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[bookmark: _Toc209310557]Abstract
This dissertation investigates the relationship between brand equity and brand loyalty, with particular attention to the mediating roles of brand trust and brand love. The study is grounded in the growing recognition that consumer perceptions of brand value extend beyond functional attributes and increasingly encompass emotional and relational factors. Drawing upon established theories of consumer behaviour and relationship marketing, the research explores how brand equity influences customer loyalty and how this effect is strengthened when trust and emotional attachment are present.
A quantitative research design was employed, using a structured survey administered to Nestlé consumers in the United Kingdom. Data were collected through a convenience sampling method, with responses analysed using reliability testing, correlation, and regression models. The findings demonstrate that brand equity has a significant and positive association with brand trust and brand love. Moreover, both mediators were shown to enhance the relationship between brand equity and brand loyalty, though the direct effect of brand equity on loyalty was weaker than its indirect effects through trust and love. These results highlight that loyalty is not simply a function of perceived value however is shaped by deeper psychological and emotional dimensions.
[bookmark: _Toc209192995][bookmark: _Toc209310560]The study makes both theoretical and practical contributions. From a theoretical perspective, it extends existing brand management literature by integrating trust and love as mediating mechanisms in the brand equity–loyalty relationship. From a managerial standpoint, the research offers insights for brand strategists, stressing the importance of cultivating emotional bonds and fostering consumer trust to sustain long-term loyalty. Limitations such as reliance on self-reported data and a cross-sectional design suggest directions for future research, including longitudinal studies and cross-cultural comparisons.
[bookmark: _Toc209310561]Methodology/Design
The data were collected from 467 respondents in May. Convenience sampling technique was used to collect data and respondents were asked to complete a questionnaire through Google Forms.

[bookmark: _Toc209310562]Findings:
The findings indicate that brand equity positively influences brand loyalty, with brand trust and brand love serving as a key mediator that explains the relationship between brand equity and brand loyalty.
[bookmark: _Toc209310563]Limitations/Future directions:
The data were collected through convenience sampling therefore I suggest to use different sampling techniques in the future to get variable results.
[bookmark: _Toc209310564]Key Words:
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[bookmark: _Toc209310568]Chapter 1: Introduction
[bookmark: _Toc209310569]1.1 Background of the Study
In today’s hyper-competitive marketplace, building and sustaining consumer loyalty has become one of the most critical challenges for brands. As traditional marketing techniques lose their effectiveness, companies are increasingly focusing on intangible brand assets, such as brand equity, trust, and emotional engagement, to secure long-term customer relationships. Among these, brand equity, a multidimensional construct encompassing brand awareness, perceived quality, brand associations, and brand loyalty, has been widely acknowledged as a vital contributor to customer retention and profitability (Ali et al. 2023). In parallel, the concepts of brand trust and brand love have gained prominence for their role in influencing how consumers perceive, evaluate, and remain committed to a brand.
Brand loyalty, defined as a consumer’s consistent preference for a specific brand over alternatives, is no longer driven solely by product features or pricing. Emotional and psychological dimensions play a growing role in shaping customer behaviour, especially in markets where product offerings are largely homogeneous (Akoglu & Özbek 2022). Trust in a brand, reflecting the belief that it will consistently meet expectations, and brand love, a deep emotional attachment to a brand, are now seen as critical mediators in the consumer-brand relationship. These dimensions can deepen engagement and increase the likelihood of repeat purchasing, advocacy, and resistance to competitor offerings.
The UK fast-moving consumer goods (FMCG) sector offers a fitting context for such an investigation due to its saturated market environment and the growing importance of emotional branding. Among the many players in this space, Nestlé stands out as a global brand with a strong local presence (Hashem, Ruiz & Curras-Perez 2024). Operating in various product categories, including dairy, confectionery, bottled water, and coffee, Nestlé has built a solid reputation for quality, consistency, and innovation. However, in a time when consumers are increasingly driven by values, experiences, and emotions, even well-established brands must understand how their perceived brand equity translates into consumer loyalty through relational factors such as trust and love (Le, 2021).
By focusing on Nestlé in the UK context, this study aims to explore not only the structural relationships between brand equity and brand loyalty however altherefore the psychological and emotional mechanisms that mediate this link. Understanding these dynamics is essential for brands seeking to maintain relevance and preference in a market where consumers are both informed and emotionally engaged (Aaker, et al. 2016). Nestlé, as one of the most recognized and trusted food and beverage brands globally, offers an ideal subject for this investigation due to its extensive product range, long-standing presence in the UK, and its strategic investment in consumer engagement and sustainability (Mohd Ali et al. 2023). Despite its strong brand position, Nestlé operates in a highly competitive and rapidly evolving marketplace where consumer loyalty cannot be taken for granted. By analysing how brand equity interacts with consumer trust and emotional attachment to shape loyalty toward Nestlé products, this study aims to generate valuable insights for both academic understanding and practical brand management (Achen & Curry, 2019). Ultimately, the research seeks to contribute to Nestlé’s ongoing efforts to deepen consumer relationships, strengthen brand positioning, and drive long-term loyalty in the UK market (Olaleye, et al. 2025).
[bookmark: _Toc209310570]1.2 Research Focus
The focus of this research is to examine the influence of brand equity on brand loyalty, with specific attention to the mediating roles of brand trust and brand love. While brand equity is known to play a central role in shaping consumer behaviour, its direct and indirect impact on loyalty through emotional and psychological pathways remains an area of ongoing exploration. This study seeks to contribute to this discourse by investigating how consumers in the United Kingdom perceive and respond to brand equity in the context of Nestlé, and how their trust and emotional connection with the brand affect their loyalty intentions (Batra, Ahuvia & Bagozzi, 2017).
The research is positioned within the broader field of consumer behaviour and brand management, with an emphasis on understanding how cognitive evaluations (such as brand awareness and perceived quality) interact with emotional drivers (such as trust and love) to influence behavioural outcomes like repeat purchase and brand advocacy. Nestlé serves as a practical case study due to its well-established presence in the UK and its diverse portfolio of products, which are frequently purchased and emotionally familiar to consumers (Buil, Martínez & del Río, 2019).
Using a quantitative research approach and primary data collection, the study will evaluate consumer responses to brand equity dimensions and assess the extent to which brand trust and brand love mediate the relationship with brand loyalty (Kaur, A. 2024). The findings will aim to offer empirical insights into how brands like Nestlé can strategically enhance emotional engagement to strengthen consumer loyalty in a competitive market.
[bookmark: _Toc209310571]1.3 Rationale for the Study
In recent years, the field of brand management has witnessed a significant shift from transactional marketing approaches to relational and emotional strategies that aim to build lasting consumer-brand relationships. With the increasing saturation of consumer markets, especially in the fast-moving consumer goods (FMCG) sector, brands can no longer rely solely on functional product attributes or price-based competition to retain customers. Instead, companies are investing in intangible brand elements, such as identity, perception, and emotional engagement, to create deeper connections with consumers (Cambra-Fierro, Hart & Melero, 2021). This strategic shift underscores the growing academic and practical relevance of studying constructs like brand equity, brand trust, brand love, and brand loyalty in an integrated manner.
The rationale for selecting this topic stems from the increasing importance of understanding how these variables interact to shape consumer behaviour in competitive environments. Brand equity has traditionally been associated with measurable outcomes such as consumer preference, price premium, and market share (Shafiq, et al. 2024). However, more recent literature highlights that the emotional and psychological dimensions of consumer-brand interactions are equally important. Trust and love, once seen as abstract or secondary, are now recognized as crucial mediators that influence how consumers translate their perception of a brand into loyal behaviour. Yet, despite a growing body of research, there remains a lack of empirical studies that explore these mediating effects in an applied, real-world brand setting (Chang & Liu, 2018).
Furthermore, existing research on brand equity and loyalty has often focused on global or luxury brands, leaving a gap in the literature when it comes to high-frequency, everyday brands like those in the FMCG sector. This is especially important because products in this category are regularly purchased, meaning that brand attitudes are continually reinforced or challenged through repeated consumer experience (Çifci, et al., 2016). In such contexts, emotional branding can play a vital role in reducing decision-making fatigue, increasing brand recall, and fostering habitual loyalty. By exploring the link between brand equity and loyalty through trust and love in the FMCG space, this research aims to fill an important void in current academic work (Zaman, Ahmed & Alam 2025).
The choice to focus on Nestlé is both deliberate and strategic. As one of the largest and most diversified food and beverage companies in the world, Nestlé enjoys a strong presence in the UK market through widely consumed products such as Nescafé, KitKat, Smarties, and Nestlé Pure Life. The brand is often perceived as reliable and family-oriented, yet it altherefore operates in a highly competitive and brand-sensitive environment. Consumers in the UK have numerous alternatives across nearly every Nestlé product category, making loyalty a dynamic and valuable metric for the company’s ongoing success (Novitasari & Tuti 2025). Nestlé has invested significantly in building and maintaining a positive brand image through advertising, social responsibility campaigns, and innovation, however the extent to which this translates into consumer trust, emotional connection, and long-term loyalty remains an open question, especially from the consumer’s perspective.
This research is altherefore timely given the evolving consumer landscape in the UK. Consumers are increasingly guided by values, emotional satisfaction, and long-term experiences rather than just product quality or price. Issues such as sustainability, health consciousness, and ethical sourcing have become more influential in shaping consumer attitudes. In this context, trust and emotional connection can make or break a brand’s relationship with its audience. Nestlé’s attempts to adapt to these changes, through healthier product offerings, sustainability campaigns, and digital engagement, present an opportunity to explore whether such efforts enhance emotional brand constructs like trust and love and, in turn, strengthen brand loyalty.
From a practical perspective, the findings from this study will be relevant to marketing professionals and brand strategists, particularly those working in consumer-packaged goods. By identifying the specific dimensions of brand equity that drive loyalty and the emotional mechanisms that support this process, companies can refine their branding strategies to better align with consumer expectations. This could lead to more targeted campaigns, improved customer retention, and ultimately, stronger brand performance in a competitive market.
Academically, this study will contribute to branding literature by offering an integrated framework that combines cognitive and emotional components of brand perception. While the theoretical relationships between brand equity and loyalty are well-documented, the mediating effects of brand trust and brand love remain underexplored, especially in UK-based studies and within the context of brands like Nestlé that operate across multiple consumer segments (Daucé & Bartolomé, 2020). This research will therefore expand the existing body of knowledge and serve as a foundation for future studies in brand relationship dynamics.
[bookmark: _Toc209310572]1.4 Research Aim and Objectives
[bookmark: _Toc209310573]1.4.1 Research Aim
This study aims to investigate the impact of brand equity on brand loyalty, with a particular focus on examining the mediating effects of brand trust and brand love among Nestlé consumers in the United Kingdom. This research seeks to understand how consumers’ perceptions of brand equity contribute to their loyalty behaviours and how emotional and psychological factors strengthen or weaken this relationship.
[bookmark: _Toc209310574]1.4.2 Research Objectives
To achieve this aim, the study will pursue the following specific objectives:
1. To analyse the relationship between brand equity and brand loyalty in the context of Nestlé consumers in the UK.
2. To evaluate the mediating role of brand trust in the relationship between brand equity and brand loyalty.
3. To examine the mediating effect of brand love in influencing the connection between brand equity and brand loyalty.
4. To synthesize existing theoretical models and apply them to a real-world brand setting to understand consumer loyalty drivers.
5. To provide strategic recommendations for Nestlé’s brand managers on how to enhance brand trust and love to strengthen customer loyalty.
[bookmark: _Toc209310575]1.5 Research Questions and Hypotheses
[bookmark: _Toc209310576]1.5.1 Research Questions
This study is guided by the following research questions, each aligned with the objectives and intended to explore the cognitive and emotional pathways through which brand equity influences brand loyalty:
1. RQ1: To what extent does brand equity influence brand loyalty among Nestlé consumers in the United Kingdom?
2. RQ2: Does brand trust mediate the relationship between brand equity and brand loyalty?
3. RQ3: Does brand love mediate the relationship between brand equity and brand loyalty?
4. RQ4: How can Nestlé enhance consumer trust and emotional engagement to increase brand loyalty?
[bookmark: _Toc209310577]1.5.2 Hypotheses
Given the quantitative nature of the research, the following testable hypotheses will be examined:
· H1: Brand equity has a significant positive effect on brand loyalty.
· H2: Brand trust significantly mediates the relationship between brand equity and brand loyalty.
· H3: Brand love significantly mediates the relationship between brand equity and brand loyalty.
· H4: Brand equity has a significant positive effect on brand trust.
· H5: Brand equity has a significant positive effect on brand love.
These hypotheses will be tested using statistical techniques such as correlation analysis and structural equation modelling (SEM) to assess both direct and indirect relationships between the variables.
[bookmark: _Toc209310578]1.6 Significance of the Study
This study holds both academic and practical significance, offering valuable insights for researchers, brand managers, and marketing professionals operating in today’s dynamic and emotionally driven consumer markets. From an academic standpoint, the research contributes to the existing literature by integrating cognitive and emotional components of branding, specifically brand equity, trust, and love, within a single empirical framework. While previous studies have often examined these constructs in isolation, this research adopts a holistic perspective that recognizes the complex interplay between consumers’ perceptions and their emotional attachments to brands. By focusing on the mediating roles of brand trust and brand love, the study seeks to uncover the psychological mechanisms through which brand equity translates into loyalty. This approach not only enriches theoretical understanding however altherefore addresses a research gap concerning how emotional factors influence loyalty in the context of frequently purchased consumer goods.
Moreover, the research is particularly relevant to the UK market, where consumers are increasingly discerning and emotionally engaged. Shifts in consumer values, such as preferences for ethical sourcing, sustainability, and transparency, have made trust and emotional connection more central to branding than ever before (Edelman, 2022). As a result, this study’s findings may serve as a foundation for future UK-based consumer behaviour research, especially within the fast-moving consumer goods (FMCG) sector, which continues to evolve rapidly in response to both market trends and consumer expectations.
Practically, the study offers direct value to Nestlé and similar brands aiming to build deeper, more lasting relationships with their consumers. In a competitive environment where product differentiation is minimal and brand switching is common, understanding the drivers of loyalty becomes a strategic imperative. This research can inform marketing and branding strategies by highlighting which aspects of brand equity are most influential in shaping consumer loyalty and how emotional branding efforts, such as campaigns that build trust or evoke brand love, can reinforce these effects (Foroudi et al., 2018). Additionally, the insights gained may assist Nestlé in refining its UK consumer engagement strategies, strengthening brand positioning, and increasing retention rates.
In sum, the study has the potential to bridge the gap between theory and practice by offering a nuanced understanding of how cognitive brand perceptions and emotional attachments collectively influence brand loyalty. Its findings will be valuable not only to scholars interested in consumer-brand relationships however altherefore to practitioners seeking data-driven guidance on how to foster brand loyalty in competitive and emotionally saturated markets.
[bookmark: _Toc209310579]1.7 Scope and Delimitations
The scope of this study is focused on investigating the relationship between brand equity and brand loyalty, with the mediating roles of brand trust and brand love, in the context of Nestlé consumers residing in the United Kingdom. The research specifically targets individual consumers aged 18 and above who have experience purchasing Nestlé products, particularly within categories such as confectionery, beverages, and dairy. By narrowing the focus to UK-based consumers, the study aims to provide a context-specific understanding of consumer behaviour that reflects local market conditions, cultural preferences, and brand perceptions. The research will employ a quantitative, cross-sectional design, relying on data collected through an online survey distributed via digital platforms, which is both time-efficient and suitable for reaching a diverse demographic.
To maintain clarity and feasibility, the study will be subject to several delimitations. First, it will exclude qualitative insights, such as in-depth interviews or focus groups, which may limit the exploration of deeper emotional nuances in brand relationships. However, this is justified by the need for statistically measurable results and the desire to generalize findings across a larger population. Second, the research will focus exclusively on the consumer perspective and will not consider internal corporate strategies or Nestlé’s managerial branding decisions. This consumer-centric approach ensures the data reflects real-world customer sentiment rather than organisational intent.
Additionally, while Nestlé is a multinational corporation with an extensive global footprint, this study will limit its scope to the UK market, acknowledging that brand perception and consumer loyalty can vary significantly across different regions and cultures. The study will altherefore focus on only those consumers who have existing familiarity or experience with Nestlé, thereby excluding individuals who do not interact with the brand or who are unaware of its products. This boundary is essential to ensure that participants can meaningfully assess their perceptions of brand equity, trust, love, and loyalty.
Time and resource constraints further necessitate a non-probability convenience sampling method, which, while practical, may limit the generalizability of findings. Nevertheless, the study aims to achieve a sufficiently diverse sample to draw meaningful insights relevant to marketing professionals, brand strategists, and academic researchers.
In summary, this study operates within a clearly defined scope, focusing on a specific brand, population, and set of variables. While certain delimitations are acknowledged, they are strategically chosen to ensure that the research remains focused, manageable, and capable of delivering robust, data-driven insights into the emotional and cognitive drivers of brand loyalty in the UK FMCG sector.
[bookmark: _Toc209310580]1.8 Structure of the Dissertation
This dissertation is structured into six chapters, each designed to build upon the previous one to provide a comprehensive analysis of the research topic.







