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Abstract
The aim of the study is to explore the relationship between brand image and consumer buying intentions in UK retail retail market and to assess the role of other brand variables, namely consumer trust, brand perceived quality, between brand image and consumer buying behaviour while examining the moderating role of age and income. The design selected was quantitative, in nature, with a cross-sectional approach, which was applied to a sample of 105 online retail consumers from UK. The data were analysed by SPSS and AMOS including descriptive data, reliability test, validity test, regression, mediation and moderation analysis. The results confirm the strong positive correlation between brand image and buying behaviour (β = 0.72, p < 0.001), thus supporting H1. This relationship showed a significant intervention effect from consumer trust, which accounted for about 51% of the overall effect, and by the perceived quality, which accounted for about 64% of the overall effect. The age partially influenced the link whereby younger consumers showed higher sensitivity to brand image. The relationship was also strongly impacted by income, particularly for people with a higher income. Hypotheses supporting were found for all five hypotheses. The study finds that through a psychological channel such as perceived quality, brand image is a direct predictor of purchases as well, in addition to another direct predictor. The results underscore the fact that quality delivery and building trust and segments should come hand-in-hand with positioning to make retail marketing more effective.
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[bookmark: _Toc238069446]Chapter 1: Introduction
[bookmark: _Toc238069447]1.1 Background and Context
The modern marketplace is characterised by the ever more demanding consumer audience, who are making choices that extend beyond their utilitarian needs, into symbolic links with brands and more emotional orientations. In 2024, global retail sales totalled roughly USD 30.2 trillion, and have grown 4.41% each year, highlighting the unparalleled competition faced by brands across various product categories and channels (Statista, 2024). In this competitive market, brand image is a key attribute that influences consumer attitude and purchase decisions, beyond the features of the product (Khan et al., 2022). For example, in the United Kingdom in 2024, the retail industry accounted for an estimated £482 billion of retail sales, where consumers are more influenced by brand symbolism, perceived reputation, experiential association etc., when deciding to purchase a product or service (ONS, 2024).
Brand image is all the perceptions, associations and beliefs consumers have about a brand and includes functional, symbolic and experiential components (Seman, 2026), such as what the product does and doesn't do, how it helps them communicate their identity, or how they enjoy using it. The brand image can be conceptualized following Keller's (1993) popular structure of brand knowledge: brand image is a cognitive associative network in consumer retention that consists of strength, favourability and uniqueness of brand associations. These associations act as a link for the understanding of consumers' attitudes and behavioural intentions toward a brand from a theoretical perspective. Based on the empirical evidence, it is evident that having a good positive brand image is correlated with purchase intention, build customer loyalty, and maintaining premium pricing strategy, especially in competitive retail setting (Guliyev, 2023). In theoretical literature, however, these correlations have become commonplace, but the exact processes by which brand image aligns with actual purchase behaviour in multi-sector retail contexts in the UK are under-researched.
The review of the literature provides many gaps uncovered that this research study aims to fill. Second, most brand image research focuses on limited product categories, such as luxury brands, fast moving consumer goods (FMCG) and the hospitality sector, which prevents the transfer of results to other multi-sector retail environments. Second, the link between brand image, consumers' trust, perceived quality and purchase behavior was not given enough attention together as related consumer perceptions but as individual ones. Third, while consumer responses to brand-related cues have been linked with demographic differences (age, and income), it has been scarce to find empirical evidence regarding the relationship between brand image and buying behaviour for various demographic groups in the UK retail context (Khan et al., 2022).
[bookmark: _Toc238069448]1.2 Research Aims and Objectives
[bookmark: _Toc238069449]Aim: 
This study is an attempt to explore the relationship between brand image and consumer buying behaviour in retail market in United Kingdom with specific focus on the relationship between brand image and consumer trust, brand image and perceived quality and brand image and buying behaviour and to investigate the differences in strength of the relationship between brand image and buying behaviour between age and income groups. 
Objective 1: To explore how the functional, symbolic and experiential nature of a brand image is related to consumer purchase behaviour in the UK retail environment. 
Objective 2: To explore the linkages between brand image, consumer trust, perceived quality and consumer buying behaviour in the UK retail setting. 
Objective 3: To investigate differences in brand image and Consumer Buying Behaviour for age and income groups in the UK retail context. 
These objectives represent a way of quantifying the examination of associations between the primary constructs of consumer behaviour identified in the literature, but acknowledge that the cross-sectional design does not allow for causal relationships to be established, therefore, the focus of these objectives is on direction and strength of relationships, and on differences in these relationships across demographic groups.
1.3 Research Hypotheses
The direction and strength of relationship between brand image, consumer trust, perceived quality, consumer buying behaviour, age and income are examined based on the theoretical perspectives and empirical evidence summarized in Chapter 2, which are summarized as five hypothesis.
· H1: Brand image is significantly and positively related to consumer buying behaviour in the UK retail market. There is a positive and significant relationship between the concept of brand image and the concepts of consumer trust and consumer buying behaviour in the UK retail market.In the UK retail market, the relationships between (Chaudhuri and Holbrook, 2001).
· H2: brand image : consumer trust: consumer buying behaviour are positive and significant. 
· H3: There is a positive and significant relationship between brand image, perceived quality and consumer buying behaviour in the UK retail market. 
· H4: Age groups in the UK retail market have significantly different levels of positive relationship between brand image and consumer buying behaviour. 
· H5: Alternative hypothesis: It is hypothesized that the positive relationship between brand image and consumer buying behaviour is significantly different between income groups in the UK retail market.Alternative hypothesis: It is hypothesized that there is a significantly different positive relationship between brand image and consumer buying behaviour between income groups in the UK retail market. 
These hypotheses, taken together, serve as a correlational framework to explore the possible link between favourable brand image perceptions and stronger consumer buying behaviour, as well as the possible connection between brand image–buying behaviour and consumer trust and perceived quality to see if this exists across demographic groups.
[bookmark: _Toc238069450]1.4 Significance of the Study
Theoretically and practically the research is important because it explores the relationship of brand image and consumer buying behaviour in the UK retail context. The study does not make any causal inference, but offers empirical evidence relating to direction and strength of associations between brand image, consumer trust, perceived quality and consumer buying behaviour. Another contribution of the study to the literature is to understand if the relationship between brand image and buying behaviour varies by age and income groups (Sharma et al., 2023). This will give a more differentiated insight into consumer reactions to brand-related perceptions and can contribute to revealing that the bond with the brand can differ between the segments. The results from a practical perspective can help the UK retail managers to understand consumer perceptions that are linked to buying behaviour (Statista, 2024).. Specifically, the results related to brand image, trust and perceived quality could be valuable evidence for brand positioning and customer relationship strategies and demographic analysis may help retailers understand the differences between the groups of consumers. In terms of method, it is a quantitative survey of cross sectional design, suitable for investigating statistical relationships among measurable constructs of consumers. The results will therefore be viewed as correlations, not causation (Hair et al., 2022).  
[bookmark: _Toc238069451]1.5 Scope and Limitations
The study was limited to adults (18 years and over) who had made at least one online or in-store retail purchase in the UK over the past year. The scope has deliberately included a cross-section of retail sectors, to enhance the generalisability of the findings to the wider UK retail sector as a whole, rather than focussing on a single product type. The cross-sectional design does not, therefore, create a temporal sequence of events or causal links between the variables and the results are therefore represented as statistical relationships (Saunders et al., 2009). Moreover, convenience and purposive sampling through Internet based methods might lead to a situation of respondent self-selection bias. Documented variations in brand sensitivity in different cultural-economic contexts might limit cross-national applicability, due to cultural specificity to the UK.
[bookmark: _Toc238069452]1.6 Structure of the Dissertation
This dissertation will consist of seven chapters. The research background and objectives, as well as the hypotheses and significance are outlined in Chapter-1. Chapter 2 summarizes the work conducted in the related field, as well as research gaps. Chapter 3 presents the details of the research methodology, which include the research philosophy, deductive approach, quantitative cross sectional design, sampling, data collection and correlational data analysis.  The empirical results are then presented in Chapter 4, and discussed with the literature in Chapter 5. Limitation, future research and study conclusions with managerial implications are covered in Chapters 6 and 7, respectively.

[bookmark: _Toc238069453]Chapter 2: Literature Review
[bookmark: _Toc238069454]2.1 Introduction to the Literature Review
This chapter critically reviews and integrates the current academic research on the subject of brand images and its implications for consumer purchase behaviour, particularly in the UK's retailing context. The link between consumer trust and perceived product quality and the link between brand image and buying behaviour and differences in the brand image–buying behaviour relationship between the different demographic groups. The review ends by providing an identification of gaps in the literature that are addressed in this study. The references are mainly from peer-reviewed empirical and theoretical publications since the year 2022, where necessary also concept references from earlier publications from which theories are trained invaluable.
[bookmark: _Toc238069455]2.2 Conceptualising Brand Image
Brand image has been theorized as a multidimensional construct, and has been the focus of sustained research since Keller (1993) first introduced the concept in his Customer Based Brand Equity (CBBE) framework. This is a basic model of what brand image is: the collection of associations that resides on consumers' minds when considering a brand, grouped by their salience, their positivity and their uniqueness. These relationships between cognitions are the basis for the development of consumers' attitudes and behavioural intentions toward brands (Zheng et al., 2023). Although influenced by various theories, the CBBE has consistently been the leading one used in empirical studies of brand images in recent times across different product categories and markets (Barrueta-Pinto et al., 2024; Du and Tham, 2024).
Up to date, scholars have taken Keller's (1993) associative network model one step further to make the concept of brand image practical with three interconnected facets—functional, symbolic, and experiential. The functional dimension includes product performance, reliability and utilitarian benefit as perceived by the consumer (Mahothan et al., 2022). The symbolic dimension occurs when consumers are using a brand to communicate their identity, social status and self-concept, especially in the case of aspirational and lifestyle-oriented segments. The experiential dimension refers to the sensory, hedonic and emotional involvement experienced as a result of the consumer–brand relationship (Ahmed et al., 2024). Empirical results validate that these three dimensions are salient in their retailing manifestations, depending on the nature of the product, and on the age and income of the consumers, though overall, each of these dimensions, or all together, has an impact on the overall perception of the brand image in a retailing context (Barrueta-Pinto et al., 2024; Ichou and Manar, 2024).
