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CHAPTER 4: DATA ANALYSIS 

4.1 Introduction 

This chapter focuses on analysing the data which is collected in accordance to the 

previous chapter. With the help of efficient, effective and comprehensive data analysis it can be 

ensured that the results and findings of the research are relevant. For the purpose of analysing the 

data in a systematic manner there are several different techniques which are used by the 

researcher. The data was collected with the help of survey questions from 200 respondents 

residing in the region of UK. The data obtained from the research questionnaire was then 

evaluated with the help of statistical software of SPSS. This research has used correlation 

analysis, regression analysis and descriptive analysis in order to analyse the data collected for the 

research in an efficient manner.  

 

4.2 Correlation Analysis 

The major aim for applying correlation analysis is to find out the relationship that may 

exist between two or more variables. There is several different statistical software with the help 

of which correlation analysis can be tested out, the popular among all is SPSS. The correlation 

analysis is conducted in order to know about the relationship that exists between the independent 

and dependent variable of the research. The independent variable of this research is brand love 

while the dependent variable is consumer buying behaviour. The relationship between both these 

variables is tested out for the dietary supplements sector. The results of the correlation test are 

shown in the tabular form below: 
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The table depicts certain values which are of great importance in order to analyse and 

evaluate the data of correlation analysis. The Pearson correlation value is the value which shows 

the strength of the relationship that exists among two variables. Whereas the other important 

value to be considered is sig value which shows the level of significance among the relationship 

of two variables of the research. In order to prove that the relationship between the variables is 

significant it is necessary for the significance value to be less than the alpha value of 0.05. As for 

the results of this table, the value of Pearson correlation value is 0.947 which shows that there is 

strong correlation among both the variables of the research. Or it can be said that there is 94.7% 

correlation among both the variables of the research. The significance value for this correlation 

analysis is 0.000 which is less than the alpha value of 0.05. This means that the relationship 

between brand love and consumer buying behaviour is significant.  

By looking at the correlation test conducted for this particular research, it can be seen that 

there is a significant relationship that exist between brand love and consumer buying behaviour. 

This statement can be verified with the help of prior researches done in this regard. This can be 

identified by the research conducted by Rageh Ismaili and Spinelli (2012: 386) according to 

which there is a relationship of brand love with consumer buying behaviour. Moreover this 
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relationship can also be verified with the significance value which is less than 0.05 this means 

that the relationship between brand love and consumer buying behaviour is significant.  

 

4.3 Regression Analysis 

Another important test which is conducted for this particular research is regression 

analysis. Regression analysis is carried out in order to know about the impact of independent 

variable on the dependent variable. For this particular research regression analysis is carried out 

by the researcher in order to find out the impact of brand love on consumer buying behaviour in 

the dietary supplement sector in UK. It can also be said that the regression analysis in order to 

know about the variance which is causes by independent variable on the dependent variable.  

 

The above table is the representation of variables which are entered or removed in the test 

conducted for this research. As it is clear from the table above that all the variables of the 

research are entered for this specific test and none of the variable is removed. This shows that the 

results obtaine3d for the regression analysis are significant and authentic.  

 



Effect of Brand Love on the Consumer Buying Behaviour 5 
 

This table is used for the purpose of predicting the correlation among the variables of the 

research as well as to determine variance which may have been caused by the independent 

variable on the dependent variable. The R value in the above table shows the interdependence or 

interrelationship among the variables of the research, for this research the R value is 0.947 which 

means that there is 94.7% interdependence among the variables of the research. The other value 

in the table is that of R square which depicts the extent to which the independent variable can 

predict the value of dependent variable. For this research the value of R square is 0.897 which 

means that brand love can predict the value of consumer behaviour to 89.7%.  

 

ANOVA is an abbreviation for Analysis of Variance; it basically aims to show the fitness 

of the model of the research. There are two important value in the table of ANOVA; F value and 

sig value. The greater value of F shows that the fitness of the model is high and the sig value is 

used for the purpose of finding the significance of the model which is used for the research.  For 

this research the F value is 1717.440 which are quite large and hence it shows that the fitness of 

the model is extremely high. On the other hand the significance value is 0.000 which is less than 

0.05 hence the model used for this research is significant.  
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The table above shows the coefficients of the research, it basically shows the significance 

of independent variable over the dependent variable with the help of sig value. Another 

important value in this table is of Beta value of unstandardized coefficients this shows the 

change in independent variable caused by the change in dependent variable of the research. It is 

evident from the above table that the significance value of both variables of the research which 

are brand love and consumer buying behaviour are 0.000 which is less than 0.05 which means 

that the impact of brand love on consumer buying behaviour is significant. The findings of this 

research are in alignment with the findings of research conducted by Carroll and Ahuvia (2006, 

p. 79) which showed that there is a significant impact of brand love on the consumer buying 

behaviour.  