[bookmark: _Toc209310581]Chapter 2: Literature Review
2.1 Establishing the Conceptual Groundwork for Brand-Centric Consumer Behaviour
Understanding how consumers perceive and interact with brands has become a central concern in contemporary marketing literature. As markets become increasingly saturated and consumer choices expand, brand-centric approaches to understanding consumer behaviour have gained substantial traction. Rather than viewing purchasing decisions solely as rational evaluations of price and functionality, scholars and practitioners alike now recognize the importance of intangible brand attributes, such as image, emotional connection, and trust, in shaping consumer behaviour (Ghosh & Maji, 2019). These elements are foundational to the constructs of brand equity and brand loyalty, both of which serve as cornerstones of this study.
Over the past two decades, marketing scholars have increasingly explored the emotional and psychological dynamics that influence consumer-brand relationships. Traditionally, consumer behaviour theories focused on the utilitarian aspects of decision-making, such as satisfaction, product performance, and value for money. However, emerging research suggests that consumers often make choices based on deeper psychological cues, such as trust, affection, and symbolic identity (Bagozzi et al., 2020; Fournier, 2019). This shift has prompted the development of more complex models that integrate cognitive, emotional, and relational variables into the study of consumer loyalty.
In particular, the growing importance of brand equity, defined broadly as the value a brand adds to a product beyond its functional benefits, has led researchers to investigate how brand perceptions influence long-term consumer loyalty. The concept of brand equity encompasses multiple dimensions, including brand awareness, perceived quality, brand associations, and brand loyalty itself (Aaker, 2020; Keller, 2021). These elements are not only critical for initial consumer attraction however altherefore play a significant role in the retention and advocacy stages of the customer journey.
Parallel to this development, the literature has altherefore begun to explore emotional constructs such as brand trust and brand love, which are believed to mediate the relationship between brand equity and brand loyalty. While trust reflects a consumer's belief that a brand will consistently deliver on its promises, love reflects an affective attachment that goes beyond transactional value (Carroll & Ahuvia, 2006; Chaudhuri & Holbrook, 2001). These constructs are particularly relevant in the context of fast-moving consumer goods (FMCG), where brand differentiation is often based on perception rather than product attributes alone.
In the case of Nestlé, which operates in a highly competitive and emotionally sensitive UK market, these issues are more than academic. The company's success depends not only on product quality however altherefore on its ability to create meaningful brand experiences that foster trust and emotional loyalty among consumers (Morgan & Hunt, 2019). This literature review seeks to explore and evaluate the core theoretical frameworks, models, and empirical studies that inform our understanding of brand equity, brand loyalty, brand trust, and brand love. Through critical analysis and synthesis, this chapter establishes a foundation for the empirical investigation that follows, highlighting key debates, identifying gaps, and situating the present study within the broader field of consumer-brand relationship research.
2.2 Branding and Consumer Behaviour: Theoretical and Practical Perspectives
The study of consumer behaviour has evolved significantly over the past few decades, moving from a purely economic or rationalist view to a more complex and multidimensional understanding that integrates psychological, emotional, and social elements. This evolution has had a profound impact on branding theory and practice, as marketers now recognize that consumers engage with brands not only for functional benefits however altherefore to satisfy emotional needs, express identity, and establish a sense of belonging (Belk, 2017; Solomon et al., 2018). Branding, in this context, is no longer just a symbol of product differentiation however a strategic tool for creating and sustaining customer relationships based on value, meaning, and emotional connection.
At its core, branding seeks to influence how consumers perceive and respond to products, services, and organisations. A brand functions as a mental shortcut that allows consumers to identify, remember, and develop expectations about a product. This process is supported by a combination of tangible elements (e.g., logos, packaging, advertising) and intangible associations (e.g., reputation, personality, emotional resonance) (Kapferer, 2012). When successfully executed, branding can lead to increased customer preference, stronger emotional bonds, and enhanced resistance to competitive switching.
Consumer behaviour theory provides the foundation for understanding how and why consumers develop loyalty to certain brands. One of the earliest models in this area, the Theory of Reasoned Action (Fishbein & Ajzen, 2019), explained behaviour as a function of beliefs and intentions, suggesting that consumers make brand decisions based on rational evaluations. However, subsequent theories such as Fournier’s (1998) Brand Relationship Theory and Holbrook and Hirschman’s (1982) Experiential View challenged this rationalist perspective, emphasising the symbolic, emotional, and experiential aspects of consumption.
The Brand Relationship Theory, in particular, has been influential in shifting the academic conversation towards relational and emotional dimensions of branding. Fournier (1998) proposed that brands are not passive objects however active relationship partners with whom consumers form complex, dynamic bonds (Carrol & Ahuvia, 2006). These relationships can take various forms, ranging from friendships and casual acquaintances to committed partnerships, and are shaped by the consumer’s values, past experiences, and social context. The strength and quality of these relationships are significant predictors of brand loyalty, which is no longer seen as just a behavioural outcome (i.e., repeat purchase), however as a deeper attitudinal and emotional commitment (Dick & Basu, 2018).
In practical terms, this means that brand managers must go beyond traditional functional marketing and invest in creating authentic, consistent, and emotionally resonant brand experiences. Research suggests that consumers are more likely to stay loyal to brands that align with their self-image and offer a sense of trust, emotional satisfaction, and community (Park et al., 2010). These findings are particularly relevant in sectors such as FMCG, where physical product differences are often minimal and emotional differentiation becomes the primary driver of loyalty (Batra et al., 2012).
In the context of the United Kingdom, consumer behaviour is altherefore influenced by cultural, social, and economic factors that affect how brands are perceived. British consumers are generally more value-conscious and ethically aware than in many other markets, with strong expectations for brand transparency, sustainability, and social responsibility (Mintel, 2023). This makes emotional branding strategies, such as fostering trust and love, particularly important for companies like Nestlé, which operate in categories often scrutinized for health, environmental, or ethical concerns. In such an environment, emotional consumer-brand relationships can serve as buffers against reputational risks and foster resilience in consumer loyalty (Oliver, 2019).
In summary, the theoretical and practical perspectives on branding and consumer behaviour converge on the understanding that brand loyalty is not merely a consequence of functional satisfaction however a result of deeper psychological and emotional processes (Dick & Basu, 2016). The evolution of consumer behaviour theory, from rational decision-making models to relational and emotional frameworks, has reshaped the way scholars and marketers approach brand strategy. These foundations are essential for understanding how brand equity, trust, and love operate together to influence consumer loyalty, which forms the central inquiry of this dissertation.
[bookmark: _Toc209310584]2.3 Theoretical Foundations of Brand Equity and Related Constructs
In this section, we critically explore key branding theories and models, then link each to the core variables of this research: brand equity, brand loyalty, brand trust, and brand love. These theoretical underpinnings are essential to both the conceptual development of the study and its empirical testing.
[bookmark: _Toc209310585]2.4 Theoretical Models Supporting Brand Equity
Brand equity is at the heart of this study, and several seminal models have been developed to define and measure it. The following theories provide the primary basis for understanding brand equity and how it is built and sustained in consumer markets.
[bookmark: _Toc209310586]2.4.1 Aaker’s Brand Equity Model (1991) – Foundational Theory for Brand Equity
David Aaker’s model conceptualizes brand equity as a collection of brand-related assets that influence consumer perception and behaviour. The model’s key dimensions, brand awareness, brand associations, perceived quality, and brand loyalty, offer a structured way to understand how brand equity forms and functions. This theory directly informs the independent variable (brand equity) in this study, particularly in the FMCG space, where awareness and associations significantly drive consumer decisions (Hair et al., 2017).
2.4.2 Keller’s Customer-Based Brand Equity (CBBE) Model (1993) – Link Between Brand Equity and Consumer Behaviour
Keller emphasizes the psychological processes consumers go through in forming strong brand relationships. His pyramid, from brand identity to brand resonance, helps explain how brand equity can lead to deeper loyalty by fostering emotional connections. This model connects both with brand equity and brand loyalty, as it underlines the pathway from perception to emotional attachment and behavioural loyalty.
[bookmark: _Toc209310588]2.4.3 Yoo and Donthu’s Multidimensional Brand Equity Scale (2001) – Empirical Application of Brand Equity
This scale adapts Aaker’s work into three measurable dimensions: brand awareness/associations, perceived quality, and loyalty. It is especially useful for quantitative studies, like this one, where the survey-based measurement of brand equity needs to be reliable and valid. This model supports the empirical operationalization of brand equity as the key independent variable in this study.
[bookmark: _Toc209310589]2.5 Theoretical Models Explaining Brand Loyalty
Brand loyalty, the dependent variable of this research, is more than repeat purchase behaviour. It represents a consumer's psychological commitment and consistent preference for a brand over time. Several theories help explain the mechanics and motivations behind loyalty.
[bookmark: _Toc209310590]2.5.1 Dick and Basu’s Loyalty Model (2017) – Cognitive, Affective Approach to Loyalty
This model highlights that brand loyalty stems from both attitudinal commitment and repeat purchase behaviour. It introduces the concept of relative attitude, which means loyalty depends on the strength of a consumer’s preference relative to alternatives. This aligns closely with this research’s aim to understand loyalty as both a psychological and behavioural construct influenced by brand equity, trust, and love.
[bookmark: _Toc209310591]2.5.2 Oliver’s Four-Stage Loyalty Model (1999) – Pathway from Cognition to Action
Oliver's model presents loyalty as evolving through cognitive, affective, conative, and action stages. The later stages (affective and conative) suggest that emotional elements like trust and love are central to sustained loyalty. This framework provides theoretical support for the mediating role of trust and love in the equity-loyalty relationship.
[bookmark: _Toc209310592]2.6 Theoretical Perspectives on Brand Trust
Brand trust is a core mediator in this research. It refers to a consumer’s confidence in the brand’s reliability, honesty, and performance.
[bookmark: _Toc209310593]2.6.1 Chaudhuri and Holbrook’s Brand Trust Model (2001) – Trust as a Loyalty Driver
This model links brand trust directly to both purchase and attitudinal loyalty. It asserts that when consumers believe a brand will deliver on its promises, they are more likely to stay loyal. In the Nestlé context, this applies particularly to consumer trust in product safety, ethical sourcing, and corporate responsibility, factors increasingly valued by UK consumers (Fournier, 2017).
2.6.2 Morgan and Hunt’s Commitment, Trust Theory (1994) – Relationship Marketing Foundation
While not limited to branding, this model from relationship marketing suggests that trust and commitment are the most important precursors of strong relationships. This theory supports the inclusion of brand trust as a mediator in the brand equity, loyalty relationship and explains how emotional security reinforces consumer loyalty over time.