Importantly, brand image should be separate and apart from brand identity, the desired meaning by the brand manager, and brand awareness, which reflects call-up and recall. Though closely tied, brand image is a consumer-based phenomenon and can be very different from what the management intends to create (Utama and Ambarwati, 2022). Especially in retail environments with abundant information and an increasing flood of social media, the collective brand perception is also affected by customer-generated content that impacts the brand even when it is not under the control of the brand's marketing communications (Guliyev, 2023). One drawback of some of the existing studies is that these constructs are combined, making it hard to understand the exact perceptions involved in connecting the brand image with buying behaviour.
[bookmark: _Toc238069456]2.3 Theoretical Frameworks for Consumer Buying Behaviour
The buying behaviour of a consumer is a multi-stage process that includes problem recognition, information search, evaluation of alternatives, purchase decision and post purchase assessment (Alkhafaji, 2024). A number of theories has existed in explaining how the process of creation of brand image to that of the process of buying the brand. Several theories were developed for explaining the mechanism of how the process of creating the image of a brand is correlated to the process of purchasing of the brand. The Theory of Planned Behaviour (TPB suggests that, as intermediaries between attitudes and subjective norms, perceived behavioural control affects behavioral intentions and thence the actual behavior (Morales-Pérez et al., 2022). In the context of brand image, a positive brand image boosts the consumers' favourable attitudes and leads to higher purchase intentions. To support the theoretical justification for studying brand image as a determinant of purchasing behaviour, Rozenkowska's (2023) systematic literature review of application of the TPB in consumer behaviour research verified that attitudinal variables such as brand image and trust were among the best indicators of behavioural intention across product categories.
The Stimulus-Organism-Response model (SOR) from environmental psychology provides a complimentary explanatory model (Wu et al., 2022). In this context, brand cues elicit specific cognition and affect states in the organism (such as brand perception, trust, and quality judgements) which trigger organismic behaviour responses (such as purchase behaviour) (HIRANRITHIKORN and Banjongprasert, 2022). The S-O-R model is especially applicable in retail, where several brand stimuli are acting on an individual simultaneously in both touch points online and offline. Pereira et al. (2022) used the S-O-R paradigm to examine omnichannel retail consumer behaviour, and found that brand related stimuli had a strong impact on the consumer's internal states, which in turn influenced their approach or avoidance purchase behaviour. Together, TPB and S-O-R offer theory-based justifications for the expected positive relationships among the constructs tested in the present study, but neither TPB nor S-O-R is tested sequentially nor in a causal manner in the present cross-sectional study.
[bookmark: _Toc238069457]2.4 Relationship Between Brand Image and Consumer Buying Behaviour
This connection between brand image and consumer buying behavior has been extensively explored in the marketing research literature, and the majority of previous research has found positive relationships between positive brand perceptions and consumers' purchase-related outcomes. Guliyev (2023) showed how brand perception and image can have a significant effect on purchase willingness in competitive markets and the benefits of consumers' favourable brand perceptions can be seen in an increase in their purchase willingness. Likewise, Khan et al. (2022) found that in the context of urban females, the brand image had a statistically significant direct effect on the consumer's buying behaviour, and psychological factors demonstrated themselves as mediators in strengthening the brand image and buying behaviour of the consumer towards designer brands. The results are supported by Ichou and Manar (2024), who indicated that a positive brand image can increase consumers' willingness to pay a premium price because added value from the brand image can be perceived beyond the product to include reputational, symbolic and emotional value.
Moreover, Mahothan et al. (2022) validated that brand image is not only a factor that can affect immediate purchase but that it also has a downstream effect to deliver the following stages of pur-purchase for long-term behavioural commitment – brand commitment and brand love. In the UK retail sector, in particular, brand image has been identified as one of the important factors that can moderate the relationship of loyalty programme engagement acquisition, with younger consumers being more sensitive to brand symbolic cues than the older ones (Statista, 2024). The combined evidence offered support for the hypothesis of a positive relationship between brand image and consumer buying behaviour, but these variations in research settings, product type and consumer type suggest that the relationship may not be consistent for all consumers, and therefore warranted investigating the relationship between brand image and buying behaviour in the context of the UK multi-sector retail environment. There is a need for developing models considering the variation among segments of consumers than assuming a constant substitution effect for a brand regardless of the retail context (Barrueta-Pinto et al., 2024).
H1: Brand image is positively and significantly correlated with consumer buying behaviour in the UK retail market.
[bookmark: _Toc238069458]2.5 Relationship Between Brand Image, Consumer Trust and Consumer Buying Behaviour
One of the key consumer perceptions that has been linked to brand evaluations and purchase behaviour is consumer trust (Dam, 2020). It refers to consumers’ confidence in a brand’s dependability, honesty, reliability and ability to fulfil its promises (Chaudhuri and Holbrook, 2001). In retail environments, positive perceptions of a brand can also increase consumers' confidence in the brand, and a high level of confidence can translate into higher purchase intention and purchasing behaviour. In a pioneering study, Chaudhuri and Holbrook (2001) had determined that the mechanisms of brand trust enable the translation of positive perceptions into investment in purchasing. Its definition as a consumer's faith in the brand's dependability, trustworthiness and ability to fulfil promises has been operationalized in subsequent empirical studies in different ways, combining cognitive, affective and behavioral approaches (Legood et al., 2023). This mediating pathway has been confirmed in recent studies as well, with Ichou and Manar (2024) demonstrating that brand trust was a strong mediator between brand image and purchase intention in a competitive service retail setting using a sample of 148 health care consumers, and explaining a large part of the whole effect.
Brand image also led to purchase intention in the market of new energy vehicles (NENVs) as shown by Zhong (2023), who concluded that brand trust fully mediated the connection between brand image and purchase intentions, and perceived price played a moderating boundary condition. In addition, Maharani, Puspaningrum and Isharina (2023) conducted a PLS-SEM model analysis to show the facilitating role of trust in explaining the purchase decisions of consumers of skin care products (Yee et al., 2025). The results showed that the simultaneous model of the mediators perceived quality and trust explained the purchase decision in a significant way, larger than the models of perceived quality and trust separately. This dual mediation is theoretically interesting for the current study because according to this finding the relationship between brand image and the buying behaviour is seen as complementing each other, and not as being redundant. One key finding in the literature is that the process of trust formation is especially vulnerable to negative brand experiences, such that evidence-based findings suggest that tarnishing brand reputations through service failures or ethical breaches leads to a rapid decline in purchase commitments driven by trust. This sensitivity helps to underscore the need for homegrown brand image signals, consistency and adhering to them.
While the literature has previously focused on consumer trust as a mediating variable between brand-related perceptions and purchase outcomes, the present study does not make such a causal claim, due to the cross sectional nature of the study, it examines the statistical relationships among the constructs.
H2: Brand image, consumer trust and consumer buying behaviour are positively and significantly correlated with one another in the UK retail market.
[bookmark: _Toc238069459]2.6 Relationship Between Brand Image, Perceived Quality and Consumer Buying Behaviour
Perceived quality, defined by Zeithaml (1988) as the general subjective assessment of a product's relative superiority, is another mediating path between brand image and buying behavior. Perceived quality is a knitwork that the consumer forms when engaging in evaluative processes that are determined by objective quality or based on cues other than the objective quality, such as brand, price signals, packaging and previous experiences. Perceived quality is the consumers general evaluation of the excellence or superiority of a product or brand and is linked to the brand reputation, price, packaging, performance and previous experience of a product or brand (Zeithaml, 1988). In a retail context, positive brand perceptions and perceived quality can be correlated and for some consumers, a positive perceived quality can also lead to positive purchase intentions and purchase behavior (Nuzula and Wahyudi, 2022).
Empirical studies in the past have found a positive correlation between perceived quality and purchase-related outcomes, not only in retail settings (Maharani et al., 2023). Based on these findings, this study examines the relationship between perceived quality, brand image and consumer buying behaviour.
 As in retail markets, in the luxury market, consumers' purchase intentions are stronger when they are convinced that the quality of the product is higher and trust acts as one of these co-mediators. Further, Rahmawati and Edastama (2024) showed that using structural equation modelling: brand image could positively influence purchase decisions through the intermediary quality pathway and the quality pathway could explain 43% of the total indirect effect. All of the findings here suggest that the perceived quality related belief should not be used as a control variable or delayed by brand-buying behaviour models when testing with consumer trust and that it should be considered as theoretically substantive (Attiq et al., 2025).
Literature indicates that there may be a positive relationship between brand image and perceived quality and buying behaviour; however the present study does not assume that perceived quality is a causal factor for the relationship between brand image and buying behaviour rather, it examines the statistical relationships among the three constructs.
H3: Brand image, perceived quality and consumer buying behaviour are positively and significantly correlated with one another in the UK retail market.
[bookmark: _Toc238069460]2.7 Age and Income Differences in the Brand Image–Buying Behaviour Relationship
Age and income are factors in the lives of consumers that could be correlated with the differences in their brand evaluations and purchasing decisions (Lugioyo, 2022). Thus, there is a possibility that the relationship between brand image and purchase behavior can vary according to social groups.
H4: The strength of the positive relationship between brand image and consumer buying behaviour differs significantly across age groups in the UK retail market.
The relationship between brand image and buying behavior has been seen to grow in importance as demographers evolve as boundary conditions for the relationship, specifically age and income (Kamal et al., 2013). Literature reports that there is a generational gradient in brand image responsiveness, based on the age of the respondents. Younger consumers – especially Millennials and Generation Z – are increasingly aware of the symbolic and experiential elements of brand image (Dobre et al., 2021). The results of consumer insights research suggest that Gen Z consumers orientation towards the brands they choose is one of identity expressions, which was significantly higher than among the older consumers  (Shin et al., 2022). Older consumers, however, often judge brands mainly based on their functional dimension, such as their reliability, product uniformity, and performance qualities, will be more inclined to pay more attention to.
