[image: ]


EXAMINING THE FACTORS THAT CAUSE POTENTIAL CONSUMERS TO SWITCH BETWEEN PREMIUM AND VALUE BRANDS IN THE SUPERMARKET SECTOR 

Submitted by:
Lakhan Odedara
2427114
MBA DISSERTATION

Submitted to:
Dr. Anupam mazumdar (DBA, MSc, BSc, FHEA)




Submission Deadline: 03/02/2026

Declaration

I, Lakhan odedara, hereby declare that the research entitled as “examining the factors that cause potential consumers to switch between premium and value brands in the supermarket sector” is an original study undertaken by me as part of my academic program. The research sought to examine the economic, psychological and perceptual variables that affect consumer switching behaviour between the premium versus the value supermarket brands.
This study was carried out in line with the set academic and ethical standards. Since the research was based solely on secondary qualitative data, there was no direct involvement of human beings in the research. Every source of data has been duly recognized and there is no conflict of interest that is linked to this study.
I also confirm that this dissertation has not been sent, in full or in part, to any other institution to be awarded any degree or qualification.

Lakhan odedara 
University Of Wales Trinity Saint David.



Acknowledgment

I would also like to thank my supervisor with all my heart because of their help and support in the form of valuable advice and constructive critique, as well as the continuous encouragement they showed me during the period of this research. Their educational experience and help played a major role in the composition of this dissertation and making it a success.
I would also like to say a big thanks to my institution which made this study possible by provision of the required academic resources and research facilities. Learning environment and access to the scholarly materials had a great contribution in the growth of this research.
I would also like to give a special credit to my classmates and peers whose discussions and cooperation as well as their moral support in the field of research were essential to the process. Their support and common views greatly benefited.
Finally, I would like to sincerely thank my family and friends who never gave up and kept me going through this process, support, and encouragement. They held me together and had faith in me all the time which gave me the power to go through with this dissertation.

Lakhan odedara
University Of Wales Trinity Saint David.



Abstract

The switching behaviour of consumer between quality and cost-effective brands of supermarkets is being reviewed in this paper and the supposedly prevalent characteristic of the uniformity of the purchasing behaviour is the effect of the economic pressure, the ambitions of the perceived worthiness, the trust and the psychological motives. The environment demanding consumers to evaluate brand choices is subjecting them to a pressure where the cost of living is on the increase and sensitivity to price is high. This study adopts an interpretive approach to the meaning or rationales of brand switching instead of focusing on the brand switching as a price motivated or impulsive response.
The study design is qualitative secondary research and is based on the new academic literature, reports in the industry as well as empirical documented case studies. The data analysis was systematically conducted through the thematic approach in order to discover certain common trends regarding the economic drivers, perceptions of quality, trust in the private label and selective consumption due to premium. The findings demonstrate that switching over to premium value is very decision-making and thinking and accomplished through objective cost optimisation, not emotional response. It is not an absolute switching though. The co-existence of stinginess and luxurious consumption is evidence by the fact that consumers still exercise their selective trading up of identity, indulgence or the ethically oriented products.
Further, it can also be stated that the study revealed the further influence of the quality and trust of the private-label on reducing the perceived risk and weakening the traditional brand loyalty. Switching behaviour has been shown to be dynamic and iterative as well as depends on the ever-consideration of price-fairness, quality and perceived value as opposed to depending on price alone. The research can contribute to a broader picture of brand-tier switching since it takes into consideration economic, psychological and situational aspects. The findings illustrate valuable theoretical, retailing strategy and consumer decision making in the contemporary grocery markets.
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[bookmark: _Toc220259162]Chapter 1: Introduction

[bookmark: _Toc220259163]1.1 Background to the Study

The modern consumer environment is more dynamic, competitive and price sensitive than at any previous time, and as a result, many shoppers are constantly reassessing which product brands are providing them with the optimal combination of quality and affordability. Supermarket brand-tier switching is a category of switching where shoppers switch up and down between value, basic, standard and premium ranges, including Tesco Finest to Aldi own-label, or vice versa. This tendency has increased over the last cost-of-living crisis, when food prices and household bills have been increasing at a higher rate than wages. Food prices in the UK increased by an average of 19% in the 12 months to March-April 2023, the largest increase in 40 years, and food prices remained almost 30% higher in 2024 than in 2021 (ALICE ENGLISH AND REBECCA TOBI, 2023, 2023). This has compelled the consumer to demand price and value of money but not brand loyalty in the long term.
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[bookmark: _heading=h.g45gl5xt9oek]Figure 1.1: UK food price inflation across the G7 Economies
(Source: ALICE ENGLISH AND REBECCA TOBI, 2023)

Shoppers are trading down to cheap levels, as witnessed in the industry. According to McKinsey, about three-quarters of consumers in the US and 85% of consumers in Europe claim to be trading down, and the move to the use of their own brand of supermarket. It seems to be the cause of about a quarter of these consumers (Angus McOuat et al., 2024). In Europe, the proportion of grocery sales with private labels increased to nearly 38% in 2023, with households shifting off more costly branded goods (McKinsey & Company, 2024).
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[bookmark: _heading=h.wvu2y0y79ixn]Figure 1.2: Private Label Market Share Data 
(Source: Nielseniq, 2024)
Deloitte survey data of the UK reveals that approximately 31% of consumers intend to purchase more supermarket own-label products, and 29% of consumers intend to shop at lower-end supermarkets, indicating that the budget-seeking behaviour could be a new permanent effect of the cost-of-living crisis (Deloitte, 2023). Meanwhile, there is shifting value perceptions. According to NIQ research, even at present, private-label goods contribute approximately 19-26% of the FMCG value sales in the world and approximately 36% in Western Europe, substantiated by the opinion that many own-brand products are now comparable or even superior in terms of qualities to national brands (Nielseniq, 2024). It is this inflation plus constrained real incomes plus increasing perceived quality of own labels that are causing increasing numbers of supermarket shoppers to switch between high and low ends, depending upon the product line, expenditure at the point of purchasing and their own perception of good value.

[bookmark: _Toc220259164]1.2 Problem Statement

Inflation and escalating living costs and quality/value perceptions have caused a steep rise in consumer switching in the premium and value supermarket brands. Although the current literature on the topic offers a quality of quantitative data on the issue of trading-down behaviour, there is a huge gap in terms of qualitative information regarding why consumers make such switches and how they perceive such decisions in the real world of shopping. The existing research also does not examine the relationship between economic demands, psychological motivation, and situational variables, which combined as a unit determine brand-tier mobility. This generates a knowledge gap on the complexity and motivations of switching, especially in the post-pandemic retail space.

[bookmark: _Toc220259165]1.3 Research Aim

The aim of this study is to explore major determinants that cause supermarket shoppers to switch between high-end and value-based brands.

[bookmark: _Toc220259166]1.4 Research Objectives

· To examine economic, situational, and psychological factors that contribute to the change of preference between superior and value supermarket brands.
· To investigate the impact of brand-tier switching on the pricing process of the supermarket, marketing strategy and retention of consumers.
· To assess the influence of values, price and quality perceptions in downgrading or upgrading brand levels.
· To examine the effect of consumer trust and previous experience with the products of the private label on the long-term switching behaviour between the superior and the value brands of supermarket.
[bookmark: _Toc220259167]1.5 Research Question

What economic and situational variables, along with quality and brand perceptions influence consumer decision to switch to a premiere supermarket brand?

[bookmark: _Toc220259168]1.6 Scope of the Study

This research concentrates on consumer brand switching between tiers in the supermarket of the UK, in particular, how consumers shift amongst value, standard, and premium brand products. The study is restricted to the UK grocery industry since it has gone through sharp pressure of cost-of-living, the rapid growth of the private-label and evolving brand perception. The research is based purely on secondary qualitative data, such as scholarly studies, reports in the industry, and an examination of markets, which allows exploring the behavioural patterns in depth without any primary field research. The research is not on non-grocery retail areas and statistical modelling of switching behaviour. Rather, it focuses on interpreting themes, motivations and contextual influences, which is in line with qualitative methodologies suggested in consumer behaviour studies (Janssens et al. 2020).

[bookmark: _Toc220259169]1.7 Significance of the Study

The brand-tier switching is of great importance to retailers, consumers and academic research. To retailers, an understanding of the reasons behind shoppers switching between high and low-end levels can be used to drive their pricing strategies, promotional design, and development of their own-branded products, as well as customer retention. To the consumer, this research actually illustrates the effect of economic conditions, perceived value, and quality expectations on the purchasing behaviour in everyday life, and this aspect helps in explaining the change of behaviour in times when economic conditions are strained. Academically, the research fits in the current debate on post-inflation consumer behaviour, acceptance of private labels, and value perception. It also provides the quality of motivation as opposed to the quantitative trend only. It is known that brand-tier mobility is a crucial field of study because people constantly trade off price and perceived quality in the context of modern grocery shopping, as stated by previous research (Abrahamsson and Keppler, 2023).

[bookmark: _Toc220259170]1.8 Rationale

The justification behind the choice of this topic is based on the fact that consumer behaviour has rapidly changed as a result of inflation and increasing cost of living, which has radically changed the supermarket buying behaviour. Food prices in the UK were also 30% more in 2024 than in 2021, which puts financial strain on households and compels them to revise brand options (Jess Clark, 2023). Simultaneously, the quality of store-brand products has grown substantially and more than 80% of consumers evaluate the quality of store-brand products as the same or better than that of national brands (Angus McOuat et al. 2023). This change does not uphold the conventional beliefs of brand loyalty and demand for higher levels.
This matter is significant due to the fact that retailers are currently confronted with unreliable consumer traffic across the high-end and low-cost scales, making the pricing and marketing strategies a challenge. It is also an academically relevant topic since current studies are based on quantitative trends to a large extent, whereas the motivation behind the switching itself is not well understood (Shah et al. 2025). This research can alleviate the issue by providing qualitative, thematic perspectives on the determinants of switching behaviour as influenced by economic, psychological and situational determinants, which can ensure that retailers and scholars gain a better understanding of how consumers develop new patterns.

[bookmark: _Toc220259171]1.9 Structure of the Dissertation

The dissertation has been divided into the six chapters, whereby each chapter will entail discussing one aspect of the research process. Chapter 1 in the research discusses the research topic and gives the research problem, research aims and objectives, the research scope and relevance of the research. Chapter 2 discusses the literature on the subject, theoretical orientation besides defining critical gaps in the study of the area in brand-tier switching in supermarkets. The chapter 3 covers the research methodology, philosophy, research design, data and data analysis and the rationale of this rationale. Chapter 4 describes the study findings based on the thematic analysis of the secondary qualitative data. Chapter 5 introduces the most significant findings with references to the available literature and theoretical framework and describes how the findings confirm the existing gaps in the research. Finally, Chapter 6 is a conclusion to the dissertation, providing another overview of the main findings, original and theoretical contributions of the study, and the recommendations that might be considered in the future research.

[bookmark: _Toc220259172]1.10 Summary

This chapter has presented the study by setting the grounds of the study by providing background, context and the need to conduct the investigation on consumer switching behaviour between value and premium brands. It underscored the relevance of the need to know why and how consumers shift between brand levels due to an upsurge in living cost, the changing market forces and the shifting consumer expectations. The chapter stated the research problem and showed that it was necessary to go beyond price-focused explanations and include perceived value, trust, and psychological motivations as the major drivers of switching behaviour. The research aim, objectives and questions were clearly stated to give guidance and direction of the study. In this way the chapter helped to understand the extent of the investigation under study and its positioning in the high level of consumer behaviour and retail studies. The importance of the study was also highlighted, especially regarding its possible contribution to the academic literature and its practical value among the researchers that may strive to change consumer behaviour to suit the needs of retailers and brand managers. Lastly, the chapter offered a review of the research structure giving the way the following chapters build on each other to respond to the research objectives in a systematic manner. In general, this introductory chapter was very helpful in providing a solid background to the study as it provided a rationality to the research study and a clear structure to the research which is to be conducted.


[bookmark: _Toc220259173]Chapter 2: Literature Review

[bookmark: _Toc220259174]2.1 Introduction

This chapter is a literature review of academic and industry studies to create a holistic picture of consumer cross-elasticity between high and low-end supermarket brands. It looks at brand-level stratifications, the theoretical basis of switching behaviour and economic, psychological and situational variables that affect such movements. The current market trends and new retail strategies that influence brand-tier mobility are also reviewed. Through synthesis of these perspectives, the chapter also determines the critical gaps in the current knowledge and sets the conceptual framework on which the rest of the dissertation will be based.

[bookmark: _Toc220259175]2.2 Brand-Tier Structures in Supermarkets (Premium, Standard & Value)

Supermarkets usually categorise their offers in three key levels, namely value/basic, standard, and premium. Basic or value brands are concerned with the minimum price and working quality. Standard (sometimes national, mid-tier own label) brands seek to compromise price and quality. Premium brands such as premium own-label cost more and indicate quality, taste, moral or lifestyle advantages (Keller et al., 2022). In these levels, the centre stage is now in the case of store labels (private labels). Multi-tier own-label portfolios, economy, standard, and premium own-brand are common in retailers and reflect the conventional brand ladder at its most basic level. Keller et al. (2022) demonstrate that, by adding budget and premium private labels on top of a regular tier, retailers can span the entire price quality range, but it can also lead to cannibalisation across tiers in case positioning is unclear.
According to Ndlovu (2024), the private labels have shifted to the next level, no longer seen as a budget brand, but as a strategic brand on its own, which adds to competition with national brands. In Europe, the penetration of private-label products has increased in the world. According to McKinsey's State of Grocery Europe 2025 report, in Europe, in 2024, private labels contributed 39.1% of the value of grocery sales, and most consumers intend to keep on purchasing them despite the recovering purchasing power. Pinto et al. (2022) discovered that consumers purchase a larger proportion of private-label food online than offline, which indicates that online channels empower retailer brands further. For example, discount retailers like Aldi and Lidl have grown in the UK with very strong and simple own-labels, compelling full-line supermarkets to become more aggressive in upgrading and tiering their own brands. Meanwhile, research indicates that there are consumer groups that are ready to pay a higher price for the products of their own label, particularly those associated with organic or ethical food (Van Loo et al, 2021). All in all, the contemporary supermarket brand structure is multi-level, extensive in the number of its own brands, and very competitive, which provides a full-fledged environment of brand-tier switching between value and premium propositions.