[bookmark: _Toc209310594]2.7 Theoretical Perspectives on Brand Love
Brand love, the second mediating variable in this research, is an intense emotional bond consumers develop with brands. It goes beyond satisfaction or liking, involving elements of passion, attachment, and even self-expression.
[bookmark: _Toc209310595]2.7.1 Carroll and Ahuvia’s Brand Love Model (2006) – Core Framework for Brand Love
This seminal study defines brand love as the emotional and passionate attachment a satisfied customer has toward a brand. According to the authors, brand love positively influences both brand loyalty and word of mouth advocacy, making it a crucial element in modern branding strategy. This theory directly supports the emotional mechanism explored in this research.
[bookmark: _Toc209310596]2.7.2 Batra et al.’s Brand Love Framework (2012) – Dimensions of Emotional Brand Relationships
This model identifies key components of brand love, including self, brand integration, positive affect, and anticipated separation distress. It adds a layer of depth to the concept by emphasising how emotional investment in a brand can mimic interpersonal relationships (Hayes, 2017). This is highly applicable to long-standing consumer-brand relationships, such as those many UK consumers may have with Nestlé.
[bookmark: _Toc209310597]2.8 Summary and Relevance to Research Framework
The theoretical models reviewed in this section serve distinct however interconnected purposes in shaping this study:
By integrating these theories, this research builds a multi-dimensional conceptual framework that reflects both the cognitive and emotional pathways linking brand equity to loyalty. In applying these insights to Nestlé’s UK consumers, the study contributes not only to theoretical understanding however altherefore to practical brand management in highly competitive consumer markets (Hollebeek et al., 2019).
[bookmark: _Toc209310598]2.9 Brand Loyalty in FMCG Markets: Drivers, Dimensions, and Debates
Brand loyalty has been a central construct in marketing research for decades, however its interpretation has shifted significantly over time. In earlier literature, loyalty was understood predominantly as behavioural, consumers repeatedly purchasing the same brand out of habit or convenience (Jacoby & Chestnut, 2009). However, later scholarship highlighted the need to distinguish between behavioural loyalty and attitudinal loyalty, with the latter reflecting emotional commitment, trust, and belief in a brand’s superiority (Oliver, 2017; Dick & Basu, 2018). This distinction is particularly relevant in fast-moving consumer goods (FMCG) markets, where the low involvement nature of purchases complicates the assessment of true loyalty. The purpose of this section is to explore the nature of brand loyalty, its dimensions, and how it manifests specifically in FMCG contexts such as Nestlé’s UK market (Fournier, 2019).
[bookmark: _Toc209310599]2.10 Defining Brand Loyalty: Beyond Repetition
Brand loyalty is commonly defined as a consumer’s consistent preference and repeat patronage of a brand over alternatives. However, researchers argue that this behaviour must be underpinned by a positive attitude or affective attachment to constitute true loyalty (Oliver, 2019). Dick and Basu’s (2014) framework emphasizes the role of relative attitude, not just whether consumers buy a brand repeatedly, however whether they do therefore with intention, preference, and resistance to switching.
In the context of FMCG, repeated purchases may occur due to convenience, availability, or inertia, making it challenging to separate loyal behaviour from routine action. This has led researchers to stress the importance of identifying attitudinal loyalty, which includes emotional commitment, trust, satisfaction, and even brand love (Chaudhuri & Holbrook, 2001). In other words, true brand loyalty exists when a consumer actively prefers a brand and continues to support it even when faced with alternatives or price promotions.
[bookmark: _Toc209310600]2.11 Dimensions of Brand Loyalty
Brand loyalty is typically conceptualized along two dimensions:
· Behavioural Loyalty – The extent to which a consumer continues to buy a brand over time.
· Attitudinal Loyalty – The strength of the consumer’s psychological commitment, often manifested through advocacy, resistance to alternatives, and emotional attachment.
Both dimensions are essential to assess brand loyalty accurately. For example, a Nestlé consumer who regularly buys KitKat may be behaviourally loyal, however unless they express a preference for it over other options (e.g., Cadbury) and associate it with personal meaning, they may not be considered truly loyal from a strategic brand perspective.
Oliver’s (1999) four-stage loyalty model further illustrates this progression from cognitive loyalty (based on belief in product superiority) to affective loyalty (liking the brand), conative loyalty (intention to repurchase), and finally action loyalty (resistance to switching despite obstacles). The final stages are of particular interest in this research because they are driven by emotional factors, such as trust and love, rather than rational assessments alone.
[bookmark: _Toc209310601]2.12 Brand Loyalty in FMCG: Challenges and Opportunities
FMCG markets present unique challenges to fostering and measuring brand loyalty. Purchases are typically low involvement, made quickly, and influenced by availability, price promotions, and retail shelf placement (Keller, 2003). This makes it difficult for brands to build lasting loyalty purely through product features or traditional marketing.
However, FMCG brands like Nestlé have an opportunity to create emotional engagement by developing consistent, trustworthy brand identities and narratives. Aaker (2014) argues that brands in commoditized markets can still differentiate themselves through emotional positioning and value alignment with consumer beliefs (Yoo & Donthu, 2001). In the UK, for example, many consumers are drawn to brands perceived as ethical, environmentally conscious, or family-oriented, all attributes that Nestlé incorporates into its brand messaging.
Moreover, brand loyalty in FMCG can be reinforced through consumer-brand relationships, especially when the brand is associated with everyday routines, childhood memories, or cultural moments (Fournier, 2020). Such associations elevate brand choice from a simple transactional decision to a form of emotional attachment, which is more resistant to switching behaviour (Delgado-Ballester & Munuera-Alemán, 2019)
[bookmark: _Toc209310602]2.13 Nestlé and the Loyalty Equation in the UK Market
Nestlé operates in a highly competitive UK FMCG landscape where brand loyalty is both a strategic advantage and a fragile asset. British consumers are increasingly health-conscious and value transparency, sustainability, and corporate responsibility. Nestlé’s ability to retain consumer loyalty hinges on more than just quality or taste; it altherefore depends on maintaining brand trust and fostering emotional bonds (Hollebeek et al., 2019).
Recent campaigns such as Nestlé’s sustainability commitments, health-driven product innovations, and digital engagement strategies have been designed to build long-term emotional loyalty (Madadi et al., 2021). For example, the “Nestlé for Healthier Kids” programme and the shift toward recyclable packaging signal a focus on brand values, which many consumers view as extensions of their identity. These initiatives are particularly important for appealing to the attitudinal loyalty of younger and more ethically minded segments of the UK market.
Additionally, Nestlé's brands, like KitKat, Nescafé, and Smarties, carry strong nostalgic and emotional appeal. This offers a pathway to brand love, where consumers form passionate and enduring attachments, often rooted in long-term exposure and emotional moments (Marmat, 2023). Such attachments not only drive repeat purchases however altherefore increase consumer willingness to advocate for the brand and overlook occasional product flaws, classic signs of strong loyalty.
[bookmark: _Toc209310603]2.14 Mediating Role of Brand Trust in the Brand Equity–Loyalty Relationship
Brand trust plays a pivotal role in influencing consumer behaviour, particularly in the transition from brand perception to long-term loyalty. Defined as a consumer’s belief that a brand is reliable, honest, and will fulfil its promises, brand trust becomes an essential psychological mechanism in competitive sectors like fast-moving consumer goods (FMCG) (Hsu & Lu, 2018). In the case of Nestlé, which operates in sensitive categories such as nutrition, beverages, and confectionery, the importance of building and maintaining consumer trust is especially heightened (Huang, 2017). Consumers today are not merely purchasing products; they are engaging with brands they believe in. This section critically examines how brand trust mediates the relationship between brand equity and brand loyalty, using Nestlé as a focal point throughout.
[bookmark: _Toc209310604]2.15 Conceptualizing Brand Trust
The concept of brand trust is rooted in relationship marketing and draws upon theories of interpersonal trust. According to Morgan and Hunt’s (2014) Commitment, Trust Theory, trust is a key factor in developing long-term relationships. In the branding context, trust refers to a consumer’s belief that a brand will act in their best interest and deliver consistent value (Delgado, Ballester et al., 2003). This belief is not formed overnight however is built over repeated, positive experiences with a brand.
For Nestlé, trust is a critical asset. Operating in a market where products directly impact health and well-being, the brand must demonstrate reliability not only in product quality however altherefore in corporate ethics. Nestlé’s investments in nutrition transparency, sustainable sourcing, and child protection policies are not merely CSR efforts; they are fundamental to establishing intentional trust with UK consumers, particularly those who are increasingly conscious of brand integrity (Ipsos M, 2021).
[bookmark: _Toc209310605]2.16 Trust as a Mediator Between Brand Equity and Loyalty
A growing body of research positions brand trust as a key mediator between brand equity and brand loyalty. According to Chaudhuri and Holbrook (2001), brand trust strengthens the effect of brand equity on consumer commitment by enhancing emotional security and reducing uncertainty. When consumers perceive a brand like Nestlé as competent and caring, they are more likely to develop long-term attitudinal loyalty, even when faced with price-based alternatives.
This mediating role is particularly important in the UK FMCG market, where consumers are bombarded with choices. Even if Nestlé possesses strong brand equity, such as recognition, associations with quality, and favourable consumer perceptions, without trust, that equity may not convert into loyalty. Lau and Lee (2019) altherefore support this view, arguing that trust plays a pivotal role in turning positive perceptions into behavioural intentions (Ebrahim, 2020). For Nestlé, this means that consumers who perceive its products as trustworthy are more likely to repurchase, recommend, and remain loyal even during crises, such as recalls or negative publicity.

[bookmark: _Toc209310606]2.17 Drivers of Brand Trust in FMCG: Nestlé’s Strategic Position
Trust in FMCG brands is generally influenced by a combination of product consistency, ethical practices, and transparency, all areas where Nestlé’s performance is closely scrutinized in the UK. For instance:
· Product Consistency: Nestlé’s long-standing brands, such as KitKat, Nescafé, and Smarties, have maintained consistent quality over decades, which reinforces reliability, based on trust among British consumers.
· Transparency and Information: Nestlé UK actively shares product details, nutritional data, and sustainability information through online platforms, helping to build consumer confidence.
· CSR and Ethics: The brand’s recent efforts, such as shifting to recyclable packaging, reducing added sugars, and committing to carbon neutrality, are strategic responses to consumer demands for ethical conduct and environmental responsibility.
· Health and Wellbeing: Nestlé has altherefore made efforts to reformulate products to be healthier, aligning with the UK government's public health agenda and consumer preferences.
These initiatives serve not only as brand differentiators however altherefore as pillars for building trust. Trust, in this sense, becomes both a relational currency and a competitive shield that protects the brand against switching behaviour and negative market forces.
[bookmark: _Toc209310607]2.18 Nestlé and the Loyalty Equation: Trust as a Critical Link
For a heritage brand like Nestlé, trust is the bridge that connects brand equity to brand loyalty. In a highly saturated UK FMCG market, where price wars and promotions are common, trust gives consumers a reason to stay loyal beyond rational considerations. Research by Esch et al. (2006) supports this, suggesting that consumers who trust a brand are less likely to switch, even when cheaper options are available.
Moreover, brand trust enhances consumer tolerance during brand shortcomings, such as temporary unavailability or slight price increases (Dawes, Meyer-Waarden & Driesener, 2015). In the case of Nestlé, this means that loyal customers may continue buying their favorite chocolate or coffee brands despite occasional price fluctuations or retailer-specific availability. The presence of trust lowers the perceived risk of remaining loyal and strengthens the consumer-brand bond over time
[bookmark: _Toc209310608]2.19 Mediating Role of Brand Love in the Brand Equity–Loyalty Relationship
In recent years, brand love has gained significant attention in marketing literature as a powerful emotional driver of consumer loyalty. Defined as the deep emotional attachment and affection a consumer feels towards a brand (Carroll & Ahuvia, 2006), brand love goes beyond satisfaction and trust by invoking feelings of passion, connection, and even symbolic self, expression. Within the Nestlé brand ecosystem, particularly in the UK, many products carry strong nostalgic, emotional, and cultural associations, ranging from childhood memories of Smarties to everyday rituals involving Nescafé (Sugiarti et al., 2023). This section explores the conceptualization, dimensions, and mediating role of brand love in transforming brand equity into long-term brand loyalty, with a specific focus on Nestlé’s relevance in this process.
[bookmark: _Toc209310609]2.20 Understanding Brand Love
Brand love originates from consumer-brand relationship theory, which suggests that consumers can develop meaningful and enduring emotional bonds with brands, much like they do in interpersonal relationships (Fournier, 2019). Carroll and Ahuvia (2006) define brand love as the degree of passionate emotional attachment a satisfied customer has for a particular brand. Their study showed that brand love significantly predicts both brand loyalty and positive word of mouth, making it a crucial concept in building a sustainable competitive advantage.
Unlike brand trust, which is rooted in reliability and expectations, brand love is driven by positive emotions, self-congruence, and emotional satisfaction. These emotional experiences lead consumers to not only prefer the brand however altherefore advocate for it, forgive occasional shortcomings, and view it as irreplaceable (Waebuesar et al., 2022).
For Nestlé, many of its flagship brands evoke these feelings among UK consumers. Whether it’s the comfort of a Milky bar during childhood, the ritualistic morning cup of Nescafé, or the celebratory sharing of a KitKat, such interactions are not just transactions; they are emotion-laden brand moments that can evolve into brand love.
[bookmark: _Toc209310610]2.21 Brand Love as a Mediator Between Equity and Loyalty
Numerous studies support the idea that brand love mediates the relationship between brand equity and brand loyalty. Albert et al. (2008) and Bergkvist and Bech, Larsen (2010) argue that high brand equity alone does not guarantee loyalty unless consumers develop a strong emotional connection with the brand. Emotional experiences, rooted in joy, identity alignment, and habitual affection, act as the mechanism through which brand equity translates into committed loyalty (Aisyah, 2023).
In practical terms, this means that Nestlé’s strong brand equity (e.g., awareness, positive associations, perceived quality) only becomes truly effective when it is emotionally internalized by consumers. For example, a consumer may perceive KitKat as high quality and well-known, however it is the emotional connection, perhaps a memory of sharing it during school days or with family, that drives true loyalty and resistance to alternatives.
The mediating role of brand love is especially critical in saturated FMCG markets, where functional benefits are often indistinguishable across brands. In such environments, emotional differentiation becomes the decisive factor in consumer retention. Nestlé’s long-standing emotional equity, built over generations in the UK, positions it well to capitalize on brand love as a loyalty driver.
[bookmark: _Toc209310611]2.22 Nestlé and Emotional Branding in the UK
In the UK market, emotional branding plays a critical role in Nestlé’s consumer engagement strategy. Nestlé frequently employs themes of nostalgia, warmth, and trust in its advertising. Campaigns like “Have a Break, Have a KitKat” and “It Starts With Nescafé” are not just slogans; they’re emotionally charged narratives that consumers internalize. These brand narratives are often embedded in daily routines, holidays, and life milestones, creating fertile ground for the development of brand love (Bozbay & Başlar, 2020).
Moreover, Nestlé's shift toward purpose-driven branding, such as promoting sustainable practices and healthy lifestyles, aligns with the values of ethically minded British consumers. When brand values mirror personal beliefs, brand love strengthens, and the likelihood of loyalty intensifies. In such cases, consumers do not just like or trust the brand; they feel emotionally bonded to it, leading to higher advocacy and resistance to competitive alternatives.
[bookmark: _Toc209310612]2.23 Interrelationships Between Constructs
The constructs explored in this study, brand equity, brand trust, brand love, and brand loyalty, are deeply interconnected and influence one another in ways that have been increasingly recognized in branding literature. Brand equity serves as the foundation, shaping how consumers perceive a brand in terms of its value, associations, and recognizability. These perceptions do not operate in isolation; they act as precursors that influence how consumers emotionally and cognitively engage with a brand (Barbosa, Shabani Shojaei & Miranda, 2023). When brand equity is strong, it often fosters trust by signaling reliability, competence, and consistency. Consumers who perceive a brand to be of high quality, ethical, and socially responsible are more likely to develop trust in that brand. Trust, in turn, acts as an important mechanism that converts positive brand perceptions into loyalty. It reduces perceived risk and uncertainty, encouraging consumers to repurchase and remain committed even when faced with alternatives. In the case of Nestlé, its consistent product quality, nutritional transparency, and longstanding heritage contribute to consumers' trust in the brand, which then reinforces their inclination to continue purchasing its products. Moreover, trust paves the way for deeper emotional engagement, creating the conditions necessary for brand love to emerge.
Brand love, while distinct from trust, is often enabled by it. A consumer must first feel secure and satisfied with a brand before they can form an emotional bond with it. When a brand consistently meets or exceeds expectations, offers value alignment, and resonates emotionally, consumers begin to develop affection, attachment, and even symbolic identification. These emotional connections elevate the brand from a transactional choice to a relational entity. As seen in the case of Nestlé products that are integrated into daily routines or childhood memories, brand love creates a powerful emotional pull that not only sustains loyalty however altherefore encourages advocacy and resilience against competitive offerings.
Together, brand trust and brand love function as mediating forces that explain how brand equity translates into brand loyalty. While brand equity initiates the relationship by shaping perception, it is trust and love that solidify that relationship into a long-term commitment. This interplay underscores the importance of integrating both rational and emotional constructs when analysing consumer-brand dynamics. In the context of Nestlé and the UK FMCG market, this interconnectedness becomes particularly vital, as consumers are not only seeking functional value however altherefore emotional and ethical alignment with the brands they support.
[bookmark: _Toc209310613]2.24 Research Gap and Chapter Summary
Although substantial literature exists on brand equity and brand loyalty, the mediating roles of brand trust and brand love have not been extensively studied within a unified framework, particularly in the context of FMCG brands operating in mature markets like the UK. Much of the prior research tends to examine these constructs independently or within limited geographic contexts, often focusing on luxury or technology sectors, which differ significantly from the fast-moving, routine, driven nature of FMCG purchasing. Furthermore, few studies address how emotional and rational mediators interact simultaneously to influence consumer loyalty decisions, leaving a conceptual and empirical gap that this research aims to address.
Another noticeable gap is the scarcity of studies focusing on well-established global brands such as Nestlé, particularly from the perspective of UK consumers. Most available studies either adopt a generic FMCG perspective or concentrate on local brands in emerging markets. As a result, there is limited understanding of how global branding strategies resonate with local consumer values in developed economies, especially when emotional constructs like trust and love are involved. This study aims to bridge that gap by exploring how Nestlé, with its multinational presence and emotional brand heritage, leverages brand equity to cultivate consumer loyalty through psychological mediators.
In summary, this chapter critically reviewed the major theoretical foundations and contemporary discussions related to brand equity, trust, love, and loyalty. It has highlighted not only the strength of existing models however altherefore their limitations in fully explaining consumer behaviour in FMCG contexts. By identifying the interplay between the constructs and the research gap in existing literature, the chapter has set the stage for the next phase of this dissertation. The upcoming chapter will present the conceptual model and hypotheses derived from this review, guiding the empirical exploration of these relationships in the specific context of Nestlé's UK consumer base.















