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 ABSTRACT 

Taste tests are being increasingly used by marketers to influence consumers to change their preferences toward 

their brands. Obtaining data via surveys (Stated Preferences: SP) or studying customers' buying behavior 

(Revealed Preferences: RP) and then transferring data into structural equation models or multivariate 

regressions-which are commonly used- in the case of foodstuff are created bias in the results, because these 

methods assume that people can separate the quality features of the product from the brand name. In the 

proposed method, the data was collected with taste tests before and after knowing the brand, and the results were 

compared. In our method, volunteers are classified according to the influence of the product brand. Unlike the 

structural equations model (SEM), this classification is not just based on people's statements that can be biased 

for lack of experience (for example new product).  This study aims to present a new approach to measuring 

consumer preferences toward brands. This case study was also used for stirred yogurt brands. Research data 

were collected from 192 students living in the dormitory of Sari University of Agricultural Sciences and Natural 

Resources. Volunteers' preferences were measured for three famous brands in the country's dairy industry, 

including: Kalleh, Mihan, and Haraz. Due to the results of this study, after dividing people in terms of brand 

influence, most of the volunteers chose the brand based on its desirable features. Only less than 10% are in the 

brand lovers group and they prefer it despite the unfavorable features of the product. In addition, the 

experimental results showed that the distribution of people from brand net effectiveness is different between 

different brands. The results also showed that the proposed approach can classify people in terms of brand 

influence. Also, the results of this approach are completely different from the results of surveys of people's 

interest in the brand. The output results are suitable for regression modeling such as ordered logistic regression. 
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1. Introduction 

According to the Marketing Science Institute, brand equity is the collection of associations and 

actions by consumers, channel partners, and Parent Corporation that enable a brand to generate 

more volume or higher profit margins than it could without the brand name (Leuthesser et al., 

1995). Farquhar and Equity (1989), Brand equity was defined as the additional value that a 

particular brand bestows on a product in one of the most widely cited articles on the subject. 

According to Keller, it's the unique impact that brand knowledge has on how customers react to 

that brand's marketing. It is referred to as the added value that comes with goods and services by 

Kotler (2009). It could show up in the prices, market share, and profitability that the brand 

commands for the company, as well as in the thoughts, feelings, and behaviors that customers 

have toward the brand. A concise definition of brand equity is the value that a brand creates, by 

its name, and the associations and emotional connections that the consumer has in her mind. 

According to the above concepts and definitions, it is possible to consider of brand equity as the 

price of the brand, which, like the price of any asset, is obtained from the interaction of supply 

and demand. The company's investments in awareness, perceived quality, building loyalty, and 

brand association are its efforts to increase brand value. On the other hand, brand equity has 

affected consumer willingness to pay, attitudes, preferences, and intentions. In addition, brand 

preference is expected to have a favorable effect on buyers' intentions to purchase (Ngan et al., 

2019). Despite the many variables in the brand system, buyers' preference for a particular brand 

is considered one of the most important factors in the willingness to buy. 

There are many studies investigating the impact of brand equity on brand preference (Buil et al., 

2013; Castillo et al., 2022; Chang & Liu, 2009; Chen & Chang, 2008; Hansopaheluwakan et al., 

2021; Hoeffler & Keller, 2002; Martinez & De Chernatony, 2004; Tolba & Hassan, 2009). All of 

the results have shown a strong relationship between brand equity and the brand preference of 

consumers. Brand preference is one indicator demonstrating the power of the brand in the 

consumer’s mind. Brand preference is also defined as ―the bias a customer holds toward a 

particular brand‖ (Chang & Liu, 2009). Hellier et al. (2003) believe the amount of marginal 

utility that the customers of a company's product (a brand) receive compared to a completely 

similar product (in every respect) from another company (another brand). Measuring brand 

preference is an attempt to determine the impact of marketing activities on the minds of current 

and potential customers. Despite the different definitions, brand equity and preferences 

measurement is also used differently. Table 1 lists a few methods used in recent studies to gauge 

brand equity.  
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Table 1 Some studies using conventional methods to measure brand preferences 

The authors subject Method 

Utama and Ambarwati (2022) Brand awareness, brand image, Consumer buying interest PLS 

Bashir et al. (2019) Brand equity, brand preference, and Brand purchase intention 

SEM 

Moradi and Zarei (2011) Brand equity, Purchase intention, Brand preference 

Nameghi et al. (2023) 
 

Brand equity, Brand attitude, Purchase intention 

Azzari and Pelissari (2021) Brand awareness, Purchase intention 

Buil et al. (2013) Consumer responses, Brand equity. 