[bookmark: _Toc220259176]2.3 Economic Drivers of Brand-Tier Switching

One of the most influential factors determining the reasons behind the switching of consumers between premium and value supermarket brands is the economic pressures. Increasing inflation has a direct negative impact on purchasing power, as the shoppers will be more price-sensitive in-between tiers. COVID-19 raised food inflation in the UK and Europe to the highest level in decades, and forced households to reconsider their usual brand decisions. Vehmas (2023) notes that in times of financial stress, high inflation greatly raises the readiness of consumers to downgrade towards cheaper substitutes as the perceived quality of acceptable levels grows.
This was also aggravated by the cost-of-living crisis. As the energy bills, rents, and even the basic groceries have been increasing at the same time, several consumers have turned to the value brands to make his or her money go further. According to a study by Dutta et al. (2025), price sensitivity and brand loyalty of shoppers increase when the economy is doing poorly, and thus, they are more willing to change between tiers. Sensitivity of price is also a very important aspect, especially in product categories where they are usually bought or are easy to compare. Consumers are more sensitive to promotions, unit pricing and perceived savings. A study by Gatta et al. (2021) concludes that consumers are more likely to shift to the budget-level or the products of their own label even with a minor price variance in the economic uncertainty environment. Budget limitations compel the shoppers to shift the priorities between needs and wants. When the total costs escalate more than the income, consumers will reduce the quality of necessities between premium and value but will choose to keep the quality of some products at high or high involvement levels based on emotional attachment. This bipolar behaviour is what the economist terms as selective trading down.
Lastly, the supermarket buying behaviour was profoundly transformed by the economic shocks of COVID-19 and the ensuing recession. Lockdowns heightened price sensitivity, decreased shopping on impulse and led to the exploration of low-cost brands. According to Wilkins and Ireland (2022), economic shocks make consumers less tolerant of premium prices and more likely to switch to the use of their own brands because of their lower risk and better quality. In general, inflation, living-cost pressure, recession issues, and the increased price sensitivity concept all contribute to moving the customers off premium levels and onto value options. These pressures decrease the perceived differences between levels, weaken brand loyalty, and reinforce switching motivation, particularly in grocery markets characterised by a high degree of competition.

[bookmark: _Toc220259177]2.4 Psychology Drivers of Brand-Tier Switching

The psychological influences determine the interpretation of the level of the brand in a supermarket and contribute significantly to the switching between the premium and value brands. Quality perception happens to be one of the strongest influences. Premium brands are usually evaluated by consumers as the superior ones because of the packaging, reputation, and sensory expectations (Romeo-Arroyo et al. 2023). The difference in perception between tiers, however, decreases as the quality of the private-label increases. Under such conditions, when the shoppers perceive that the product of the value tier delivers an acceptable quality, they will be more ready to downgrade the product and especially in times when financial pressure is experienced.
Intimately associated with this is perceived risk, or concerns about the performance or safety of a product or disillusionment. Value brands tend to enhance perceived risk, whereas premium brands tend to ease it because of the strong brand signals, so as to avoid consumers fearing low quality. Nevertheless, recent research demonstrates that this risk decreases. Indicatively, Wang et al. (2025) get a result that better transparency, review, and retailer reputation reduce the quality-related risk of lower-tier brands significantly, and it is easier to switch. Another important factor is brand trust. Consumers need to have confidence that a product will always deliver. Shoppers are more likely to use cheaper products when there is a drop in trust in high-quality brands, bad experiences, and no innovation. Alternatively, a high level of trust in value or in-house brands may lock buyers in at the bottom level over the long term. According to Gielens et al. (2021), the trust in the own labels has become one of the primary factors influencing willingness to switch to the store brands as more and more shoppers consider them as credible and reliable.
Switching behaviour is also related to brand identity and self-concept. Consumers employ brands to depict themselves or what they desire to be. Premium brands are commonly associated with iconic messages, which are connected with lifestyle, health, morals, or elegance. When the identity benefits are undermined or when identity-based shopping becomes less feasible due to financial strain, consumers change their preferences. Status signalling also justifies the reason why some consumers will upgrade to higher levels, even at the time of economic hardships, to show taste, success, or morality. This is proved by Pappinen (2024), who demonstrates that the choices in favour of premium brands are quite strongly motivated by status and self-image in the grocery store and packaged goods.
Lastly, switching patterns are determined by hedonic vs. utilitarian motivations. Hedonic value (pleasure, indulgence, emotional satisfaction) is often provided by premium brands, and utilitarian needs (low cost functionality) by value brands. Consumers tend to change to utilitarian values when savings are their main concern. They can also selectively change up to premium services when they need comfort, self-reward or sensory pleasure. In general, the psychological drivers are of major interest in brand-tier mobility, and they interact in economic and situational conditions to determine the when, why, and how consumers alternate between the premium and value brands.

[bookmark: _Toc220259178]2.5 Situational & Market Drivers

Premium and value supermarket brands usually change instantly when the situation and market conditions change. Promotions and discounting are one of the key forces that can, at the moment, decrease the price difference across levels. Consumers tend to upgrade when their premium brands are being heavily discounted, and they tend to trade down when value brands have multi-buy offers. Fazli-Salehi et al. (2024) demonstrate that the impact of price promotions on the choice of brand is very strong, and it has a dominant influence in low-involvement categories where consumers are highly responsive to conspicuous discounts. 
The stock availability is also a significant factor. In the time of the COVID-19 pandemic, panic buying and disruptions in supply frequently continued to push consumers to take the tier they could get, doubling the rates of upward and downward switching. Stock-outs considerably increase the probability of changing to the substitute brands, particularly items of the value-tier or the own-label products. Switching can be affected by the store environment and layout, which determines the ease with which consumers find an alternative. Shelf organisation, display at the end of the gallery and visibility of their own labels help in experimentation. Premium brands may be made more desirable or brands more credible with the help of such retail atmospherics as lighting, signage, and packaging cues. An experiment by Fuller et al. (2024) points to that there is a higher likelihood of switching between brand levels when there is positive in-store stimuli.
Switching can also be triggered by shopping convenience, which includes the closeness, time pressure and product comparison ease. Consumers with limited time usually select what is easy to access, which may favour standard or value pricing. A changing lifestyle, e.g. home-working, healthier food, or income changes, moves the preferences towards low-end products or high-end products priced at a higher cost, which are sold in an ethically positive position. A significant part of altering shopping habits was played by pandemic-related behaviours. A high number of consumers made their decisions simpler, turned to more utilisation of their own labels, and decreased store visits, resulting in higher experimentation with new levels. Comparisons of prices, reviews, and value selections are brought to the forefront through online platforms, and it is easier to traverse the levels by shoppers. In general, situational and market drivers are strong triggers, and these will change the switching behaviour even in relation to the long-run preferences.

[bookmark: _Toc220259179]2.6 Premium-to-Value Switching Trends

Since the COVID-19 pandemic, the world has been experiencing a very rapid rate of premium-to-value switching, which has been caused primarily by inflation, declining disposable income and the need to cut household spending. With the sharp rise in food and energy prices, consumers started to re-evaluate what products they really needed to be willing to pay the premium prices for (Taufik et al. 2023). When shopping experiences financial pressure, people change their acceptable standards of quality, and the value-tier and own-label alternatives become more appealing as they can meet the functional requirements at a lower price.
The emergence of the private labels has been a key reason behind trading down. Brands of retailers have become much better in their formulation, packaging, and uniformity, and the psychological distance between high-end and low-end levels has decreased. Ndlovu (2024) points out that the current private labels have passed beyond the budget category and are even head-to-head against national brands in terms of perceived quality. Uncertainty has also resulted in cost-saving behaviour, like brand switching, deal seeking, and the so-called basket optimisation, as shoppers down-trade on the low-value goods to allow him or her to buy the required goods. As Dekimpe and van Heerde (2023) demonstrate, inflation causes more substitution in favour of cheaper brands as consumers are more price sensitive and risk-averse. This trend is supported by global trends. Indicatively, Riboldazzi et al. (2021) are able to discover that consumers purchase more privatised food online where comparison tools show value choices. Comprehensively, trading down takes place when the economic pressure, better-quality labelling, and price sensitivity make the premium products seen as having less worth. This compels shoppers to shift to lower levels of cost without necessarily compromising on quality.

[bookmark: _Toc220259180]2.7 Value-to-Premium Switching Trends

Many consumers respond by trading down when faced with financial strains but identity, lifestyle, and quality aspirations are driving trading up among consumers. Premium brands are known to offer symbolic advantages in the form of better flavour, ethical sourcing, or status signalling, which cannot be easily substituted by value-tier alternatives. As demonstrated by Pappinen (2025), self-image and status drives are a powerful motivator of upgrading towards the acquisition of premium packaged goods, even in the state of economic uncertainty.
Health and sustainability consciousness is a significant upward switching force. High-end brands tend to indicate an organic, environmentally friendly, healthier, or socially conscious product. Ateş (2021) discovered that consumers are ready to pay higher prices for high or personal label organic food, as such products are in line with personal values. Upgrading is also promoted by quality enhancement in premium and premium private labels. With rising product innovation (cleaner ingredients, artisan recipes, recyclable packaging, etc.), new premium tiers are increasingly viewed by many consumers as providing long-term benefits instead of short-term delight.
Upgrading lifestyle is also important. With routines becoming normalised after the pandemic, consumers were looking to find such small luxuries that are affordable to them as a way to recompense the stress or spend less on leisure. This hedonic incentive is the reason why some of the categories are premiumised despite the economic strain, such as coffee, desserts and ready meals. De Giovanni (2024) demonstrates that consumers dynamically update their decisions in the case where a better-quality alternative will provide the emotional or sensorial advantages that will warrant the price. In general, trading up happens when the inspirational, well-being, enhanced product quality, and identity-expressive benefits prevail over the cost concerns and thus persuade the shoppers to selectively desire higher-tier products.

[bookmark: _Toc220259181]2.8 Justification of the topic

Value to premium supermarket brand changes are the key factors driving consumer migration and not the insensitivity to prices. Although the value brands can be functional, consumers may upgrade to higher quality brands as the more symbolic, emotional or other quality types of advantages take effect. Supermarkets positively engage in this upward switching by pricing, promotion and brand positioning strategies that reposition the premium products as warranted and not decadent. The key role in this process belongs to the dynamic pricing since the temporary reduction of the prices or minimization of the price differences helps to decrease the perceived financial risks and allows the premium options to seem possible. As it is shown by Aparicio et al. (2024), consumers are very sensitive to the relative price variation, i.e., even minor changes may cause a transient or permanent alteration of the upgrading behaviour. Loyalty programs also promote value-to-premium migration by providing individual rewards like special offers or reward points on higher value products. Such mechanisms reduce switching costs and enable customers to sample high quality brands with less risk and in many cases, buyers do make repeat purchases when they have their quality expectations satisfied. 
Besides this, the retailers will position the value of higher levels in strategic ways to make them more attractive in terms of packaging, better ingredients, and better displaying levels. Keller et al. (2022) emphasized that clear hierarchies of the retailer own-label allow retailers to compete at multiple levels, which motivates consumers to purchase higher levels in case the higher-quality products imply additional value or differentiation. Other than pricing and promotions, emotional and experience factors also qualify upgrading. Such emotional differentiation as storytelling, sustainability claims, and sensory cues is achieved by premium branding strategies, which value brands do not normally have. Store-level variables such as availability and merchandising focus on the product also affect upgrading behaviour in order to give the premium more visibility and desirability. Jin et al. (2023) demonstrated that the responses in-store significantly influence the choice of the brand substitution. In general, consumers shift the value to premium when retailers are able to explain high prices by quality improvements, less perceived risk and brand positioning that appeal to the emotions.

[bookmark: _Toc220259182]2.9 Theoretical Concepts

The supermarket brand-tier switching phenomenon is impossible to comprehend without referring to the known consumer behaviour theories. Although some of these frameworks present applicable knowledge, this research has considered numerous views and settled on the most suitable theoretical perspective.

[bookmark: _Toc220259183]2.9.1 Perceived Value Theory

The Perceived Value Theory describes the consumer choice as the trade-offs between quality, benefits, and price, in which they compare the received to the given. This assessment is especially relevant in the context of supermarkets at the times of inflation and economic insecurity when people are reconsidering the value of paying a premium or not. Suphasomboon and Vassanadumrongdee (2022) demonstrated that a good predictor of switching towards lower-cost alternatives when the financial pressure rises is the perceived value, which means that value judgments are dynamic but not fixed. 
[bookmark: _Toc220259184]2.9.2 Switching Cost Theory

The Switching Cost Theory revolves around the economic, psychological and time factors of deterring the switching of brands by the consumer. These costs tend to be low in grocery retail, thus raising customer willingness to experiment at levels. As stated by Segoro et al. (2025), the decrease in switching costs in the categories of goods in the groceries leads to a rise in the mobility between high-end and low-cost brands, especially when price dissimilarities are expanding.

[bookmark: _Toc220259185]2.9.3 Consumer Decision-Making Theory

The Consumer Decision-Making Theory conceptualises a purchase as a step-by-step process that entails identification of problems, search of information, assessment of alternatives, purchase and post purchase review. The framework can be used to understand how the consumers engage in repeated evaluations of brand alternatives according to fluctuating prices, quality signals, and availability. The article by Mookherjee et al. (2024) demonstrates that consumers make dynamic updates in the presence of new pricing or a new label.

[bookmark: _Toc220259186]2.9.4 Justification of the chosen theories

Although all the reviewed theories are relevant and helpful to consider, the Perceived Value Theory is selected as the primary theoretical framework. This choice is arrived at because brand-tier in the supermarkets are largely based on the consumer estimate of worth rather than switching expenses or progressive tool of the decision making. The overall driving force of up or down-processes between brands in the high-end and low-end is even where the comparisons by consumers are based on value consumers derive on a product in relation to the price even under different economic circumstances. On this, the Perceived Value Theory presents the most reasonable and theoretically applicable look of the brand-tier switching behaviour in supermarket circumstances.

[bookmark: _Toc220259187]2.10 Literature Gaps

Although the literature cited has presented quite a considerable amount of evidence in brand-tier switching in supermarkets, there are still several loopholes. First, it is a fact that most of the research focuses on the quantitative trends of price elasticity and buying frequency, however, it does not shed much light on the qualitative aspects of the process by which the consumer emotions and cognition shape consumer switching. Literature on one directional switching, which is the switch between premium and value brands, is highly focused and nothing much is done to explore the other two directional switching, in which people switch up based on health, quality or even identity considerations. Also, there is a lack of psychological issues in the research on the supermarket, including trust, perception of risks, and status signalling, although they become more critical in the studies concerning consumer behaviour. Furthermore, although the UK cost-of-living crisis has been experienced by the consumer value perceptions, little literature has had to dwell upon the direct switching behaviour in the UK supermarkets throughout the crisis. Finally, incorporation of economic and psychological, and situational factors, even within the same conceptual framework, is not a common occurrence in the literature that is available, and this is another gap that the study will be seeking to address.

