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CHAPTER THREE: RESEARCH METHODOLOGY
3.0 Introduction
Research methodology is the essential part of the research. It is useful in understanding
the structure of the study and methods and techniques applied enable the researcher to generate
the results. The research methodology is inclusive of research philosophy, research design,
sample size, sampling techniques, data collection tool, and data collection methods and data

analysis. At the end of the study ethical considerations and limitations are being discussed.

3.1 Research Philosophy

According to Edson, Hennning and Sankaran (2016) research philosophy is designed as
the philosophical framework taking into consideration the subjective reality of the research
study. There are different types of research philosophies including interpretivism, positivism and
realism .The research philosophy is also categorized as research paradigm. Interpretivism
involves maximum participation of the individuals.

The following study is based on the positivism approach. This study was based on survey

questionnaire and quantitative analysis.

3.2 Research Approach
According to Savin-Baden and Major (2013) there are two types of research approaches
namely inductive and deductive research approaches. In the inductive approach the data is

gathered from interviews from the participants and is inclusive of their past experiences. The
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inductive approach enables the researcher to understand the theories and concepts related to a
specific phenomenon and generate a theory based on the analysis. The theory assists the
researcher in the development of the hypothesis.

However, the deductive approach is based on the evaluation of the existing theories based
on the past literature. Hypothesis is formulated based on the past data. The deductive approach is
generated based on the generation of hypothesis and testing it through application of the
statistical analysis.

In this research the deductive approach was utilized to generate the statistical facts and

figures about the brand love and its association to the dietary supplements in the FMCG industry.

3.3 Research Design

It is essential to develop a research design so that the researcher easily categorizes the
data collection process. According to Creswell (2013) there are three types of research designs
including qualitative research, quantitative research design and mixed method design. The
qualitative research design is associated to the collection of the data from the participants
through conduction of detailed interviews. The tool used to collect the data is the open ended
questionnaire. The qualitative data cannot be quantified. Qualitative research design is involved
in collection of data that is based on the analysis of the detailed interviews from the participants.

The quantitative research design on the contrary is based on the numeric data. The
collected data is analysed through a statistical software and application of various test and
techniques (Creswell 2013). The data is then presented in graphical and tabular forms. The data
collected for the purpose of this study was based on both the qualitative and quantitative research

design. The qualitative data was collected to analyse the response of the respondents while the
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quantitative data was collected to generate statistical figures. Thus the research design for the
study herein was the quantitative research design. Mixed method research is more beneficial as
compared to qualitative and quantitative because the data gathered is rich in context and it
becomes easier to accomplish the objective of the research and encounter the research problem

easily.

3.4 Data Collection Method

According to Wright et al., (2016: 2230) there are two types of data collection including
primary and secondary data collection. The primary data collection includes the data from the
sources as detailed interviews from the participants, focus groups and surveys. The primary data
is collected by the researcher himself. The data is in its raw form, not published before. The
researcher performs tests and experiments to generate results or perform thematic analysis based
on the interviews collected from the participants. The other type of data collection includes
secondary data collection in which data is collected from the secondary sources.

The data is gathered from newspapers, articles, websites, journals and the work of the
past researchers is acknowledged through proper referencing. Secondary data collection is based
on the already existing researches and researcher collects the data to develop a clear
understanding of the past data.

For this study the researcher collected the data from both the sources including primary
by interviewing and survey collection from male and female participants living in UK aged
between 16 to 35 years. The data was also collected from the secondary resources to conduct an

analysis and develop an understanding of brand love from the past researchers.
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3.5 Sampling Method

According to Trayer and Kohn (2017: 32) sampling methods are used to enable
researcher recognize and recruit respondents for the purpose of the study. The data gathered from
these respondents represents the overall target population. The complete population is difficult to
analyse due to the cost and time constraints. The sampling methods are classified as probability
sampling and non-probability sampling methods.

Probability sampling technique is defined as the data collection process where the
respondents have an equal opportunity of being selected. There are different types of probability
sampling techniques including simple random sampling technique, systematic random sampling
and many others. The random sampling techniques involve the collection of data randomly with
each participants having equal opportunity of being selected. The cluster random sampling is
another form of probability sampling technique involving the collection of data in clusters and
then selecting the sample size from the clusters.

According to Riley et al., (2014) the non-probability sampling technique does not provide
an equal opportunity for the respondents to be equally selected. Convenience sampling and
snow-ball sampling are types of non-probability sampling techniques. In convenient sampling
technique the researcher collects the data based on the accessibility and availability options.

The following study involved the collection of the data through convenience sampling
technique which was completed in a two months duration time frame. The researcher gathered

the data on the basis of the convenience and under his available budget constraints.

3.6 Sample Size
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The data was collected from a sample of two hundred individuals living in United Kingdom. The
individuals were aged between 16 to 35 years. For this purpose, a survey questionnaire was
designed based on 13-15 close-ended questions which would be conducted by the consumers of

the UK who consume Opti-Turmeric as their dietary supplement.

3.7 Data Analysis Technique

According to Twisk (2013) data analysis is one of the most important part of the study. A
number of tools and techniques’ are used to analyse the data and determine the association
between the dependent and independent variables. The data collected through this study was
analysed using the statistical software namely SPSS. The results generated through the SPSS

were represented graphically in form of tables and charts.

3.8 Triangulation

According to Carter et al., (2014) the data was collected from qualitative and quantitative
research design thus it was necessary to triangulate the data in order to visualize the definitive
measurements as provided by the data. This process enabled the researcher to understand that
how long term brand loyalty in the different consumer segments may be established in best way.
The final aspect of the analysis was shown in the chapter four including the data analysis and

representation showing a relation to the existing state of knowledge in this field.

3.9 Ethical Considerations
Carrying out research in an effective way requires it to follow the ethical considerations

and principles. The study adopted the data from the primary as well as the secondary resources.
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The data collected from the participants were after the consent from the participants. They were
assured that the data was used only for the purpose of the study. The secondary data collected
from the secondary sources was properly referenced to acknowledge the work of the past

researchers.

3.10 Research Limitations

Every researcher faces limitations during the course of the study. One limitation of the
research was the external validity. The scope of the study was limited and cannot be generalized.
Due to the budget and time constraints the researcher collected the data from the primary sources
on the basis of his convenience and accessibility. Human error is something that cannot be

mitigated. The sample size was short due to the limited time frame and budget constraints.
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Appendix

Questionnaire

Demographics

Gender
e Male

e Female

e 18-23
o 24-30
e 31-36
o 37-43
e More than 43

Average Income (monthly, in US dollars)
2500-3500

e 3501-4500

e 4501-5500

e 5501-6500

e More than 6500

Strongly Strongly
Agree Agree | Neutral | Disagree | Disagree

Brand love (Independent
variable)

I am passionate about
brand




I love this brand
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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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