This income moderating effect has been well established too. Consumers with higher disposable incomes have been seen to be more brand image sensitive which makes them think of strong brand associations as signals of positioning the brand in the social context and quality assurance that warrant premium prices (Labib et al., 2023) (cited in IJRAR, 2025). Price-value orientation as a determinant of consumer buying, on the other hand, is found more with lower income consumers, where the functional and economic attributes play a comparatively stronger position as compared to brand images. Interestingly, Wahab, Diaa and Nagaty (2023) found that income and age alone explained a substantial portion of variance in consumers' weighting of their purchase evaluation process, giving weight to the brand signals as opposed to price signals. Although various theoretical arguments have been put forward, the moderating results for age and income have largely been tested separately, either as a general moderating role or as a moderating role in the connection between brand images and buying behaviour; that is, testing whether age and income moderate the direct pathway between brand images and buying behaviour, and testing whether age and income moderate the mediation pathway between brand images and buying behaviour. This is a significant gap, which the present study aims to fill.
This existing evidence serves as a foundation for exploring the difference in the association of brand image and buying behaviour between income groups with the understanding that income is not treated as a causal moderating variable.
H5: The strength of the positive relationship between brand image and consumer buying behaviour differs significantly across income groups in the UK retail market.
[bookmark: _Toc238069461]2.8 Identified Research Gaps
Firstly, the majority of current studies on brand image and consumer purchasing behaviour are based on separate categories of products such as luxuries, FMCG products and online services. This narrows the scope of implications the findings might have for the broader retail industry. There is a need for more empirical research that investigates the relationship between brand image and buying behaviour in various retail categories in the UK(Khan et al., 2022). 
Secondly, while both consumer trust and perceived quality have been related to brand evaluation and purchase-related outcomes, fewer studies have focused on examining these constructs as related consumer perceptions in a UK multi-sector retail context. A comparison of their associations with their brand image and buying behaviour could be used to get a better idea about the relationship between these constructs (Maharani et al., 2023).
 Third, the literature suggests that there may be differences in brand evaluation and purchase decision making processes based on the consumers' characteristics, including age and income. This, however, has limited evidence on whether there is a difference between age and income variations in the UK retail context in relation to the strength of the relationship between brand image and buying behaviour. Barrueta-Pinto et al (2024), and Wahab, Diaa and Nagaty (2023).
.Fourth, some previous studies have employed causal or path-based models, although they were based on cross sectional survey data by  (Sharma 2024). These types of designs are not able to suggest a temporal order or causality. The present study thus fills in a methodological void, as it explicitly takes a correlational approach that seeks to understand the nature and direction of the relationship between the measures as well as the magnitude of these relationships, without assuming statistical correlations to be causal.
 The rationale for this is because these gaps have been identified as a reason to look at the relationships between brand image, consumer trust, perceived quality and buying behaviour and to determine if the relationship between brand image and buying behaviour varies by age and income group of UK retail consumers.
[bookmark: _Toc238069462]2.9 Conceptual Framework
The conceptual framework, based on the synthesis of the theoretical perspectives and empirical evidence reviewed in this chapter, proposes that brand image is positively associated with consumer buying behaviour and also acknowledges expected positive associations between brand image, consumer trust, perceived quality and consumer buying behaviour, but does not specify causal mediation or moderation pathways, rather these constructs are treated as measurable variables whose relationships can be examined statistically; age and income are included as demographic grouping variables to assess whether the strength of the relationship between brand image and buying behaviour differs across demographic groups (Zeithaml, 1988).
[image: ]
Figure 1: Conceptual framework
(Source: Self - created)



[bookmark: _Toc238069463]Chapter 3: Methodology
[bookmark: _Toc238069464]3.1 Research Philosophy
In this research, it was based on positivist research philosophy that assumes that social reality is objective and can be measured and handled empirically. According to positivism, knowledge is gained from a phenomenon that can be verified, seen or observed and the relationship between phenomenon and phenotyped can be quantified and tested (Saunders, Lewis and Thornhill, 2023). This ontological perspective is particularly suitable in the field of consumer behaviour research, where attitudes towards brands, brand image, brand trust and even brand buying behaviour can be systematically measured as latent constructs. Because existing theory on brand management and consumer psychology literature is used to develop the theoretical frameworks for the study, a deductive approach closely follows the positivist paradigm, with these theoretical frameworks being translated into testable hypotheses. This allows the researcher to be a non-participant which helps reduce possible researcher bias and helps with replicability and generalisability of results (Creswell, 2023). The underlying objective of the study favoured positivism for its ability to enable comparative analysis based on statistical methods across population segments, a feature particularly beneficial to the aim of this study as the study did not seek to capture the depth or quality of the subjective experiences of consumers.
[bookmark: _Toc238069465]3.2 Research Approach
In this study, a deductive research approach is used. Deductive reasoning works from the general to the specific while reasoning-starting theory and generating hypotheses about it, before then testing this out empirically (Bryman, 2016). The hypotheses presented in Chapter 1: those that suggested that brand image had a direct effect on consumer buying behaviour and that of the facilitating role of consumer trust and perceived quality were developed from different conceptual frames, such as Keller's (1993) Brand Knowledge Model and Zeithaml's (1988) perceived quality construct. These propositions are then checked against primary quantitative data which is in line with deductive tradition. In contrast to inductive reasoning, which would seek to build theory out of existing patterns in empirical observations, more commonly used with qualitative methods. A deductive approach is epistemologically sound and efficient, due to the established theories, models and framework for the research of brand image (Saunders, Lewis and Thornhill, 2023). It allows the researcher to validate, question, and/or enhance existing theory statements which can lead to building on the existing body of knowledge within the discipline.
[bookmark: _Toc238069466]3.3 Research Design
The research method used is quantitative, survey, cross sectional. A cross-section design is one that collects data from a sample of population at any given time and is appropriate for describing relationships between two or more variables and for setting up a profile of the population. (Bryman, 2016). Longitudinal designs would allow tracking of behaviour and attitude changes over time, but are not feasible or in the time frame of this project. The survey instrument chosen for its primary use was a structured and self-administered online survey instrument, which is found to be efficient, scalable and suitable to capture numerically codified attitudinal data across geographically scattered populations (Bhattacherjee, 2019). The survey-based design also allows for the use of psychometric scaling methods that have been widely used in consumer behaviour measurement, as described above in Likert-type scales. These types of scales are well validated in measuring latent psychological constructs in the consumer behaviours (Hair et al., 2019). The shift to an online mode of data collection will minimize administrative burden, speed data capture and increase response quality by allowing the participants' access to the survey at their own pace.
[bookmark: _Toc238069467]3.4 Data Collection
[bookmark: _Toc238069468]3.4.1 Survey Instrument
A structured questionnaire with two sections is the main data collection tool. The first part gathers information about socio-demographic data, such as age, gender, level of education, average amount of money spent on a monthly basis and the preferred place to shop: online, offline, or omnichannel. The second section involves the assessment of the important study constructs by validated multi-item scales that have been identified from the literature. Borrowing items from Ahmad et al. (2019) and Foroudi (2019), brand image is operationalized as functional, symbolic and experiential brand image. Consumer trust is assessed based on items that were adapted from Chaudhuri and Holbrook (2001), and perceived quality items are based on Zeithaml's (1988) conceptualisation. Multi-item scales of purchase intention and purchase frequency are used to measure consumer buying behaviour. All construct items were expressed on a 5-point Likert scale ranging from 1 (Strongly Disagree) to 5 (Strongly Agree), and they had been used in many fields related to consumer behaviour research because they are well psychometrically reliable and easily understood by the participants (Taherdoost, 2022).
[bookmark: _Toc238069469]3.4.2 Sampling Strategy and Recruitment
Adult consumers, aged 18+, of the United Kingdom who have bought online in the last 3 months in the UK makes the target population relevant and recent enough to the consumer's retail experience. Stratified random sampling technique is used to make stratified sampling representative across age groups. The population is divided into four age strata: 18–29, 30–44, 45–59, and 60 years and above. Representative samples of 25 are drawn from each stratum, for a total of a sample size \N = 100. This stratified method minimizes the under-representations in the aged group, as this has been reported as a limitation in convenience-sample technique (Etikan and Bala, 2017). The approach adopted for the recruitment of participants is through several electronic methods such as online consumer forums, the use of LinkedIn corporate websites, Facebook consumer groups, university communication lists, and the personal network of the researcher. The survey is sent out electronically via Google Forms. Participants are given a participant information sheet before completing the survey which explains the purpose of the study, volunteer participation, data anonymity and data handling as required by UK GDPR. A family friendly reminder message sent 1 week after initial invitation to achieve higher response rates. A set of questionnaires with over 20% missing are omitted form the study and additional questionnaires are collected until at least 100 valid responses are collected.
[bookmark: _Toc238069470]3.5 Data Analysis
[bookmark: _Toc238069471]3.5.1 Preliminary Analysis and Descriptive Statistics
All data collected is then processed through data cleaning processes before hypothesis testing; these processes consist of checking for missing data, outliers, and consistency of the response set. Demographic profile items (the number of respondents, mean, standard deviation, and the distribution of respondents by percentage) are calculated to provide general characteristics of respondents and distributions of the variables. These are preliminary analyses and they provide us with a sense of sample characteristics as a precursor to inferential testing (Field, 2018).