[bookmark: _Toc220259188]2.11 Conceptual  Framework

[image: ]
[bookmark: _heading=h.fh3u83ofipdy]Figure 2.1: Conceptual Farmwork 
(Source: Self developed)
The Perceived Value Theory was the basis of analysing the switching behaviour of consumers in this research by applying brand-tier movement as a constant evaluation of price-quality-symbolic benefits. The theory helped to explain why consumers were downgrading to value brands, as premium prices cease to be viewed as worth, and why they were selective in upgrading to premium brands that had emotional, ethical, or identity-related values (). The theory was the key to the conceptual frame of this study by enhancing a comprehensive understanding of switching behaviour in terms of economic, psychological and situational contexts as value is a dynamic and context-sensitive construct.

[bookmark: _Toc220259189]2.12 Chapter Summary

The chapter described the principal academic and industry views of why consumers would alternate between premium and value brands in supermarkets. It analysed brand tier structures, conceptual underpinnings and the economic, psychological and situational drivers of the switching behaviour. The review also discussed current trends of trading down and trading up, and how the strategies of retail processes are an active way of influencing the trends. The combination of these themes revealed that behaviour change is multi-dimensional and complicated, and it is highly dependent on the perception of the individual and the market environment. Nevertheless, the chapter also found out the major gaps, such as a lack of qualitative insight, insufficient focus on switching in both directions and a shortage of unified frameworks that link various influences. Such gaps are the reason why this research is necessary and inform the construction of the theoretical and conceptual framework applied in the subsequent chapters to organise the methodology and analysis.


[bookmark: _Toc220259190]Chapter 3: Research Methodology

[bookmark: _Toc220259191]3.1 Introduction

This chapter describes the methodological decisions that were employed to examine consumer switching behaviour between premium and value brands in a secondary qualitative method. The chapter gives the definitions, comparisons, and justifications of every methodological element, philosophy, paradigm, approach, methods, research design, sampling, data collection tools, data analysis techniques, ethical considerations, and limitations. It is to ensure coherence, transparency, and methodological rigour with the objective of ensuring that the research design is in line with the objective of understanding patterns and motivations that influence switching behaviours in various market conditions.

[bookmark: _Toc220259192]3.2 Research Philosophy

Research philosophy reflects on the knowledge perception and explanation of a given study based on assumptions and beliefs (Gamag, 2025). It is in this regard that epistemology is concerned with what constitutes knowledge, the manner of its creation, and how the meaning is generated, based on social phenomena (Susilawati et al., 2025). Epistemological positioning is particularly remarkable in consumer behaviour research, as it defines the manner of how choices, perception, and experience of people are viewed and comprehended in the research. This research has used an interpretive approach to epistemology because the movement of the brand levels between value and premium level of the supermarket brands cannot be sufficiently explained by the economic objective indicators alone. Such switching behaviour of the consumers is implicated with the subjective interpretation of value like symbolic, emotional, ethical and experiential. Isolated variable factors of price or income do not influence such interpretations as individual experience as well as social situations and context. A better idea of the premium value and consumption justification that must be inculcated by the consumers even under an economic environment that is limited can thus be acquired under the interpretive epistemology. This epistemological method can be given the advantage of subjective connotations, situational effects in that the research will be able to value the motivational and hippest impressions that underlie the behaviour of brand upgrading behaviour into tears. The application of secondary qualitative data is, therefore, suitable to the interpretive position since it allows a detailed analysis of the stories, meaning and logic that cause consumers to use the premium brands.

[bookmark: _Toc220259193]3.3 Research Paradigm

Mawaddah (2025) added that the research paradigm is a general worldview or philosophical orientation according to which the research problems are conceptualised, framed and pursued in an academic inquiry. It defines basic assumptions about what reality is, how knowledge is created and how this knowledge needs to be inquired. Positivism, interpretivism, realism, critical theory, a creative or affective paradigms have much in common over assumptions about truth, knowledge, and meaning. The critical paradigms, such as an emphasis on redressing power imbalance, challenging dominant structures, and advocating social justice through challenging inequalities in society, are examples of a critical paradigm (Ravulo, 2025). Creative or affective paradigms, in turn, dwell on emotive, embodied or expressive aspects of knowledge produced by artistic, performative or sensory experience of social problems. The interpretivist paradigms contrast with them, as they do not aim to measure or transform society but gain insight into the lived experiences and contextual meanings as well as subjective realities. Interpretivism embraces depth, meaning and human-centred interpretation, unlike the positivist paradigms which emphasise the quantifiable, empirical observation. On the same note, interpretivism does not aim at provoking an affective reaction or have a critical impact on social systems as creative or critical paradigms, but to comprehend how people construct meaning about their experiences.
This study needed an interpretivist paradigm since the process of consumer switching behaviour depends on the existence of underlying motivations, perceptions and context-specific interpretations that cannot entirely be described using objective or structural explanations. The paradigm was able to engage analytically the meanings inherent in the secondary texts and enabled the researcher to interpret behavioural patterns in the viewpoints reflected in the already extant documents. This orientation helped to achieve the objective of studying brand-switching motivation without externalising assumptions and causal deterministic explanations.

[bookmark: _Toc220259194]3.4 Research Approach

Research approach is the logic behind the relationship of theory and data, and the influence of the way knowledge is created in a study. It is usually divided into three types: inductive reasoning, deductive reasoning, and abductive reasoning, which represent different lines of movement between information and imaginary knowledge (Tusquellas et al., 2025). Inductive reasoning pulls out particular observations in the direction towards developing general themes or theoretical understandings; therefore, it is a central method in qualitative studies wherein thoughts grow out of trends in the information. On the other hand, deductive reasoning is anchored on prior theories or hypotheses and subjected to inquiry in a systematic manner, which is commonly linked to systematic scientific investigation and quantitative research designs. In between data and theoretical propositions, abductive reasoning lies in the middle to seek the most plausible reasons for the observed phenomena (Makateng and Mokala, 2025). Inductive in comparison to deductive does not use pre-existing theoretical frameworks or hypothesis-test structures. Induction, in comparison to abduction, does not alternate between rival interpretations, but rather enables revelations to emerge gradually and naturally out of the analysed content.
This study was justified to use an inductive approach since the objective was to formulate knowledge based on the patterns that were found in the secondary qualitative materials and not to test or confirm the existing theories. Motivation, perception and contextual factors make switching behaviour between premium and value brands a complex issue that is best discovered under an open-ended exploration. The inductive methodology has helped the themes to emerge naturally out of the textual evidence and has also helped the researcher to interpret the patterns of behaviour without putting any strict theoretical assumptions. This helped in a flexible but strict examination of the way consumers arrive at switching decisions, given different market conditions.

[bookmark: _Toc220259195]3.5 Research Methods

Research methods stipulate general plans as well as the processes that are applied to gathering, organising and examining data in a research query (Marra and Nielsen, 2025). Research methods have broadly been divided into qualitative, quantitative, and mixed-methods in academic methodology, with each presenting unique data that is produced and how results can be interpreted. Qualitative approaches are oriented towards meaning, context and subjective interpretation and typically, text, visual data or narrative information is used to investigate human experiences more deeply (Qin et al., 2025). In contrast, quantitative methods focus on numerical data, organised measurements and statistical modelling to find patterns or accept hypotheses. Mixed-methods techniques combine both of them to achieve both depth and breadth. In comparison to quantitative research techniques, including structured questionnaires, experiments, or statistical simulations, qualitative methods enable more profound work with motives, perceptions and contextually specific fluctuations (Anthis et al., 2025). Qualitative document-based approaches do not involve the participation of the researcher in the social environment. Instead, they base them on interpretations of existing sources with more focus on concept richness and less focus on actual manipulations.
In this research, qualitative research study is found to be best suited, considering that the objective of the research was to know reasons and perceptions that will make consumers switch the brand of either value or premium. Qualitative interpretation was the most appropriate way of interpreting meaning-based stories and knowledge since the whole research was premised on secondary data, including academic sources and industry reports. The design has facilitated qualitative and in-depth interaction of already existing pieces of behavioural evidence besides allowing a comparison between various market environments, type of product and social economic situations. Since the study was not founded on the measurement-based paradigm, it provided a chance to comprehend the notion of subjective and situational determinants of brand-switching in a less obvious manner.

[bookmark: _Toc220259196]3.6 Research Design/Strategy

The research design may be defined as the logical framework that defines how research questions are answered using organized and logical processes (Castro et al., 2025). Qualitative research has a variety of design categorized as narrative, case study, descriptive, exploratory, ethnographic, and action-oriented designs. Of them, it is possible to mention narrative research design in which the emphasis is made on the comprehension of phenomena by means of gathering and interpreting stories, experience, or accounts that describe the sense-making process of individuals in the course of time. Narrative designs are specifically helpful when analysing personal experiences, lived experiences, and construction of meaning, and it might help to base on interviews, biographies, or reflective writing. Though, these designs involve working directly with participants and focus on the individual or group narration as opposed to identifying broad patterns.
Research strategy can also be articulated as data collecting methods, and analysis of data. Research design has exploratory designs and descriptive designs wherein the approaches are employed to test a phenomenon that is less known and systematically describe patterns and relationships respectively. Ethnographic based designs such as case studies, action research tend to create a closer interaction with a given context or participants, and therefore not effective in situations with pure documentary resources (Jerwood and Allen, 2025). 
On the other hand, descriptive research design allows the researcher to draw a systematic although a dynamic interpretation of the already available textual material without a need to necessarily engage the subjects. With this, the research design applied in the study research was descriptive research design to provide systematic reports on trends and reasons behind switching brands among high-end brands and low-end value brands. This assisted in organising, naming and analysis of the secondary qualitative data received in literature and the industry reports to enable the articulation of switching habits across the various markets. This was quite appropriate because the study was relying on existing literature and not data collected using primary sources.

[bookmark: _Toc220259197]3.7 Sampling Techniques

Sampling in research can be defined as a conscious choice of sources of data which are most appropriate in answering the research questions. In secondary research, no human subjects are involved; rather, the sampling is done with regards to the identification and selection of relevant documents. In line with this, purposive sampling was used in the study as the only sampling method. The idea of purposive sampling presupposes the selection of sources on the basis of relevance, credibility and contribution in the topic of the research, not on the basis of availability or statistical representativeness.
Other methods of sampling include convenience sampling where a source is chosen due to its ease of access and theoretical sampling where the selection of a source pertains to the concepts arising in an analytical process as it progresses (Tilman et al., 2025). However, convenience sampling is prone to shallow coverage whereas theoretical sampling is better adapted to the development of grounded theory. Conversely, purposive sampling is more in line with the overall intention of the qualitative research as it focuses more on depth, contextual sensitivity, and the richness of the analysis rather than on breadth.
Purposive sampling was used in this paper to select secondary sources such as academic journal articles, industry reports, and case-based analyses. The inclusion criteria were that the document had to be published in English within the period of 2020 to 2025 and clearly covered consumer switching behaviour, brand-tier transitions or motivations that drove premium and value brand decisions. Articles that included opinion pieces, those that were conducted many years ago, and those sources which had not given methodological transparency were filtered out. This purposeful methodology had ensured that the chosen data was authoritative, relevant and detailed to an adequate extent and as such, had supported meaningful thematic analysis and enhanced the credibility of the research results.

[bookmark: _Toc220259198]3.8 Data Collection Tools

The data collection tools are the tools or methodical strategies of collecting information that can be arranged, interpreted and analysed in a research undertaking (Correa-Peralta et al., 2025). The research instruments in this study were the documentary analysis, review of archives, literature synthesis, and systematic textual extracting (Correa-Peralta et al., 2025). The use of these tools allowed the study to obtain the information based on the pre-existing written and digital sources instead of creating the primary data. These tools are based on the analysis of available written, visual or digital data instead of creating new ones. Conversely, primary methods like interviews, observations, and focus groups elicit first-hand narratives yet have low logistical planning and require a lot of interaction with the subjects. The documentary analysis is even different from the creative or arts-based approaches, as they are based on expressive, emotional, or sensory forms of knowledge building (Galalae and Licsandru, 2025). Rather, documentary tools are more focused on textual interpretation, conceptual organisation and thematic exploration of pre-existing material and are hence most suited to research questions based on meaning, context and behavioural interpretation.
The use of documentary analysis was suitable since the study used published academic resources and industry reports, case studies and other credible papers that documented consumer switching behaviour. This instrument facilitated the systematic derivation of insightful information so that the researcher was able to label information in codes, patterns, and conceptual themes. It also guaranteed that it was feasible in time and access, it did away with the ethical complexities of recruitment of participants, and it assisted in a coherent analysis process that would apply to an interpretivist, qualitative study on the basis of secondary data.

[bookmark: _Toc220259199]3.9 Data Analysis

Qualitative research is based on the analysis of written or visual information within the text to find out patterns, relationships, and hidden meanings in the data (Van Breukelen, 2025). Thematic analysis is one of the most common qualitative methods since it has a systematic but adaptable method of circumventing meaning-based information in data. In comparison to content analysis, which emphasises frequency and quantification of words, thematic analysis puts a more emphasis on shedding light on emerging ideas and concepts. Narrative analysis focuses on story structures and sequencing whereas grounded theory is focused on creating new theory based on data collection and coding by using iterative processes. In contrast, Marra and Nielsen (2025) stated that design-based analysis aims at assessing artefacts or models as opposed to behavioural meanings. Thematic analysis is especially appropriate due to secondary research since it does not imply direct interaction with respondents compared to action-oriented approaches that demand the intervention cycles (Graham et al., 2025).
The thematic analysis method was used as the main data analysis method in this research. The study was initiated with familiarisation of the researcher who went through the selected secondary documents to have the general picture of consumer switching behaviour. Meaning codes that were coded to reflect the issues of economic pressure, perceived value, trust, and psychological motivations were then relevant text segments. These codes were divided into larger themes and compared comparatively across the various markets and brand levels. Similarities and differences between premium-to-value and value-to-premium switching patterns were narrowed down to the themes by repeatedly reviewing the themes. This was the applied method of coherent interpretation of secondary qualitative information, and it was in line with the interpretive and inductive orientation of the study.

[bookmark: _Toc220259200]3.10 Ethical Consideration

Ethical considerations are principles that can direct responsible and accountable research, such as integrity, transparency, respect for intellectual property, and accountable treatment of information (Graham et al., 2025). Since this research utilised secondary data, it did not imply direct contact with human subjects, which implies that such aspects of traditional ethical considerations as informed consent, anonymity, or confidentiality were not significant in this research. However, there are ethical responsibilities associated with the secondary research. 
Citations, plagiarism, proper interpretation of the arguments of authors, and textual materials are necessary in secondary research. In comparison to the participatory or collaborative research approaches, whereby scholars have to navigate the issue of power relations and relational ethics (Carter et al., 2025), secondary research places more emphasis on academic integrity and credibility of the source. Ethical honesty in this research was also upheld through the proper referencing of all sources, accuracy in using original and credible documents, transparency in methodological decisions, and maintenance of originality in the meaning of the insights of the authors to ensure accuracy and professional decency.