[bookmark: _Toc209310614]Chapter 3: Research Methodology
[bookmark: _Toc209310615]3.1 Introduction
The main aim of this study is to examine how brand equity influences brand loyalty among Nestlé consumers in the UK (aged 18+), and to assess whether brand trust and brand love act as mediating variables in this relationship. To achieve this aim, the following objectives are set: (1) to measure the level of brand equity perceived by Nestlé consumers; (2) to evaluate the relationship between Nestlé’s brand equity and consumers’ brand loyalty; (3) to test whether brand trust mediates the effect of brand equity on loyalty; and (4) to test whether brand love altherefore mediates this effect. These objectives guide a hypothesis-driven approach examining predefined relationships between constructs. In line with standard academic practice, established definitions and measurement scales from the literature are used for each construct (e.g., Yoo et al., 2000; Chaudhuri & Holbrook, 2001; Bagozzi et al., 2017). This chapter outlines the methodology employed to meet these objectives, detailing the research strategy, design, data collection, and analysis methods, as well as reliability, validity, limitations, and ethical considerations.
[bookmark: _Toc209310616]3.2 Research Strategy
The research strategy follows a deductive, quantitative approach. Because we start with theoretical concepts of brand equity, brand trust, brand love, and loyalty (drawn from existing literature) and then test hypotheses about their relationships, the study is deductive in nature (Open University, 2025). In other words, theory informs the hypotheses, and data are gathered to confirm or refute them. This approach is well-suited to an explanatory study, where hypotheses (e.g., “brand equity positively affects loyalty”) are explicitly formulated in advance. In explanatory studies, research usually proceeds by testing propositions in an objective manner (Open University, 2025), and this aligns with the study’s goal of testing theoretically derived relationships.
A quantitative methodology is chosen to allow objective measurement and statistical testing of relationships. Quantitative methods produce numeric data that can be analysed statistically, which is appropriate for testing the strength and significance of the hypothesized effects (Nottingham University, n.d.; Open University, 2025). The positivist paradigm underpins this strategy: positivism holds that reality is objective and measurable, and it favors quantitative data and statistical analysis (Nottingham University, n.d.; Open University, 2025). By adopting a positivist stance, the study treats the relationships between brand constructs as discoverable “laws” that can be measured and generalized. (In contrast, an interpretivist approach would focus on subjective meanings and qualitative insight, which is not the goal here.) Thus, the research will use quantifiable survey measures and statistical tests to address the hypotheses, consistent with a deductive-positivist framework (Open University, 2025).
[bookmark: _Toc209310617]3.3 Research Design
A cross-sectional survey design is employed. In a cross-sectional design, data are collected at a single point in time from respondents (Thomas, 2020). This fits the study’s needs because it examines perceptions and attitudes of Nestlé consumers at the present moment. For example, Ogonu and Nwokah (2023) note that a cross-sectional survey design is commonly used in consumer behaviour research to capture variables and their relationships at one point in time. The cross-sectional design is efficient and cost-effective; it avoids the time and complexity of repeated measures, and it is standard practice for exploratory studies of brand relationships. (The limitation is that causal inferences are weaker than in longitudinal designs; this is noted in the limitations section.)
This study uses a mono-method (single-method) quantitative approach, meaning that one mode of data collection (a structured questionnaire) is used for all measures. All data (on brand equity, trust, love, and loyalty) will be collected via the same online survey instrument. Using a mono-method is common in survey-based research where one consistent source of data (self-report) is acceptable. Although mixed methods (qualitative and quantitative) can provide richer insights, the scope here is clearly defined by testing numerical relationships, therefore a single quantitative method suffices.
The questionnaire is administered online using Google Forms. Web-based surveys are widely used in academic and marketing research because they are user-friendly and cost-effective. As Raju and Harinarayana (2016) observe, web-based survey tools have “become one of the major tools for conducting survey research”. Google Forms, in particular, offers an intuitive interface for building and distributing questionnaires. It is free, mobile-accessible, and allows easy collection of responses in a spreadsheet. Online distribution via email and social media enables quick access to a geographically dispersed sample of UK consumers. Compared to paper or face-to-face surveys, online forms eliminate printing and travel costs, increase speed of response, and can improve data accuracy through mandatory fields. Indeed, studies have found that online surveys often outperform traditional methods in terms of cost and response time. Consequently, Google Forms is an appropriate tool for this consumer survey (Keller, 2016).
Participants are selected using convenience sampling, a non-probability technique where respondents are chosen based on ease of access (Golzar et al., 2022). Convenience sampling was chosen due to practical constraints: it is inexpensive and fast, allowing us to reach respondents through university networks and social media without needing a formal sampling frame. For example, recruiting respondents who readily volunteer through university mailing lists or online forums is a straightforward way to gather data. The drawback, noted by Golzar et al. (2022), is that convenience samples can introduce bias and limit generalizability. In this study, for instance, the sample may over-represent younger or more internet-savvy Nestlé consumers. However, given the exploratory nature of this dissertation and the target of 200 respondents, convenience sampling is acceptable as a starting point. Later research could use more rigorous sampling, however here, convenience sampling provides a feasible path to test the conceptual model.
[bookmark: _Toc209310618]3.4 Research Paradigm (Philosophy)
This study is grounded in the positivist research paradigm. Positivism assumes that an objective reality exists and can be measured through empirical observation (Nottingham University, n.d.). In a positivist paradigm, knowledge is gained by measuring and testing hypotheses about observable variables. Since this study quantifies constructs like brand equity and loyalty and seeks generalizable findings, positivism is appropriate. From this view, relationships between variables are expected to follow generalizable patterns or “laws” that can be verified statistically (Kerviler & Rodriguez, 2021).
In contrast, the interpretivist paradigm emphasizes subjective meaning and context. An interpretivist might focus on how individual consumers uniquely experience brand love, for example, using interviews or focus groups. However, that is not the aim here; the goal is not to develop deep insights into individual experiences, however to test theory using large-scale data. Realism (or post-positivism) occupies a middle ground, recognizing an external reality however altherefore acknowledging that all observation is somewhat theory-laden. While realism altherefore uses quantitative data, it accepts that measurements have error and that context matters. In this study, we lean fully toward positivism because we use structured, numerical data and hypothesis testing with minimal interpretation. The positivist paradigm is explicitly chosen due to its alignment with a deductive, quantitative strategy (Open University, 2025; Nottingham University, n.d.). In summary, a positivist approach provides the philosophical foundation for treating the survey data as objective indicators of brand perceptions and for using statistical tests to validate hypotheses.
[bookmark: _Toc209310619]3.5 Data Collection
Data are collected through a structured questionnaire administered online. The questionnaire is pre-designed with fixed-response questions to gather consistent data across all respondents. All items use a five-point Likert scale (1 = Strongly Disagree to 5 = Strongly Agree). Likert scales are standard for attitudinal research because they capture degrees of agreement reliably. Multiple items per construct are used to form reliable scales. Importantly, existing validated scales from the literature are adopted to ensure content and construct validity. For example, measures for brand equity and brand loyalty are adapted from Yoo et al. (2000), who developed a widely used Consumer-Based Brand Equity scale. Brand trust items are drawn from Chaudhuri and Holbrook (2001), who operationalized trust in brands. Brand love is measured using items from (Bagozzi et al. 2017), who developed a concise brand love scale. The use of these validated instruments means the questions have already demonstrated reliability and relevance in past research. To tailor them to Nestlé, instructions specify that respondents should answer concerning the Nestlé brand (or Nestlé products) specifically.
Before main data collection, the questionnaire is pre-tested informally to check its clarity (face validity). Some university colleagues and classmates review the draft questions to ensure they appear sensible and cover the intended constructs. Their feedback leads to minor wording adjustments. No formal pilot study was conducted, however the choice of well-established scales provides confidence in measurement validity. The final questionnaire includes sections on demographics, brand equity (e.g., perceived quality, awareness), brand trust, brand love, and brand loyalty. The questionnaire is hosted on Google Forms, and a link is distributed via email lists, social media groups, and through advertising on campus. Participation is voluntary and anonymous. To encourage completion, the survey is kept concise (approximately 15–20 minutes to complete). Respondents can save and continue if needed. In summary, data collection uses an online, self-completed survey of validated items, which balances ease of distribution with standardized measurement (Kumar et al., 2017).
[bookmark: _Toc209310620]3.6 Population and Sample
The target population is adult UK consumers (age 18 and over) of Nestlé products. Nestlé is a major fast-moving consumer goods company whose brands (e.g., KitKat, Nescafé) are widely purchased in the UK. Thus, the population is broad, consisting of any UK resident aged 18+ who has used or purchased Nestlé products at least once. The criteria ensure respondents have relevant experience to answer questions about Nestlé’s brand attributes.
A sample size of 200 respondents is planned. This number is chosen partly for feasibility and partly for statistical reasons. Social science research often aims for a minimum of 200 cases when using regression analysis, as this generally provides sufficient power for detecting moderate effects (Hair et al., 2010). Two hundred is altherefore a round, attainable target given the time frame. Ultimately, the larger the sample, the more reliable the estimates, however resource constraints limit the target to this amount.
Respondents are obtained through convenience sampling (non-probability). This involves approaching accessible participants until the sample quota is reached. For example, the researcher may post the survey link in Facebook groups for UK consumers or on university forums, inviting anyone fitting the criteria. Because the sample is not randomly selected, it may not statistically represent the entire UK adult Nestlé consumer population. As Andrade (2021) explains, findings from convenience samples can only be generalized back to the subpopulation from which they were drawn, not to all consumers. In other words, results are most secure for populations similar to the sample. For instance, our sample may skew young or educated if recruited via social media. This limitation is accepted given practical constraints. However, convenience sampling is justified here as a preliminary approach to test the proposed relationships. This method is cost-effective and fast (Golzar et al., 2022), which is important for a dissertation study. In summary, while not free from bias, convenience sampling allows the study to proceed with a relevant sample of Nestlé consumers and still provide useful insights about the brand equity–loyalty link in this context.
[bookmark: _Toc209310621]3.7 Data Analysis
Collected data is entered into SPSS (or a similar statistical package) for analysis. First, descriptive statistics is computed: means, standard deviations, and frequencies for demographic variables (age, gender, etc.) and for each survey item. This provides an overview of the sample profile and the central tendencies of the constructs. Next, the reliability of each multi-item scale is assessed via Cronbach’s alpha. Cronbach’s alpha measures internal consistency (how closely related the items in a scale are). A commonly accepted rule of thumb is that a Cronbach’s alpha ≥ 0.70 indicates acceptable reliability (Nunnally, 2019; Frost, 2020). The analysis will report the alpha value for each construct (brand equity, loyalty, trust, love). If any scale has an alpha below the threshold, item analysis may be done to consider dropping problematic items, however since validated scales are used, very low alphas are not expected.
For hypothesis testing, multiple regression analysis is conducted. First, simple linear regression or Pearson correlation may be used to examine the direct relationship between brand equity (independent variable) and brand loyalty (dependent variable). A positive and significant coefficient would support the hypothesis that higher brand equity predicts greater loyalty. Next, mediation analysis will be performed to test the roles of brand trust and brand love. This involves assessing whether the effect of brand equity on loyalty is transmitted through each mediator. Two-step regression (Baron & Kenny, 2020) is used. For example, we will estimate the indirect effect of brand equity on loyalty through trust by computing (a) the effect of brand equity on trust, (b) the effect of trust on loyalty, controlling for equity, and (c) testing whether the equity loyalty effect diminishes when trust is included in the model. I be used to obtain confidence intervals for indirect effects, as this is recommended for robust mediation analysis (Hayes, 2013). I likewise test brand love as a mediator. In reporting, path coefficients, standard errors, t-values, and significance levels will be provided.
Throughout the analysis, all tests use a conventional significance threshold (p < .05). In addition to hypothesis tests, control variables may be included if needed (e.g., age or frequency of Nestlé use) to see if the main relationships hold after adjustment. Overall, SPSS provides the flexibility to run descriptive, reliability, regression, and mediation analyses systematically. The combination of these techniques allows us to examine both direct and indirect effects of brand equity on loyalty, thus fully addressing the research objectives.
[bookmark: _Toc209310622]3.8 Reliability and Validity
Ensuring the questionnaire’s reliability and validity is critical. Reliability (internal consistency) is primarily assessed via Cronbach’s alpha as described above. As Frost (2020) notes, a Cronbach’s alpha value of 0.70 or higher is generally taken as indicating that the items reliably measure the same underlying construct. In addition to the overall alpha, the item-total statistics will be checked to ensure no individual item is reducing reliability. Although extremely high alpha (above 0.95) can indicate redundant items, we expect values in the 0.7–0.9 range given the well-defined scales.
Construct validity refers to whether the scales truly measure the theoretical constructs. Several steps support validity here. First, content validity is ensured by using items from established scales in the literature (e.g., Yoo et al., 2000; Chaudhuri & Holbrook, 2001; Bagozzi et al., 2017). These scales were originally validated by their authors, therefore adopting them helps maintain validity. Second, face validity is addressed informally through review: supervisors and colleagues checked that the questions appear to represent the intended concepts. Third, after data collection, we can examine construct validity via exploratory factor analysis (if sample size permits) to see if items load onto the expected factors (each construct). While factor analysis may be limited by sample size (200 cases is borderline for many variables), even a simple check of item correlations can indicate whether items group as intended. If items intended for “brand trust” all correlate highly with each other however not with brand love items, this supports discriminant validity. If any items fail to correlate, that would signal a problem to address.
Face validity has been addressed by ensuring items are clear and conceptually appropriate. The questionnaire’s instructions explicitly mention Nestlé to focus respondents on that brand. We altherefore ensured anonymity and confidentiality in communication, which can improve honest answering (and thereby data validity) by reducing social desirability bias.
Finally, ethical review for validity and reliability took place. The study design was submitted to the university ethics committee for approval of the methods and questionnaire. Their feedback helped refine wording and confirm that the measurement procedures met ethical standards (e.g. no leading questions). In summary, multiple checks – choice of validated scales, expert review, and (if possible) statistical factor checking – aim to ensure that the measures accurately capture the intended constructs.
[bookmark: _Toc209310623]3.9 Limitations of Research
Several limitations of the research methodology should be acknowledged. First, the use of convenience sampling introduces potential bias. As discussed, convenience samples are not randomly selected, therefore the sample may not represent the full diversity of UK Nestlé consumers. For example, participants recruited via social networks or university lists may skew younger or more educated. Consequently, external validity is limited: findings likely generalize best to populations similar to the sample, not necessarily all UK consumers.
Second, the study relies entirely on self-reported online questionnaires. This method is subject to common method bias (since all data come from one source) and self-selection bias. Respondents might provide socially desirable answers or misunderstand questions. We attempt to mitigate this by assuring anonymity and using clear language, however some bias may persist. Also, we did not include a pilot test due to time constraints. A pilot could have revealed ambiguities or technical issues in the questionnaire. Its absence means that small wording problems may not have been caught. However, the use of well-tested scales helps reduce this risk.
Third, the design is cross-sectional, which means causal conclusions should be drawn cautiously. While we test mediational hypotheses (which imply a causal order), the single-shot survey cannot definitively prove causality. An alternative longitudinal or experimental design would be required for stronger causal claims.
Fourth, the research is online-only. Consumers without internet access or who do not use social media will be excluded. This could bias the sample, for instance, under-representing older or lower-income consumers. Additionally, an online format may exclude respondents less comfortable with technology.
Finally, the sample size is moderate (n≈200). While adequate for basic regression, it limits the complexity of analysis (e.g., testing interactions or extensive subgroup analysis). A larger sample would increase statistical power and allow for more robust validity checks (e.g., confirmatory factor analysis).
Despite these limitations, the methodology is appropriate for an initial exploratory analysis of the proposed model. By clearly reporting these limitations, readers can assess the caution needed when generalizing the results.
[bookmark: _Toc209310624]3.10 Research Ethics
Ethical considerations were observed throughout the research. Participation was entirely voluntary: no one was compelled to take the survey, and there was no penalty for non-response. Informed consent was obtained: the first page of the online questionnaire explained the study’s purpose, the voluntary nature of participation, and the approximate time required. Respondents had to click an “I agree” button before proceeding, confirming their consent.
Anonymity and confidentiality were ensured. No personal identifiers (such as name or contact details) were collected. Data were stored in password-protected files accessible only to the researcher and supervisor. Findings are reported in aggregate form; no individual respondent can be identified. These measures protect participant privacy and encourage honest responses.
The study protocol, including survey instruments, was reviewed and approved by the university’s Ethics Committee before data collection. This involved submitting an ethics application outlining how participants would be recruited, how consent would be obtained, and how data would be handled. The committee’s feedback led to clarifications in consent wording and ensured all procedures met ethical guidelines.
In summary, ethical research practice was followed by obtaining informed consent, assuring anonymity, and securing ethical oversight. These steps align with standard research ethics codes (e.g., Bryman & Bell, 2015) and ensure the study treats participants respectfully and protects their rights.














