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1. Introduction
In contemporary times, the shoppers in various sectors like supermarkets have become rousingly flexible in terms of their brand choices, with a particular focus in relation to choosing premium or value brands (Schmidt et al., 2024). These complete shifting behaviours in the supermarket context, with a focus on cost-of-living, inflation, and changing perception for value, have made this topic highly relevant. Recent reports on the retail industry have revealed how the factors of price, quality, and potential convenience have been major influential powers for consumer reassessments of their priorities (Makhija and Agarwal, 2022). Further reports on the grocery context have shed light on the fact that due to COVID-19, consumers showcased a behaviour of trading down, with very few focusing on trading up (Ciger et al., 2022). In contemporary times, the supermarket retail context is being further influenced majorly through macro-economic factors and changing consumer mindsets. 
For example, the pressure from inflation and rising cost of living has forced various families to further analyze their discretionary spending while also reconsidering spending on food and grocery purchases (Seivwright et al., 2024). Retailers further have the potential to respond to this through the increase of adapting value-brands or even private-labels. This sheds light on the fact that consumers are more willing to downgrade from their well-known premium companies. With affordable pricing and considerable quality of these goods have also developed a rising demand for these products. On the other hand, some buyer segments still consider trading up with a focus on health, sustainability, and other factors. This is due to the fact that they consider buying a premium brand as not only a quality choice but also a status signalling. Thus, the complete dual approaches of downgrading and upgrading will be analyzed, with a focus on brand-tier switching behaviours in the supermarket environment.
Aim
The aim of this research is to examine the key factors that result in potential supermarket consumers to switch between premium and value brands.
Objectives
· To analyze key economic, situational, and psychological factors influencing consumers to switch between premium and value brands in supermarkets
· To explore the implications of brand-tier switching for supermarket marketing strategies, pricing decisions, and consumer retention efforts
· To identify how perspectives on brand quality, value for money, and price affect consumer decisions to downgrade or upgrade their brand tiers.
Questions
· What are the economic or situational factors resulting in downgrading from premium to value?
· How do various external factors influence switching from brand tiers?
· What brand or quality perspectives encourage upgrading from value to premium?
This research aims to utilize secondary qualitative analysis through considering existing reports, interviews, and other secondary data. Through integrating these insights thematically, this study will potentially showcase how switching behaviour develops in the supermarket sector.
[bookmark: _heading=h.r06s73z32loh]2. Literature review
An in-depth understanding of switching behaviour and brand tier mobility in retail is essential, with a focus on value vs. Premium brand choice in supermarket-grocery retail. The scope is focused on analyzing various related theories and themes like price-value perception, brand-tier positing frameworks, and others. These are relevant due to their ability to shed light on the research aim in a more in-depth manner. Consumer switching behaviour has been studied in various sectors, including services and goods, with a keen focus on the reasons for changing from one brand to another. For example, the UK-based reports on grocery have showcased evidence of consumers trading down from premium to value or even own-label brands (CMAgovuk, 2023). Furthermore, systematic reviews shed light on the fact that internal and external factors influence whether the premium or value tier performs (Chen et al., 2024). However, markets in the Asian region are facing inflation-based shifting in their grocery spends, potentially impacting switching behaviours. It is evident that there are changing patterns of consumers in relation to inflation (Mckinsey, 2023). 
In this rapidly changing and evolving supermarket context, there are various studies that have shed light on the context of brand-tier shifting in premium and  value offerings. A recent study on the Dutch grocery retail formats by Janssens et al., (2020) have showcased that various consumer value types, including functional, social, and even emotional supports, in predicting the switching behaviours across hard discounters, standard supermarkets, and soft-discounters. This develops the potential understanding that consumers in the hard-discounting aspects are focusing on the utilitarian value of low price and efficiency over any types of hedonic or potential status value, which raises the potential for choosing the value context over the premium tier. In this context, the industry research is also showcasing that the aspect of private label or store-brands context is rising and further being considered as a serious competitor of traditional premium brands.  For example, McOuat et al. (2024), in a report of McKinsey have identified that approximately 75% of the US and 85% of the European-based consumers are reporting to be adapting a trading down behaviour while shopping, with switching to various private-label brands focused on approximately a quarter of that behaviour. In this context, the study further revealed that the quality perception gap between the national brands and private-label brands has also reduced. For example,  in the context of the US over 80% of the respondents have judged private label food products to be potentially equal or better in terms of quality compared to national brands, while approximately 90% felt that they are providing the same or even better value (McOuat et al., 2024). This depicted that the value for money dimension is further becoming a major driver for this complete switching behaviour, compared to just price differentiation only. In the context of retail strategy perspective, the aspect of dynamic discount pricing in the national and store-brand complex competition has become a crucial factor. 