[bookmark: _Toc220259201]3.11 Summary

In this chapter, the definitions, comparisons, and reasons behind each type of methodological choice that formed the basis of the study were presented. Interpretivist philosophy, interpretivist paradigm, inductive approach, qualitative method, exploratory-descriptive design, purposive sampling, documentary analysis and thematic analytical procedure were all useful in achieving meaningful interpretation of secondary qualitative data. The research was conducted with economic regard to ethical principles, and restrictions were considered. Such methodological decisions formed a logical basis for consumer switching behaviour analysis in different market settings.


[bookmark: _Toc220259202]Chapter 4: Findings and Analysis

[bookmark: _Toc220259203]4.1 Introduction

This chapter presents the analysis stage, which is dedicated to consideration of already-published evidences depending on the purpose of research. It interprets and summarizes the relevant secondary qualitative data to compose a more elaborated concept of switching behaviour of the consumers between the premium, and the value brand of the supermarkets. In an attempt to epitomize the outcomes of the scholarly literature and industry-based sources, the chapter provides a comprehensive description and outlines the results with the help of a thematic analysis methodology. The themes were inductively developed through repetition reading process, coding of a repeat reading of the collected secondary information and comparison of the sampled information, thereby, allowing repetitive patterns and meanings to emerge from the sampled information. These themes also provide a logical and theoretically informed paradigm of the findings that are being listed in this chapter and discussing them.

[bookmark: _Toc220259204]4.2 Thematic Table

	Source
	Key Focus / Contribution to Theme
	Theme

	Gielens et al. (2021)
	Demonstrates how economic pressure increases acceptance of private labels and accelerates trading down.
	[bookmark: _heading=h.1hdlgtmdbdy]Theme 1: Economic Pressure as a Leading Force of Premium-to-Value Switching.


	Keller et al. (2022)
	Explains how multi-tier private labels enable consumers to shift between premium and value levels under price pressure.
	

	Richards and Liaukonytė (2023)
	Shows that reduced switching costs during financial stress increase brand-tier switching.
	

	Mookherjee et al. (2024)
	Provides evidence that crisis-led switching to private labels can become long-term behaviour.
	

	Dutta et al. (2025)
	Confirms that economic distress weakens brand loyalty and increases price-driven switching.
	

	Fong et al. (2023)
	Establishes brand trust as a key driver of private-label adoption and reduced perceived risk.
	Theme 2: Enhanced Quality and Confidence in Own-labelled Products Minimise Switching Risk.

	Özkan et al. (2024)
	Shows how perceived quality and trust increase purchase intention for private labels.
	

	Van Loo et al. (2021)
	Identifies consumer segments that prefer private labels due to acceptable quality and trust.
	

	Yadav and Kar (2024)
	Demonstrates that trust and quality perceptions encourage private-label purchasing in online retail.
	

	Ndlovu (2024)
	Argues that private labels now compete directly with national brands on quality and credibility.
	

	Riboldazzi et al. (2021)
	Reviews evidence that brand choice reflects emotional and symbolic value, not price alone.
	Theme 3: Selective Trading Up is influenced by the Psychological Value and Identity.
Interpretation

	Ghosh (2024)
	Shows that online purchase intentions are shaped by trust, perceived value, and emotional engagement.
	

	Fan et al. (2025)
	Demonstrates how immersive retail technologies enhance emotional value and premium appeal.
	

	Guest et al. (2021)
	Provides theoretical grounding for signalling and identity expression through brands.
	

	De Giovanni (2024)
	Reframes quality as emotional and experiential, supporting indulgence-driven premium buying.
	

	Mamuaya (2024)
	Shows how quality, price sensitivity, and brand reputation jointly shape upgrading and downgrading.
	Theme 4: brand downgrading and upgrading caused by the impact of values, price, and quality perceptions.

	Yuliastuti (2025)
	Demonstrates the interaction of price perception, trust, and quality in brand-tier decisions.
	

	Levrini and Dos Santos (2021)
	Explains how price functions as both a cognitive and psychological signal of value.
	

	Morkūnas and Grišmanauskaite (2023)
	Shows that loyalty depends on perceived quality and price fairness in FMCG markets.
	

	Anwar and Andrean (2021)
	Confirms that perceived quality and brand image motivate consumers to upgrade despite higher prices.
	


[bookmark: _heading=h.pn17sq8nh83g]Table 4.1: Thematic Table 
(Source: Self-developed)
[bookmark: _Toc220259205]4.3 Thematic Analysis

[bookmark: _Toc220259206]Theme 1: Economic pressure as a leading force of premium-to-value switching
Interpretation
The theme that came out first and most pronounced has revealed that economic pressure is one of the major factors that influence consumers to change their allegiance from the premium to value supermarket brands. Throughout the literature reviewed, the growing inflation, decreasing real incomes, and augmented household monetary force continually redefine customer decision-making as it alters the understanding of affordability and reasonable quality. Some of the studies point out that economic stress increases price sensitivity and decreases the willingness of consumers to pay premium prices for the consumption of daily grocery goods. Gielens et al. (2021) showed that under pressure on household budgets, consumers are actively seeking cheaper options serving good functional quality, which are better accepted in the form of brands of lesser quality and value. Inflation decreases the level of disposable income, and this compels shoppers to re-evaluate the nature of the product features that actually add value to increasing prices. Consequently, when the perceived value of added value is no longer valuable, premium brands will lose their perceived superiority (Suphasomboon and Vassanadumrongdee, 2022).

Also, Keller et al. (2022) elaborated on the fact that the contemporary supermarket tier structures actively encourage this behaviour. The availability of distinctively placed budget and value own-label products gives the consumer an opportunity to shift down the price ladder with limited perceived loss. When most people find themselves financially strained, customers will evaluate the high-end and low-end levels more strictly, and they will find that the difference in quality is not enough to be able to absorb the difference in prices. This helps in proving the point that consumers recreate the concept of tolerable quality in the context of financial limitations, focusing on efficiency in prices rather than symbolic or experiential gains. Another observation in the literature is that trading down is a premeditated and practical approach and no longer a hasty or emotionally inclined decision. Richards and Liaukonytė (2023) hold that although the perceived costs of brand switching are normally uncertainty or effort, the economic pressure reduces the psychological switching cost. Consumers are more likely to switch brands or levels when the savings that they may gain exceed the switching costs. This implies that the economic conditions do not just promote experimentation but they even normalise switching behaviour. This interpretation is supported by evidence of recent economic shocks. Mookherjee et al. (2024) have discovered that the COVID-19 pandemic increased the brand switching trend towards the use of private labels, and many consumers have not changed their actions even after the economic uncertainty declined. This implies that after consumers manage to trade down and their quality deception does not occur, the perceived risk in value brands decreases, and a switch to a value brand becomes a long-lasting behaviour and not a short-term action. This is further confirmed by Dutta et al. (2025), which indicates that consumers are more concerned with the minimisation of costs than brand loyalty due to economic distress. 

Implications of the Findings:
This theme has some rather significant implications for consumers and retailers in the real world. To begin with, brand loyalty is greatly weakened when economic pressure is experienced over an extended period of time. Emotional attachment to premium brands is destroyed as consumers continually replace the high-quality products with value products that satisfy the functional needs. This dispute established views that brand loyalty is long-term and constant in grocery markets. Second, the scope of the analysis is the growth of the behaviour of basket optimisation, according to which consumers trade down the everyday or low-risk product to control the total expenditure. Instead of deserting premium brands, shoppers plan their budget wisely, whereby they buy value brands on their staples but save the premium brands for rare purchases. This is more of an analytical and price-conscious consumer behaviour, influenced by economic stress. Third, the results indicate a structural change in the long run favouring the value brands, especially the private ones. With consumers getting used to the acceptable quality with reduced prices, value brands become valid and credible. According to Mookherjee et al. (2024), after becoming accustomed to buying private labels, consumers will find it less difficult to switch to premium brands completely, even when the economy improves. 

Relevance to Chosen Theory:
This theme plays a great role in favouring Perceived Value Theory, which claims that the choice of consumers is dependent on an assessment of what is received compared to what is given. When pressured by economic conditions, there is a shift in the perceived value equation with price being more salient than the symbolic or experiential benefit. As seen in Keller et al. (2022) and Gielens et al. (2021), consumers re-evaluate whether high-end features actually justify high prices, which regularly leads to the conclusion that value-based brands are better in terms of value-for-money. Besides, the findings are in line with Switching Cost Theory. According to Richards and Liaukonytė (2023), switching will happen when the perceived benefits exceed switching costs. Economic constraint diminishes the degree of tolerance of price inefficiency and is more likely to accept the risk of switching. The more important the savings are, the more justification consumers rationally make to switch, even in the case of uncertainty. 

[bookmark: _Toc220259207]Theme 2: Enhanced quality and confidence in own-labelled products minimise switching risk
Interpretation
One of the key trends that comes out of the considered secondary data is that contemporary brands under private label have raised their quality perception and have developed even greater consumer trust levels, which, to a significant extent, lessens the perceived risk of switching to national brands. This development has transformed the concept of the private labels beyond being a cheap substitute, and it is currently fighting on quality cues, credibility, which makes consumers willing to use them without worrying about performance failure as much. Retailers have been busy redesigning and repositioning the label of privates to indicate quality and trustworthiness. It has been found that brand awareness and perceived quality jointly increase brand trust, which subsequently enhances the purchase intentions of the private labels (Özkan, Koç and Kurtuluş, 2024). The key position of trust is further supported by empirical models of the adoption of a private label. As is explicitly shown by Fong et al. (2023), brand trust is a more potent predictor of adoption intention compared to traditional cognitive variables, including perceived relative advantage or basic familiarity. 
Market level analysis also reveals that the competitive forces between the national brands and the private labels are shifting, with the consumers having a new perception that the private labels are providing believable quality and not necessarily a low price. According to Ndlovu (2024), there has been the development of private labels worldwide under all categories, where better product characteristics and positioning decisions have been making the tradition of inferiority in comparison to national brands. The less the perceived quality difference, the less perceived risk in switching to the use of personal labels by the consumers, hence encouraging more frequent switching behaviour. This trend is supported by consumer preference studies, which are able to reveal specific segments in which the acceptance and preference of the use of a private label is not only accepted but also highest in products where quality and value judgments match. The latent class analysis of the consumers of organic food conducted by Van Loo et al. (2021) demonstrates that in some product lines, the preferences of private labels are shared by a substantial percentage of customers, which means that they perceive equal or a higher quality of the products in this regard. This work has strengthened the fact that qualitative perceptions are core in minimising switching risk and influencing choice behaviour, although preference varies by category. 

Inferences of the Results

With consumer confidence in the quality of private labels, retailers have a better chance of being successful in store brands, which gives the retailer more control in terms of pricing, margins and category strategy. Faith in the national brands is eroding brand loyalty to other brands, namely, the private labels. When a consumer develops trust, they become less attached to the old brands and more inclined to change to a new one, depending on value and performance cues.
Relevance to Theory
Perceived Risk Theory is a solid theme in that the theory assumes that consumers weigh losses and uncertainties in the case of a purchase decision. Better perceived quality and better perceived mechanism of trust serve to reduce the perceived risk, which makes the labelling of the product better and more acceptable as a private label. Theoretical explanations of purchase intention highlight that cues including quality attributes and trust signals reduce perceived risk, which the classical models of consumer decision consider as an obstacle to switching brands. Concerning the online selling of the products with a personal label, Yadav (2024) discovers that quality attributes, which are conveyed either by product cues or store reputation, are quite significant in shaping the intention to purchase, as they mitigate the cognitive uncertainty regarding the performance of the products. This follows the general behavioural theory that consumers use heuristic cues of trust when in selecting alternatives to familiar brands. 

[bookmark: _Toc220259208]Theme 3: Selective trading up is influenced by the psychological value and identity
Interpretation 
The third theme is that psychological value and consumer identity are critical in selective trading to premium brands, even at a time when economic pressure is experienced. Although financial limitations are compelling a significant number of consumers to trade down entirely, the literature has demonstrated without fail that consumers still buy premium brands in certain categories connected to health, morality, quality, and luxuriousness. This activity proves that switching between the tiers of the brand is discriminating and not absolute, as it is influenced by emotional and identity-based factors, and not the economic rationale. The work by Riboldazzi, Capriello and Martin (2021) offers an introductory understanding of the customer behaviour of price sensitivity concerning the influence of price and quality of products in the market, as it is demonstrated that the national-brand and private-label research cannot be explained by price sensitivity. Their analysis shows that consumers will tend to distinguish the product categories by accepting the value alternatives to utilitarian goods and continuing with the premium preferences when an emotional or symbolic value is at stake. This implies that trading up continues within the classification of consumers to premium brands that have a personal meaning, reassurance, or self-expression. De Giovanni (2024) developed this line of thought by redesigning the concept of quality in contemporary consumption. Instead of considering quality as a functional concept, the research reveals that consumers are increasingly understanding the concept of quality as a dimension of emotional, sensory, and symbolic qualities, including pleasure, authenticity, and perceived care. That is why even in the case of luxurious goods like specialty foods, drinks or more ethically positioned goods who already have consumers, premium brands still make them buy them to indulge themselves. In such situations, high cost is not explained by the need, but by the psychological pleasure and emotional gratification of consumption.
Identity expression is also closely associated with the continued existence of premium consumption. Through the Signalling Theory, Guest et al. (2021) describe that brands serve as a signal and convey values, status and personal beliefs to the consumer, as well as other people. Premium brands can be used to indicate qualities such as healthiness, ethicality, sophistication, or prosperity. Consequently, customers will have the choice of strategically moving to high-end brands to affirm or preserve their preferred self-image despite other costs being optimised. This further supports the notion that high-end buying is more of an expression than a normal purchase. Furthermore, based on the literature, psychological motivations are enhanced in digitally mediated retail settings. Ghosh (2024) shows that trust, perceived value and emotional involvement are some of the key factors that determine online purchase intention and not the price itself. 
The new retail technologies can increase this trend. As Fan et al. (2025) demonstrate, emotional involvement and perceived value of products can be increased with the help of immersive retail products like augmented and virtual reality. These technologies enhance the psychological engagement of consumers with brands by enhancing their sensory and experiential aspects. It is an enhanced involvement, which can elevate high-end products, especially when they are in line with pleasure or a life dream. 