 

4.4 Descriptive Analysis 

 

4.4.1 Brand Love 

In order to analyse the data collected with the help of the questionnaire descriptive 

analysis was conducted. The descriptive analysis is carried out separately for all the questions of 
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the questionnaire in order to compare and contrast the statistics of the survey questionnaire. The 

descriptive analysis for this research for is shown below 

 

The first question which was asked from the respondents was about how passionate they 

were about the brand of dietary supplements. The results show that total 75 respondents out of 

200 respondents agreed and strongly agreed that they are passionate about the particular brand. 

However, out of 200, 49 of the total respondents disagreed and strongly disagreed in this regard. 

The remaining of the respondents was neutral about this statement. The table above also shows 

that 20% of respondents have disagreed with the statement. This can be linked with the literature 

that some individuals do not prefer to use brands and they are not passionate about it. 

Respondents who are neutral with the statement are those who believe that the brands are 

important only to a certain extent and that they are not passionate about it .  However, 9 

individuals has disagreed about brands of dietary supplements. This shows that individuals are 

not attracted towards any brand of dietary supplements unless it offers them anything great in 

value. 
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The next question which was asked from the respondents were if the love this brand of 

dietary supplements. The results show that total 85 respondents out of 200 respondents agreed 

and strongly agreed that they love the particular brand. However, out of 200, 48 of the total 

respondents disagreed and strongly disagreed in this regard. The remaining of the respondents 

was neutral about this statement. In addition to this, 7.5% of the respondents have strongly 

agreed whereas 5% have strongly disagreed. This difference between opinions show that 

respondents who feel that they love the brand must have some emotional association with the 

brand however, those who think that they do not love dietary supplements brands are the ones 

which might have not used them before. Dietary supplement brands are preferred by people who 

find any difference in their body or health. There can be many factors behind respondents who 

say that they love the brand. This can also be because the respondents must have consumed 

optitumeric and they found it to be good. 
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The next question which was asked from the respondents was about their attachment with 

the brand of Dietary supplements. The results show that total 82 respondents out of 200 

respondents agreed and strongly agreed that they are in fact attached to the particular brand. 

However, out of 200, 31 of the total respondents disagreed and strongly disagreed in this regard. 

The remaining of the respondents was neutral about this statement. Optitumeric is a well-known 

brand of UK and respondents who agree that they are highly attached with this brand seem to 

have developed some kind of association with it due to which they love the brand. Optitumeric is 

one of the most selling dietary supplements in UK due to which respondents prefer to use it 

because of its name.  
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Furthermore the respondents were asked if they perceive the brand of dietary 

supplements to delight them. The results show that total 90 respondents out of 200 respondents 

agreed and strongly agreed that they are in fact delighted about the particular brand. However, 

out of 200, 40 of the total respondents disagreed and strongly disagreed in this regard. The 

remaining of the respondents was neutral about this statement. . Respondents who have agreed 

with the above statement depict that Optitumeric is an awesome brand of UK which caters to all 

dietary needs of individuals along with it is easily consumed. Moreover, the table above also 

show that some of the respondents have disagreed with this statement which means that they 

believe that Optitumeric is not able to cater their health dietary needs. Individuals who have 

shown a neutral response may have not consumed the supplements or they are attracted towards 

other dietary supplement brands.  

 

 

Next the respondents were asked about the brand being awesome in their perception. The 

results show that total 91 respondents out of 200 respondents agreed and strongly agreed that 

they consider the particular brand of dietary supplements to be awesome. However, out of 200, 

39 of the total respondents disagreed and strongly disagreed in this regard. The remaining of the 

respondents was neutral about this statement. 
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Furthermore the respondents were asked about how they feel after using the particular 

brand of dietary supplements. The results show that total 90 respondents out of 200 respondents 

agreed and strongly agreed that they consider the particular brand of dietary supplements makes 

them feel good. However, out of 200, 46 of the total respondents disagreed and strongly 

disagreed in this regard. The remaining of the respondents was neutral about this statement. The 

table above also shows that whether optitumeric makes the respondents feel good about their 

health or not. When a brand makes a consumer feel good this means that it must have provided 

some value addition service to them. In addition to this, 19% of respondents have clearly 

disagreed with the statement because they might feel that dietary supplements cannot make them 

feel good through any way since they have misconception about it. Respondents who have 

agreed with this statement must have had a good experience with the brand like they might have 

felt the physical change in their body instantly after consuming for few days. 
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This question focused on to asking the respondents regarding how wonderful do they 

consider the particular brand of dietary supplements. The results show that total 84 respondents 

out of 200 respondents agreed and strongly agreed that they consider the particular brand of 

dietary supplements is a wonderful brand. However, out of 200, 40 of the total respondents 

disagreed and strongly disagreed in this regard. The remaining of the respondents was neutral 

about this statement. In addition to the above analysis, Optitumeric is a dietary supplement brand 

which is recognized in UK however, respondents who do not agree with the above statement 

must have experienced something bad or must had heard some negative views about it. 