Lu et al. (2024) Consumer perception, Brand image, Brand personalities  

e Shahwar et al. (2024) 
Visual product packaging design, Perceived quality, Brand 

preferences 
 

Wangwe (2018) Brand equity, Consumer purchasing intention  PCA 

Karulkar et al. (2019) Brand equity, Components on purchase intention ANOVA 

Nigam and Kaushik (2011) Brand equity, Customer purchase decisions FA 

Gupta et al. (2021) Brand image, Consumer buying behavior Review 

Akhtar et al. (2016) Brand equity, Consumer purchase decision  

Multiple 

Linear 

Regression 

(MRM) 

Rungsrisawat and 

Sirinapatpokin (2019) 
Brand equity, Consumer purchase intent. 

Oktareza (2013) Brand equity, Consumer purchasing decision 

Gabriella and Sonny (2021) Brand equity, Purchase intention 

MULUNEH (2018) Consumer-based brand equity 

Jourdan (2002) Brand equity Logit  

As can be seen, the MRM and SEM have been used more than other methods. Both methods 

have disadvantages and limitations that can lead to misleading results. For example, the 

drawbacks of SEM are: 

1. They always require a lot of data to be reliable. 

2. Excessive use of latent variables in equations causes SEM to be weak. 

3. The scale of the latent variable is unknown. 

4. The standard error of a parameter depends on how the model is determined. (Gonzalez & 

Griffin, 2001). 
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5. The biggest problem with SEM is that it is based on certain assumptions. 

6. The main problems are that there is a bigger risk of missing important connections and 

being easily affected by how the characteristics or qualities are measured and compared 

to each other (Richard,1993) 

In terms of psychology, the mentioned models classify the respondents in a hierarchy, while the 

behaviors of the respondents in different classes behave differently. Also, the respondent's 

perception of the product is not considered in brand preferences. Besides the behavior of the 

consumer at the time of repurchase is perhaps distinct from what he expresses in repurchase 

intention. The main weakness in regressions to measure brand effect is its limitations. For 

example, it is necessary to include all the variables affecting product selection (or preferences) in 

the model. Failure to include all variables will magnify the net effect of the brand. In addition, 

things like collinearity in regressions with many variables are worrisome. In any case, the 

validity of the findings of multivariate regression depends on the observance of restrictions and 

assumptions in real conditions.  

Don’t use of sensory data is the limitation of these two methods and most of the similar studies. 

One of the differences in measuring the effect of a brand on the preferences of buyers in the food 

market compared to other goods (for example, industrial market) is the role of the sense of taste 

in brand preferences by customers.  

In recent years, a number of studies paid attention to the taste test to detect brand preferences. 

For example Konuk (2021) conducted a study with the aim of investigating the moderating role 

of food on the relationship between perceived taste, perceived quality, brand trust and 

willingness to buy. Structural equation model results support the positive relationship between 

perceived taste, quality and brand trust. The findings also support the mediating role of perceived 

quality and brand trust. Zahid & Hafeez (2022) investigated the relationship between brand 

image and consumer taste preference. In the first experiment, all the tomato sauces were the same 

but of different brands. The second trial was a confirmatory trial in which all ketchup flavors 

were asymptomatic. The total number of respondents was 102 who participated in the experiment 

and completed the questionnaire. The optimal scale (CATREG) was used to explain the 

relationship between brand image and consumer taste preferences. The first test determined that 

brand image positively affects consumers' mindset and that they prefer the brand used at home, 

so the significance value is less than 0.05. The second value showed that taste preference 

explained the change in brand image and increased the significance value by more than 0.05. 

Motoki et al. (2023) examined the association between brand personality and food taste and how 

the congruence between the two may affect brand evaluation. The results showed that the 

relationship between sincerity and sweet foods increases perceived congruence, which leads to 

positive brand attitudes. Moreover, brand sincerity is positively associated with sweet food sales. 

Also, Meyerding et al. (2024) to better understand the consumer's behavior during food tasting, 

they performed sensory evaluation along with neuromarketing. They used near-infrared 

spectroscopy (fNIRS) to monitor neural activation in the prefrontal cortex in response to primary 
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tastes (sweet and bitter) and different chocolates (whole milk chocolate and dark chocolate) in 34 

healthy consumers. Sweet and bitter taste decreased and increased neural activity, respectively. 