Finding Implications

The results of this theme have significant implications for both consumers and retailers. To begin with, they state that the premium brands stand well in emotionally intense categories, including health-oriented, ethical or luxurious products. Consumers do not want to trade on the purchases that can be considered as personal values or that give them emotional satisfaction even in times of downturns. This sees premium brands able to survive and even prosper in certain segments in spite of larger trends of trading down. At the same time, it is noted in the findings that polarised patterns of consumption emerge. Customers are also separating their expenditure between the value brands and premium brands that are more symbolically significant or emotionally significant. This forms a dual model of consumption, in which frugality and indulgence are present in the same shopping basket. The retailers should therefore be aware that consumers are not price sensitive but strategically sensitive. 

Relevance to Theory

This theme is much akin to Signalling Theory, which describes the communication of identity, values, and status by consumers using brands. Signals incorporated in branding as Guest et al. (2021) suggest, can decrease ambiguity and support social meaning. The premium brands are very strong cues to quality, morality and self-esteem that encourage consumers to upgrade selectively even when under economic pressure. They also tend to support Consumer Identity Theory, which assumes that consumption preferences are extensions of the self. Selective premium buying gives customers an opportunity to maintain identity coherence but adjust to economic limitations. 

[bookmark: _Toc220259209]Theme 4: Brand downgrading and upgrading caused by the impact of values, price, and quality perceptions
Interpretation
This theme concentrates on the effects of the price perceptions, perceived quality and brand-related values on consumer decision-making to downgrade into value brands or upgrade into premium brands. The analysed literature shows consistent results that the consumers do not react to the change in price alone; they compare the price to the perceived quality, trust, and brand image. These comparisons determine how consumers view high prices as worthwhile or consider value brands as worthwhile alternatives. Mamuaya (2024) emphasises that the quality of products and brand name are two factors that act as critical influencers of the purchase intention in the FMCG market, despite high price sensitivity among consumers. The research indicates that consumers are more likely to pay more for a perceived quality as reliable and consistent with brand upgrading behaviour. On the other hand, consumers tend to switch to less desirable brands when they view quality variations between the premium and value brands as low, giving the affordability rather than the brand prestige concern the first priority. Equally, Yuliastuti (2025) illustrates the interaction between price perception and brand trust with product quality in influencing consumer purchasing behaviour. When an increase in prices is perceived to be unjust or disproportionate to any quality increment, consumers tend to downgrade. 

Price perception is also in the middle of the list as Levrini and Dos Santos (2021) demonstrate that price has an impact on purchase intention, both cognitively and emotionally. Their study shows that consumers take price to be the quality bearing, but they take it to a particular limit. Even the premium brands decline in popularity when the price is above the one that the consumer believes to be reasonable, thus resulting in downgrading behaviour. This demonstrates the fact that price is a psychological and economic indicator in the process of making brand-tier decisions. Another significant role engaged in this process is that of loyalty. According to Morkunas and Grišmanauskaite (2023), in the context of the FMCG market, the perceived quality, price equality, and the absence of the habit of buying products are the main factors that contribute to loyalty. When the value brands attain reasonable quality standards, the premium brands lose their loyalty and downgrading is encouraged. On the other hand, premium brands do not lose their customers because they are always of high quality, which is thought to warrant higher prices. Anwar and Andrean (2021) also verify that perceived quality and brand image have a great impact on the purchase decision, and in many cases, override the price. According to their findings, favourable brand image and perception of positive quality drive consumer upgrade, especially in categories where the perception of image and assurance is important. 

Implications of the Results
This theme and its findings have significant implications for both consumers and retailers. To begin with, they state that downgrading is most likely to happen at times when consumers feel that a price increase is not justified by quality enhancement. Due to this fact, the premium brands are under increased scrutiny in times of economic strain and need to substantially prove that there is more than just price involved. Second, the results indicate that the upgrading option is sustainable in case the brands manage to communicate the quality, trust, and reputation. When consumers believe that these attributes are in accordance with expectations and values, they will be ready to pay higher prices. 

Relevance to Theory
This theme has a direct relation to the objective of the research, as it shows that values, price perception, and quality perception together affect brand-tier movement. The facts indicate that downgrading and upgrading are value-oriented steps that are determined by consumers considering the price fairness, quality perceptions, and brand trust. These results support the argument that brand switching cannot be solely economically motivated but is a complex process of evaluation of value and quality in the modern purchasing behaviour in supermarkets.

[bookmark: _Toc220259210]4.4 Overall Findings
Results of this study show that consumers are more likely to re-evaluate brand decisions due to economic pressure by developing price sensitivity and value-seeking behaviour that manifests in the willingness of consumers to downgrade when the perceived quality benefits are less than the price increases (Mamuaya, 2024). This confirms the age-old argument in the literature that inflation and eroded purchasing power enhance premium-to-value switching by undermining the capacity of consumers to maintain premium-priced brand decisions (Vehmas, 2023). The results expanded the current literature by demonstrating that price sensitivity does not necessarily result in downgrading in cases where consumers do not think that there is a significant difference in quality, by tier (Yuliastuti, 2025). Conversely, the literature will rather portray economic pressure as a highly deterministic influence that forces consumers to shift towards cheaper branding at the fall of the economy (Dekimpe and van Heerde, 2023). The results also indicate that perceived quality is a critical moderating variable in downgrading and upgrading judgments, especially in the fast-moving consumer goods where quality assurance is always paramount (Morkūnas and Grišmanauskaite, 2023). This observation supports the statement in the literature that quality perception influences the readiness of consumers to trade down and in particular, better quality of a private-label product boosts brand willingness as risk perceptions decrease (Romeo-Arroyo et al., 2023).
However, the results disprove the implicit assumption of the literature that the quality perception is fixed by showing that consumers constantly redefine a level of quality that is acceptable, dependent upon price justice and situational factors (Levrini and Dos Santos, 2021). In comparison, much of the literature frames quality perception as a comparatively fixed point of evaluation which changes gradually with time (Wilkins and Ireland, 2022). These results also indicate that brand reputation and trust play a major role in upgrading behaviour, with consumers being ready to spend high prices in case the brands provide a regular quality and assurance (Anwar and Andrean, 2021). It confirms the argument presented in the literature that brand trust minimises the perceived risk and maintains the premium brand demand despite financial pressure (Gielens et al., 2021). Nevertheless, it is seen that this type of trust-based upgrading is becoming more selective and conditional, instead of habitual, which hints at the loss of classic brand loyalty frameworks (Yuliastuti, 2025). In comparison, the bulk of the literature still presents the concept of brand loyalty as a comparatively stable product of trust accumulation, but not a dynamic and situational phenomenon (Keller et al., 2022). The results also show that consumers make value-based trade-offs consciously and reduce utilitarian goods and upgrade emotionally or ethically important goods like health goods or luxurious items (Mamuaya, 2024). This tendency is consistent with the idea of selective trading down introduced to the literature that admits the presence of frugality and indulgence in the same consumption setting (Dutta et al., 2025).

Although such a fit occurs, the results further extend the current literature by demonstrating that the motivation behind selective upgrading is not just because of the involvement of the product but also due to the perceived justification of higher prices as morally and symbolically appropriate (Anwar and Andrean, 2021). Instead, the literature tends to mostly dismiss identity-driven upgrading as a lesser force to economic rationality, as opposed to an equally relevant force (Pappinen, 2024). The results also indicate that the perception of prices is an economic and psychological indicator, as it contributes to the buying of higher prices as a sign of quality or unwarranted cost penalties (Levrini and Dos Santos, 2021). This confirms the opinion in the literature that price serves as an indicator of quality and value evaluation and not just a financial limitation (Wu and Huang, 2023).

Nevertheless, the results make this perspective more complex since they prove that consumers do not respond to the price quality cues when repeated experiences do not confirm the high functioning and accelerate the downgrading behaviour (Morkūnas and Grišmanauskaite, 2023). This process of experiential learning is not emphasised in the literature as much as in the initial perceptions, but less in post-purchase evaluation (Mookherjee et al., 2024). On the whole, the results suggest that the decision to downgrade and upgrade is dynamic, iterative and negotiated in the context of economic change, as opposed to being a fixed response to the change (Yuliastuti, 2025). Although the literature might not fail to recognise various factors that motivate brand-tier switching, it does not combine economic, psychological, and experience aspects in a single discourse; this gap is precisely what is filled by the current study (Riboldazzi et al., 2021).

[bookmark: _Toc220259211]4.5 Chapter Summary
This chapter examined both premium and value supermarket brands consumer switching behaviour through thematic analysis of secondary qualitative materials. The results show that economic pressure, perceived quality, trust, identity, and price-value decisions influence switching and brand-tier mobility is a dynamic, selective, and multi-dimensional consumer decision process.


[bookmark: _Toc220259212]Chapter 5: Data Discussion

[bookmark: _Toc220259213]5.1 Introduction

This chapter makes the interpretation of the findings of the study and justifies their relevance insofar as the purpose of the research, of understanding consumer switching behaviour between premium and value supermarket brands, is concerned. The argument leads the reader away from the presentation of results to their meaning and interpretation. Instead of reiterating findings, this chapter is a critical assessment of the findings in relation to the research questions and their correlation with current literature and theoretical framework. Economic, psychological and situational statements of switching behaviour are incorporated in the discussion, and the study is assessed in terms of its contribution to the existing academic discourse. By so doing, this chapter answers the major question of the so what by stating the reasons why the findings are important and how they contribute to knowledge on brand-tier switching.

[bookmark: _Toc220259214]5.2 Discussion of Findings
The findings will be discussed in relation to the combination of five critical themes that have been identified as inductively as a result of the thematic analysis of the secondary qualitative data. The sub-headings were developed, in a systematic way through repeated readings and coding and matching the reviewed literature and demonstrated evidences by the industry that showed similar trends in brands switching behaviour in both high and low levels of consumers. These motives constitute the infrastructural components that establish switching choices as including, economical pressure, quality perceptions and trust, psychological significance and symbolism and price to perceived value reaction. The integration of the themes provides a kind of theory bearing and organization of the findings with respect to the objectives of the research.

[bookmark: _Toc220259215]5.2.1 Economic drivers of premium-to-value switching
The results show that economic pressure is a strong motivating factor in switching between premiums and values, which allows interpreting this behavioural pattern as rational, systematic, but not emotional. As shown, consumers have revised their brand decisions due to inflation and increasing living costs and declining discretionary income, opting instead of discretionary cost-management strategies instead. This is in line with the evidence that consumers move up and down the brand ladder when the affordability is limited. The study by Edwards et al. (2025) reveals that brand-tier movement is a systematic reaction to the pricing arrangements instead of a form of impulsivity. The results are relevant to the current body of work since they indicate that the process of switching can be habitual instead of a one-time event. Repeated purchase is also used to strengthen switching after the consumer gets appreciable quality with value brands, and this redefines long-term consumption patterns. This adheres to the fact that the continued pressure on prices promotes substitution and recalibration of reference prices (Sheikh et al., 2025). Instead of the elimination of premium consumption, consumers optimised their baskets by reducing the consumption of staple products and maintaining spending on the selected categories. Theoretically, the results give credence to the theory of perceived value since they depict how consumers revise their perceptions on whether the premium prices are justified. Also supported is the witching cost theory because economic pressure reduces psychological barriers to experimentation. The research is important in terms of proving that the economic pressure over time makes the perception of acceptable quality distorted in such a way that it promotes long-term switching behaviour over short-term behaviour.

[bookmark: _Toc220259216]5.2.2 Role of quality perception and trust in private labels
The other important conclusion is that the perceived risk of switching is lower with better quality perception and trust of the private-label brands. This goes against the view that the use of private labels is our poor substitute that is selected in conditions of financial constraint. Rather, value brands are considered as a valid and credible alternative by the consumers. The role of trust and quality perception in creating a switching decision is confirmed by Tristanto and Iswati (2025), who demonstrate that the perceived value mediates purchase intention. The observations show the erosion of traditional brand loyalty by the diminution of reliance on high-quality brands as the quality conveyors. With the positive experiences customers get with the private labels, the uncertainty is reduced, and the switching is less risky. This is consistent with the fact that familiarity and access promote the acceptance of substitutes (Parthasarathi et al., 2025). The switching process changes over time and becomes habitual instead of a decision that is managed by taking risks. The results confirm the perceived risk theory, indicating that perceived risk reduces with cumulative experience as opposed to the influence of the marketing signals. This research builds upon the existing body of work as it identifies the long-term behavioural effects of trust development in the private label, which implies that the reduction of risks has a lasting effect on brand-tier mobility.

[bookmark: _Toc220259217]5.2.3 Selective trading up and psychological value
Despite the overall trading down, the outcomes show that selective trading up had still taken place, and the value of psychology and symbolism also remains of high importance. Consumers retained upscale purchases in those categories that are linked to identity, luxury, morality, or affect. Francioni et al. (25) confirm the observation that strong brand values might be very significant to keeping a high willingness to pay a premium that justifies the value of symbolic meaning in the consumption process determination. Premium brands remained a form of identification instead of utility goods. As depicted by Ryu et al. (2025), sizeable consumer population is prepared to pay a premium price in cases where the brands meet their own standards of values. Social money can also be made using products in the same manner, and it reinforces status and is more than utilitarian (Xing et al., 2025). It is important to note that the findings present the coexistence nature of frugality and indulgence. The consumers had strategic cost cutting and selective luxuriousness that was refuting the assumption that the economic constraint fully annihilates the premium consumption. This conforms to the consumer identity theory since the decisions made during the consumption process are found to remain identity coherent despite constraint. A certain degree of sophistication is introduced into the study by considering selective upgrading as a decision of priorities and not contradiction.

[bookmark: _Toc220259218]5.2.4 Interaction of price, quality, and value perceptions
The results indicate that price is not a sufficient factor in switching. Rather, the consumers consider the price equity in comparison to the perceived quality and value. Whenever increases in price were perceived to be unreasonable, then switching was more probable, but reasonable premiums made them remain loyal. Huang et al. (2025) show how the perceived value incorporates price and quality to influence purchase intention. The observation contradicts the literature that views switching as unidirectional at the advent of economic downturns. It was demonstrated that consumers undergo continuous analysis of experience and expectations of value propositions. Other drivers of decisions included the non-financial elements that supported the conclusion that switching behaviour is multidimensional (Denknalbant et al., 2025). Evidence that supports consumer decision-making theory is that the switching process is iterative and context-specific. The research is valuable as it shows that switching is not an act of preference change but involves a constant evaluation.

[bookmark: _Toc220259219]5.3 Integration with theoretical framework
The findings of this study comply well with the Perceived Value Theory. The results indicated that customers make decisions to alternate between worth and high-quality supermarket brand basing on price, quality, and representational advantages. The switching behaviour is turning out to be dynamic and evaluative with the consumer constantly looking at the value-offer of a brand in totality relative to the price based on the economic and situational situations. This fact illustrates that any consumer will be willing to upgrade towards higher brands provided he or she perceives value addition to the higher-brand in either quality, trust, gratification of emotions or even the symbolism meaning. In general, the study findings support the reality that the formation of subjective value consideration that consequently is dictated by the economical, psychological, and situational attributes results in brand-tier switching and therefore justifies the relevance and usefulness of Perceived Value Theory in understanding brand-switching behaviour in the supermarket.

