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This study aims to explore the mechanisms driving shifts in brand preferences
in response to evolving consumer needs. Consumer needs significantly influence
brand preferences, making it critical to investigate how these needs change and
their subsequent impact on brand loyalty. Employing a qualitative approach, this
research utilized third-generation grounded theory. Data were gathered through
in-depth interviews with 16 brand experts from industry and academia. The data
were analyzed using MAXQDA 2024 software, facilitating systematic coding and
categorization, which yielded 68 open codes and 9 selective codes. The findings
highlight nine key drivers of brand preference change: 1) recognizing and adapting
to emerging consumer needs, 2) integrating diversity and functionality to address
complex individual needs, 3) responding to growing consumer demand for
innovative technologies, 4) fostering new consumer needs through innovative
products, 5) employing smart branding strategies to align with emerging trends
and shifting needs, 6) emphasizing product adaptations based on consumer needs,
7) prioritizing brand development that incorporates innovation and need-based
strategies, 8) focusing on fundamental consumer needs in product design, and 9)
enhancing brand performance by building brand equity grounded in consumer
needs. Based on these insights, a model is proposed to elucidate the relationship
between consumer needs and strategies for achieving changes in brand
preferences. This model offers brands a framework to develop effective strategies,
adapt to market dynamics, and strengthen their competitive edge.
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EXTENDED ABSTRACT

Introduction

The study emphasizes the critical importance of fulfilling human needs, particularly in consumer behavior
and brand preferences. As consumer needs evolve, brands must adapt to maintain relevance. Research has
shown that consumers derive psychological satisfaction from brands that meet their evolving needs, such as
social status and a sense of control. Innovation facilitates better product performance, and brands must stay
attuned to technological advancements and consumer preferences to build loyalty. A recent survey revealed
that consumers today are more likely to consider a wider range of brands compared to a decade ago. Brands
that successfully innovate and respond to consumer needs enhance customer commitment and satisfaction.
Technology plays a key role in helping brands navigate these changes, particularly in a digital era where
consumers are constantly online. Furthermore, brand development is crucial for leveraging existing brand
equity and entering new product categories more cost-effectively. This study aims to investigate how to
achieve brand preference changes based on changing consumer needs. By focusing on the integration of
consumer needs into innovation, brands can achieve sustainable growth and customer loyalty. The findings
suggest that brands that neglect these changes risk facing significant challenges in maintaining their market
position.

Methodology

This research follows a qualitative approach and utilizes third-generation grounded theory. The paradigm
is interpretive and subjective, with an inductive reasoning approach. Data collection involved in-depth, semi-
structured interviews with experts in management and branding, and the gathered data was analyzed using
MAXQDA software. This resulted in 189 open codes and 9 selective codes, which led to the development of
the proposed model. Grounded theory, as a systematic approach, helps build theories directly from data
through coding and constant comparison. The study applies the approach of Urquhart, who emphasizes that
emerging phenomena should align with existing literature to enhance theoretical development. The research
integrates three coding approaches (Gleser, Strauss, and Urquhart) to ensure a robust and comprehensive
theory, avoiding the limitations of any one method. The final model emerged through the iterative process of
open, selective, and theoretical coding, alongside the integration of visual diagrams to illustrate relationships
between categories and concepts. This mixed approach offers greater flexibility and depth, helping address
gaps in understanding while contributing to the theory of preference change based on changing needs. The
research emphasizes the importance of adaptability in theory development and integrates literature to
confirm, extend, or challenge existing knowledge.

Results and Discussion

The proposed preference change model, based on changing needs, is designed using Urquhart’s integrated
approach. The model identifies "effective conditions," which are factors that influence or encourage changes
in brand preferences due to evolving consumer needs. "Components" are the strategies and value-creating
approaches recognized for guiding this process, while "outcomes" focus on the expected results of these
strategies. The central element of the model is the "how to achieve preference changes based on changing
needs," which serves as the core concept.

The findings indicate that brands play a significant role in fulfilling psychological and social needs, with
consistent connections often leading to customer loyalty. Brands that address fundamental human needs tend
to remain in consumers' minds, influencing their preferences. Innovation is highlighted as a key driver in
maintaining customer satisfaction and brand loyalty. Brands that align themselves with emerging trends and
technological advancements are more successful in keeping customers engaged. Innovations that improve
product quality, offer new experiences, and introduce new services help strengthen brand preference.
Moreover, the increasing influence of technology in consumers' daily lives has significantly impacted brand
preferences. Brands that effectively incorporate new technologies, such as artificial intelligence (Al),
augmented reality (AR), and virtual reality (VR), create engaging customer experiences and enhance brand



loyalty. The model emphasizes the importance of responding to shifting consumer needs and adapting
through innovation and technology for sustained brand success.
Conclusion

In today's rapidly changing world, consumer trends and preferences are constantly evolving due to shifts in
their needs. The research indicates that in modern, competitive markets, brands must adopt dynamic
strategies to respond to these fast-changing consumer needs. Key factors such as digitalization, the rise of
new technologies like artificial intelligence (Al), data mining, and the metaverse, and the increasing demand
for diverse experiences have fundamentally altered brand preferences. Brands must innovate to maintain their
competitive position while addressing consumers' complex needs.

Brands are advised to implement strategies like product and service personalization, improving consumer
experiences through technological innovations, and delivering new values to meet changing consumer
expectations. These proactive strategies help strengthen consumer trust and loyalty. Additionally, consumer
diversity and emotional experiences now play a crucial role in brand preference, as consumers seek more
than just functionality; they desire emotional connections with brands.

The research further reveals that brands that prioritize trust-building through quality enhancement and
unique value propositions can foster long-term customer relationships. Addressing the evolving preferences
of different generations is also crucial for brands to remain attractive and competitive. Brands that embrace
innovation, integrate technology effectively, and personalize experiences will strengthen brand loyalty and
preference. The proposed model outlines effective conditions, responsive strategies, and potential outcomes,
guiding brands in adapting to consumers’ changing needs. Brands that can predict and address these changes
will succeed in maintaining or increasing consumer loyalty and preference.

Keywords: Brand extension, Brand innovation, Brand preference, Brand switching, Consumer
needs
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