is consistent with the findings of Dick et al. 

(1996) who stated that a low-price strategy can increase brand switching. On the other 

hand, interview findings revealed that price is not a major concern for switching the 

current brand. It can be assumed that since a majority of the interview participants 

shopped online they may not be very price sensitive. Furthermore, interview participants 

also stated that online reviews were another reliable and trending source of influence for 

switching pet food brands. Through the survey, it was found that product availability 

health benefits and food quality, and ingredients were considered the other most 

important factors for switching the current pet food brand among New Zealand pet 

owners.  
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6.5. Recommendations for future research and practice 

After a thorough analysis of the data, the researcher made the following 

recommendations for future research and management practices.  

Recommendations for Managers/Practitioners  

As brand loyalty was found to be the most important factor in the decision-

making process in buying pet food, the managers working in the industry must pay 

significant attention to maintain brand reputation consistently to convert brand reputation 

to brand loyalty and to secure larger market share. As the findings of the present study 

suggested that pet owners are willing to try alternative pet food brands on the growing 

acceptance of other brands, the marketers involved with pet food marketing should also 

emphasise this particular aspect of brand reputation to attract pet owners.  

In terms of practical implications, it is recommended that marketing practitioners 

implement marketing strategies based on the method of purchasing, as brand loyalty, 

decision-making, and marketing communication influences are purely based on this. 

Since a majority of pet owners were women, practitioners should focus on conducting 

more in-store promotions targeting women as they are the main purchasing decision-

makers when buying pet food.   

Moreover, as the study indicated online reviews as a significant element in 

decision-making and brand loyalty it is recommended to practitioners give more attention 

to encouraging pet food purchasers to write reviews on their products. On the other hand, 

pet food marketers also need to pay careful attention to any negative reviews and check 

the issue underlying the negative comment and address it as early as possible. Short-term 

incentives such as instant discounts or free sample products offerings would also be 

helpful to encourage pet owners.   
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Future Research Recommendations 

The present study was focused on identifying factors affecting the brand loyalty 

of both dog and cat owners in New Zealand. However, as the research results revealed 

dogs and cats were consuming different types of food types and factors affecting brand 

loyalty may differ. Therefore, future studies on pet food brand loyalty should focus on 

studying the brand loyalty factors for both dogs and cats separately based on the different 

types of food they consume. Furthermore, since online reviews were identified as a key 

element of brand loyalty and decision-making future studies should focus on identifying 

the contribution of online reviews in building brand loyalty and influencing the decision-

making process of New Zealand pet owners.   

As identified in section 6.5, in order to overcome the geographical limitations of 

the present study future studies should focus on conducting both interviews and surveys 

covering all major cities in New Zealand. In addition to interviewing pet owners, future 

studies should focus on interviewing vets as the current study revealed that they make a 

key contribution in brand loyalty and pet owners' decision making. The cross-sectional 

nature of the data limits the ability to unveil the factors pertaining to purchasing decision 

making and marketing communications as the study was purely impacted due to the 

Covid-19 pandemic, emphasises the need for longitudinal research.  
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6.6. Conclusion 

This research aimed to explore the factors that do build brand loyalty among pet 

food customers in New Zealand. As elaborated in chapter one, three research objectives 

were formulated in order to answer the main research question. The study then discussed 

the relevant theoretical concepts and current industry-related aspects of the pet food 

industry. The decision-making process model and the brand resonance model explained 

the theoretical concepts relevant to the main research problem whereas PESTEL analysis 

and Porter’s five forces analysis discussed the industry-related aspects of the pet food 

industry. The literature review was structured based on three research objectives and 

primarily focused on the pet food industry. Considering the nature of the research 

question the study followed a mixed-method approach and data were collected using a 

survey questionnaire and semi-structured interviews. Furthermore, quantitative data was 

analysed using descriptive statistics and thematic analysis was used to analyse qualitative 

data.   

The findings of this study indicated that the majority of New Zealand pet owners 

were females and cats were the most popular pet in New Zealand. Overall findings of the 

study revealed that pet owners are brand conscious when purchasing and switching pet 

food brands. The study further found that price, product availability, family/friend 

recommendations, and online reviews were key determinants of pet owners when making 

a purchase decision and switching their current brand. Moreover, the study found that 

factors such as traditional advertising (eg: Tv advertising), in-store sales promotions, 

product quality, digital marketing, and online reviews help to build brand loyalty of pet 

owners of New Zealand.   
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Appendix B.  Questionnaire 

 

The factors influencing the brand loyalty in purchasing pet food in New 

Zealand 

Kia Ora, my name is Lalantha Kodagoda and I am a student at the Southern 

Institute of Technology in Invercargill studying the Master of Applied Management. I 

am planning to conduct a study to find out the reasons for buying a preferred pet (cat or 

a dog) food brand by New Zealand customers. I am looking for people who own either 

a cat or a dog and reside in New Zealand.  