[bookmark: _Toc220259220]5.4 Addressing the Literature Gap
The current research addresses gaps mentioned in Chapter 2 by giving a qualitative account into the consumer motivation of switching to a higher quality of a product offered in the supermarket. It continues to develop existing literature by demonstrating that switching behaviour is two dimensional and discriminating and not the one-way act of the premium brands into value brands. This research is far more comprehensive in describing the dynamics of switching by indicating how consumers take into account price, quality, trust and identity as attributes of perceived value. The findings contribute to the existing body of literature as they increase the picture of the perceived value measures that mediate brand-tier switching behaviour under varying economic conditions.

[bookmark: _Toc220259221]5.5 Summary
This chapter explained the findings, connecting them with theory and previous studies. It revealed that brand-tier switching is selective, dynamic, and rational, which is influenced by value assessment, trust, and identity. The findings are used to guide the inferences and recommendations in the following chapter.

[bookmark: _Toc220259222]Chapter 6: Conclusion

[bookmark: _Toc220259223]6.1 Introduction

This is the last chapter of the dissertation, which summarises the results of the research and contemplates on their general implications. This chapter will not present new analysis, but rather summarize what was learned during the research, show how the research aim, objectives, and questions have been met, and what contributions have been made to the knowledge, theory, and professional practice. This chapter also critically recognizes the weaknesses of the study and gives suggestions to future researchers. In this way, the chapter provides a logical end of the dissertation and strengthens the topicality of the study in the modern debate on consumer switching behaviour between premium and value brands.

[bookmark: _Toc220259224]6.2 Accomplishment of research aim, objectives, and questions

The main purpose of the study was to observe and analyse the causes of consumer switching behaviour between value and premium brand of supermarket with help of such factors as economic pressure, perceived value, trust and psychological motivations. The following objective has been realized based on a systematized qualitative study of the secondary data, which enables the thorough comprehension of switching behaviour in various contexts.
The initial research purpose targeted the definition of the main economic factors to determine the brand-tier switching. This aim was achieved by showing how the increasing cost of living and financial restriction influenced purchased behaviours and made consumers re-evaluate buying behaviours and turn to cost-cutting measures. The results evidently indicated that swap of premium-to-value was mostly rational and premeditated and not impulsive. The second objective was to test the hypothesis that quality perception and trust impact switching behaviour. This was achieved by disclosing that perceived risk was decreased through the advancement of quality in personal labels and that legacy brand loyalty was undermined by this, which made it simpler to switch behaviour in the long term.
The third objective was to find out why consumers still buy high quality brands even when there is a push in the economy. The research has accomplished this by establishing the selective trading-up behaviour in which customers held on premium brands within categories that were related to identity, indulgence or ethical consideration. Lastly, the research questions were answered by showing that the switching behaviour is dynamic and iterative due to the interplay of price, quality, perceived value, and psychological factors. Altogether, this research was capable of achieving its purpose, objectives, and research questions as it could offer a complex and holistic insight into brand-tier switching.

[bookmark: _Toc220259225]6.3 Summary of the key findings
The research results showed behaviour of consumer switching between premium and value brands is dynamic, selective and contextual and not a uniform and price-driven behaviour. The element of economic pressure became one of the main stimuli of premium-to-value switching which promoted people to reevaluate their spending priorities and implement cost-management principles. This pressure however failed to lead to downgrading of all categories of products uniformly. With this, a main lesson is that switching behaviour is not absolute. There was a tendency by the consumers to downgrade low-involvement products or staple products and maintain buying premium brands in the categories associated with identity, indulgence, ethical values, or emotional gratification. This shows that consumers are more active in negotiating value as opposed to being mechanical in reacting to changes in price.
The results also pointed to the increasing importance of trust and quality perception of the private-label brands. Higher quality minimized perceived risk and diluted traditional brand loyalty and made switching increasingly acceptable and habitual. The concept of trust was found to be an instrumental tool that transformed the preliminary experimentation with value brands into a long-term behavioural alteration. Lastly, the research validates the fact that the price is not a single factor that will determine switching. Price fairness was measured by the consumers against perceived quality and symbolic value. In cases where premiums were perceived to be unjustified, the switching was more likely; in cases where value was perceived to be fair, loyalty prevailed. On balance, the phenomenon of brand-tier switching was determined to be a dynamic one highly influenced by the economic state of affairs, obtained experience, and psychological factors.


[bookmark: _Toc220259226]6.4 Original Contribution of the Study

This research is significant in several aspects as it offers numerous contributions in various fronts such as academia, body of knowledge, professional practice and theory.
Contribution to Academia
The research makes contributions to the body of academic literature by providing an interpretative, qualitative view of switching behaviour among consumers, which has been dominated by a quantitative and price-focused research approach in many studies. The study deepens the academic insight into consumer reaction to economic pressure in their daily consumption situations by emphasizing on meanings, perceptions and motivations.
Contribution to the Body of Knowledge
The study helps to extend the existing knowledge as it shows that brand-tier switching is not a unidirectional shift between high-end and low-end brands. Rather, it shows a two-way and discriminating switching pattern with consumers constantly re-evaluating value and modifying behaviour. This observation contributes value to the current debates on economic constraint consumer behaviour.

Contribution to Professional Practice
In a practical approach, the research offers a lot of information to retailers and brand managers. It emphasizes the role of quality of the label of the products that are sold privately, trust, and the sense of fairness in the pricing policies. The results indicate that retailers should be in a better position to match product assortments and pricing structures with consumer behaviour by identifying patterns of selective switching, instead of assuming homogenous downtrading.

Contribution to Theory
The research has immensely contributed to the theory through the application of the Perceived Value Theory to switching of supermarket brands across brands of the same tier. These findings show that the image that is held by the consumers in regard to value are dynamic as they evolve with time as they experience, learn and as the economic environment advances. Rather than looking at the value as the relative between the price and the quality, the consumers have a further reflexion of what they think is the acceptable quality and reasonable prices in their eyes between the up-market and value brands. It highlights the factor of perceived value as dynamic, a construct that is composed of economic and personal pressure, and previous consumption experience. The research continues to prove that brand-tier moves are not a one time and instant choice but rather a process that keeps on being evaluated with the consumers being inclined to review validity with an attempt to cope with evolving conditions. The financial and the emotional, the symbolic and experiential benefits are weighed and reflective and adjustive switching behaviour is made as a result. The explanatory power of the Perceived Value Theory is boosted in the current researchsince the process of construction and reconstruction of the perceived value over time is demonstrated in addition to providing a more complex explanation of the switching behaviour of supermarket consumers.

[bookmark: _Toc220259227]6.5 Theoretical Contribution

The study significantly contributed to theoretical knowledge of consumer switching behaviour since it extends and combines the existing theories of consumer behaviour into the framework of supermarket brand-tier movement. First, it extends the theory of Perceived Value by proving that value is not an assessed price as compared to quality, but rather a dynamic and experience-based phenomenon. The results indicate that consumers keep recalibrating the value they regard as acceptable as the economic conditions vary and as they become more familiar with high-end and low-end brands. Secondly, this study adds to the Switching Cost Theory through demonstrating the fact that switching costs in the context of supermarkets are mostly psychological and experience-based, and not structural (Segoro et al. 2025). Repeated positive experience and trust to the use of private-label brands were found to diminish perceived risk, thus, reducing the switching barricade through time. This redefines the concept of switching costs as variable and not fixed.
Thirdly, the study contributes to the Consumer Decision-Making Theory by confirming the fact that brand-tier switching is the process which is selective and iterative in nature. Consumers do not make decisions once each time and in such situations, they redefine brand decisions depending on the situational pressures, identity needs and perceived fairness. Lastly, this study affirmed and went further to testify Signalling Theory by demonstrating how premium brands maintain symbolic and identity-signalling functions despite economic constraint. In general, the research is a theoretically comprehensive article combining economic rationality with the psychological and situational motivation to present a more subtle account of the brand-tier switching behaviour.

[bookmark: _Toc220259228]6.6 Limitations

Limitations can be seen as restrictions or boundaries that might affect the extent, extent, or generality of research outcomes, which frequently determines the extent to which a study can and cannot go (Correa-Peralta et al., 2025). Researchers can fill some of the gaps in primary qualitative studies through interviews or observation, or focus groups, in order to obtain a richer or more focused insight. Secondary qualitative research, on the other hand, is fully dependent on the amount and the quality of existing documents, so the breadth and depth of data are determined by what is already published. Quantitative research can establish the existence of measurable trends or cause and effect, whereas qualitative secondary research can provide an interpretation, but not forecasts. The limitations in this research were that it relied on current literature, that methodological rigour was inconsistent in the documents that were chosen, and that there was no direct interaction with consumers. There could also be less representation of some markets, based on a lack of publication at the time. However, these limitations were offset by the fact that purposive sampling and structured thematic analysis resulted in the strength of the reliability and relevance of the findings.

[bookmark: _Toc220259229]6.7 Recommendations for Future Researchers
This study leaves a number of significant ways in which future research can be developed. The qualitative research based on the primary interviews or focus groups would enable a closer examination of the lived experiences of consumers and their emotions behind switching behaviour. It may be possible to consider longitudinal studies on whether the observed patterns of switching may be observed to continue or change with economic stabilisation or improvement. The cross-national or cross-cultural comparative research would contribute to knowledge about the role of institutional and cultural aspects in brand-tier switching. Other areas of future studies might be sector-specific switching behaviour in the fashion, technology or services industry. Last but not least, mixed-method research or quantitative research may be used to test the relationships revealed in the study on a large scale, which would increase the level of generalisability without reducing interpretive richness.

[bookmark: _Toc220259230]6.8 Conclusion
Overall, the given study shows that consumer behaviour in switching between premium and value brands can be characterized as rational, selective and dynamic and influenced by the economic pressure, the perceived value, the trust, and the psychological motivations. Through its combination in a qualitative interpretive approach, the study offers a detailed overview of the way consumers can bargain in unsure economic settings., The research added to academic theoretical, and practice towards the current profession as well as providing a future research basis. Finally, it confirms the opinion that brand-tier and switching are not only a response to price, but a conscious determination of the necessity, self-identification, and value and the impact on consumer behaviour and every day decision-making behaviour.
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	YES
	NO

	[bookmark: _heading=h.ydcf7z5pmew3]2
	Racial or ethnic origin
	☐
	☒

	3
	Political opinions
	☐
	☒

	4
	Religious or philosophical beliefs
	☐
	☒

	5
	Genetic, biometric or health data
	☐
	☒

	6
	Sex life or sexual orientation
	☐
	☒

	7
	Trade union membership
	☐
	☒

	If you ticked YES to any of questions L2-L7, provide a description of the data and explain why this special category data needs to be collected to support the research and that it is in the public interest to do so:

	8
	

(this box should expand as you type)

	9
	Please describe how the research has been designed to gather the minimum amount of personal data necessary for the specified research purpose:

	

(this box should expand as you type)

	10
	Demonstrate that the processing is not likely to cause substantial damage or distress to individuals and that their interests will be safeguarded:

	
(this box should expand as you type)

	11
	Demonstrate that the data will not be used to take any action or make decisions in relation to the individuals concerned:

	
(this box should expand as you type)

	12
	Data should be anonymised wherever possible, either at point of capture or once collated. If the data cannot be anonymised, and if pseudonymisation is not possible, demonstrate why the that is possible.  If special category data cannot be anonymised, explicit consent to share that data must normally be obtained.

	
(this box should expand as you type)

	13
	If special category data cannot be anonymised, will you obtain explicit consent to share that data?
	YES
	NO
	N/A

	
	
	☐
	☐
	☒



SECTION M: Participant Information and Consent 
	Information for participants
It is normally expected that those participating in research should do so having given their informed consent. If this is not appropriate or practical, explicit justification must be provided, in line with prevailing disciplinary conventions.  Please note however, that informed consent to participate in the research is separate from consent to process (e.g. collect, analyse, store, reuse or share) personal data, as the University’s lawful basis for processing personal data in research activities is part of its ‘public task’. 
	YES
	NO
	N/A

	[bookmark: _heading=h.w3bfsxcvkjxx]1
	Will you obtain written consent for participation?
	☒
	☐
	☐

	2
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	3
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	4
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	5
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	6
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	7
	Will participants be made aware of how you will treat any information that may reasonably by considered as confidential? 
	☒
	☐
	☐

	8
	If your research requires your participants to sign up for a service provided by an external company or organisation will you inform them that their data may be stored and processed outside UWTSD?
	☐
	☐
	☒

	9
	Will you give participants the UWTSD Privacy Notice for Research?
	☒
	☐
	☐

	If you have answered NO to any of questions M1-M8, please provide justification detailing why this is necessary for the research.  

	10
	

(this box should expand as you type)

	Informed consent: Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before the research begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded. 

	11
	

(this box should expand as you type)

	Confidentiality: Confidential information refers to information that can be related to an identifiable individual, whether living or deceased, which is not in the public domain and which is given with the expectation that it will be kept confidential.  Under Common Law when an individual entrusts a researcher or research team with confidential information, the team must handle this in line with ‘reasonable expectations’. In other words, confidential information should only normally be shared when there would be ‘no surprises’ for the individuals concerned. Where participants would not expect the researcher to be sharing their confidential information with others, researchers can manage their expectations by informing them of their intentions (e.g. in the participant information sheet or during discussions about participation) and asking them if they are happy with these plans. They should understand what is being proposed and what this might mean for them, before they decide whether the researcher can share their confidential information with others.  

	Please detail how you will treat confidential information:

	12
	

(this box should expand as you type)

	Copies of any written consent form, written information and all other explanatory material should accompany this application. If you have included these then please list the documents included here.

	13
	Sample information sheets and consent forms are available from the University ethical review intranet page at https://intranet.uwtsd.ac.uk/research/research-integrity-and-ethics


	14
	Consent form attached?
	YES
☐
	NO
☐
	N/A
☒



[bookmark: bookmark=id.3qcrv9ty48fi]SECTION N: Research with Potential Military Application
	1
	Does your research have any potential military application?
	YES
	Click to continue to appendix 8
	NO
	Continue to the next section

	2
	Have you completed appendix 8? 
	YES
	☐
	NO
	☒



[bookmark: bookmark=id.h9a9rvi0knzk]SECTION O: Use of Artificial Intelligence Tools
	Use of generative AI and other AI-based tools
There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.