[bookmark: _Toc238069472]3.5.2 Reliability and Validity Assessment
Internal consistency of each multi-item construct is evaluated by Cronbach's alpha coefficient and it is assumed that the alpha coefficient is at least 0.70 and regarded as acceptable in social science studies (Taherdoost, 2022). Confirmatory Factor Analysis (CFA) is used to assess the construct validity of the hypothesised factor structure by comparing it to the observed data. The convergent validity was determined by the factor loads and Average Variance Extracted (AVE) values of ≥ 0.50 were considered acceptable. Discriminant validity is achieved using Fornell and Larcker (1981) criterion; that is, if the square root of the AVE for each construct is greater than its square with all other constructs in the model, the data support the discriminant validity. These procedures as a whole ensure that there are reliability and validity of the measurement instruments prior to estimation of the structural relationships.
[bookmark: _Toc238069473]3.5.3 Statistical Software and Rationale
This study's initial analytical plan included the use of a Partial Least Squares (PLS) based Structural Equation Modelling (SEM) approach, specifically SmartPLS 4, a tool widely recommended to handle multi-mediation models with non-normal data distributions, where predictive modelling is essential for the analysis (Hair et al., 2019). Subsequently, however, technical problems arose with the installation and the licensing of SmartPLS 4 and analysis was carried out on alternative platforms instead, IBM SPSS Statistics (Version 29). SPSS is a widely used statistical software program which is recognized as its validity, much used in social science and business research literature (Pallant, 2013). It includes powerful procedures for reliability analysis, CFA using the AMOS extension, regression-based mediation testing, and moderation analysis. The study does not lack in analytical rigor with the use of SPSS, since all planned analyses were performed within SPSS (including mediation and moderation testing) and were conducted using appropriate procedures (such as bootstrapped indirect effects tests and conditional process tests) that do not require specialized SEM software.
[bookmark: _Toc238069474]3.5.4 Hypothesis Testing
The direct relationship between brand image and consumer buying behaviour is tested using multiple regression analysis (H1). The indirect effects of brand image on buying behaviour via consumer trust (H2) and perceived quality (H3) are analysed using mediation analysis with the PROCESS Macro (Model 4) developed by Hayes (2022), with the generation of bias-corrected confidence intervals for the indirect effects based on a sample of 5,000 bootstraps. Moderation analysis (PROCESS Model 1) is used to investigate the hypothesised moderations (H4 and H5) between the brand image and the buying behaviour relationship. Throughout, a significance level of p < 0.05 is used in keeping with common practice in inferential data analysis in consumer behaviour studies (Field, 2018; Hayes, 2022).
[bookmark: _Toc238069475]3.6 Ethical Considerations
The study conforms with high ethical standards in accordance with the General Data Protection Regulation (UK GDPR) guidelines and the ethical guidelines of the host institution. All participants provide informed consent before data collection and participants are clearly told that they are participating in an optional activity and that they can withdraw at any time without penalty. Anonymity is guaranteed throughout the study and that no information collected will compromise the identity of the participant; all answers are kept on a password protected data collection platforms solely accessible by the researcher. The data relate specifically to this research and will be completely deleted before the end of the project. While the online survey format reduces the risk of researchers influencing the answers and the potential for social desirability bias in face-to-face interviews, it is recognised that the risk of retrospective error or remembering events and activities incorrectly exists in self-reported data (Bryman, 2016). In preparation for the start of data collection, ethical approval was sought and gained via the institution's undergraduates and taught postgraduates ethics clearance procedure.
[bookmark: _Toc238069476]3.7 Research Limitations
The study has some methodological constraints that are recognized. This is because the cross-sectional design does not allow for establishing cause and effect between the two constructs of brand image and consumer buying behaviour, that is, it doesn't confirm a specific cause to effect direction, but rather a consummation of mode of association (Saunders, Lewis and Thornhill, 2023). The second limitation is that the self-reported survey information could be subject to common method bias, social desirability bias, and potential and actual overestimation of brand perceptions and buying intentions (Podsakoff et al., 2003). Thirdly, the size of the sample was 100, which is appropriate for the analytical procedures used, but also makes it difficult to conduct sub group analysis, and makes the interaction effects in the moderating models less precise (Hair et al., 2019). Thirdly, the data is specific to the UK consumers limiting the relevance to a wider retail context and/or other countries and cultures. Fifth, using SPSS instead of SmartPLS 4 has methodological drawbacks, because the latent variable modelling capacities of PLS-SEM are not available, such as non-recursive paths and simultaneous estimation of multiple measurement models. Despite these restrictions, the design and analysis type ofthe article chosen is appropriate for the investigation of a study within the scope, available resources and time of the study.
[bookmark: _Toc238069477]3.8 Chapter Summary
In this chapter a detailed explanation of the methodology used during this study was included. The philosophy used in this research is positivism and the approach used is to apply a deductive approach, which is realized in the type of research used is a quantitative cross-sectional survey. A validated online questionnaire using scales on the likert frequencies is used to collect data from 100 consumers in the UK retail sector. Stratified random sampling will highlight demographic representativeness ranging between age groups. Since technical incompatibilities were detected with SmartPLS 4, data analysis is carried out using IBM SPSS Statistics Version 29 including descriptive statistics, assessment of reliability, CFA, multiple regression, mediation analysis, mediation-analysis using PROCESS Macro (Hayes, 2022) and moderation analysis. Aspects of informed consent, data protection and anonymity are fairly dealt with. The findings in the following chapter are about the hypotheses formulated in Chapter 1.


[bookmark: _Toc238069478]Chapter 4: Findings
[bookmark: _Toc238069479]4.1 Introduction to Findings
The quantitative analysis process involves a survey with 105 answerers within various UK retail companies, the results of which are presented in this chapter. Direct effects (H1), mediating pathways (H2 and H3) and moderating relationships (H4 and H5) were thus simultaneously analyzed by using the structural equation modelling (SEM) approach. Systematically, the findings are presented descriptively, through hypothesis testing and interpretation in the framework mentioned in Chapter 2. Data were analysed using SPSS and AMOS software with the accepted level of significance set at p < 0.05, unless otherwise indicated.
[bookmark: _Toc238069480]4.2 Demographic Profile of the Sample
In total, 105 participants were recruited from a wide range of retail stores in the UK, to capture a cross-section of age bands and income levels. This section aims to offer a full description of the sample, based on descriptive analysis.
[bookmark: _Toc238069481]4.2.1 Age Distribution
The distribution of respondents by age groups is shown in figure 1. The sample is fairly well spread out, spanning roughly 27% in each age group (n=28), with the age group of 18-29 comprising the highest number of individuals. The 30-44 age group represented 26% (n=27), the 45-59 age group constituted 25% (n=26), and the 60+ age group accounted for 22% (n=23) of respondents. This distribution provides sufficient power for age moderation which was an important research target. With equal distribution among age groups, comparisons between the perception and purchasing of the brand can be made well for different age groups and generations.
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Figure 2: Sample Distribution by Age Group
[bookmark: _Hlk238060343](Source: Analysed in SPSS refer to Appendix 2)
[bookmark: _Toc238069482]4.2.2 Income Distribution
The range of income of the respondents indicates that the overall respondents' income was distributed relatively widely across the sample. Figure 2 shows that the majority of people in the ring were middle earners, with those that earned £1,500 to £2,999 per month making up 30% (n=31). The £3,000-£4,999 income group accounted for 27% (n=27) of the sample, while the £5,000+ bracket comprised 20% (n=20) of respondents. 18% (n=17) of those in the sample were making less than £1,500 per month. Differential moderating effects of income on brand image–purchase behaviour are important to test the H4 prediction that exists in this stratified income distribution. Respondents across all income groups provide the opportunity to study the effects of economic resources on the relative importance of symbolic value versus price value consideration in product decisions.
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Figure 3: Sample Distribution by Monthly Income
(Source: Analysed in SPSS refer to Appendix 2)
[bookmark: _Toc238069483]4.3 Hypothesis Testing and Path Analysis Results
The findings on empirical level for each hypothesis are presented in detail with regards to path analysis and statistical testing. In AMOS, maximum likelihood estimation method was used for the evaluation of the structural model and the standardized path coefficients, critical ratios, and the p values for each of the relationships were reported.
[bookmark: _Toc238069484]4.3.1 H1: Direct Effect of Brand Image on Buying Behaviour
Hypothesis 1 stated, “Brand image has a direct positive and statistically significant relationship with consumer buying behaviour in the UK retail market”.Based on the above, the H1 is stated as, “Brand image has a direct positive and statistically significant impact on consumer buying behaviour in the UK retail market”. This hypothesis was supported well using the structural equation model. The path coefficient between the perceived brand image and the overall buying behaviour index of the respondents (L1) was positive and very significant (0.72; p < 0.001) suggesting that as the respondents' perceived brand image increases by 1 unit, their overall buying behaviour index will increase by around 0.72 units. This result aligns with the theoretical basis proposed by Keller (1993) based on the Customer Based Brand Equity (CCBE) model and confirms the findings of Guliyev (2023) and Khan et al., (2022) regarding the preference for brand image over product characteristics in consumer decision making processes.
The scatter plot for the direct relationship is shown in figure 3, still missing YLs in Ls, which represents overall buying behaviour as the dependent variable, and brand image (Ls) as the independent variable. High consistency of an increasing positive linear trend is clearly discernible, where higher brand image rating consistently led to higher purchasing behaviour ratings. The pattern of the data indicates a good positive relationship, but there are a number of points of variation in the buying response at similar brand image scores that are accounted for through the mediation and moderation processes that are focused on in the following hypotheses.
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Figure 4: Impact of Brand Image on Buying Behaviour (H1)
(Source: Analysed in SPSS refer to Appendix 2)
[bookmark: _Toc238069485]4.3.2 H2: Consumer Trust as Mediator Between Brand Image and Buying Behaviour
In Hypothesis 2, the relationship between brand image (L1) with buying behaviour (Ls) is mediated by consumer trust (L2) as psychological mechanisms by which the consumer sees reliability with integrity results in the purchase decision. To test the mediation, effect the study used the conventional three-step procedure: Test 1 (H1) direct effect of AV on DV was approved; Test 2 (H2) effect of the AV on the mediator was approved; Test 3 (H3) effect of mediator on DV was approved while controlling the direct path was denied.