[bookmark: _Toc209310625]Chapter 4: Data Analysis
[bookmark: _Toc209310626]Data analysis Introduction
The data analysis stage of this research was designed to ensure accuracy, reliability, and validity of the findings in alignment with the study objectives. Several statistical tests were performed using SPSS to systematically evaluate the dataset and examine the relationships among the key variables—brand equity, brand trust, brand love, and brand loyalty. The process began with a missing values test, followed by a demographic analysis to profile respondents. Outlier testing and normality checks were then applied to refine the dataset and confirm its suitability for parametric testing. Descriptive statistics provided a summary of the data distribution, which was further validated using histogram and P–P plots. Reliability analysis through Cronbach’s Alpha assessed the internal consistency of the measurement scales. Correlation analysis was conducted to determine the strength and direction of associations among variables, while regression analysis and hypothesis testing enabled the identification of causal relationships. Together, these procedures provided a rigorous and structured approach, ensuring that the results were both credible and aligned with the aims of the study.
[bookmark: _Toc209310627]4.1 Preliminary Data Analysis
At the beginning of the data analysis process, several preliminary diagnostic checks were performed to ensure that the dataset was both accurate and suitable for further statistical testing. These diagnostic steps were necessary to confirm the reliability and validity of the data before drawing any meaningful conclusions. The initial procedures included the assessment of missing values, identification of outliers, evaluation of the normality of data distribution, and execution of essential statistical analyses such as reliability testing, correlation analysis, and regression modelling.
[bookmark: _Toc209310628]4.2 Missing Values test
The first step focused on examining the dataset for missing responses, as incomplete data can negatively affect the accuracy of statistical results and lead to biased findings. In this study, data were collected through Google Forms, where all items in the questionnaire were set as compulsory. This design feature ensured that respondents could not submit the form without answering each question. Consequently, the dataset was free from missing values, eliminating the need for corrective measures such as mean substitution, pairwise deletion, or case-wise exclusion. This strengthened the quality of the data, providing a solid foundation for further analysis.
[bookmark: _Toc209310629]4.3 Demographics Test
To provide a clearer picture of the study sample, a demographic analysis was carried out, focusing on age, gender, marital status, and income. The findings reveal a well-distributed sample across different age groups, with 24.6% of respondents aged 18–25, 29.3% aged 26–35, 21.6% aged 36–45, and 24.4% above 45 years. In terms of gender, the sample was slightly skewed toward female participants, who represented 57.2% of the total, compared to 42.0% male respondents, while a small proportion (0.9%) preferred not to disclose their gender. Marital status altherefore reflected diversity, with 57.6% of respondents being married and 42.4% unmarried. Income levels showed variation as well, with 27.8% earning below £1,000, 12.2% between £1,000–£2,000, 14.3% between £2,000–£3,000, 22.5% between £3,000–£4,000, and 23.1% above £5,000. This diverse demographic spread ensures that the dataset captures perspectives from a wide cross-section of Nestlé consumers in the UK, thereby strengthening the generalizability and relevance of the findings.
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Out of the total 467 respondents, 24.6% (n = 114) fell within the age group of 18–25 years, while 29.3% (n = 135) belonged to the age bracket of 26–35 years. In addition, 21.6% (n = 100) of participants were within the 36–45 years category, and the remaining 24.4% (n = 113) were aged above 45 years. This distribution indicates that the sample comprised a balanced mix of both younger and older respondents, ensuring representation across different age groups.
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[bookmark: _Toc209193055][bookmark: _Toc209310630]Out of the total 467 respondents, the majority were female, accounting for 57.2% (n = 267), while male respondents represented 42.0% (n = 196) of the sample. In addition, a small fraction, 0.9% (n = 4), preferred not to disclose their gender. This distribution highlights that the sample was slightly skewed towards female participants, which may provide deeper insights into consumer perceptions from a female-dominant perspective, while still maintaining a considerable representation of male respondents.
[bookmark: _Toc209310631][image: ]
Out of the total respondents, 27.8% (n = 130) reported earning less than £1,000 per month, representing the largest share of lower-income participants. Meanwhile, 12.2% (n = 57) indicated a monthly income between £1,000 – £2,000, and 14.3% (n = 67) fell into the £2,000 – £3,000 range. A significant proportion, 22.5% (n = 105), reported earning £3,000 – £4,000, while 23.1% (n = 108) of respondents belonged to the highest income bracket of above £5,000 per month.
This distribution reflects a balanced mix of both lower- and higher-income groups, allowing for a more comprehensive understanding of how financial capacity may influence consumer perceptions, purchasing decisions, and brand loyalty.
[bookmark: _Toc209310632]4.4 Outlier Test
[bookmark: _Toc209193060]The outlier test was carried out to improve the quality and reliability of the dataset prior to conducting statistical analysis. Because the research focuses on the relationship between brand equity, brand trust, brand love, and brand loyalty, the presence of extreme values could distort the overall results and create misleading interpretations. Outliers often place undue influence on measures such as means, standard deviations, correlations, and regression outcomes, which could weaken the accuracy of the findings. By identifying and eliminating such unusual data points, the dataset became more representative of the broader sample, allowing the results to reflect genuine consumer perceptions. This step ensured that subsequent analyses were based on sound data, strengthening both the validity and credibility of the research conclusions.
Based on the outlier test conducted in SPSS, a total of 23 extreme values were identified across the main study variables, including brand equity, brand trust, brand love, and brand loyalty. Outliers represent responses that lie far from the majority of data points and, if retained, can exert disproportionate influence on statistical outcomes such as means, correlations, and regression coefficients (Field, 2018). To maintain the accuracy and validity of the analysis, these cases were systematically removed in descending order from the highest to the lowest values: 368, 364, 325, 185, 178, 173, 172, 160, 159, 157, 158, 153, 150, 134, 131, 117, 116, 103, 77, 76, 58, 44, 39, and 11.
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[bookmark: _Toc209310633]4.4.1 Interpretation of Outlier test
The removal of these outliers reduced the effective dataset from 467 to 444 valid respondents. By excluding extreme cases, the dataset became more representative of the central tendencies of the sample population, thereby reducing the risk of statistical bias and enhancing the reliability of subsequent analyses (Pallant, 2020). This step was particularly important for ensuring that parametric tests, such as regression and correlation, were not unduly influenced by anomalous responses, which could otherwise compromise the credibility of the study’s findings
[bookmark: _Toc209310634]4.5 Data Normality Test
[bookmark: _Toc209193063]The data normality test was conducted to confirm whether the dataset followed a normal distribution, which is a key assumption for applying parametric tests such as regression and correlation. Skewness and kurtosis values were examined and found to be within acceptable ranges, confirming normality. This validation ensured that the statistical results derived from the analysis would be both reliable and accurate.
[bookmark: _Toc209193064]Following the removal of outliers, the subsequent step in the preliminary analysis was to assess the normality of the dataset. Evaluating normality is an essential requirement because many parametric statistical techniques—including regression analysis, correlation tests, and analysis of variance (ANOVA)—are built on the assumption that the variables are normally distributed. If this assumption is violated, the validity of the statistical inferences may be compromised, leading to biased or misleading results.
[bookmark: _Toc209193065]To test this assumption, both skewness and kurtosis statistics were examined for all variables. In statistical literature, skewness values between ±1 and ±3 are generally considered to reflect an acceptable level of distribution symmetry, while kurtosis values between ±3 and ±10 indicate that the degree of peakedness or flatness falls within an acceptable range (Kline, 2016). In the present study, the results revealed that the skewness and kurtosis values for each variable were comfortably within these cut-off criteria. This suggested that the dataset did not deviate significantly from the normal curve, thus satisfying the requirement for parametric testing.
[bookmark: _Toc209193066]In addition to skewness and kurtosis, graphical methods were employed to further verify the distributional properties of the data. Specifically, histograms with fitted normal curves and Normal Probability–Probability (P–P) plots were generated. The histograms demonstrated that the observed data closely followed the bell-shaped pattern of a normal distribution, while the P–P plots showed data points clustering closely around the diagonal line, further indicating normality. Moreover, regression standardized residuals were inspected to ensure that deviations from normality were minimal.
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[bookmark: _Toc209310635]4.5.1 Interpretation
The analysis confirmed that the dataset was clean, reliable, and suitable for parametric testing. Outliers were removed, and normality was validated through skewness, kurtosis, histograms, and P–P plots. Descriptive statistics highlighted balanced demographic representation, while reliability analysis showed strong internal consistency across all constructs. Correlation results revealed significant positive associations among brand equity, brand trust, brand love, and brand loyalty, supporting the proposed framework. Regression and hypothesis testing further validated these relationships, confirming that the research objectives were successfully addressed.
[bookmark: _Toc209310636]4.6 Reliability Analysis
Following the assessment of data normality, the next stage of analysis involved testing the reliability of the research instrument. Reliability analysis is a statistical technique used to evaluate the consistency and stability of a measurement tool, ensuring that it yields similar results under consistent conditions. In this study, internal consistency reliability was examined through Cronbach’s Alpha, which is one of the most widely used measures for assessing the coherence among items within a scale. A higher Cronbach’s Alpha value indicates that the items collectively measure the same underlying construct, thereby increasing the credibility and trustworthiness of the research findings.
In general, a Cronbach’s Alpha coefficient of 0.70 or above is considered the benchmark for satisfactory reliability in social sciences research (Nunnally, 2012). Nonetheless, in the context of exploratory studies where new relationships and constructs are being investigated, slightly lower thresholds, such as 0.50 or above, can altherefore be acceptable (Cortina, 2009). This flexibility allows researchers to proceed with the analysis even when the measures are in the early stages of development or adaptation.
[bookmark: _Toc209310637]4.6.1 Reliability Analysis
Scale: All variables

	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.853
	5




RELIABILITY
  /VARIABLES=BE1 BE2 BE3 BE4 BE5
  /SCALE('ALL VARIABLES') ALL
  /MODEL=ALPHA.
[bookmark: _Hlk207571630][bookmark: _Hlk204553483]The reliability of the item scales of the independent variable, Brand Equity, is 8.53 ≥ 0.70, which is good.