Will the research use AI tools to do any of the following:
	YES
	NO
	N/A

	1
	Capture data?
	☐
	☒
	☐

	2
	Generate and/or edit text?
	☐
	☒
	☐

	3
	Generate graphics?
	☐
	☒
	☐

	4
	Generate video?
	☐
	☒
	☐

	5
	Generate sound/music?
	☐
	☒
	☐

	6
	Generate code?
	☐
	☒
	☐

	7
	Generate synthetic data?
	☐
	☒
	☐

	8
	Analyse data?
	☐
	☒
	☐

	9
	Analyse personal or sensitive data?
	☐
	☒
	☐

	10
	Classify data?
	☐
	☒
	☐

	11
	Do you intend to use the free version of any AI tools?
	☐
	☒
	☐

	If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  

	12
	
(this box should expand as you type)




Section P: Research Data Management Plan
	1
	Data Summary

	· Briefly introduce the types of data the research will create or access.

This will be a secondary qualitative research, which is found to be beneficial for analyzing patterns and meanings from existing data sources. 

	2
	Responsibilities

	· Who will be responsible for data management? 
· Outline responsibilities for data management within research teams at all partner institutions

The researcher will be responsible for management of all collected data. In order to do so, safe collection and storage of all such data will be ensured in Google Drive for further use. 


	3
	Assessment of existing data

	· Provide an explanation of the existing data sources that will be used by the research project (if applicable). 
· Provide an analysis of the gaps identified between the currently available and required data for the research.

The main focus will be given on the database, namely Google scholar Google scholar, which provides a simple way to broadly search for scholarly literature and search across a wide variety of disciplines and sources. It is estimated that there will be no potential gaps between currently available and required data for this research, as sources with only relevant information will be chosen.

	4
	Management and curation of data

	· Outline your plans for preparing, organising and documenting data.

Data preparation will be done in Google scholar itself. To organise such, it will be ensured that chosen articles and books are in English language and published no older than 2020.

	5
	Quality assurance of data

	· Describe the procedures for quality assurance that will be carried out on the data collected at the time of data collection, data entry, digitisation and data checking.

To assure quality assurance, the data sources to be used will be carefully reviewed as the first step. Considering relevancy of the contents of these data sources with the research objectives, data will be collected.


	6
	Short-term data storage

	· How will the data be stored in the short term during the research. 
· Describe the data access, security and backup procedures you will adopt to ensure the data and metadata are securely stored during the lifetime of the project.

For the short term, soft copies of all used sources will be stored in a separate folder in Google Drive. A backup of this folder will be kept in pendrive, which will be kept confidential. 


	7
	Long-term data storage and preservation 

	· Which data are of long-term value and should be retained, shared, and/or preserved?
· How the data will be stored in the long term?
· Are the plans for preparing and documenting data for sharing and archiving with an external data repository (e.g. the UK Data Service) or the UWTSD data repository? 
· How long will it be stored for and why?

Soft copies of all used sources will be stored in Google Drive for long-term value as well, and will be shared with the Supervisor, if required. All data will be prepared and documented for sharing and archiving with the UWTSD data repository.  


	8
	Documentation and metadata

	· What documentation and metadata will accompany the data?
· How will the data be documented during research to provide high quality contextual information and/or structured metadata for secondary users?

Soft copies of used sources, especially journal articles will be stored in Google drive as evidence.  

	9
	Data sharing

	· If you plan to share your research data explain how it will be shared and the value it will have to others
· If you are planning to share the data, please advise when you will be releasing it.  
· Are any restrictions on data sharing required?
· Identify any potential obstacles to sharing your data, explain which and the possible measures you can apply to overcome these
· If the data will have value to different audiences, how these groups will be informed?
· Will the data need to be updated? Include future plans for updating if this is the case.
· Will the data be open or will you charge for it? Justify if charging to access the data.

None of the collected data will not be shared with any external source, other than for academic purposes. 

	10
	Copyright and intellectual property ownership

	· Who will own the copyright and Intellectual Property Rights (IPR) of any new data that you will generate?

Since secondary data will be collected from already published sources, therefore, the contribution of other authors will be acknowledged by means of proper in-text citations. 

	11
	Resources

	· What resources will you require to deliver your plan?
· Costs of storage – why are these appropriate? 
· How will these be met? (costs related to long term storage will be normally permitted by funders providing these are fully justified and relate to the project)

All collected data from secondary sources will be stored in Google Drive, which is a free platform. Therefore, there will be no costs of storage. 



SECTION Q: Risk Assessment 

	Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.

	1
	Full risk assessment completed and appended? 
	YES
	NO

	
	
	☒
	☐

	Risks to participants, researchers, and the University 

	2
	Social risks: disclosures that could affect participants standing in the community, in their family and their job.
	YES
	NO

	
	
	☐
	☒

	Risk:

It will be a secondary research, which possesses no social risks.

	How will you address any risks?

NA

	3
	Legal risks: activities that could result in the participant, researchers and / or University committing an offence; activities that might lead to a participant disclosing criminal activity to a researcher which would necessitate reporting to enforcement authorities; activities that could result in a civil claim for compensation
	YES
	NO

	
	
	☐
	☒

	Risk:

It will be a secondary research, which possesses no legal risks related to participants.

	How will you address any risks?

NA

	4
	Economic harm:financial harm to participant, researcher and / or University through disclosure or other event.
	YES
	NO

	
	
	☐
	☒

	Risk:

It will be a secondary research, which possesses no economic harm to participants.

	How will you address any risks?

NA

	5
	Reputational risk: damage to public perception of University or the University / researchers’ reputation in the eyes of funders, the research community and / or the general public.
	YES
	NO

	
	
	☐
	☒

	Risk:

NA
	How will you address any risks?

NA

	6
	Safeguarding risks: Risk to young people, vulnerable adults and / or researcher from improper behaviour, abuse or exploitation. Risk to researcher of being in a comprising situation, in which there might be accusations of improper behaviour.
	YES
	NO

	
	
	☐
	☒

	Risk:

NA

	How will you address any risks?

NA

	7
	Sensitive, embarrassing or upsetting topics. If research activity may include sensitive, embarrassing or upsetting topics or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities.  
	YES
	NO

	
	
	☐
	☒

	
It will be a secondary research where there will be no involvement of any participants.


	
	Health and safety risks

	8
	Location hazards: for example: fire; visiting or working in participant’s homes; working in remote locations and in high crime areas; overseas travel; hot, cold or extreme weather conditions; working on or by water. Also hazardous work locations, such as construction sites, confined spaces, roofs or laboratories. For overseas travel, researchers will need to check country / city specific information, travel health requirements and consider emergency arrangements as part of their research planning. In all cases the University’s International Travel Policy must be followed.
	YES
	NO

	
	
	☐
	☒

	Risk:

NA
	How will you address any risks?

NA


	9
	Activity hazards: for example: potentially mentally harmful activities; distressing and stressful work and content; driving; tripping, or slipping; falling from height; physically demanding work; lifting, carrying, pushing and pulling loads; night time and weekend working.
	YES
	NO

	
	
	☐
	☒

	Risk:

NA
	How will you address any risks?

NA

	10
	Machinery and equipment: for example: ergonomic hazards, including computer workstations and equipment; contact with electricity; contact with moving, rotating, ejecting or cutting parts in machinery and instruments; accidental release of energy from machines and instruments.
	YES
	NO

	
	
	☐
	☒

	Risk:

NA
	How will you address any risks?

NA

	11
	Chemicals and other hazardous substances: the use, production, storage, waste, transportation and accidental release of chemicals and hazardous substances; flammable, dangerous and explosive substances; asphyxiating gases; allergens; biological agents, blood and blood products. 
	YES
	NO

	
	
	☐
	☒

	Risk:

NA
	How will you address any risks?

NA

	12
	Physical agents: for example: excessive noise exposure, hand-arm vibration and whole body vibration; ionising radiation; lasers; artificial optical radiation and electromagnetic fields
	YES
	NO

	
	
	☐
	☒

	Risk:

NA
	How will you address any risks?

NA

	13
	Environmental risks: for example: accidental spillage of pollutants, damage to local ecosystems
	YES
	NO

	
	
	☐
	☒

	Risk:

NA
	How will you address any risks?

NA



SECTION R: Disclosure and Barring Service

	Disclosure and Barring Service

	1
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	
	Does your research require you to hold a current DBS Certificate?
	☐
	☐
	☒

	2
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	




[bookmark: bookmark=kix.jpro3xjltll1]SECTION S: Declaration
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Policy which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/


	1
	Name of applicant
	Lakhan odedara

	2
	Electronic or written signature of applicant:
	Lakhan odedara

	3
	Date
	

	4
	Name of Director of Studies
	Anupam mazumdar

	5
	Electronic or written signature of Director of Studies:
	

	6
	Date
	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	1
	☒
	I have read the guidance notes supplied before completing the form.

	2
	☒
	I have completed all relevant sections of the form in full.

	3
	☐
	I have attached a copy of the Participant Information Sheet (PIS) or Consent Form

	4
	☐
	I have attached a completed copy of the Trusted Research and Innovation Checklist (where applicable)

	5
	☐
	I have attached a full risk assessment (where appropriate) 

	6
	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice

	7
	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Data Management Policy

	8
	☐
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Export Control Policy

	9
	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Open Access Research Policy

	10
	I have completed the following appendices:
	1
	☒
	2
	☐
	3
	☐
	4
	☐

	
	
	5
	☐
	6
	☐
	7
	☐
	8
	☐



	All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.



[bookmark: bookmark=id.ap9ayxj8e84n]APPENDIX 1 – Grant or Contract Funding

	A1.1
	Has your research been awarded external funding?
	YES
	☐
	NO
	☒

	A1.2
	Have you applied for funding / awaiting decision?
	YES
	☐
	NO
	☒

	A1.3
	Are you intending to apply for funding?
	YES
	☐
	NO
	☒

	A1.4
	[bookmark: _heading=h.bh7brgtbyoxm]Funding Body
	NA

	A1.5
	Lead institution (grant holder)
	NA

	A1.6
	If awarded, grant reference
	NA

	A1.7
	If awarded, grant value
	NA

	A1.8
	If awarded, start date and duration
	NA



	
	
	
	
	


	Return to the main form




[bookmark: bookmark=kix.dr108bak46f3]APPENDIX 2: External Collaborative Research Activity

	INSTITUTION 1                        

	[bookmark: _heading=h.os6ybshfi1r7]A2.1
	Name
	NA


	A2.2
	Researcher name and position 
	NA

	A2.3
	Role in project (e.g. co-investigator)
	NA

	A2.4
	Contact e-mail address
	NA

	A2.5
	External Ethical Approval
Please detail the ethical approval required and arrangements for this partner.See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 
	Obtained?
	YES
	NO
	PENDING

	
	
	
	☐
	☒
	☐

	
	
	




	INSTITUTION 2                      

	A2.6
	Name
	NA

	A2.7
	Researcher name and position 
	NA

	A2.8
	Role in project (e.g. co-investigator)
	NA

	A2.9
	Contact e-mail address
	NA

	A2.10
	External Ethical Approval
Please detail the ethical approval required and arrangements for this partner.See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 
	Obtained?
	YES
	NO
	PENDING

	
	
	
	☐
	☒
	☐

	
	
	




	INSTITUTION 3                       

	A2.11
	Name
	NA

	A2.12
	Researcher name and position 
	NA

	A2.13
	Role in project (e.g. co-investigator)
	NA

	A2.14
	Contact e-mail address
	NA

	A2.15
	External Ethical Approval
Please detail the ethical approval required and arrangements for this partner.See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 
	Obtained?
	YES
	NO
	PENDING

	
	
	
	☐
	☒
	☐

	
	
	




Add additional collaborators as needed

	
	
	
	
	


	Return to the main form


[bookmark: bookmark=kix.o2rcpkc9jjpe]


APPENDIX 3: Research Undertaken Outside of the UK

	A3.1
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. Describe the measures you have taken to comply with these and provide evidence of approvals etc. If you live in the country where you will do the research then please state this. If you have a local research supervisor or research advisor then please give their contact details here.

	
This entire research will be limited to the UK. 


	A3.2
	Responsible Research and Innovation
If research is taking place overseas please refer to the UWTSD Trusted Research and Innovation Policy and complete the Trusted Research and Innovation Checklist and submit it with this form.

	A3.3
	Confirm that you have read the Trusted Research and Innovation Policy
	☒



	If you are a postgraduate research student working with a research supervisor or research advisor at your local university then you do not need to fill in any more sections of this appendix.
If you are working in a research collaboration with an overseas partner please complete the remaining sections of this appendix.
	Return to the main form


[bookmark: _heading=h.z5ghkfgvi5kt]
	Organisational Details

	A3.4
	Name of Organisation 

	NA

	A3.5
	Country where organisation is based:

	NA

	A3.6
	Registration number and name of registration body (examples of relevant registration bodies are government, tax, corporation, charity, educational authority):

	
NA

	A3.7
	What is the legal status of the organisation? (for example: public university, private university, charity, private company, non-profit making company, government research organisation, independent research organisation) Please include the date of foundation. Note: We may be required to ask for evidence of this at a later stage.

	NA

	A3.8
	Is your organisation affiliated to any other organisation? (i.e. is the organisation legally part of a larger organisation or a group of larger organisations).

	
NA

	A3.9
	Name(s) of investigators in the organisation who will be responsible for the collaborative research and innovation 

	
NA



	About New Partners

	A3.10
	Why does a partner want to work with you?

	
NA

	A3.11
	What are they expecting in return for their financial support or involvement?

	
NA



	A3.12
	Is the organisation associated with a country which may be viewed as hostile to the UK or one which has different democratic and ethical values from our own? If you have ticked YES, please briefly describe below how you will maintain the UK’s democratic and ethical values within the research.
	YES
	NO

	
	
	☐
	☐

	
NA

	A3.13
	Has due diligence into the partner identified any involvement in research on behalf of the military or police with links to a hostile state? If you have ticked YES, please summarise below how you will prevent information from this research from being released to these organisations.
	YES
	NO

	
	
	☐
	☐

	
NA

	A3.14
	Set within the context of any information gained from due diligence, could your research be misused or have unintended applications which would be negative? If you have ticked YES, please summarise below how this might occur.
	YES
	NO

	
	
	☐
	☐

	
NA

	A3.15
	Are there any legal, regulatory or university policy constraints on undertaking your research with this partner? If you have ticked YES, please summarise these below.
	YES
	NO

	
	
	☐
	☐

	
NA

	A3.16
	Having considered the answers to questions A3.10-A3.15, are there potential reputational or ethical risks to you or the university? If you have ticked YES, please summarise these risks below.
	YES
	NO

	
	
	☐
	☐

	
NA



	About Research Relationships
	YES
	NO

	A3.17
	Are the terms of any proposed Memorandum of Understanding (MoU) in keeping with the expectations of your department and university?
	☐
	☐

	A3.18
	Are you providing existing intellectual property (IP), research data, confidential or personally identifiable data to the project? If so, how is this going to be protected?
	☐
	☐



	
(this box should expand as you type)

	A3.19
	Who will own any IP that is generated?