The evidence to support H2 is strong. The relationship between brand image and perceived trustworthiness was found to be positive and significant (β = 0.68, p < 0.001), suggesting a direct link between brand image and perceived trustworthiness. Consumer trust then strongly predicted buying behaviour (β = 0.54, p < 0.001), where trust in a brand leads consumers a lot more probable to perform buying behaviour. The robust overall effect of the brand image on buying behaviour through its indirect effect on trust was statistically significant and accounted for about 51% of the total effect of the brand image on buying behaviour (0.68 × 0.54 = 0.37). This significant mediated relationship highlights the cognitive and affective link between brand perception and purchasing behaviour, mirroring previous research that concludes brand behaviour is mediated by trust in competitive retail environments as stated by Chaudhuri and Holbrook (2001) and Ichou and Manar (2024).
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Figure 5: Brand Image vs. Consumer Trust (H2 Pathway)
(Source: Analysed in SPSS refer to Appendix 2)
[bookmark: _Toc238069486]4.3.3 H3: Perceived Quality as Mediator Between Brand Image and Buying Behaviour
Hypothesis 3 suggested that brand image goes through the process of perceived product quality as a further mediator between brand image and consumer buying behaviour. This hypothesis was based on the theory proposed by Zeithaml (1988) that argues that positive linkages with the brand can support perceptions of quality and thereby boost purchase intentions. Both direct and mediating effect via perceived quality was analyzed.
Mediation analysis results showed that H3 was statistically significant. Path brand image to perceived quality was positive and highly significant (β = 0.75, p < 0.001), meaning that consumers' perceived quality is enhanced with increased brand image. Perceived quality was thereafter seen to have a strong positive effect on buying behaviour (β = 0.61, p < 0.001). The indirect effect via the perceived quality (0.75 x 0.61 = 0.46) was also found statistically significant and yielded nearly 64% of the total effect of brand image on buying behaviour. This major finding indicates that perceived quality is an even more powerful mediator in this study, indicating that trust plays a less important role than perceived quality for the UK retail consumers' purchase decisions. This suggests that quality has a strong mediation role over trust, as green 'evident' cues are strongly influential in converting a positive brand image into actual purchasing actions, especially in a retail environment. The findings reinforce the findings of 
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Figure 6: Brand Image vs. Perceived Quality (H3 Pathway)
(Source: Analysed in SPSS refer to Appendix 2)

[bookmark: _Toc238069487]4.3.4 H4: Moderating Effect of Age on Brand Image–Buying Behaviour Relationship
H4 suggests that the correlation between brand image and the buying behaviour would be significantly different as per age groups, and according to this hypothesis, it is different in the same age group. Theoretical arguments indicated that younger consumers (18-34 years) pay attention to symbolic and experiential aspect of brand image whereas older consumers put more attention on functional dimension and reliability cues. The path coefficients were compared between each age group by using multi-group structural equation modelling in order to know the difference between the value of each path coefficient between four age groups.
The moderation analysis provided some support to H4 – there was evidence that there are meaningful differences in performances across the age groups. Results also reveal that young consumers (between 18–29 years) were most sensitive to brand image effect on buying behaviour (β = 0.78, p < 0.001), suggesting a high response to brand image of young consumers. The 30-44 age group showed a moderate effect (β = 0.71, p < 0.001), while the 45-59 group displayed a similar magnitude (β = 0.70, p < 0.001). Of note, the coefficient was the lowest (β = 0.61, p < 0.001) for the 60+ segment, meaning that this group was slightly less affected by the perception of the brand when making their purchase decisions, although they were still driven by brand image. These differences were statistically significant and confirmed by using the chi-square difference tests (Δχ² = 12.47, p = 0.006).
These moderation effects are illustrated visually (in Figure 6) in a scatter plot with a different symbol for each age group. The plot shows that younger age consumers (aged 18-29 – colour blue) are more concentrated at the top of both levels, representing greater focus on brand image being even more potent with them. Peak purchasing behaviour is observed in the 30-44 group (red) and the 45-59 group (yellow) and is evident at a similar level of brand image, whereas the 60+ group (green) demonstrate more conservative purchasing behaviour at a similar level of brand image. This trend is consistent with life-cycle theory and the jam-packed with research on generational marketing marketing, which implies the symbolic and aspirational sides of the brand would be more compelling for younger possibly more career-minded, status-conscious consumers, whereas the utilitarian aspects are more relevant for older ones.
[image: ]
Figure 7: Moderating Effect of Age on Brand Image and Buying Behaviour
(Source: Analysed in SPSS refer to Appendix 2)
[bookmark: _Toc238069488]4.3.5 H5: Moderating Effect of Income on Brand Image–Buying Behaviour Relationship
H5 suggested that the brand image–buying behavior relationship is significantly influenced by the income level of the consumers, such that the sensitive nature of the brand image is shown by the higher income class consumers, whereas the price-value is presented by the lower income class consumers, respectively. This hypothesis is consistent with the literature on the economic access to purchases and suggests that the relative importance consumers give to the symbolism versus utilitarian value proposition of a brand depends on its discretionary purchasing power.
The moderation analysis was supported well and showed significant difference in the brand image effect based on income. The lowest income group (less than £1,500 per month) showed the lowest effect of brand image on purchasing decisions (β = 0.58, p < 0.001), indicating that the least able to afford financial expenses are more price-sensitives and therefore respond less to brand image in their purchasing decisions. The £1,500-£2,999 income bracket showed a stronger effect (β = 0.70, p < 0.001), while the £3,000-£4,999 group exhibited an even more pronounced relationship (β = 0.77, p < 0.001). Interestingly, the most profitable group (> £5,000) had the largest brand image effect (β = 0.83, p < 0.001) suggesting that high-income consumers are very sensitive to the brand image and symbolic value. The differences were subsequently verified as statistically significant using multi-group chi-square difference testing (Δχ² = 18.62; p = 0.001) that strongly supports the findings that income is an important moderator of brand image influence.
Employment in the OECD area is overall relatively stable. Figure 7 shows the income moderation effects graphically, in scatter plots, using separate markers for each income category. Clearly, we can see the gap in income stages that reflects the increasing impact of brand image as people's income becomes higher. Expense amounts (purple, those with incomes lower than £1,500) also show quite significant spread on brand purchases, even though brand image levels are quite similar, suggesting that variation in purchasing factors other than brand image is evident within these consumer groups. Middle-income brackets are getting progressively closer to the positive trend line while the top income bracket (orange, > £5,000) exhibits the strongest relationship between brand image and purchasing behaviour. The pattern confirms the theoretical predictions that a high-income consumer may have more flexibility in the choices of what to purchase and hence have the flexibility to consider brand image and symbolic value, whereas for a low-income consumer, price and perceived functional value are more salient items to consider and constraint the purchase.
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Figure 8: Moderating Effect of Income on Brand Image and Buying Behaviour
(Source: Analysed in SPSS refer to Appendix 2)
[bookmark: _Toc238069489]4.4 Summary of Hypothesis Testing Outcomes
Table 1 presents a comprehensive summary of all hypothesis testing outcomes, including standardized path coefficients, significance levels, and effect sizes:
	Hypothesis
	Pathway
	Coefficient (β)
	p-value
	Result

	H1
	Brand Image  Buying Behaviour
	0.72
	< 0.001
	Supported

	H2
	Brand Image  Trust - Buying Behaviour
	0.37 (indirect)
	< 0.001
	Supported

	H3
	Brand Image  Quality - Buying Behaviour
	0.46 (indirect)
	< 0.001
	Supported

	H4
	Age Moderation (range: 0.61-0.78)
	Δχ² = 12.47
	0.006
	Supported

	H5
	Income Moderation (range: 0.58-0.83)
	Δχ² = 18.62
	0.001
	Supported



Table 1: Summary of Hypothesis Testing Outcomes
[bookmark: _Toc238069490]4.5 Integrated Model Interpretation and Synthesis
The detailed structural equation model with direct, mediated and moderated pathways is a fine-grained and theoretically sophisticated understanding of the effects of brand image a behaviour model for consumers in the UK retail context. From the integrated analysis several important findings emerge:
First, the image created appears to have multiple psychological and cognitive functions. The direct effect (H1) is 0.35 of the total effect (49%) and the indirect effects through trust and quality are 0.83 (51%). Two pathways in this structure suggest that the brand image has impact on consumer, directly through the one as a psychological association and also through the other as a process of building trust and enhancing their quality perception. These indirect effects, which are sizable, highlight the significance of a brand management strategy which deliberately builds up emotional trust and functional quality signals.
Second, consumer trust (51% of total), mediated by perceived quality (64% of total), was a stronger mediator than perceived quality, implying that in the retail setting consumers are more motivated by tangible indicators of quality and their performance expectations. The present findings have important practical implications: Product quality attributes should be developed and communicated by brand managers; quality perceptions generate a stronger link to purchase behaviour than does trust, and trust is an important supporting mechanism.
Third, the effect of brand image is moderated by demographic heterogeneity.Third, brand image has a moderate moderating effect on demographic heterogeneity. The range of the age effects was from β = 0.61 to 0.78, or a 28% difference, and the range of the income effects was even greater (from β = 0.58 to 0.83, or a 43% difference). This implies a brand positioning strategy cannot be one-size-fits-all as otherwise there will be missed opportunities for communicating with a specific niche. Lower income, older consumers need marketing strategies that focus on functional value and price-quality ratio; higher income, older consumers are highly sensitive to brand image investments; younger, higher income consumers represent highly responsive groups for brand image investments.
When taken collectively, the results support and confirm the theoretical perspective introduced in Chapter 2: the mediation-moderation perspective of brand equity theory and the lack of uniformity and directness of brand image effects. Rather, brand image is mediated by intricate psychological channels which systematically vary across demographic attributes. The findings have served as an important source for developing a segmented brand approach and communications to market to UK retail operations.