However, no significant differences in neural activation related to different sensitivities to basic 

tastes were observed. 

 Identifying people's preferences for a foodstuff without considering the role of taste sense and 

just by filling out the questionnaire may distort the results. This issue is especially important in 

new foods. One of the innovations of our article is to consider this sense. Another innovation in 

our research is the measurement of preferences and the factors affecting them via ranking, which 

will be explained in the research methodology section.  

The purpose of this study is to review the methods of measuring consumer preferences along 

with their weaknesses and propose a new approach to this.   

2. Method 

Let's assume that a consumer has K different product brands that they can prioritize. In the 

beginning, the customer evaluates and ranks these options based on their utility and the product 

features, without knowing the brand. According to Lancaster's utility function, the customer's 

utility from any specific product, denoted as K, will depend on the attribute L associated with 

that product. This function was used in several studies field such as Kim, (2018). Ilayasankar, 

(2020). Kwajaffa and Pembi, (2020); . . . 
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Now take into consideration that the i
th

 person's test contains the same set of options, with the 

only difference being that each choice and its corresponding brand must be selected. Due to the 

characteristics and brands, it is highly likely that someone will be (new feature) this time. 

      (  
    

     
        

    )                                                           (5) 

The utility of brand k is B
k
 . Most likely, he has other priorities. In this manner, brand A, which 

was the first priority, is positioned this time in position a    {          }. The prioritization of 

the person according to the characteristics and brand is as follows: 

                                                               (6) 

The superscript W is the second test which shows the preferences of people with know the brand 

of the product. The quantity of the net influence of the brand can be arranged by comparing the 

two modes of choice according to the characteristic and selection according to the characteristic 

and the brand. 

The ranking of the products in the two scenarios will be the same, and every element of 

the matrix  will remain unchanged if the person bases his decision just on the attribute and not 

the brand (the brand's net influence is zero). However, if a person decides solely based on the 

brand's influence, their preferences will be entirely different, and every element in the matrix  

will change direction. If the information regarding the product brand in certain elements of the 

matrix Ω changes, it will impact the brand to a certain extent. The table below illustrates all the 

potential states, represented by two states (O and W): 

Table 1- The degree of bias preference of the individual due to not seeing the brand 

          O 

  W 
1 2 3 … K 

a 0 -1 -2 …. -K-1 

b 1 0 1 …. -K-2 

c 2 1 0 …. -K-3 

…. …. …. …. …. …. 

k -K-1 -K-2 -K-3 …. 0 

 

Finally, the effect of individuals on the brand is acquired as even ordinal numbers by adding 

together the number of changes that are derived from the total absolute value of the table 

numbers.     

                                                          ∑ |   |
 
                          (7) 

In the above relation, aij is the coefficient of row i and column j. The following actions have been 

made in this study, which examined three brands: 
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For our study, three well-known brands in the dairy industry—Kalleh, Mihan, and Haraz—were 

examined. In the following article, we used the letters A, B, and C - without order- to avoid any 

situations that may give rise to conflicts of interest. Table 2 shows the many ways to rank three 

foods in order of preference, regardless of whether one is aware of the brand or not. 

Table 2- to classify the impact of the brand effect on consumer preferences in the case study 

              With 

Without       

Declared priority 

A>B>C A>C>B B>A>C B>C>A C>A>B C>B>A 

D
ec

la
re

d
 p

ri
o

ri
ty

 

A>B>C 0 1 1 2 2 3 

A>C>B 1 0 2 3 1 2 

B>A>C 1 2 0 1 3 2 

B>C>A 2 3 1 0 2 1 

C>A>B 2 1 3 2 0 1 

C>B>A 3 2 2 1 1 0 

 

Based on the table, individuals have been classified into four distinct categories. The initial 

category consists of participants whose preferences remain unaffected by the brand. Their 

preferences remain unchanged with and without knowing the brand of products. The second 

group demonstrates a slightly influenced preference due to the brand, while the third group 

shows a significant influence on their preferences from the brand. As for the fourth group, their 

preferences have been strongly impacted by the brand. Consequently, the first group receives a 

score of zero, the second group scores one, the third group scores two, and the fourth group 

scores three.  