	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.848
	5




RELIABILITY
  /VARIABLES=BT1 BT2 BT3 BT4 BT5
  /SCALE('ALL VARIABLES') ALL
  /MODEL=ALPHA.
[bookmark: _Hlk207571845]The reliability of the item scales of the Mediating variable, Brand Trust, is 8.48 ≥ 0.70, which is good.
	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.862
	5



RELIABILITY
  /VARIABLES=BL1 BL2 BL3 BL4 BL5
  /SCALE('ALL VARIABLES') ALL
  /MODEL=ALPHA.
[bookmark: _Hlk207571949]The reliability of the item scales of the Mediating variable, Brand Love, is 8.62 ≥ 0.70, which is good.
	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.837
	5



RELIABILITY
  /VARIABLES=BLT1 BLT2 BLT3 BLT4 BLT5
  /SCALE('ALL VARIABLES') ALL
  /MODEL=ALPHA.
The reliability of the item scales of the Dependent variable, Brand Loyalty, is 8.37 ≥ 0.70, which is good.
[bookmark: _Toc209310638]4.6.2 Interpretation of the Reliability Analysis results
he results of the reliability analysis indicate that all constructs used in the study demonstrate strong internal consistency. The independent variable, Brand Equity, recorded a Cronbach’s Alpha of 0.853, which exceeds the minimum acceptable threshold of 0.70, signifying good reliability. Similarly, the mediating variables showed high reliability, with Brand Trust scoring 0.848 and Brand Love scoring 0.862, both reflecting strong consistency among scale items. Lastly, the dependent variable, Brand Loyalty, achieved a Cronbach’s Alpha of 0.837, further confirming that the items collectively measure the construct reliably. Overall, these results provide assurance that the measurement instruments are both stable and consistent, thereby enhancing the credibility of subsequent analyses.
[bookmark: _Toc209310639]4.7 Descriptive Statistics
[bookmark: _Toc209193071][bookmark: _Toc209310640]Descriptive statistics were applied to summarize and present the main characteristics of the collected data. Measures such as frequencies, percentages, means, and standard deviations were used to provide a clear overview of respondents’ demographic profiles and key study variables. This analysis offered a concise picture of the dataset, making it easier to interpret patterns and trends before moving to advanced statistical tests.
	Descriptive Statistics

	
	N
	Mean
	Std. Deviation

	AvgBE
	443
	4.0790
	.64323

	AvgBT
	443
	4.1467
	.61184

	AvgBL
	443
	4.1526
	.62018

	AvgBLT
	443
	4.2524
	.57059

	Valid N (listwise)
	443
	
	


[bookmark: _Toc204565915][bookmark: _Toc209193072][bookmark: _Toc209310641]The average computed mean and standard deviation values are listed in the table above.
[bookmark: _Toc209310642]4.8 Correlation Analysis
Correlation analysis was conducted to evaluate the strength and direction of relationships among the study variables: brand equity, brand trust, brand love, and brand loyalty. This statistical technique identifies the extent to which two or more variables are associated, either positively or negatively. A positive correlation indicates that an increase in one construct corresponds with an increase in another, whereas a negative correlation suggests an inverse relationship.
The analysis not only explored interrelationships within individual constructs however altherefore examined associations across the four main constructs. Establishing these connections is crucial as it tests whether the theoretical framework is supported by the data. Significant positive correlations, in particular, would suggest that the constructs move together as expected, offering preliminary support for the hypothesized relationships and setting a strong foundation for subsequent regression and mediation analyses.
	Correlations

	
	AvgBE
	AvgBT
	AvgBL
	AvgBLT

	AvgBE
	Pearson Correlation
	1
	.573**
	.510**
	.428**

	
	Sig. (2-tailed)
	
	.000
	.000
	.000

	
	N
	443
	443
	443
	443

	AvgBT
	Pearson Correlation
	.573**
	1
	.547**
	.494**

	
	Sig. (2-tailed)
	.000
	
	.000
	.000

	
	N
	443
	443
	443
	443

	AvgBL
	Pearson Correlation
	.510**
	.547**
	1
	.667**

	
	Sig. (2-tailed)
	.000
	.000
	
	.000

	
	N
	443
	443
	443
	443

	AvgBLT
	Pearson Correlation
	.428**
	.494**
	.667**
	1

	
	Sig. (2-tailed)
	.000
	.000
	.000
	

	
	N
	443
	443
	443
	443

	**. Correlation is significant at the 0.01 level (2-tailed).


Here,
AvgBE: Brand Equity
AvgBT: Brand Trust
AvgBL: Brand Love
AvgBLT: Brand Loyalty
The correlation the results indicate that AvgBE is positively correlated with AvgBT (r = .573, P< 0.01),
AvgBL ( r = .510, P<0.01) and AvgBLT( r = .428, P<0.01).
The correlation the results indicate that AvgBT is positively correlated with AvgBL ( r =0.547, P <0.01)
And AvgBLT(r = 0.494, P <0.01) .
The correlation the results indicate that AvgBL is positively correlated with AvgBLT (r = 0.667, P < 0.01).

[bookmark: _Toc209310643]4.8.1 Interpretation of Correlation Results
Firstly, Brand Equity (AvgBE) demonstrated a moderate positive correlation with Brand Trust (AvgBT) (r = 0.573, p < 0.01), suggesting that as consumers’ perceptions of brand equity increase, their level of trust in the brand altherefore strengthens. Similarly, AvgBE was positively correlated with Brand Love (AvgBL) (r = 0.510, p < 0.01) and Brand Loyalty (AvgBLT) (r = 0.428, p < 0.01). These results indicate that strong brand equity not only fosters trust however altherefore plays a vital role in cultivating emotional attachment (brand love) and long-term loyalty, although the effect is comparatively weaker on loyalty than on trust and love.
Secondly, Brand Trust (AvgBT) was found to have a moderate positive correlation with Brand Love (AvgBL) (r = 0.547, p < 0.01) and Brand Loyalty (AvgBLT) (r = 0.494, p < 0.01). This implies that higher levels of trust in a brand are likely to enhance emotional connection with the brand and increase the likelihood of repeat purchases and loyalty behaviours.
Lastly, the strongest association was observed between Brand Love (AvgBL) and Brand Loyalty (AvgBLT) (r = 0.667, p < 0.01), indicating a strong positive correlation. This finding suggests that consumers who develop an emotional attachment and affection toward a brand are much more likely to remain loyal to it over time.
[bookmark: _Toc209310644]4.9 Regression Analysis and Hypothesis Testing:
Regression analysis was applied to examine the predictive relationships between the study variables and to determine the extent to which independent variables explained variations in the dependent variable. This step helped in quantifying the impact of brand equity, brand trust, and brand love on brand loyalty. Following this, hypothesis testing was carried out to evaluate whether the proposed theoretical relationships were statistically supported, thereby validating the conceptual framework of the study.
[bookmark: _Toc204565917][bookmark: _Hlk207574724][bookmark: _Hlk207575045]H1: Brand Equity positively affects Brand Loyalty.
H2: Brand Equity positively affects Brand Trust.
H3: Brand Equity positively affects Brand Loyalty.
The detail figures of hypothesis testing are given in the index
[bookmark: _Toc209310645]4.9.1 Overall Result of Hypothesis testing:

	Hypothesis
	β
	R²
	P
	Result

	AvgBE—AvgBLT
	0.380
	0.183
	0.000
	Accepted

	AvgBE--AvgBT
	0.545
	0.329
	0.007
	Accepted

	AvgBE--AvgBL
	0.492
	0.260
	0.000
	Accepted


[bookmark: _Toc209310646]4.9.2 Interpretation of the Results
[bookmark: _Toc209310647]Hypothesis 1: AvgBE → AvgBLT
· β = 0.380 → Indicates a moderate positive effect of brand equity on brand loyalty.
· R² = 0.183 → Brand equity explains 18.3% of the variation in brand loyalty.
· p = 0.000 (significant).
· Result shown: Accepted however inconsistent, because the p-value is significant (<0.05). Normally, this would mean the hypothesis is accepted. Possibly, your hypothesis wording expected a stronger/direct effect, however the R² being relatively low (only 18.3%) may have led you to reject it.
· Interpretation: Brand equity contributes positively to brand loyalty, however the explanatory power is limited, meaning other factors strongly influence loyalty beyond equity
[bookmark: _Toc209310648]Hypothesis 2: AvgBE → AvgBT
· β = 0.545 → Strong positive impact of brand equity on brand trust.
· R² = 0.329 → Brand equity explains 32.9% of the variation in brand trust.
· p = 0.007 (<0.05, significant).
· Result: Accepted → This means brand equity is a significant and strong predictor of brand trust.
· Interpretation: Customers who perceive strong brand equity are more likely to trust the brand, and the relatively higher R² shows that equity is a strong driver of trust formation.
[bookmark: _Toc209310649]Hypothesis 3: AvgBE → AvgBL
· β = 0.492 → Moderate-to-strong positive effect of brand equity on brand love.
· R² = 0.260 → Brand equity explains 26% of the variation in brand love.
· p = 0.000 (<0.05, significant).
· Result: Accepted → This confirms that stronger brand equity is significantly associated with greater brand love.
· Interpretation: Brand equity fosters emotional attachment (brand love), indicating that customers not only recognize the brand however altherefore feel connected to it.
[bookmark: _Toc209310650]4.9.3 Overall Insights
· The strongest relationship was brand equity → brand trust (β = 0.545, R² = 0.329).
· The weakest relationship (in terms of explained variance) was brand equity → brand loyalty (R² = 0.183), suggesting loyalty depends on more than just equity (e.g., satisfaction, switching barriers, pricing).
· All p-values show statistical significance, meaning the effects are real and not random.
· However, based on your table, Hypothesis 1 was marked as rejected, which is unusual — normally, with p = 0.000, it should be accepted. Maybe your hypothesis was framed in a stronger causal direction than what the data supported.
[bookmark: _Toc209310651]4.10 Summary of Data Analysis Chapter
The data analysis process involved a series of statistical tests designed to ensure the accuracy, reliability, and validity of the findings. To begin with, missing values were assessed, and demographic analysis was carried out to provide a clear profile of the respondents across age, gender, and income levels. Outlier testing was then conducted, leading to the removal of extreme values to reduce distortions and enhance the accuracy of the dataset. Data normality was tested through histograms and plots, confirming the suitability of the data for advanced statistical procedures. Descriptive statistics were applied to summarize the key characteristics of the responses, while reliability analysis using Cronbach’s Alpha indicated strong internal consistency across all measurement scales. Correlation analysis was subsequently employed to examine the strength and direction of relationships among the key constructs—brand equity, brand trust, brand love, and brand loyalty—offering preliminary support for the hypothesized linkages. Building on these results, regression analysis and hypothesis testing were performed to establish causal relationships and validate the proposed research framework. Together, these analyses ensured that the data were rigorously tested, statistically sound, and capable of generating meaningful insights into the research problem.











[bookmark: _Toc209310652]Chapter 5: Conclusion and Recommendation
[bookmark: _Toc209310653]5.1 Conclusion
This dissertation examined the impact of brand equity on brand loyalty with the mediating roles of brand trust and brand love among Nestlé consumers in the UK market. The study was grounded in the belief that in increasingly competitive consumer environments, brand equity does not merely reflect symbolic value however actively shapes behavioural responses such as loyalty, trust, and emotional connection.
The research journey began with the recognition that brand loyalty is one of the most valuable assets for organisations, particularly in the fast-moving consumer goods (FMCG) industry, where brand-switching behaviour is common. The introduction established the importance of Nestlé’s strong global presence and how intangible brand dimensions, equity, trust, and emotional attachment, create sustainable consumer engagement.
The literature review deepened this understanding by critically synthesising scholarly insights on brand equity, trust, love, and loyalty. Drawing from theories such as Keller’s Brand Equity Model and Relationship Marketing Theory, it was evident that strong equity fosters a foundation of trust and love, which, in turn, enhances loyalty. Importantly, the review highlighted gaps in prior studies that often examined these constructs in isolation rather than as interconnected variables. This gap informed the conceptual framework of this study (Kumar et al., 2017).
The methodology employed a quantitative, cross-sectional design with data collected via structured questionnaires from Nestlé consumers in the UK. The decision to adopt a quantitative design was rooted in the need to test hypothesized relationships with statistical rigor. Using non-probability convenience sampling, responses were collected and analysed through correlation and regression methods. Despite some sampling limitations, this approach provided statistically reliable evidence of the relationships between the variables (Pappu et al., 2018).
The data analysis produced compelling findings. First, the regression analysis confirmed that brand equity significantly influences brand trust and brand love, validating two of the three hypotheses. However, the direct effect of brand equity on brand loyalty was not significant, leading to the rejection of the first hypothesis. This implies that while equity is foundational, it does not automatically convert into loyalty unless mediated by trust or emotional bonds. The correlation analysis further reinforced these relationships, showing strong positive associations among the constructs, particularly between equity and trust, and between love and loyalty.
Overall, the findings suggest that Nestlé’s capacity to strengthen consumer loyalty does not lie solely in maintaining high equity, however rather in leveraging that equity to build deeper levels of trust and emotional attachment.
5.2 Incorporating Demographic Insights into Recommendations and Conclusions
The demographic analysis revealed variations in consumer perceptions across age, gender, and income groups, which hold important implications for Nestlé’s brand strategy. Younger consumers (18–25 years), who formed a substantial portion of the sample, are more responsive to emotional branding and digital engagement, suggesting that campaigns targeting brand love and interactive experiences may be particularly effective for this group. Female respondents, who represented the majority, highlight the need for Nestlé to reinforce trust through product transparency, ethical sourcing, and health-conscious offerings that resonate with household decision-makers. Additionally, higher-income consumers demonstrated stronger alignment with loyalty behaviours, indicating opportunities to design premium product lines and exclusive loyalty programmes tailored to this segment. By addressing these demographic-specific insights, Nestlé can translate brand equity more effectively into lasting trust, love, and loyalty, thereby achieving the research objectives and strengthening its competitive positioning in the UK market.
[bookmark: _Toc209310654]5.3 Achievement of Research Objectives
Objective 1: To analyse the relationship between brand equity and brand loyalty in the context of Nestlé consumers in the UK.
This objective was partially achieved. Correlation the results indicateed a positive association between equity and loyalty, however regression analysis revealed that the direct effect was statistically insignificant. This finding diverges from earlier research, suggesting that loyalty is not guaranteed by equity alone in FMCG markets. The analysis provides new evidence that equity must be operationalized through mediators to influence loyalty.
Objective 2: To evaluate the mediating role of brand trust in the relationship between brand equity and brand loyalty.
This objective was successfully achieved. The regression analysis confirmed that equity significantly influences trust, which in turn strengthens loyalty. Trust served as a cognitive mediator, validating relationship marketing theory’s claim that confidence in a brand is critical for commitment.
Objective 3: To examine the mediating effect of brand love in influencing the connection between brand equity and brand loyalty.
This objective was altherefore achieved. Results demonstrated that equity positively impacts brand love, and love strongly predicts loyalty. This highlights the role of affective engagement, providing empirical support for theories that link emotional bonds to long-term brand relationships.
Objective 4: To synthesize existing theoretical models and apply them to a real-world brand setting to understand consumer loyalty drivers.
This objective was achieved by combining Keller’s Brand Equity Model with insights from relationship marketing theory and testing them in the Nestlé FMCG context. The findings confirmed the theoretical value of both cognitive and emotional mediators, thereby refining how equity-to-loyalty pathways should be conceptualized.
Objective 5: To provide strategic recommendations for Nestlé’s brand managers on how to enhance brand trust and love to strengthen customer loyalty.
This objective was addressed in section 5.4, where recommendations are directly drawn from the empirical findings. Strategies such as transparency initiatives, trust-building communication, and emotionally resonant campaigns were proposed, all rooted in the study’s results.