[bookmark: _Toc238069491]4.6 Discussion
[bookmark: _Toc238069492]4.6.1 Introduction to Discussion
This chapter critically reviews, analyzes and compares the empirical findings from Chapter 4 with the relevant existing literature and literature consulted in Chapter 2. The discussion helps provide validation (or challenge) of the theoretical framework that was developed in the literature search, as well as to highlight convergence and divergence with earlier empirical studies, discussions to consider theoretical implications, and statements to make practical implications for brand management and retail strategy. A systematic approach of addressing each of the hypotheses and key finding is followed, reflecting careful cross-referencing with the literature and situating this research in the overall scholarly debate of the moderation of purchasing behaviour dealing with brand image, consumer trust, perceived quality, and demographic variables.
[bookmark: _Toc238069493]4.6.2 Direct Effect of Brand Image on Buying Behaviour: Confirmation and Extension
The empirical result that brand image has a positive and strong direct effect on consumer buying behaviour (r = 0.72, p < 0.001) strongly validates H1 and backs up the Customer Based Brand Equity (CBBE) model (Keller 1993) that takes brand image as an important variable affecting consumer attitude and behavioural intention. Such a finding is in line with Guliyev (2023), who found that brand perception has a significant effect on purchase willingness, but extended this finding in a multi-sector UK retailing setting. The findings by Khan et al. (2022) also confirmed important direct associations between designer purchase intent among urban females with attitudes towards designers, where the effect found there (β = 0.72) may be attributable to various contextual or methodological factors. It is important to point out that only 49% of the general influence was "direct" (i.e., working directly on the stimulus) and 51% was "indirect" (i.e., functioning in a manner mediated by effect on the organism). This corroborates the Stimulus-Organism-Response (S-O-R) paradigm (Pereira et al., 2022). Trust and perceived quality are thus substantive mechanisms. Lastly, Ichou and Manar (2024) associated positive brand image to willingness to pay premiums, further emphasizing the importance of brand image as a key signaling tool in the competitive space of UK retail.
[bookmark: _Toc238069494]4.6.3 Consumer Trust as Mediator: Theoretical Integration and Empirical Validation
H2 is very strong, with consumer trust making up some 51% of the total effect on buying behaviour of the image of this brand. This follows Chaudhuri and Holbrook (2001) who suggested that trust was a key psychological process between positive perceptions and purchase behaviour. The strenght of the relationship between the brand image and trust was found to be very strong (β = 0.68, P < 0.001), and the trust increased the purchasing behaviour (β = 0.54, P < 0.001), which proved the role of trust in reducing perceived risk and increasing purchasing confidence. As approximately 58% of the indirect effect is mediated by the role of trust, in the present study the intercession effect from the variables is set at 0.37 of the total 0.72 indirect effect, corresponding to an acceptability level similar to that of Ichou and Manar (2024) in which 57% of the indirect effect is mediated by strong trust mediation. The results, however, indicate that trust 51% mediates compared to quality 64% (refining Zhong's 2023 findings) with no mediation. Trust is required, but is not enough, without perceived quality. 
[bookmark: _Toc238069495]4.6.4 Perceived Quality as Mediator: Dominance of Functional Value Signals
H3 is supported more strongly with perceived quality accounting for 64% of the total and Trust account for 51%. Situated at the middle of Zeithaml's (1988) framework, the strong brand image–quality pathway (β = 0.75, p < 0.001) suggest that the relationship between the positive brand associations and quality seems to follow the signaling theory. The Quality to Buying Behaviour (path: β = 0.61 and p < 0.001) is over the trust coefficient (0.54) implying that Quality has a higher impact in this retail sample in the UK. This confirms that quality importance goes beyond luxury markets, and indeed supports functional value aspects in mainstream retail. The 64% mediation achieved by Quality is also higher compared to Rahmawati and Edastama (2024) which is 43%, which can be seen as the assessment of value and quality of UK consumers. Last but not least, Maharani (2023), Puspaningrum (2023), and Isharina (2023) find that dual mediation via trust and quality exists. The present results build on this by quantifying their relative contributions (quality represented by 64%, while trust was represented by 51% as a complementary mechanism), rather than as competing mechanisms.
[bookmark: _Toc238069496]4.6.5 Age as Demographic Moderator: Generational Differences in Brand Responsiveness
H4 is supported, with significant differences in brand image effects across age cohorts: 18–29 (β = 0.78), 30–44 (β = 0.71), 45–59 (β = 0.70), and 60+ (β = 0.61); the chi-square difference test confirmed moderation (Δχ² = 12.47, p = 0.006). This ability to connect brands to identity was 28% greater among younger consumers, in keeping with the research by McKinsey cited by Penfriend (2024): about 70% of Generation Z see brands as expressions of their identity. This indicates an increased sensitivity towards the symbolic and experiential brand dimensionalities. On the other hand, the inconsequential, but still strong effect for the 60+ segment supports that more focus on the sense of reliability, performance and function. Importantly, there is the suggestion of a difference in response to brands depending on age rather than none at all. Multi-group structural equation modelling thus builds on the previous research, showing age-related differences in purchasing behaviour. This correlation between symbolic brand cues and increased consumer loyalty isn't limited to loyalty schemes, but also applies to overall retail purchasing, as younger consumers are more responsive to these cues (Statista 2024).
[bookmark: _Toc238069497]4.6.6 Income as Demographic Moderator: Economic Constraints and Brand Responsiveness
H5 is strongly supported, with significant differences across income groups: below £1,500 (β = 0.58), £1,500–£2,999 (β = 0.70), £3,000–£4,999 (β = 0.77), and £5,000+ (β = 0.83); the chi-square test confirmed moderation (Δχ² = 18.62, p = 0.001). Income is the greater moderator as the difference between the lowest group (43%) and highest group (75%) is larger than the age effect (28%). The result aligns with Labib et al. (2023), who reported that the image of the brand is much more relevant for higher income consumers, which means that they have more flexibility in product selection and have higher aspirations. Wahab et al. (2023) also reported that differences in the purchase evaluation were related to income and age. The effects did not seem to show a threshold effect because there was a steady increase in effects. Importantly, the study also draws attention to the current largely untested UK retail routes of moderated-mediation, through trust and quality, highlighting an important research direction for the future.
[bookmark: _Toc238069498]4.6.7 Integrated Model: Multiple Mediation and Moderation Synthesis
One of the most important findings of this study is the inclusion of the direct, mediating and moderating paths in one structural equation model. The three studies mentioned antecedently investigated direct brand images effects, dual mediation and age and income mediation—whereas the present study investigated all these at once: direct brand image effects, dual mediation and moderated paths involving age and income (Maharani et al., 2023; Barrueta-Pinto et al., 2024; Wahab, Diaa and Nagaty, 2023). The results indicate that brand image works differently, with trust having its biggest impact (r = 0.51) and perceived quality having an impact of r = 0.64. There is also significant variation across segments – young consumers and those with higher levels of income demonstrate greater responsiveness to these pathways, and older consumers with lower levels of income demonstrate a lower responsiveness to these pathways. The theoretical scaffolding can be seen by brand image, as the stimulus, trust and quality as organism factors, and purchasing behaviour as the response, following the S-O-R paradigm (Pereira et al., 2022). So, psychological mechanisms are substantive pathways that call for targeted marketing interventions.
[bookmark: _Toc238069499]4.6.8 Methodological Contributions and Limitations
The literature was reviewed to identify the methodological gaps in brand image research. Firstly, the majority of studies tend to be on specific product types and so there is a lack of generalisability. Unlike past research, the present study has a multi-sector UK retail sample and directly addresses this gap. Second, convenient small samples are often used in prior research, and this often results in a homogeneous cohort of participants in terms of demographic characteristics. The current study used a stratification approach to recruit 105 respondents specifically across age and income brackets to further generalise results to the UK market. Third, Sharma (2024) reported that the complexity of the omnichannel makes the increase of complexity possible beyond the fingertips of traditional models. Although ideal for the contemporary context of an omnichannel environment, the present study was not designed to explicitly test the channel effects, which is another area that could be explored in future studies.
Structural equation modelling (SEM) is a complex method when using multi group analysis as a method for testing complex pathways (mediated and moderated). As per the literature review, PLS-SEM has become a recent and yet under researched area of retail studies in the UK. Use of AMOS and methodological choices such as maximum likelihood estimation and chi-square testing of differences for a large number of groups allows for a rigorous test of hypotheses. The cross-sectional nature of the research, however, prevents causal inferences, highlighting the need for further research using longitudinal designs that could help explore the dynamic process of trust formation.
[bookmark: _Toc238069500]4.6.9 Practical Implications for Retail and Brand Strategy
The results have some application to retail brand management. The total effect of brand image investment is about 1.18 units of purchasing behaviour per unit of improvement in brand image, which has considerable leverage.First, the effect of brand image investment is high in leverage, each improvement of 1 unit in brand image can be finally expected as a purchase behavior of 1.18 units of purchasing behaviors. Secondly, perceived quality is the most important mediator, playing an 64% role in the total effect, which suggests that the brand positioning should be based on both a symbolic and experiential aspect, stemming from the actual excellence of the product. Third, trust accounts for 51% of total effects and although it is less powerful than quality, it should be defended since damage of reputation, ethical violation, or service failures can easily affect the consumer's trust in the transactions leading to purchases. Fourth, segmentation may be necessary: the 43% gap between income groups reflects the consumers who are more brand responsive are the higher income levels, whereas the lower income levels consumers need more focus on functional value and price-quality relationships. Fifth, the 28% generational difference justifies targeting distinct marketing campaigns for the two generations. Aspiration, lifestyle and identity may resonate more with younger consumers, while reliability, performance and value with older consumers. However, these are they are on a gradation basis and not necessarily the difference in absolute brand responsivity.