 

The questionnaire will only take a few minutes of your time, and your 

answers will remain confidential and anonymous. The results will be written up and 

presented in a written research report that is assessed as a part of my program of 

study. The data will be stored on a password-protected computer for 5 years, after 

which it will be destroyed. 

 

You do not need to participate in this study, but if you do, then I thank you. You 

do not need to answer any questions you do not want to answer. If you do complete it, 

then you are giving your consent for your data to be included in my project. This project 

is being carried out under ethical approval from the Human Research Ethics Committee. 

If you have any questions, please contact  

 the Secretary of the Human Research Ethics 

Committee on 03 211 2699. 

 

Many thanks for your assistance 

Lalantha Kodagoda 
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6. For how many years have you been a pet owner?  
 

� Less than a year  
� 1-3 years  
� 4-5 years  
� More than 5 years  

 

7. What describes your employment status?  
 

� Employed Full-Time 
� Employed Part-Time      
� Self-Employed 
� Seeking Opportunities 
� Retired  
� Student 
� Prefer not to say 

 
 

8. How often do you buy food for your pet?  
 

� As needed 
� Weekly  
� Fortnightly  
� Monthly  
� Other (Please specify)  

 

 

9. Where do you usually buy your pet food?  
(Select all that apply) 
 

� Supermarket  
� Local pet shop 
� Chain pet store  
� Online retailer  
� Supermarket online  
� Other (Please specify) 
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10. What type of food do you feed your pet?  
(Select all that apply) 
 

� Dry Kibbles  
� Wet cans 
� Semi-moist  
� Home-cooked 
� Raw 

 
 
 

11. On Average how much do you spend per month on pet food? 
  

� Less than $50  
� $51 - $100  
� $101 - $150 
� $151 - $200 
� More than $200 

 
 

12. Are you the primary decision-maker in your household regarding purchasing this 
product?   

 

� Yes  
� No (please specify) 
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13. Which factors are the most important when you buying pet food?  

           (Select all that apply) 

Factors  

Price  

Brand reputation  

Family/friend Recommendations  

Veterinary recommendations  

Pet preferences  

Health benefits  

Availability  

Quality of Ingredients  

Grain-free  

Organic/natural  

Product packaging/Appearance  

Odour  

Variety  

Origin of the product – New Zealand  

Origin of the product – Imported  

Availability of information sources  
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14. How do you find out about brands/products in this category? (Select all that 
apply) 

 
� Shopping in the store  
� TV commercials 
� Paper advertisements 
� Radio commercials  
� Social media  
� Internet search  
� Online commercials  
� Word of mouth  
� Friend/family recommendations 
� Other (Please specify)  

 

 

15. Do you think current communication methods used by pet food marketers are 
informative in buying pet foods?  

 

� Yes 
� No  

 

16. What are your preferred methods of communication for pet food brands?  

            (Select all that apply)  

Method  

Advertising (TV, Radio, Press, Brochures)  

Direct Marketing (Directly sending materials such 
as catalogues, letters, text messages…ect) 

 

Personal selling  (employee or salesperson)  

Public Relations (Pet exhibitions, seminars)   

Sales promotions (contests, samples, freebies, 
coupons) 

 

Digital Marketing (Email, social media, YouTube)  
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17. How long have you been using the pet food brand that you are currently using? 
 

� Less than 1 month  
� 2 – 6 months  
� 7 – 12 months  
� 1- 2 years  
� More than 2 years 
� Do not remember  

 
18.  Is this your preferred pet food brand?  

 
� Yes 
� No  

 
19. Are you willing to change the current brand?  

 
� Yes  
� No  

 
20. If yes, choose the factor(s) from below table for changing the current brand  

(Select all that apply) 
 
 

Factors  

Price  

Brand reputation  

Family/friend Recommendations  

Veterinary recommendations   

Pet preferences  

Health benefits   

Availability  

Quality of Ingredients  

Grain-free  

Organic/natural  

Product packaging/Appearance  
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Odour  

Variety  

Origin of the product – New Zealand  

Origin of the product – Imported  

Availability of information sources   
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Appendix C.  Interview Questions 

 

1. How many cats and dogs do you own? 
 

2. How long have you been owning the pet(s)? 
 

3. How do you receive information about pet food products? 
 

4. Are you satisfied with the information you receive about your preferred pet food 
          brand? 

5. What improvements do you expect in marketing communications of pet 
 food brands? 

6. From where do you usually purchase your pet food? 
 

7. How long have you been using the current pet food brand? 
 

8. What makes you continue buying the current pet food brand? 
 

 
9. Do you believe that there is something else that affects your purchase decision 

towards this brand? 