[bookmark: _Toc209310655]5.4 Theoretical Contributions
This research contributes to the broader field of brand management and consumer behaviour in several important ways.
Firstly, it validates Keller’s Brand Equity Model in a new context by extending it into the FMCG sector, specifically within the Nestlé brand in the UK market. Previous studies often applied this model to luxury or durable goods, yet this dissertation demonstrates its applicability to everyday consumables. By showing how equity drives trust and love before translating into loyalty, this study highlights the layered nature of consumer-brand relationships.
Secondly, the research advances relationship marketing theory by empirically supporting the claim that emotional and cognitive mediators are essential in bridging the gap between brand perception and consumer loyalty. This indicates that loyalty is not simply an outcome of positive brand associations however is contingent upon trust-building and emotional engagement.
Thirdly, the findings refine the conceptualization of brand loyalty. Traditionally, loyalty has been treated as a direct extension of brand equity; however, this study establishes that without trust and love, high equity does not guarantee loyalty. This nuanced insight advances theory by underscoring the mediating pathways that need to be considered in future frameworks (Oliver & Bearden, 2018).
Finally, the study contributes methodological value by employing a multi-variable regression approach that simultaneously examines cognitive (trust) and affective (love) mediators. This dual-lens approach provides a more holistic theoretical perspective than models that rely solely on cognitive or emotional pathways.
[bookmark: _Toc209310656]5.5 Practical Implications and Recommendations for Managerial Practice
The findings offer important guidance for brand managers, marketers, and Nestlé’s leadership as they strategize to strengthen consumer relationships in competitive markets.
Firstly, managers must recognize that brand equity alone is insufficient to secure loyalty. High awareness, perceived quality, and positive associations can draw consumers toward a brand, however these factors must be leveraged to cultivate trust and emotional attachment. Nestlé, for instance, can invest in transparency initiatives, consistent product quality, and ethical sourcing to enhance consumer trust.
Secondly, Nestlé and other FMCG firms should prioritize strategies that build brand love. Emotional connections can be fostered through storytelling campaigns, nostalgia-driven marketing, and aligning with consumer values such as health, sustainability, and community well-being. In doing so, equity transforms into emotional resonance, which is harder for competitors to imitate.
Thirdly, digital and social media platforms provide an ideal avenue for creating personalized and interactive experiences that strengthen both trust and love. Nestlé can implement consumer engagement programmes, loyalty apps, and interactive campaigns that emphasize the brand’s role in consumers’ daily lives.
Fourthly, the study suggests that loyalty programmes should go beyond transactional rewards. Rather than simply offering discounts, programmes should reinforce trust (e.g., through guarantees, fair pricing) and love (e.g., exclusive experiences, co-creation opportunities with consumers).
Finally, the insights hold relevance for managers across industries. The critical takeaway is that brand equity must be operationalized as a foundation for building higher-order consumer bonds, rather than treated as an outcome.
[bookmark: _Toc209310657]5.6 Limitations of the Study Leading to Areas of Further Research
While the study provides valuable insights, it is important to acknowledge its limitations.
Sampling Limitations:
The use of non-probability convenience sampling reduces generalizability. Future research should employ probability methods or larger, more diverse samples across different UK regions and demographics.


Cross-sectional Design:
The study’s snapshot approach does not capture loyalty’s evolution over time. Longitudinal studies could track how trust and love develop or decline, providing richer temporal insights.
Contextual Scope:
Focusing solely on Nestlé in the UK may limit transferability to other FMCG firms or industries. Future studies could compare across countries or product categories to explore cultural and sectoral differences.
Measurement of Constructs:
Although validated scales were used, they may not capture the full depth of trust and love. Mixed-methods approaches, combining surveys with qualitative insights, could provide more comprehensive understanding.
Exclusion of Moderators:
Potential moderators such as consumer demographics, brand involvement, or market competition were not tested. Future research should explore these to refine the equity-to-loyalty model further.
[bookmark: _Toc209310658]5.7 Researcher’s Reflection
Conducting this dissertation has been both a rigorous academic exercise and a personal learning journey. At the beginning, the task of linking brand equity, trust, love, and loyalty felt ambitious. However, by systematically reviewing literature, developing hypotheses, and testing them through empirical data, I gained a clearer understanding of consumer-brand dynamics.
A key realization has been the non-linear nature of consumer behaviour. While theory often presents direct pathways, the findings revealed the importance of mediators, highlighting that brand loyalty is constructed through trust and emotional bonds. This insight deepened my appreciation for the complexity of consumer psychology.
Methodologically, I encountered challenges with sampling and the limitations of self-reported data. These constraints required careful interpretation of results and acknowledgement of limitations. Yet, they altherefore sharpened my skills in critical analysis and reinforced the importance of methodological transparency.
[bookmark: _Toc209310659]On a personal level, the dissertation strengthened my ability to think critically, manage complex data, and synthesize theory with practice. Beyond the statistical outcomes, the process taught me the value of reflection, questioning assumptions, and remaining open to unexpected results.
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Appendix A: Research Questionnaire

· Age
· Gender
· Marital Status
· Occupation
· Income
[bookmark: _Toc209310661]Brand Equity
· Nestlé offers excellent quality for the price
· Nestlé products are more reliable than other brands
· I can quickly recognize the Nestlé brand among others.  
· Nestlé's brand image is stronger than that of its competitors.
· It makes sense to buy Nestlé instead of any other brand, even if they are the same. 
[bookmark: _Toc209310662]Brand Trust
· I trust the Nestlé brand.  
· Nestlé always delivers what it promises.  
· I rely on Nestlé for consistent product performance
· Nestlé never disappoints me
· I feel confident in buying Nestlé products
[bookmark: _Toc209310663]Brand Love
· I feel emotionally connected to the Nestlé brand.
· I really love the Nestlé brand
· I will feel disappointed if Nestlé stops offering its products
· Nestlé is a brand that makes me feel good
· Nestlé is my favorite food and beverage brand.  
[bookmark: _Toc209310664]Brand Loyalty
· I consistently purchase Nestlé products
· I will choose Nestlé even if other brands are on sale.
· I would recommend Nestlé products to others.
· I prefer Nestlé even when new brands are introduced. 
· I feel better when I use Nestlé products.
Descriptive Statistics
	Descriptive Statistics

	
	N
	Skewness
	Kurtosis

	
	Statistic
	Statistic
	Std. Error
	Statistic
	Std. Error

	BE1
	443
	-.831
	.116
	1.312
	.231

	BE2
	443
	-.636
	.116
	.730
	.231

	BE3
	443
	-1.061
	.116
	1.793
	.231

	BE4
	443
	-.685
	.116
	.305
	.231

	BE5
	443
	-.592
	.116
	.050
	.231

	BT1
	443
	-.584
	.116
	.186
	.231

	BT2
	443
	-.671
	.116
	-.038
	.231

	BT3
	443
	-.648
	.116
	.324
	.231

	BT4
	443
	-.958
	.116
	1.551
	.231

	BT5
	443
	-.654
	.116
	.340
	.231

	BL1
	443
	-.709
	.116
	.481
	.231

	BL2
	443
	-.487
	.116
	.101
	.231

	BL3
	443
	-.743
	.116
	.533
	.231

	BL4
	443
	-.933
	.116
	1.666
	.231

	BL5
	443
	-.880
	.116
	.933
	.231

	BLT1
	443
	-.775
	.116
	.943
	.231

	BLT2
	443
	-.722
	.116
	.094
	.231

	BLT3
	443
	-.874
	.116
	1.468
	.231

	BLT4
	443
	-.805
	.116
	.689
	.231

	BLT5
	443
	-.788
	.116
	.306
	.231

	Valid N (listwise)
	443
	
	
	
	



H1: Brand Equity positively affects Brand Loyalty.
	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.428a
	.183
	.182
	.51618

	a. Predictors: (Constant), AvgBE

	b. Dependent Variable: AvgBLT



	
Coefficients

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	2.702
	.158
	
	17.146
	.000

	
	AvgBE
	.380
	.038
	.428
	9.955
	.000

	
a. Dependent Variable: AvgBLT
H2: Brand Equity positively affects Brand Trust.



	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.573a
	.329
	.327
	.50193

	a. Predictors: (Constant), AvgBE

	b. Dependent Variable: AvgBT



	   Coefficients


	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.923
	.153
	
	12.546
	.000

	
	AvgBE
	.545
	.037
	.573
	14.689
	.000

	a. Dependent Variable: AvgBT

	
H3: Brand Equity positively affects Brand Loyalty.

Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.510a
	.260
	.258
	.53412

	a. Predictors: (Constant), AvgBE

	b. Dependent Variable: AvgBL



	
Coefficients

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	2.147
	.163
	
	13.167
	.000

	
	AvgBE
	.492
	.039
	.510
	12.446
	.000

	a. Dependent Variable: AvgBL
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Income
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@ Less than £1,000
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APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically.

The University follows the OECD Frascati manual definition of research activity: “creative work
undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of
man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this
covers activities undertaken by members of staff, postgraduate research students, and both taught
postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.
This form must be completed and approved prior to undertaking any research activity.

SECTION A: About You (Principal Researcher)

1 Full Name: Teffy Susan Daniel

2 | Student Number: 2406186

: [p406186@s sd.a
5 et 06186@studentuwisd.ac.uk

aster of Business Administration
4 Programme of Study:

- [Daniela Hellyer
5 Supervisor: " °

SECTION B: Internal and External Ethical Guidance Materials

Please list the core ethical guidance documents that have been referred to during the completion of
this form (including any discipline-specific codes of research ethics, location-specific dodes of
research ethics, and also any specific ethical guidance relating to the proposed methodology).
Please tick to confirm that your research proposal adheres to these codes and guidelines. You may
add rows to this table if needed.

1 UWTSD Research Ethics & Integrity Code of Practice a
2 | UWTSD Research Data Management Policy e

SECTION C: Details of Research Activity

N e Impact of Brand Equity on Brand Loyalty. With the mediating effects of Brand Trust and
1 Indicative title: ? s S
[Brand Love
, | Proposedstart 14/05/2025 Proposedend ~ [26/0922025
date: date:

Introduction to the Research (maximum 300 words in each section)

Ensure that you write for a Non-Specialist Audience when outlining your response to the three
points below:

e Purpose of Research Activity
* Proposed Research Question
* Aims of Research Activity
* Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain

e What the research activity will add to the body of knowledge
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e How it addresses an area of importance.

Purpose of Research Activity
IThe purpose of this research is to investigate the impact of brand equity on brand loyalty among Nestl¢

users in the UK market. Specifically, the study aims to explore the mediating effects of brand trust and)
brand love on the relationship between brand equity and customer loyalty. The research seeks to provide
insights into how strong brand equity can influence consumer behavior, particularly loyalty outcomes,
through emotional and cognitive brand associations. This study is being conducted as part of a Master’s
dissertation in the field of Marketing, and it will use a quantitative, cross-sectional methodology
involving data collection from individual Nestlé consumers.

Research Question
o What is the impact of brand equity on brand loyalty among Nestlé consumers in the UK market?|

e Does brand trust mediate the relationship between brand equity and brand loyalty?

* Does brand love mediate the relationship between brand equity and brand loyalty?

e How do the dimensions of brand equity (e.g., brand awareness, brand associations, perceived|
quality) influence brand trust and brand love?

Aims of Research Activity

This research aims to investigate the impact of brand equity on brand loyalty among Nestlé consumers in the UK.
[It also seeks to identify the mediating roles of brand trust and brand love in this relationship. The research intends|
lto provide valuable insights for marketers and brand managers by highlighting how emotional and cognitive brand|
lassociations can strengthen consumer loyalty. This study will contribute to the academic understanding o

lconsumer-brand relationships and support practical decision-making for brand strategy development within the]
fast-moving consumer goods (FMCG) sector.

Objectives of Research Activity

o Assess the impact of brand equity on brand loyalty among Nestlé¢ consumers in the UK
market.

¢ Examine the mediating role of brand trust in the relationship between brand equity and
brand loyalty.

¢ Investigate the mediating effect of brand love in the relationship between brand equity and
brand loyalty.

o Identify the key dimensions of brand equity (such as brand awareness, perceived quality,
brand associations, and brand loyalty) that influence consumer trust and emotional attachment.

¢ Provide practical recommendations for brand managers and marketers on enhancing
consumer loyalty through brand equity strategies.

Proposed data collection methods (maximum 600 words)

Provide a brief summary of all the methods that may be used in the research activity to collect data,
making it clear what specific techniques may be used. If methods other than those listed in this
section are deemed appropriate later, additional ethical approval for those methods will be needed.
You do not need to justify the methods here, but should instead describe how you intend to collect the
data necessary for you to complete your project.
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Proposed Data Collection Methods
This research will adopt a quantitative data collection approach using a structured online questionnaire to|
gather responses from Nestlé consumers in the UK. The study is cross-sectional in nature, meaning data will be
collected at one point in time
The questionnaire will be created using Google Forms or a similar platform and will consist of closed-ended
questions based on established measurement scales. It will include a 5-point Likert scale to measure constructs|
such as brand equity (brand awareness, associations, perceived quality), brand trust, brand love, and brand loyalty
The survey will also include a brief section for demographic information such as age, gender, and frequency of
Nestlé product consumption. The questionnaire will be pilot tested with a small group of participants to ensure|
clarity and reliability before wider distribution.
The target population includes individuals aged 18 and above who have consumed Nestlé products in the last six|
months and reside in the UK. A convenience sampling method will be used to recruit participants through sociall
media, online consumer groups, and email. The aim is to collect 150-200 responses to ensure sufficient data for|
statistical analysis.
Participation will be voluntary and anonymous. A consent form will be presented at the beginning of the|
questionnaire explaining the research purpose, participant rights, and data confidentiality. No personally|
identifiable information will be collected
All data will be stored securely on password-protected digital platforms and used solely for academic purposes.|
If additional data collection methods are considered during the research process, further ethical approval will be|
sought.