 

 

The last question regarding brand love focused on asking the respondents regarding how 

happy do they feel y using the particular brand of dietary supplements. The results show that 

total 95 respondents out of 200 respondents agreed and strongly agreed that they consider the 
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particular brand of dietary supplements makes the feel happy. However, out of 200, 30 of the 

total respondents disagreed and strongly disagreed in this regard. The remaining of the 

respondents was neutral about this statement. 

 

4.4.2 Consumer Buying Behaviour 

 

The first question regarding consumer buying behaviour which was asked from the 

respondents was if the purchase of the particular brand reflects the person which they want to be. 

The results show that total 104 respondents out of 200 respondents agreed and strongly agreed 

that by purchasing this particular brand it does reflect the person they want to become. This 

clearly shows that majority of the consumers tend to buy a particular product as it reflects the 

type of person they are. The results are in accordance to the research conducted by Freling and 

Forbes (2013). However, out of 200, 29 of the total respondents disagreed and strongly disagreed 

in this regard. This means that there are certain respondents who do not consider that there is an 

impact of personality reflection on consumer purchase and buying behaviour.  The remaining of 

the respondents was neutral about this statement. 
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The next question which was asked from the respondents was regarding purchasing a 

brand facilitates them in terms of self-identity. The results show that total 107 respondents out of 

200 respondents agreed and strongly agreed that by purchasing this particular brand it facilitates 

the communication of their self-identity. This shows that self-identity is an important factor for a 

number of people which also shapes their consumer purchase decision. This stance complies 

with the concept of “who you are affects what you buy” (Ilaw 2014). However, out of 200, 33 of 

the total respondents disagreed and strongly disagreed in this regard. This means that there are 

certain respondents who do not consider that their self-identity is important factor in shaping 

their purchase decisions. The remaining of the respondents was neutral about this statement. 

 

The next question which was asked from the respondents was if purchasing a specific 

brand helps in expressing themselves. The results show that total 100 respondents out of 200 
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respondents agreed and strongly agreed that by purchasing this particular brand it facilitates in 

expressing themselves. The results clearly show that majority of the respondents feel that the 

purchase of Opti-turmeric helps them to express themselves. This means that this particular 

brand is efficient and well-suited for them to express themselves as compared to other substitutes 

available in the market.  However, out of 200, 30 of the total respondents disagreed and strongly 

disagreed in this regard. The respondents which responded to this question in a disagreement 

meant that the purchase of this specific brand of dietary supplement has nothing to do with their 

personal expression. It should be noted that that the respondents in this category are much less 

than the repsondents who agreed and strongly agreed to the statement. The remaining of the 

respondents was neutral about this statement. 

 

The next question which was asked from the respondents was about the social symbol 

connection with consumer buying behaviour. The results show that total 108 respondents out of 

200 respondents agreed and strongly agreed in this regard. The majority of the respondents 

agreed to the statement that they use this specific brand as it is a social symbol. This can be 

justified as Opti-Turmeric is one of the highest selling supplements. This supplement is different 

and much better in quality as compared to other cheaper substitutes in the market. And hence 

there are people who consume these supplements as it adds to their social status. However, out of 

200, 24 of the total respondents disagreed and strongly disagreed in this regard. The people who 
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had disagreed in this regard are fewer in number as compared to the people who has agreed and 

strongly agreed with the statement. Irrespective of the quantity of respondents, the people who 

have disagreed shows that these are the people who do not merely consume Opti-Turmeric for 

the purpose of social status. The remaining of the respondents was neutral about this statement. 

 

The next question which was asked from the respondents was about consumer buying 

behaviour regarding fitting in social situations. The results show that total 150 respondents out of 

200 respondents agreed and strongly agreed in this regard. However, out of 200, 12 of the total 

respondents disagreed and strongly disagreed in this regard. The remaining of the respondents 

was neutral about this statement. 