10.  How do you react when you miss purchasing the current brand? Are you ready              
to buy an alternative brand? If No, what are the reasons? 
 

 
11. Do you intend to switch to a different brand? Why please explain. 

 

Any other comment about purchasing pet food brand, please share 
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Appendix D.  Participant Information Sheet 

 

 

The factors influencing the brand loyalty in purchasing pet food 

in New Zealand 
Information Sheet for Participants 

Thank you for showing an interest in this project.  Please read this information sheet 

carefully before deciding whether or not to participate.  If you decide to participate, I 

thank you.  If you decide not to take part there will be no disadvantage to you of any kind 

and I thank you for considering my request.   

Introduction 

I'm Lalantha Kodagoda student at the Southern Institute of Technology in Invercargill 

studying the Master of Applied Management 

What is the aim of the project? 

This project is aiming to find out the reasons for buying a preferred cat or a dog food 

brand by New Zealand customers. The data will be collected using face-to-face 

interviews and will be conducted only in Invercargill. In cases, online interviews will be 

conducted if a participant prefers.  
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What type of participants are being sought?  

I'm looking for individuals who own at least a cat or a dog and are interested in 

participating in this research interview. 

 
What will participants be asked to do?  

This research is planning to interview 4-5 participants in Invercargill. The interviews will 

be held in the room above the SIT library or will be held in a place that is convenient to 

the participant and will last approximately 25 – 30 minutes. It will be recorded on the 

phone and later be transcribed.  

Can participants change their minds and withdraw from the project?  

You may withdraw from participation in the project at any time up until the point at 

which the data is anonymised and amalgamated into the report, without any disadvantage 

to yourself of any kind. 

What data or information will be collected and what use will be made of it?  

Interviews will be recorded on the phone and later transcribed as a verbatim transcript. 

These transcripts will be used for the data analysis of this study. Your name will not be 

used in the final report and you will not be able to be identified in any way.  All 

information will be kept confidential and the data will be used by the researcher only for 

this study. 

What will happen to the results?  

The result of this study will be written up into a report for the Masters of Applied 

Management degree. This will be made available on the Southern Institute of Technology 

library D space site. You are most welcome to request a copy of the results of the project 

should you wish. 
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How will the data be stored?  
 
The data collected will be securely stored in such a way that only the researchers will be 

able to gain access to it.  At the end of the project, any personal information will be 

destroyed immediately except that, as required by SIT's research policy, any raw data on 

which the results of the project depend will be retained in secure storage for five years, 

after which it will be destroyed.  

What if you have any questions about the project?   

If you have any questions about the project, either now or in the future, please feel free to 

contact:- 

Researcher: Lalantha Kodagoda 
 
Southern Institute of Technology 

 
  

 

This research has been approved by the Human Research Ethics Committee at SIT. 

If you have concerns about the ethical conduct of this research or the researcher, the 

following procedure should occur. 

Write to the following 

The Secretary of the Human Research Ethics Committee 

Southern Institute of Technology 

133 Tay St 

INVERCARGILL 9840 NZ 

Tel: 03 211 2699 

All information is confidential and will be handled as soon as possible. 
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Appendix E.  Consent Form 

Southern Institute of Technology 

Declaration of consent to be interviewed for the research project titled- “The factors 

influencing the brand loyalty in purchasing pet food in New Zealand” 

I have had the scope and nature of the research fully explained to me. Any questions 

about the research have been satisfactorily answered, and I understand that I may request 

further information at any stage. I accept and note that:  

1. My participation in this research is entirely voluntary.  

2. I may withdraw from participation in the research at any time up to the point in which 

the data is anonymised and amalgamated without explanation, disadvantage, or 

disincentive.  

3. The information given during the interview is being utilised solely for the purpose of 

the specific research project and will not be disclosed to any other person or agency 

without my express consent.  

4. The interview will be recorded for later transcription.  

5. This information may be incorporated into the research report but actual names or 

other characteristics that may lead to the identification of individuals or organisations will 

not be disclosed.  

6. I may at any time request to view any completed drafts or sections of the research 

report to which I have contributed.  

7. A copy of the completed research report will be made available to me, on request, at 

the conclusion of the research.  
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DECLARATION  

I have read and understood the information set out on this form, and give my informed 

consent to be interviewed in accordance with the stated terms and conditions.  

Name of Participant:  

 

Name of Researcher/Interviewer:  

……………………………………………  …………………………………………… 

Signature  

 

…………………………………………  

Signature 

 

………………………………………………  

 

Date 

……………………………………………  

 

Date 

……………………………………………… 

 

 