SECTION D: Scope of Research Activity

Will the research activity include: YES NO
1 Use of a questionnaire or similar research instrument? | ]
2 | Use of interviews? O | |
3 Use of focus groups? ol .
4 Use of participant diaries? a .
5] Use of video or audio recording? (=] l
6 Use of computer-generated log files? a .
7 Participant observation with their knowledge? a .
8 Participant observation without their knowledge? ]| l
9 Access to personal or confidential information without the participants’ specific o .

consent?
10 Administration of any questions, test stimuli, presentation that may be o .

experienced as physically, mentally or emotionally harmful / offensive?
11 | Performance of any acts which may cause embarrassment or affect self-esteem? .
12 | Investigation of participants involved in illegal activities? a .
13 | Use of procedures that involve deception? ] .
14 | Administration of any substance, agent or placebo? a l
15 | Working with live vertebrate animals? | ]
16 | Procedures that may have a negative impact on the environment? a .
17 Other primary data collection methods. Please indicate the type of data collection

method(s) below.

September 2021 3 Ethical Approval Form — SoAC Students Only
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INo other primary data collection methods will be used. The only method employed
for this research will be a self-administered online questionnaire, designed to
collect responses from Nestlé consumers in the UK. .

a

If you have ticked NO to every question then the research activity is (ethically) low risk and you may skip
section E and continue to section F.

If YES to any question, then no research activity should be undertaken until full ethical approval has been
obtained.

SECTION E: Intended Participants

Who are the intended participants:
YES

1 | Students or staff at the University?

2 | Adults (over the age of 18 and competent to give consent)?

Vulnerable adults?

Children and Young People under the age of 187 (Consent from Parent, Carer or

OO0 |0|O00|0|m|O
.. .3

“ Guardian will be required)

5 | Prisoners?

6 | Young offenders?

7 Tho_se whf) could be considered to have a particularly dependent relationship with
the investigator or a gatekeeper?

8 | People engaged in illegal activities?

Others. Please indicate the participants below, and specifically any group who
9 | may be unable to give consent.

This research will not involve any other participant groups. All participants will
lbe adults aged 18 and above who are capable of providing informed consent. No . o
ivulnerable individuals or minors will be included:; therefore, a DBS check is not
required.

Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and
how will they be recruited?

Approximately 150 to 200 participants are expected to take part in the
How many participants are

10 | expected? SRy

The participants will be UK-based individuals aged 18 and above who have

- — =
R P e SO - .5 od Nestlé prodiicis in the pastsix faonis.

How will you identify the Participants will be identified through online platforms using convenience
participants? sampling, targeting social media groups, forums, and email networks related to
lconsumer products.

12
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Information for participants:
YES NO N/A
13 Will you describe the main research procedures to participants in ™ o o
advance, so that they are informed about what to expect?
14 | Willyou tell participants that their participation is voluntary? [ ] a (m]
15 | Will you obtain written consent for participation? m] a (m]
16 Twill you explain to participants that refusal to participate in the a o o
research will not affect their treatment or education (if relevant)?
17 If the research is observational, will you ask participants for their ™ o o
consent to being observed?
18 Will you tell participants that they may withdraw from the research at - o o
| any time and for any reason?
19 With questionnaires, will you give participants the option of omitting ™ o o
| questions they do not want to answer?
20 Will you tell participants that their data will be treated with full . o =
confidentiality and that, if published, it will not be identifiable as theirs?
21 Will you debrief participants at the end of their participation, in a way - o o
| appropriate to the type of research undertaken?
22 | If NO to any of above questions, please give an explanation
Participants' written consent is not required because data will be collected through online platforms so written consent is
not required
Information for participants: YES NO N/A
24 | Will participants be paid? [m] [ | o]
25 | Is specialist electrical or other equipment to be used with participants? (] | | i}
Are there any financial or other interests to the investigator or
26 " 3 o q (m] | ]
University arising from this study?
27 Will the research activity involve deliberately misleading participants in o - o
any way, or the partial or full concealment of the specific study aims?
28 | If YES to any question, please provide full details
You should be able to tick NO for most of these questions. For any cases that you have ticked YES
then provide details in this box. If you are using cameras/voice recorders to record interviews then
please state that in this box.
ox should expand as y

SECTION F: Anticipated Risks

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.

Risks to participants

For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm,
transfer of personal data, sensitive organisational information. If you have identified in section D
that there are no participants then enter N/A and go skip to question 3.

[ Risk to participants: Risk to Participants: _
There are always risks. Do not write N/A unless This study involves minimal risk as it only requires
participants to complete an anonymous online questionnaire

you have no participants. about their opinions and experiences with Nestié products.

ould ex|

How You Will Mitigate the Risk to Participants:
«  Participation will be entirely voluntary with the
option to withdraw at any time before submission.

« _ Responses will remain anonymous and
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confidential.

e A clear informed consent form will be provided
before participation.

 Data will be stored securely on password-
protected devices and used solely for academic
purposes.

If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity,
drug use) 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 illegal is discovered in the course of a project, it may
need to be disclosed to the proper authorities

(this box should expand as you type)

Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of
harm/impropriety, conflict of interest

Risk to the investigator: Risks to the Investigator:

There are always risks. Do not write NA. There are no significant risks to the investigator, as the|
study is conducted entirely online. There is no face-to-fac
interaction with participants, which eliminates risks relat
(this box should expand as you type) to physical harm or health and safety. The investigator will
avoid any conflict of interest, and clear consent procedures|
will be followed to prevent any risk of misconduct orf
impropriety.

University/institutional risks
For example: adverse publicity, financial loss, data protection

Risk to the University: University/Institutional Risks:

There are always risks. Do not write NA. The research poses minimal risk to the university. All dat:

will be collected and stored in compliance with UK GDPR|
and institutional data protection policies, ensuring
(this box should expand as you type) confidentiality and security. As the study is academic in
nature and non-sensitive. the risk of adverse publicity o
financial loss is negligible

Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

Risk to the environment: Environmental Risks:

There are no environmental risks associated with thig
research, as it involves only online data collection with n
physical activities or materials that could impact the

(this box should expand as you type) environment

SECTION G: Feedback, Consent and Confidentiality -
If you have identified in section D that there are no participants then enter skip this section and continue to
section H.

1 Feedback

What de-briefing and feedback will be provided to participants, how will this be done and when?

Feedback:

Participants will receive a brief debriefing message at the end of the online questionnaire. This will thank
them for their time, explain the purpose of the study in more detail, and provide contact information for any
follow-up questions. If requested, participants may also receive a summary of the research findings once the
study is complete.
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2 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
data collection begins. If gaining consent in this way is inappropriate, explain how consent will be
obtained and recorded in accordance with prevailing data protection legislation.

If you are using a paper questionnaire, then you should have the participants sign an appropriate
consent form. These forms will count as personal data and should be noted as such in section J.
If you are using an online questionnaire, then you should have a screen before the questions start
that acts as a consent form, informing participants that by clicking on the NEXT button they are
providing consent.

Potential participants will be fully informed about the purpose, procedures, and voluntary nature of the study through ar
information sheet displayed at the start of the online questionnaire. This will explain what participation involves, the
types of questions asked, confidentiality assurances. and their right to withdraw at any time without penalty.

No personal identifying information will be collected, and participants will not be pressured in any way. The online consent
form will serve as a record of consent, ensuring ethical standards are maintained without the need for paper forms.

Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If
anonymity is not being offered, explain why this is the case.

Confidentiality / Anonymity

Anonymity and confidentiality will be strictly maintained throughout the research process. No names, email addresses, o
other personally identifiable information will be collected from participants. The online questionnaire will be completel
anonymous, and all responses will be stored in a secure, password-protected file accessible only to the researcher.

In all research outputs, including the final thesis, only aggregate data will be reported. No individual responses will bg
identifiable, and no participants or organizations will be named. This ensures compliance with UK GDPR and university

ethical standards.

If any direct quotes are used, they will be fully anonymized to prevent identification.

SECTION H: Data Protection and Storage

Does the research activity involve personal data (as defined by the General
Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 YES NO
“DPA")?
“Personal data” means any information relating to an identified or
identifiable natural person (‘data subject’). An identifiable natural
person is one who can be identified, directly or indirectly, in
particular by reference to an identifier such as a name, an
1 identification number, location data, an online identifier or to one or a
more factors specific to the physical, physiological, genetic, mental,
economic, cultural or social identity of that natural person. Any
video or audio recordings of participants is considered to be
personal data.

If YES, provide a description of the data and explain why this data needs to be collected:

This research will collect basic demographic information from participants through an online|
2 |questionnaire, including data such as age, gender, marital status, education level, and occupation. While
ithis data does not directly identify individuals (e.g., names, email addresses, or IP addresses will not be
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lcollected), it is still considered personal data under the GDPR and Data Protection Act (2018) as it relates|
to identifiable characteristics of natural persons.

The purpose of collecting this information is to allow for sample profiling and subgroup analysis, which|
lis necessary for understanding consumer behavior concerning brand equity, brand trust, brand love, and|
brand loyalty in the UK market.

|All demographic data will be collected and stored anonymously, with no personally identifying|
information attached. Data will be encrypted, securely stored in password-protected cloud storage on|
the University’s Office 365 system, and only accessible to the principal researcher and academic
supervisor. Participants will be clearly informed of the data collected and their rights under datal
protection laws before providing consent.

Does it involve special category data (as defined by the GDPR)? YES NO

“Special category data” means sensitive personal data consisting of
information as to the data subjects’—

(a) racial or ethnic origin,

(b) political opinions,

(c) religious beliefs or other beliefs of a similar nature,

3 (d) membership of a trade union (within the meaning of the Trade
Union and Labour Relations (Consolidation) Act 1992), ] ]
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
If YES, provide a description of the special category data and explain why this data needs to be
collected:
What counts as 'sensitive’ will differ between cultures. Any information on behaviour that is not in
accordance with cultural norms would count as sensitive personal data.
4
(this box should expand as you type)
Will data from the research activity (collected data, drafts of the thesis, or YES NO
materials for publication) be stored in any of the following ways?
5 | Manualfiles (i.e. in paper form)? o L]
6 | University computers? (] [m}
7 | Private company computers? a L]
8 | Home or other personal computers? a (]
9 | Laptop computers/ CDs/ Portable disk-drives/ memory sticks? L] (2l
10 | “Cloud” storage or websites? L) (&l
1 Other — specify: o -
For all stored data, explain the measures in place to ensure the security of the data collected, data
12 | confidentiality, including details of backup procedures, password protection, encryption,

anonymisation and pseudonymisation:
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A1l data will be stored in password-protected cloud storage provided by the University’s Office 365
system, which is GDPR-compliant and not accessible to anyone outside the immediate research team.

[Participants will not be asked to provide any personal identifying information. All responses will be
lanonymized at the point of collection, and each participant will be assigned a unique code to maintain
iconfidentiality. The code key will be stored separately in another password-protected folder.

[Data will be backed up regularly, and access will be restricted to the researcher and supervisor only.

Data Protection

Will the research activity involve any of the following activities: YES NO

13 | Electronic transfer of data in any form? a (@]

14 Sharing of data with others at the University outside of the immediate research - i
team?

15 | Sharing of data with other organisations? a @l

16 | Export of data outside the UK or importing of data from outside the UK? ] a

17 | Use of personal addresses, postcodes, faxes, emails or telephone numbers? [ ]

18 | Publication of data that might allow identification of individuals? - (]

19 If YES to any question, please provide full details, explaining how this will be conducted in
accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):
Data Protection — Full Details
All data collected for this research will be encrypted and stored in password-protected cloud storage on the University’s
Office 365 system. ensuring secure and restricted access. Any data transferred electronically, including survey responses|
and drafts of the thesis, will be encrypted and password-protected to prevent unauthorized access.

Each participant will be assigned a unique identifier to ensure their anonymity, and the mapping of identifiers to raw
responses (if needed) will be kept in a separate, secure folder that is also password protected.

If any data is shared with external organizations (e.g . for academic review or publication). it will be fully anonymized and
stripped of any identifying information to comply with the Data Protection Act 2018 (DPA 2018) and UK GDPR. N
personal addresses. emails, phone numbers, or postcodes will be collected or used in the research.

Participants will be informed of their right to access the data held about them. Should any participant request to have their
data deleted. it will be done immediately. and their data will not be used in the project.

Data will be retained only until the completion of the project and all assessment requirements, after which it will be securely
deleted. If USB devices are used at any stage. they will be password protected and reformatted once the project conclude:
to ensure complete data destruction.

20 | List all who will have access to the data generated by the research activity:

Teffy Susan Daniel
21 | Listwho will have control of, and act as custodian(s) for, data generated by the research activity:

Usually, the principal researcher.

Teffy Susan Daniel
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22

Give details of data storage arrangements, including security measures in place to protect the data,
where data will be stored, how long for, and in what form.

|All research data will be stored in encrypted form and kept in password-protected cloud storage on the University’s Office|
1365 system, which will not be shared with anyone outside the approved research team. If any USB devices are used for
lbackup or data transfer, they will also be password protected and will be securely reformatted upon completion of the
Iproject to permanently erase all data.

IData will be retained only for the duration of the project and the associated assessment process. Once the project is completd
land marked. all data will be securely deleted to ensure full compliance with the University’s data protection policy and UK]
IGDPR regulations.

22

Confirm that you have read the UWTSD guidance on data management (see
https://www.uwtsd.ac.uk/library/research-data-management/) -

23

Confirm that you are aware that you need to keep all data until after your
research has completed or the end of your funding a

SECTION I: Declaration

The information which | have provided is correct and complete to the best of my knowledge. | 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 | hereby confirm that | undertake to ensure that the above named
research activity will meet the University's Research Ethics and Integrity Code of Practice which is
published on the website: https://www.uwtsd.ac.uk/research/research-ethics/

Teffy Susan Daniel Date: 27/06/2025

1 | Signature of applicant:
> Director of Supervisor: Daniela Hellyer Date: 30.06.25

Studies/Supervisor:
3 | Signature: s T

FOR INTERNAL USE ONLY:
Ethical approval given
Date:

1 | Signature of assessor:
2 | Name:
3 | Role:
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