Studies have showcased that there is a major competitive environment in store-brand and national brand, in which the retailer fights against the national brands through their dynamic discounting approach and how they enhance their private-label, allowing them to shift consumer behaviour (Yahyavi et al., 2024). The findings showcase that promotional level pressures and pricing approaches are key influencing factors that impact this switching behaviour. It is also important to consider the brand-quality perception and consumer trust context. Studies have showcased the context of  purchase behaviour of private level brands, showcasing essential role of perceived value, which identified that perceived quality and perceived risk both can be influential for purchase intentions of store brands (Mathur and Gangwani, 2021). This type of analysis showcases the keen focus on psychological factors in which consumers can switch from premium to value products, especially when they believe that the value tier is able to meet their quality expectations and further reduces the considered risks. It can be further showcased that the upward mobility or value to the premium shifting channel, only when consumers consider that a premium tier purchase due to quality, lifestyle, and even aspirations. In socio-economic segmentation, it also plays a major role. Further studies on SMCG in India showcase that lower-income consumers showcased a potentially higher brand-switching approach and were potentially more price sensitive. It was also identified that higher-income groups showcased major willingness to pay a premium price and better brand loyalty (S and Baag, 2025). The complete economic and situational factors are interconnected with the psychological and social dynamic for producing brand-tier shifting behaviour. These aspects further shed light on the proposed objectives of the research. Although there is a potential consideration that premium-to-value and even value-to-premium aspects are not always simple, as downgrading often focuses on influences through more situational and economic factors, while the upgrading aspect is showcased to be influenced through psychological and lifestyle aspects. Regardless of these types of research, there are still gaps like there are a lack of study on the mechanism for switching among premium and value-based aspects in supermarkets. Furthermore, most of the research is focused on quantitative methods, with a lack of thematic analysis with qualitative data or secondary materials. To close these gaps, this study will utilize a secondary qualitative approach for analyzing existing research and gain a thematic understanding of this context. 
[bookmark: _heading=h.93kc0848u4tb]3. Methodology
This research will utilize a secondary qualitative method. This method is beneficial for analyzing patterns and meanings from existing data sources (Cheong et al., 2023). The use of data sources like academic journals, industry reports, case studies, and others will support analyzing the motivation and perception regarding switching behaviour of consumers while keeping the study on time and within data limits.  The inclusion and exclusion criteria will allow for maintenance of the relevancy and authenticity of this study by choosing only relevant and up-to-date sources of data with a proper authentic base. Furthermore, the researcher will be able to identify various trends over time with this qualitative approach regarding the switching direction from premium to value and value to premium. The market environments, like emerging economies and even developed economies, will also be potentially analyzed through this chosen secondary approach. Through categorizing these trends, the study will be able to develop themes to analyze how diverse factors are operating in various contexts.
The documents should be in the English language and no older than 2020. Purely statistical studies and opinion pieces will be excluded from the research. The gained data will be further analytically reviewed using a thematic analysis approach. It will be crucial for an interpretative approach of analyzing secondary qualitative data through familiarization, coding, making themes, and analyzing (Bayane et al., 2025).  The comparison of themes will effectively allow to identify patterns for switching behaviours across various brand tiers. Proper ethical considerations will be considered, like citing proper data sources, avoiding misinterpretations, and others.
[bookmark: _heading=h.3zon1myua2lv]4. Expected findings
The study is expected to shed light on aspects like economic pressure, like inflation, and how they drive premium-to-value switching. It is further anticipated that this research will be able to shed light on the more effective and effective economic pressures for downgrading..  Furthermore, the understanding of value-to-premium tier will be influenced through psychological aspects like premium quality, brand prestige, and ethical aspects, which will emerge in a more gradual manner. Furthermore, psychological and perception-focused factors are expected to showcase value-to-premium switching. Consumers may upgrade when they consider premium brands providing higher reliability. The study will potentially showcase that situational influencing aspects like shed visibility of value brands, private-label innovations, and promotional approaches can also act as major influencing factors for this switching behaviour. A potential understanding of market context diversities, including emerging markets and mature markets, can also be analyzed through this study. In the end, the situational and contextual factors, including limited-time promotions, product innovations, and availability of projects, can develop temporary switching behaviours.
[bookmark: _heading=h.beh2kl5s9lgs]5. Limitations
Various limitations are anticipated,
· The researcher cannot influence data quality or sampling due to qualitative research. Insights will be based only on how detailed the previous studies were.
· Various sources can focus on a few particular regions, limiting the global generalizability of the findings.
· The research can not analyze statistical relations of the rates of switching due to the qualitative nature.
· As the gained secondary qualitative data are re-analyzed for new purposes, they may not directly showcase or address the research question.
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[bookmark: _heading=h.4lspdctprfs6]7. Conclusion
This proposal has provided a brief overlook of the research and how it aims to analyze the switching behaviours among consumers in supermarkets. It has focused on a relevant study showcasing why consumers switch between premium and value brands in this sector. Through the use of a secondary qualitative method, it will aim to analyze recent qualitative data sets to shed light on the factors that influence this consumer behaviour. The topic is proven to be academically valuable and practically significant due to the contemporary retail environment. Through thematic analysis of secondary materials, the study aims to develop proper clarifying insights for the economic, psychological, and situational factors and their impact on brand-tier motilities. Through consideration of the limitations, the design of the study is ensured to be ethical and aligned with research objectives. Thus, the findings will be able to provide crucial data to vast marketers and supermarket entities regarding balancing a premium position with a value-focused approach for being relatable to the price-sensitive market.
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