 

Furthermore the respondents were asked about if they like to be seen associated with a 

specific brand. The results show that total 143 respondents out of 200 respondents agreed and 

strongly agreed in this regard. However, out of 200, 13 of the total respondents disagreed and 
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strongly disagreed in this regard. The remaining of the respondents was neutral about this 

statement. 

 

The next question which was asked from the respondents was about reliance of purchase 

on impulse. The results show that total 145 respondents out of 200 respondents agreed and 

strongly agreed in this regard. However, out of 200, 55 of the total respondents disagreed and 

strongly disagreed in this regard. The remaining of the respondents was neutral about this 

statement. 

 

The last question which was asked from the respondents was about impact of brand love 

on the consumer buying behaviour. The results show that total 151 respondents out of 200 

respondents agreed and strongly agreed in this regard. This shows that the respondents who 

purchase Opti-Turmeric as a dietary supplement is because of their love for the specific brand. 

The results of this question also align with the correlation and regression analysis of this research 

which clearly showed that there is a strong relationship among brand love and consumer 
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purchase decision.  However, out of 200, 49 of the total respondents disagreed and strongly 

disagreed in this regard. The remaining of the respondents was neutral about this statement. 

 

4.5. Discussion 

For this section, the researcher has reflected on the brand love scales which are the main 

construct in the measurement of brand love. Moreover, the research questions are briefly 

discussed in this chapter which are successfully answered by the researcher throughout this 

research. The first questions in this research ask about the basic understanding pertaining to the 

concept of brand love and consumer buying behavior. However, this research question was 

successfully answered by the researcher by reviewing different theoretical perspectives and 

concepts as given by the previous researchers. Upon viewing different concepts and theories, it 

was identified that brand love was considered an emerging concept and needs to be explored. It 

closely impacts the purchasing behavior of the consumer.  

Due to increasing number of brands the consumer were found switching from one brand 

to another and the increased aging and healthcare costs were demanding dietary supplements that 

appeared nutritious in context. Those brands that provided quality were found preferred by the 

consumers and organizations were competing to gain market share. The researcher also 

identified from the research conducted in the field of brand love that it is based on the 

interpersonal relationship between the brands and the consumers as how the customers get 

attached towards a particular brand. The basic understanding of brand love was identified from 

the notion of brand desire, emotional appeal of the brand and the impulsive desire of the brand 

which creates a psychological impact on the consumers. The psychological impact created by the 

brand love helps the customers in formulating their buying behavior.  
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The brand love is the based on the notion that how the individual interacts with the 

emotional appeal of the brand. The love of the products and brands from the consumer’s 

perspective is quite a popular research topic which aims to measure the love feeling of the 

consumers towards a particular brand. This can lead to a better understanding of that particular 

brand of the love construct which is of more relevance from the managerial perspective. The 

second question of the research is based on highlighting the factors which are associated with 

brand love and consumer buying behavior. This research question was also addressed by the 

research through viewing certain concepts and theories which were directed towards explaining 

the factors related to brand love and buying behavior of the consumers.  

4.6. Hypotheses Assessment 

S. No Hypotheses Assessment  Sig. Value  

1 There is an impact of Brand love on Consumer 

Buying Behaviour 

0.000 

(Accepted) 

 

The table above represents the assessment of hypotheses of statement which states that there is a 

significant impact of Brand love on consumer buying behaviour. The sig. value is 0.000 which 

reflects that the alternate hypotheses are accepted in this case.  
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Appendix 

Questionnaire 

Demographics 

Gender 

• Male  

• Female 

 

Age 

• 18-23 

• 24-30 

• 31-36 

• 37-43 

• More than 43 

 

Average Income (monthly, in US dollars)  

• 2500-3500 

• 3501-4500 

• 4501-5500 

• 5501-6500 

• More than 6500  

  
Strongly 
Agree Agree Neutral Disagree 

Strongly 
Disagree 

Brand love (Independent 
variable)           

I am passionate about 
brand  
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I love this brand 

          

I am very attached to this 
brand 

          

This brand is pure delight 
 

          

This brand is totally 
awesome 

          

This brand makes me feel 
good 

          

This is a wonderful brand 

     

This brand makes me feel 
very happy 

     
Consumer buying 
behaviour (dependent 
variable)      
I purchase a brand that 
reflects the type of person 
I see myself to be.      
I purchase a brand that 
facilitates me to 
communicate with my 
self-identity.      
I purchase a brand that 
helps me to express 
myself.      
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I like brands that depicts 
symbol of social status. 

     
I prefer a brand that helps 
me to fit important social 
situations.      
I like to be seen 
associated with this 
specific brand.      
I like to plan my 
purchases rather than 
relying on impulse.      

There is impact of brand 
love on consumer buying 
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