One of the advantages of the mentioned method (Compared to the other methods) is the 

classification of the studied people based on their responses. In this way, unlike the other studies 

where the opinions of all people are assumed to be the same, and the classification is imposed in 

the model (such as the Likert scale and SEM method), in this research, people are divided into 

different groups according to their viewing and comparing their selection. Also, another 

important advantage of the proposed method is that their comments are obtained by tasting the 

taste of the product. Therefore, the researcher in this study tried to check the behavioral 

information of the consumer to fully ensure the correctness of the opinions expressed by the 

respondents. By classifying people based on the change of their bias by knowing the brand 

(based on the above method), the obtained data can be used for models such as ordered logit to 

determine the factors affecting the intensity of their influence. 

The statistical population of this research was undergraduate students living in the dormitory of 

Sari University of Agricultural Sciences and Natural Resources (SANRU). The research 

sampling method was simple random sampling. 192 of them are selected randomly. The required 
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information was collected through questionnaires and face-to-face interviews. The variables 

introduced in this research include gender, age (month), number of yogurt servings per week 

(normalized), favorite brand name (among the three brands presented in this study), and brand 

importance. After that, volunteers taste the yogurt samples and ranked by their favorites without 

knowing which brand. We compare this rating and initial rank (before tasting).      

 

3. Results  

The results of volunteers’ preferences after tasting yogurt in two stages: with considering and 

without considering the brand are shown in Figure 1. According to the graph, brand A has a 

positive effect on preferences and shows that this brand is popular. On the contrary, to know 

brand C has slightly reduced people's preferences. Regarding the last choice of people, knowing 

about brand B had a decreasing effect on preferences and more people declared it as the last 

choice. In any case, the changes in preferences due to the effect of the brand are generally not 

significant (The volunteers did not know about the brands of the samples in the first stage until 

the end of the experiment). 

 
Fig.1. Comparison of the position of three brands in two situations: with and without considering 

brand name 

In Table 3, the volunteers ' preferences in two stages were compared. The same as Table 2, the 

main diameter of this table shows the people whose brand awareness did not affect their 

preferences. According to the table, about 22%  of people showed such a situation. Maybe the 

low number of brands in this experiment caused such a result.  

 

 

 

0

5

10

15

20

25

30

35

40

45

1 witout Brand 1 with brand 2 witout Brand 2 with brand 3 witout Brand 3 with brand

Brand A Brand B Brand C



137 | OAJRE, Vol13, No2                                                                                            Ahangari  et al (2025) 

Using taste tests for consumer brand preferences in the food industry 

 
Table 3. Relative frequency of different scenarios of preferences in two stages 

Brand Priority 

Scenarios 
Total 

Without  Considering the brand 

A>B>C A>C>B B>A>C B>C>A C>A>B C>B>A 

W
it

h
 C

o
n

si
d
er

in
g

 

th
e 

b
ra

n
d

 

Total % 20.65 17.39 20.65 8.70 17.39 15.22 

A>B>C 22.83 14.13 3.26 2.17 1.09 2.17 0.00 

A>C>B 17.39 2.17 13.04 1.09 1.09 0.00 0.00 

B>A>C 17.39 3.26 0.00 11.96 0.00 1.09 1.09 

B>C>A 11.96 0.00 0.00 1.09 6.52 0.00 4.35 

C>A>B 18.48 1.09 1.09 3.26 0.00 9.78 3.26 

C>B>A 11.96 0.00 0.00 1.09 0.00 4.35 6.52 

 

To ensure the collected data, two tests were performed to investigate biases. Friedman's non-

parametric ranking test was used to show the independence of people's statements in two stages 

(each person's response is independent by others). Assumptions of this test: 

 Assumption #1: One group that is measured on three or more different occasions (3 options). 

 Assumption #2: The group is a random sample from the population (done). 

 Assumption #3: The dependent variable should be measured at the ordinal or continuous 

level (yes by ranking).  

 Assumption #4: Samples do NOT need to be normally distributed. 

The value of the statistic in the first and second stages was 7.4 and 7.1, respectively, which 

indicated both of which are significant at the 5 % level. Therefore we can say, with a probability 

of 55% , that the answer of each person was not affected by the answer of others. Another test is 

applied to show the effect of brand awareness on volunteers' preferences. Here, the non-

parametric test of Spearman's rank correlation coefficient was used. The value of Spearman's 

coefficient is calculated 0.7068  and is significant. In other words, the brand has had a significant 

impact on people's preferences. 

According to the description of the research method, if there is no difference in the brands' 

position in the two states without knowing the brand and knowing the brand, zero points were 

obtained for these people, and they were placed in group one. Group one is the class of people 

whose preferences are not deviated by the brand, and they make their preferences based on the 

quality of the product. If the number of differences in the order of their preferences is one order, 

the score is one, and group two, that is, the slightly effective group, includes this group of people. 