	
NA

	A3.20
	What plans do you have in place for protecting the resulting IP?

	
NA

	A3.21
	What contractual requirements are you able to put in place to protect the interests of your academic institutions?

	
NA

	A3.22
	What access will the research partner have to your IT network? If they do have access, what broader visibility might this provide?

	
NA

	A3.23
	Is there any physical separation or protection required between research in similar fields?

	
NA




	About Existing Partners

	A3.24
	Would proceeding with the research raise potential conflicts of interest with existing research partners? If you have ticked YES, please explain these conflicts below.
	YES
	NO

	
	
	☐
	☐

	

NA

	A3.25
	Have you spoken with your existing partners about any potential conflict of interest? If you have ticked YES, please briefly summarise their response(s) below.
	YES
	NO

	
	
	☐
	☐

	
NA

	A3.26
	Does any non-disclosure agreement for this project include an expectation that you will need to provide visibility to existing partners? If you have ticked YES, please explain below how this will be managed.
	YES
	NO

	
	
	☐
	☐

	
NA

	A3.27
	Will this research breach any existing contractual agreements that you, your department or university already have? If you have ticked YES, please explain below how this will be managed.
	YES
	NO

	
	
	☐
	☐




	
	
	
	
	


	Return to the main form





[bookmark: bookmark=kix.2wc7sr1mhxto]APPENDIX 4: Research with Vulnerable People

	Will the research involve data processing involving the following data subjects:
	YES
	NO

	A4.1
	Children under 16
	☐
	☒

	A4.2
	Adults with learning disabilities
	☐
	☒

	A4.3
	Adults with other forms of mental incapacity or mental illness
	☐
	☒

	A4.4
	Adults in emergency situations
	☐
	☒

	A4.5
	Prisoners or young offenders
	☐
	☒

	A4.6
	Those who could be considered to have a particularly dependent relationship with the investigator, e.g. members of staff, students
	☐
	☒

	A4.7
	People who have not given their explicit consent to participate in the project
	☐
	☒

	A4.8
	People engaged in illegal activities
	☐
	☒

	A4.9
	Any other people who can be considered vulnerable in the context of this project
	☐
	☒

	Please justify the inclusion of the above people (if applicable), explaining why the research cannot be conducted on non-vulnerable people.

	A4.10
	
NA


	Please give details of extra steps taken to assure the protection of vulnerable people participating in the research.  You should describe any arrangements to be made for obtaining consent from a legal representative.

	A4.11
	
NA

	It is the researcher’s responsibility to check whether a DBS check (or equivalent) is required and to obtain one if it is needed. Please confirm:

	A4.12
	DBS Check required? 
	YES
	NO

	
	
	☐
	☒

	A4.13
	DBS certificate obtained? 
	YES
	NO
	N/A

	
	
	☐
	☐
	☒



	
	
	
	
	


	Return to the main form





[bookmark: bookmark=kix.l7mbrxsmmjx]APPENDIX 5: Research Involving Animals
	The use of animals in research is tightly governed and monitored by law and by the Home Office, specifically under the Animals (Scientific Procedures) Act 1986 and its accompanying codes of practice and processes. The Act regulates procedures that are carried out on protected animals for scientific or educational purposes that may cause pain, suffering, distress or lasting harm. Under the Act, a protected animal is ‘any living vertebrate, other than man, and any living cephalopod’. The University does not hold a Home Office issued Establishment Licence and therefore researchers must ensure that any proposed work involving animals is either exempt from the Act or falls outside of its scope. Exempted research, for example involving routine veterinary practice or clinical veterinary research, may still require external ethical approval from the Royal Society of Veterinary Surgeons. When undertaking collaborative research involving animals, the UWTSD Research Ethics Committee must be assured that the partner institution(s) conform to the appropriate regulatory framework or legislation, and have approval from their local Research Ethics Committee. Any such work must follow the guidance of the National Centre for the Replacement, Reduction and Refinement of Animals in Research, known as the 3Rs.  In all cases, advise must be sought from INSPIRE for any proposed research involving animals, either at UWTSD, or by research collaborators in partnership with UWTSD. This should be at the very early stages of research design, so that an appropriate due diligence exercise can be undertaken.

	Will the research involve any work with any of the following animals (including observation in their natural habitat)
	YES
	NO

	[bookmark: _heading=h.nzih3coqpc0]A5.1
	Any living vertebrates, other than humans?
	☐
	☒

	A5.2
	Any living cephalopods?
	☐
	☒

	A5.3
	[bookmark: _heading=h.isxw4wokwdva]Has INSPIRE undertaken an initial due diligence exercise?
	☐
	☒

	A5.4
	[bookmark: _heading=h.xs0b9si2yfy0]Due diligence assessment appended to this application?
	☐
	☒

	Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. 

	[bookmark: _heading=h.85zj8f1grqhp]A5.5
	
NA



	
	
	
	
	


	Return to the main form





[bookmark: bookmark=kix.mgn0kmjgczkj]APPENDIX 6: Research with Staff or Offenders in Prison Establishments and Probation Services 

	Research with staff and/or offenders in prison establishments, the Probation Service or within His Majesty’s Prison and Probation Services requires additional approvals.

	Will the research involve any of the following?
	YES
	NO

	A6.1
	Staff in prison establishments
	☐
	☒

	A6.2
	Offenders in prison establishments
	☐
	☒

	A6.3
	The Probation Service
	☐
	☒

	A6.4
	His Majesty’s Prison and Probation Services
	☐
	☒

	All researchers wanting to conduct research with staff and/or offenders in prison establishments, the Probation Service regions or within HM Prison and Probation Service (HMPPS) Headquarters are required to formally apply for research approval to the HMPPS National Research Committee (NRC). Before doing so, INSPIRE must undertake an initial due diligence exercise. If you have not contacted INSPIRE, please do so immediately. If YES to any of the above, please confirm:

	A6.5
	[bookmark: _heading=h.7gs47ckppy0w]Has INSPIRE undertaken an initial due diligence exercise?
	☐
	☒

	A6.6
	Have you applied to the HMPPS National Research Committee (NRC)?
	☐
	☒

	A6.7
	Has HMPPS National Research Committee approval been granted? If yes, please append to this application. 
	☐
	☒

	A6.8
	Due diligence assessment appended to this application?
	☐
	☒

	Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. 

	A6.9
	
NA




	
	
	
	
	


	Return to the main form





[bookmark: bookmark=kix.tml9widsc7pd]APPENDIX 7:  Health and Social Care Research 
	All health and social care research must have a sponsor as defined by the Health Research Authority UK Policy Framework for Health & Social Care.  The University will under no circumstances act as the sponsor of health and social care research (i.e. that which requires approval by a NHS Research Ethics Committee). In all cases, therefore, an appropriate collaborating partner must lead the research.  Any health and social care research therefore requires an initial due diligence exercise, which will be undertaken by INSPIRE. The purpose of the due diligence exercise is to ensure that the University has the capability to undertake the research, either independently or in collaboration with research partners. This will include advice on suitable collaborative arrangements and the appropriate involvement of UWTSD researchers in the proposed research study.  This is likely to apply to the following areas:

	Will the data processing involve:
	YES
	NO

	A7.1
	Participants who have been recruited on the basis of medical and health conditions, life stage or other physical or mental attribute.
	☐
	☒

	A7.2
	Participants who will engage in physical exercise, activity or exertion of any kind, or who use exercise equipment, assistive devices or other apparatus for the purposes of the research study. This includes interventions that are minimally invasive.
	☐
	☒

	A7.3
	Patients and users of the NHS (including NHS patients treated in the private sector).
	☐
	☒

	A7.4
	Individuals identified as potential participants because of their status as relatives or carers of patients and users of the NHS.
	☐
	☒

	A7.5
	Patients who are cared for in private and voluntary sector nursing homes.
	☐
	☒

	A7.6
	Confidential patient information.
	☐
	☒

	A7.7
	Clinical trial of a medicinal product or medical device.
	☐
	☒

	A7.8
	Access to organs or other bodily material of past and present NHS patients, or any material consisting of or containing human cells.
	☐
	☒

	A7.9
	Use of human tissue (including non-NHS sources) where the collection is not covered by a Human Tissue Authority licence.
	☐
	☒

	A7.10
	Foetal material and IVF involving NHS patients.
	☐
	☒

	A7.11
	The recently deceased under NHS care.
	☐
	☒

	A7.12
	NHS staff or premises.
	☐
	☒

	A7.13
	Practising midwives conducting a clinical trial.
	☐
	☒

	A7.14
	Investigational medicinal product.
	☐
	☒

	A7.15
	Medical devices that are not CE-marked or CE-marked medical devices that have been modified or are being used for a new purpose.
	☐
	☒

	A7.16
	Exposure to ionising radiation.
	☐
	☒

	A7.17
	Other health and social care related research.
	☐

	☒

	Please specify 

(this box should expand as you type)
	
	

	Researchers proposing to work on projects involving health and social care research must check whether their study meets the HRA definition of research and whether it should undergo ethics review by a NHS Research Ethics Committee. If you have answered YES to any of questions A7.1-A7.17 then this is likely to be the case and sponsorship by a third party will be required. This can be checked via the Health Research Authority’s Decision Tool : https://www.hra-decisiontools.org.uk/research/

	A7.18
	Does the research meet the HRA definition of research?
	YES 
	NO
	N/A

	
	
	☐
	☐
	☒

	A7.19
	Is the Research being sponsored by a collaborating partner?
	YES 
	NO
	N/A

	
	
	☐
	☐
	☒

	A7.20
	Has NHS ethics approval been granted?
	YES 
	NO
	N/A

	
	
	☐
	☐
	☒

	A7.21
	Has INSPIRE undertaken an initial due diligence exercise?
	YES 
	NO

	
	
	☐
	☒

	Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. If you have not contacted INSPIRE, please do immediately. 

	A7.22
	
(this box should expand as you type)



	A7.23
	Have you been granted NHS ethical approval?
	YES
	Click to continue to Section R
	NO
	Return to the main form


[bookmark: bookmark=kix.p36w7shb6qvk]

APPENDIX 8: Export Control for Research with Potential Military End Uses
	Export controls apply to the physical, electronic or oral transmission outside the UK of applied research, sensitive technology, software and equipment that could potentially be misused, either directly or indirectly, for military purposes. These legal controls are a serious obligation and UWTSD researchers must actively manage the risks of these being misused to fuel conflict, threaten national security, support terrorism and crime, violate human rights or proliferate Weapons of Mass Destruction.  UWTSD’s Export Control Policy provides a clear six step process to determine if your research is covered by export controls. Please complete the following screening to judge if you need to compete a full export control assessment. If you are in any doubt, then please contact INSPIRE. Any research in UWTSD involving the following high-risk areas must be screened.
Will the research involve:

	Defence
	YES
	NO

	A8.1
	Military equipment and munitions
	☐
	☒

	A8.2
	Defence equipment, including satellites
	☐
	☒

	A8.3
	Technical data, including some border and port information
	☐
	☒

	A8.4
	Dual use research
	☐
	☒

	Materials and Technologies
	YES
	NO

	A8.5
	Nuclear materials, facilities and equipment
	☐
	☒

	A8.6
	Chemicals, microorganisms and toxins
	☐
	☒

	A8.7
	Electronics design, development and production
	☐
	☒

	 A8.8
	Computers
	☐
	☒

	A8.9
	Telecommunications
	☐
	☒

	A8.10
	Sensors and lasers
	☐
	☒

	A8.11
	Navigation and avionics
	☐
	☒

	A8.12
	Marine technology
	☐
	☒

	A8.13
	Composite materials
	☐
	☒

	A8.14
	Aerospace and propulsion
	☐
	☒

	Sensitive Information
	YES
	NO

	A8.15
	Cryptology
	☐
	☒

	A8.16
	Counterterrorism
	☐
	☒

	A8.17
	Counternarcotics
	☐
	☒

	A8.18
	Cyber-related
	☐
	☒

	A8.19
	Non-proliferation
	☐
	☒

	A8.20
	Transnational criminal organisations
	☐
	☒



	Genetic Resources
	YES
	NO

	A8.21
	Genetic material of actual or potential value
	☐
	☒

	A8.22
	Organisms, or parts thereof
	☐
	☒

	A8.23
	Populations (or organisms)
	☐
	☒

	A8.24
	Other biotic components of ecosystems
	☐
	☒

	A8.25
	Domesticated or cultivated species in which the evolutionary process has been influenced by humans
	☐
	☒



	Will you be exporting military or dual-use technology, now or possibly in the future? This information may take many forms, including:
	YES
	NO

	A8.26
	Physical transfer of goods, technologies, material or equipment
	☐
	☒

	A8.27
	Blueprints
	☐
	☒

	A8.28
	Plans
	☐
	☒

	A8.29
	Diagrams
	☐
	☒

	A8.30
	Models
	☐
	☒

	A8.31
	Formulae
	☐
	☒

	A8.32
	Tables
	☐
	☒

	A8.33
	Engineering designs and specifications
	☐
	☒

	A8.34
	Manuals and instructions
	☐
	☒

	A8.35
	Software
	☐
	☒

	A8.36
	Know-how
	☐
	☒



	Will your project transfer technology using any of the following physical methods?
	YES
	NO

	A8.37
	USB flash drives
	☐
	☒

	A8.38
	Portable hard drives
	☐
	☒

	A8.39
	Laptops
	☐
	☒

	A8.40
	Tablets
	☐
	☒

	A8.41
	Intangible forms by using electronic media, such as email, phone storage and cloud file sharing
	☐
	☒

	A8.42
	Physical exports
	☐
	☒



	Will your project involve any of the following?
	YES
	NO

	A8.43
	Oral transfer by phone or videoconferencing or presentations
	☐
	☒

	A8.44
	Travelling overseas for any purpose, while unintendingly carrying any of the above.
	☐
	☒

	A8.45
	Will you be hosting foreign visitors?
	☐
	☒



	If you answer YES to any of questions A8,1-A8.45 then you should complete a full export control assessment and append that to this application. Before doing this please contact INSPIRE who will advise further.
	YES
	NO

	A8.46
	Full export control assessment required?
	☐

	☐


	A8.47
	Full export control assessment completed?
	☐

	☐


	A8.48
	Full export control assessment appended?
	☐

	☐




	
	
	
	
	


	Return to the main form
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FIGURE 1: UK FOOD PRICE INFLATION ACROSS THE G7 ECONOMIES (Source: Organisation for Economic

Co-operation and Development (OECD), the Office for National Stafistics (2023) and Trading Economics.)
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