[bookmark: _Toc238069501]4.6.10 Theoretical Implications and Model Refinement
Theoretically the current study builds and expands a number of models identified in the literature review. While the overall CBBE model by Keller, (1993) is still significant as a tool to formulate a model, the study shows that brand image impact is significant because it is mediated and moderated. This quality definition proposed by Zeithaml (1988) is confirmed from an empirical perspective and the psychological mechanism that dominates brand image-bothel relationship is perceived quality. This simplistic concept of the S-O-R paradigm is highly fitting for understanding the psychological organism factors such as trust and quality perceptions which are triggered by the brand emotions, and which in turn gives rise to the return in behavior (purchases).
The study also recommends some theoretical refinements, however. First, we should not think of trust and quality as competing acts of mediation as separate entities, but rather as complementary mediation pathways with different psychological characteristics. The focus on quality perceptions is cognitive appraisal of functional attributes and value; and trust is affective confidence and decreased perceived risk. These two are psychologically significant and together represent entire indirect effect pathway. Second, that demographic variables (e.g., age and income) are not only segmentation variables, but also theoretically meaningful boundary variables. Psychological mechanisms linking brand image to conduct differ between demographic segments, arguing against any general theory of brand effects, and in favor of the segment-specific brand liking – brand value links.
[bookmark: _Toc238069502]4.6.11 Identification of Remaining Research Gaps
Although the present study addressed some issues, various gaps are still present. There are two problems with the cross-sectional design: a. It does not allow an examination of the dynamic causal processes because b.) The intensive design is impossible to apply here. Longitudinal research could help to examine brand image changes over time, trust building over time, and brand erosion in existing trust-based relationships following negative experiences. Secondly, the study didn't take into account omnichannel effects. Sharma 2024 revealed that the modern user is exposed to brand stimuli in many channels, be it offline or online, and targeted single channel models are unable to reflect this. Multichannel studies would help bring light on the difference in the brand image effect whether in online or offline or omnichannel settings.
Thirdly, the study uses a composite purchasing behaviour measure instead of separating various types of purchases (e.g., premium vs budget, familiar vs novel, high-involving vs habit). Brand image effects are moderated by various factors, such as product involvement level and characteristics as stated by Barrueta-Pinto et al. (2024). Fourth, the effects of social media were not measured. Guliyev (2023) found that customer generated content has a separate effect from any formal marketing communication, in terms of influencing perceptions of the brand. Social media relationships have to be included in the framework of contemporary studies as both moderators and mediators in brand effects. 5. Fifth, the moderated-mediation pathways tested were not explicitly examined (test whether moderated pathways vary from direct to mediated pathways with trust and quality).
[bookmark: _Toc238069503]4.6.12 Conclusion to Discussion
Chapter 2 clearly highlights the convergence and harmonisation of the results from the studies with the results from this study. The direct effects from the brand image to the purchasing behaviour were moderate (β = 0.72), in line with the observation of Keller (1993), Guliyev (2023), and Khan et al. (2022), but only amounting to 49% of the influence. The total effect was mediated by the perceived quality, by 64%, which was higher than the effects of consumer trust (51%), emphasizing functional value. Demographic difference (age) and heterogeneity and segmentation need (income) were confirmed (Barrueta-Pinto et al., 2024). From a practical point of view, the companies must pay attention to their 'image', ‘quality' and ‘segmentation', keeping in mind ‘trust'. Future studies should consider the effects of the omnichannel, moderated mediation and social media on length of time.


[bookmark: _Toc238069504]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc238069505]5.1 Introduction
This final chapter brings together the main empirical results and theoretical conclusions reached from the current research work of the impact of brand image on the purchasing behavior in the UK retail market. The topic of this chapter is drawn systematically from the findings provided in Chapter 4 and the critical discussion outlined in Chapter 5 that provide the main conclusions of the study from both a theoretical and managerial perspective. The chapter fulfills three crucial roles: reviewing the research aim and objectives and assessing whether the objectives were met satisfactorily; summarising the main theoretical, managerial conclusions of the study; and proposing a series of short-term and long-term evidence-based and practical recommendations for retailers of all types and sizes as well as for future research. The chapter is presented in a logical sequence that mirrors the study process, starting with a brief résumé of the major, meaningful results of the study, and ending with specific guidelines for practice or research to fill real practice and publication needs that arose during the study.
The overall objective of the research was to examine the influence of the Brand image on Purchase Intentions among consumers in the context of UK retail market, specifically examining the mediation of the effect of the Brand image in Purchase Intentions by consumer Trust and Perceived Product Quality, and the moderation by age and income. The five hypotheses were developed from this aim, based on the fundamental theories from Keller (1993) Customer Based Brand Equity (CBBE) model, Zeithaml's (1988) perceived quality model and Chaudhuri and Holbrook's (2001) brand trust model. In light of the data observed across 105 UK retail consumers, all five hypotheses were well supported, detailing the brand dynamics of today's retail contexts in rich detail.
[bookmark: _Toc238069506]5.2 Summary of Key Findings
[bookmark: _Toc238069507]5.2.1 Direct Effect of Brand Image on Buying Behaviour
The findings of the current findings are helpful since the first and most fundamental finding is that brand image has a strong direct average positive relationship with consumers' buying behaviour (β = 0.72, p < 0.001), which supports the validity of H1. This outcome aligns with Keller's (1993) CBBE theory, and echoes Guliyev's (2023) and Khan et al.'s (2022) empirical research in a variety of markets. Of note, however, is that although the direct effect is strong, it is only about 49% of the overall effect of brand image on the buying behavior. This discovery puts the reductionist analysis of the process of brand image functioning into question: stimulus-response. Rather, most of the impact that brand image has on consumers is psychological, meaning it happens in the intervening steps before a decision is actually made (51%), establishing a greater level of complexity for consumers in competitive retail situations.
[bookmark: _Toc238069508]5.2.2 Interceding Role of Consumer Trust
In the second hypothesis, a mediated relationship between brand image and buying behaviour via consumer trust was hypothesized. This is evident from the SEM results that 0.37 or about 51% of the effect went through the pathway of the indirect effect: trust. The link between brand image and trust was especially strong (β = 0.68, p < .001), suggesting strong positively valuable associations successfully create perceptions of reliability and trustworthiness. The next pathway from trust to buying behaviour (β = 0.54, p < 0.001) further validates that trust is a major psychological link that dampens perceived purchase risk and boosts making purchases. The results are in line with the results that were found by Chaudhuri and Holbrook (2001), and extend and confirm Ichou and Manar's (2024) findings regarding the intervention effects from competitive conditions in retail environments.
[bookmark: _Toc238069509]5.2.3 
Interceding Role of Perceived Quality
A perceived product quality was explored as a mediating variable in Hypothesis 3. With an indirect effect of 0.46, the findings revealed that perceived quality (indirect effect = 0.46) remains the most powerful emotional process in influencing purchasing, accounting for 64% of the overall indirect effect. The brand image–quality path was strongest (β = 0.75, p < 0.001) indicating the strong effect of positive signals of the brand in creating quality expectations based on a signalling mechanism. The quality-buying behaviour path was also significant and large (β = 0.61, p < 0.001). Importantly, this path coefficient is of the same magnitude as the corresponding trust path coefficient 0.54, and significantly higher (names did not match), empirically validating that quality perceptions influence purchase decisions over trust amongst this UK sample of retailers. The results confirm the theoretical model presented by Zeithaml (1988) as well as adding quantification of the relative weightage of quality and trust for multisector retail products.
[bookmark: _Toc238069510]5.2.4 Moderating Role of Age
Hypothesis 4 was that the age of the customers moderates the brand image–buying behaviour relationship. Multi-group SEM analysis confirmed this moderating effect across four age cohorts: 18–29 years (β = 0.78), 30–44 years (β = 0.71), 45–59 years (β = 0.70), and 60+ years (β = 0.61). The difference test (chi square) for this determination was statistically significant (p = 0.006, Δχ² = 12.47). The contrast between the youngest and oldest cohorts, 28%, suggests that younger consumers are much more responsive along their purchasing process to the Brand image, which corresponds to the orientation they have as a consumer of their life experiences, belonging to the Millennial Generation or Generation Z. In terms of behaviour, older consumers show a more conservative response to equivalent levels of brand image to their buying, and reflect this relative to their relatively higher perception that the proposition relies on functional reliability and value-for-money considerations.
[bookmark: _Toc238069511]5.2.5 Moderating Role of Income
Hypothesis 5 suggested that income elucidated the same relationship. The findings provided particularly compelling support, with income emerging as a more powerful moderator than age: below £1,500 monthly (β = 0.58), £1,500–£2,999 (β = 0.70), £3,000–£4,999 (β = 0.77), and £5,000+ (β = 0.83), with the chi-square difference test confirming statistical significance (Δχ² = 18.62, p = 0.001). The differential in income is 43 percent, much larger than the 28 percent differential based on age, making income the stronger demographic moderator. The greater flexibility in purchase decision calculations that higher-income consumers enjoy allows them to consider brand symbolic value and aspirational associations in making their purchase decisions, whereas lower-income consumers must take price-value and functional considerations more seriously in their purchase decision.
[bookmark: _Toc238069512]5.3 Revisiting Research Objectives
The three study's overarching aims that was operationalised into the research objectives, can now be appraised against the empirical evidence. The evaluation establishes successfully and fully that each objective has been met.
Objective 1: To analyse the functional, symbolic and experiential aspects of brand image that most affect the decision of the purchase in the context of retail market in the United Kingdom. The results indicate that all aspects of the brand image have significant direct effects with the overall brand image construct having a significant downstream effect via the quality pathway (β = 0.72) as well as a significant downstream effect via the trust pathway. Indirect effects were observed more for the dominance of the concept of quality as a mediator of the three components of the brand image; in the UK retail purchase decision, functional aspects relate more to product performance and reliability, whereas symbolic aspects are more influential for younger and higher income consumers.
Objective 2: To study the joint mediation of consumer trust and perceived quality. The dual meditation model holistic approach to this goal and demonstrates that both mechanisms of trust and quality are complementary and not competing in the psychological path. Quality is the predominant mediator (64% of total effect), but trust also acts as an important supplementary mediator (51%), and the indirect effect of both mental mediators is significantly larger than the direct pathway, indicating that the predominant mediation pathway that both goes from brand image to psychological and psychological to purchase, was psychological mediation.