A score of two and, as a result, group three (very effective group) is reserved for people whose 

order of preferences has changed twice in this experiment. Those who changed the position of all 

three brands in their preferences got three points and were placed in group four. These people are 

completely influenced by the brand. About 60% of the participants were in the first group, and 

25% were in the second group. 8 and 7 percent of the subjects formed the third and fourth 

groups, respectively.  
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Due to the results, two extreme groups of people can be defined: first whose preferences in 

competing brands are absolutely based on the brand name, and second group whose preferences 

are dependent on the understanding of the qualities and characteristics of each brand. The results 

are shown in Table 4. According to the mentioned table, the fans of brand A chose more than 

other bands due to its quality characteristics. In brand B, compared to other brands, the brand 

name has been attractive to its fans. On the other viewpoint, for fans of brand C without the 

attractiveness of the brand name, the quality of this product is not acceptable at all (more than 

17% of people without knowing the name of brand C considered it the least desirable quality 

among the three options). 

 

Table4. The role of quality perception in volunteers' preferences for competitor brands of stirred 

yogurt 

Brand A B C 

The percentage of people who absolutely prefer it 

because of its quality 81.05 66.68 78.55 

The percentage of people who absolutely prefer it 

because of its brand name 5.42 3.71 17.87 

 

4. Conclusion 

The basic criticism of traditional economics is that people may behave irrationally when making 

decisions due to different constraints and objectives. This criticism is rooted in the idea that 

traditional economics assumes that individuals make rational choices based on complete and 

accurate information, which is often not the case in real-world situations. There are several 

reasons why people may not behave rationally in their decision-making: Limited Information, 

.Biases and Heuristics, Emotional Influences, Social and Cultural Factors, Time Preferences, 

Risk Preferences, and Contextual Factors (Reed, Niileksela and Kaplan, 2013; Hodgson, 2012; 

Chang, 2019). 

These limitations highlight the importance of considering the complexities of human behavior in 

economic decision-making. By acknowledging these factors, economists can develop more 

realistic models that better capture the intricacies of human choice and behavior. 

According to Lancaster's theory, the utility that a person obtains consists of the utility of each 

component of the product. Today, one of the components is the product brand. Sometimes brand 

of the company is the most capital of the company and its investment is necessary for succession. 

The goal of this study, has been investigated the net effect of the brand on the preferences of 

stirred yogurt. To achieve the goal, an innovative method was used that compares the behavior 

and preferences of people in two stages: with and without inform the brand name. Research data 

were collected from 192 students living in the dormitory of Sari University of Agricultural 

Sciences and Natural Resources. Volunteers' preferences were measured for three famous brands 

in the country's dairy industry, including: Kalleh, Mihan, and Haraz which was named with codes 

A, B and C due to ethical restrictions without order. According to the comparison of three 
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important brands in the region, the method used divided people into four groups. On one side 

(first group), there were people who had the same preferences in both stages, and on the other 

side, there were people whose preferences were completely different in the two stages. People of 

the first group made their preferences based on the quality and brand name did not affect their 

behavior. On the contrary, in the fourth group, knowing the brand has completely changed their 

preferences. Between these two limits, there are several groups of people who are influenced by 

the brand to extent. But they are not fascinated by the brand. The most important findings of this 

research are: 

1. The brand has had a significant impact on people's preferences, 

2. Using the Friedman's non-parametric ranking test, it was proved that the answer of each 

person was not affected by the answer of others (𝛼<0.05). 

3. Using the Spearman's rank correlation coefficient test, it was proved that the brand has had a 

significant impact on people's preferences. 

4. About 60% of the volunteers made their preferences according to the quality of the product 

and the brand name had no effect on their prioritization. For about 7% of people, the brand 

name is the dominant variable in their preferences. They are fascinated by the brand and while 

they do not prefer the features of the product, they choose because of the brand. 33% of 

volunteers are influenced to some extent by the brand name in their preferences.  

5. By separating the results in each brand, it was found that the effect of each brand on people's 

preferences is different. According to results, the fans of brand A chose more than other bands 

due to its quality characteristics. 

According to the obtained results, it is suggested to use the method applied in this study to 

separate the effect of food quality and brand name on consumer preferences. Classified people 

based on brand name effectiveness allow researchers to use models such as ordered logit. The 

estimation of the regression models in the next step provides the basis for the investigation of 

individual effective factors on the intensity of the influence of the brand name. 
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