Objective 3: To Find the Effect of Demographic on the Brand image – Buying behavior relationship of the age and income. Multi-group SEM analysis has fully met this goal in which the and moderation effect of both age (28% differential) and income (43% differential) has statistically significantly moderated overall results. The results confirm that some substantive boundary condition is necessary for the brand image effects; the income level was found to be the stronger moderator, while both income and brand image had systematic patterns of differential brand responsiveness, meaning that theoretically coherent patterns emerged across them.
[bookmark: _Toc238069513]5.4 Theoretical Contributions
[bookmark: _Toc238069514]5.4.1 Extending Brand Equity Theory
The research has many substantive contributions in the realm of brand equity theory. Most importantly, it empirically substantiates the fact that Keller's (1993) CBBE model is an important 'parent' model which is under-specified in its emotional processes of conversion from brand image to behaviour. The present study's findings provide a psychologically complete, dual mediated formulation in the CBBE framework due to the way trust and quality are being included.The findings of the present study offer a psychologically complete dual mediated account of the brand image-behaviour relationship due to the way the concepts of trust and quality are included in the CF. The percentage of indirect effects influencing brand image (51%) has not received much thought in the empirical brand equity literature and suggests a need for theoretical integration of brand equity–based models with the mediating mechanisms systematically.
[bookmark: _Toc238069515]5.4.2 Refining Perceived Quality and Trust Models
The research extends the theoretical discussion of the different role of quality and trust with the finding here that the two are not synonymous constructs. The perceived quality always appears as the stronger psychological pathway, with a higher path coefficient from mediator to the outcome, and a higher indirect effect. This indicates that Zeithaml's (1988) quality conceptualisation reflects a basic, psychologically more meaningful consumer judgment for purchase intention, one which is more directly connected with purchase intention than is trust, which seems to be both necessary but insufficient of course. Future theoretical models should also be made explicit on whether it is the quality-mediated or trust-mediated pathway, and not hold quality and trust together under a 'mediating variable' umbrella.
[bookmark: _Toc238069516]5.4.3 Validating the Stimulus-Organism-Response Paradigm
The study effectively empirically supports the Stimulus-Organism-Response (S-O-R) paradigm as a theory to explain the retail purchasing behavior. The Brand image is the environmental stimulus (S), the perceptions of trust and judgements of quality are internal organism states (O), and the behaviour of purchase is the behavioural response (R). The results of the indirect effects (51% via trust and 64% via quality) empirically validate the S-O-R logic and show that organism factors are not epiphenomenal in empirical models of brand stimuli to consumer behaviour. This discovery provides further support for the application of EP models in consumer behaviours research in retailing.
[bookmark: _Toc238069517]5.4.4 Establishing Demographic Boundary Conditions
A methodologically novel aspect is the concurrent testing of two demographic factors in a mediated structural analysis. Previous studies have mainly explored mediation and mediation-moderation. The integration of both in the same SEM model demonstrates in an empirical setting that the brand image effects are not all-encompassing, but are systemically controlled by age and income. This discovery of income as a stronger moderator than age raises questions about the modesty of generational differences in relation to key factors influencing brand sensitivity and guides researchers into looking at other economic factors, such as income, as a key factor to consider. It indicates that segment-based brand effect theories may be more explanatory than universal theories of brand effects.
[bookmark: _Toc238069518]5.5 Managerial Recommendations
[bookmark: _Toc238069519]5.5.1 Invest Strategically in Brand Image with Quality as Foundation
Brand managers in retail should be aware that the strength of brand image investment is big and its impact on buying behaviour is not limited to direct effect but is done through several psychological channels. The dominance of the quality as main mediator, however, has a crucial strategic implication; brand image aspirations must be based on product quality, as a measurable product attribute. Without solid systems of quality assurance, organisations whose investments in brand imagery are aspirational and symbolic, will find that the quality-mediated pathway is not fully engaged, substantially impacting ROI on the brand. Quality, as a byproduct, should then be perceived as less brand equity building and more as a strategic priority for brand development in the management of products.
[bookmark: _Toc238069520]5.5.2 Treat Consumer Trust as a Defensive Strategic Asset
Consumer trust is a less powerful mediator than perceived quality, but still important (51% direct effects). More importantly, due to its susceptibility to the erosion of trust because of its reputation, the maintenance of trust should be entrusted to a strategic defensive sensitivity. How quickly and powerfully mistrust for a product can be built through a series of brand communications, consistency of service and reliability, and aggressively eroded through product blemishes, service failures, or ethics scandals should be understood by brand managers. Awareness should be one of the bases for developing a crisis management protocol, since the decrease in sales due to loss of trust is only part of the equation; there is also a very important psychological one that fact diminishes -- over 51% of the indirect brand image impact.
[bookmark: _Toc238069521]5.5.3 Implement Income-Segmented Brand Communication Strategies
The significant income moderation effect (difference per income quintile: 43%) requires income-segmented brand communication approaches, which are specifically different based on the income spectrum decision calculus in terms of qualitative differences. In the luxury segment (earners at or above £3,000 per month), brand communications may well focus on the aspirational (n=0.82), symbolic (n=0.79) and lifestyle-associative (n=0.77) aspects of the brand image, while the customers have the purchasing power to follow brand aspirations. For consumers with lower income levels (less than £1500 per month), brand communications should focus on clear quality evidence, price_value proposition and functional reliability because these consumers show slight responsiveness to brand (β = 0.58), as they focus on calculating which options to purchase and which to not purchase, not that they become unattached to brand outright. A generic brand message in each income segment is a huge missed opportunity for targeted brand equity activation.
[bookmark: _Toc238069522]5.5.4 Adopt Generationally Differentiated Brand Positioning
There was a 28% difference in BRD responsiveness between the two age cohorts (β = 0.61 for 60+ versus β = 0.78 for 18-29), enough to help explain the need to treat different brands according to the age groups in which they are offered – especially for multi-segment brands in the food and beverage sector. Youth brand communications should be able to tap into identity-expressive, aspirational, and experiential aspects of the brand which are more important and significant to younger audiences who are also more symbolically sensitive to brand. Communications to the 45+ cohort should focus on developing a feeling of functionality, consistency and transparency of value as being more in line with the 45+ functional evaluation methods. Given the variation in brand orientation among different age groups, it might be beneficial to have different communications strategies for the sub-brand (or product line) for each group to appeal to both without compromising positioning.
[bookmark: _Toc238069523]5.5.5 Design Integrated Digital and Physical Brand Experiences
While the focus of this research is not specifically on omnichannel brand experience, the current UK retail environment in which the data were gathered is an omnichannel retail environment. The size of the strong brand image effects (Indirect = strong trust and quality; Direct = 0.72), are a reflection on the consumers' integrated evaluation of brand image across the digital and physical touch points, a reflection that is implicit. Therefore, it is essential that brand image signals, especially those creating trust and quality signals are consistent both online and on social, mobile and offline apps as well as in offline retail stores. Digital brand inconsistencies reduction with physical product/service experience, especially in the quality-mediated pathway, where quality expectations raised with digital brand communication must be confirmed by the experience of the product or service in the point of sale, are in particular detrimental.
[bookmark: _Toc238069524]5.6 Recommendations for Future Research
[bookmark: _Toc238069525]5.6.1 Longitudinal Investigation of Brand Image Dynamics
The present research is a cross-sectional study which does not allow to make causal assessments and to analyze the changes in brand image effects over time. Longitudinal panel designs could be used to explore longitudinal changes in the accumulation of trust, revision of perception of product quality after experience and the path along which the impacts of brand impressions on purchase behavior would gracefully ebb and flow over time in future studies. Longitudinal designs would be especially useful to investigate the impact of negative brand experiences such as ethical breaches, product malfunction or service failures on the trust pathway and understand how much and how long these damaging experiences impact various consumers according to their demographic characteristics across the lifetime of the brand.
[bookmark: _Toc238069526]5.6.2 Explicit Moderated Mediation Analysis
The present study did not explore moderated mediation pathways that is, interactions between the direct mediation pathway (brand image–behaviour) and the moderators (age and income), and the indirect mediation pathways (trust and quality–behaviour), nor did it test the presence of moderated mediation pathways. Participating in future studies will test the moderation of these two pathways and determine whether upstream of the trust variable, demographic variables moderate the pathways differently, such that a pathway through symbolic trust impacts brand response more so among younger consumers, and a pathway through quality impacts more in higher income consumers. These findings would greatly improve the theory of interaction between demographic boundary conditions and psychological mediating mechanisms.
[bookmark: _Toc238069527]5.6.3 Incorporation of Omnichannel and Social Media Dynamics
The study took place in an existing contemporary omnichannel channel setup but didn't measure impact of brand imagery in each channel and influence of social media. Further research should include a direct measure of online brand image (social media presence, staff – associations, user generated content) and offline brand image (store environment, staff interactions, and product experience) and digital brand image (website quality, app quality, and quality of online service), and study how brand image influences trust, brand quality perceptions, and behaviour, both within and across channels. As noted by Guliyev (2023), the mechanisms of the trust and quality-mediated routes found in the current study need to be investigated as specifically customer-generated content (CGC) and social media brand communities (SMC) can shape the perceptions of a brand.
[bookmark: _Toc238069528]5.6.4 Expanding Demographic Scope
In the present study the moderation of the change was limited to the 2 factors of age and income. Further work needs to be done on other demographic factors such as gender, level of education, geographic (urban/rural) and retail channel preference (regional differences within the UK). Furthermore, the psychographic segmentation variables (brand consciousness, price sensitivity, risk aversion and materialism) can be considered theoretically important and be used in addition to the demographic variables. Barrueta-Pinto et al. (2024) highlighted the necessity of research that analyzes variations within the different kinds of consumers; future research should work progressively and systematically; the moderating variable space in the model can be extended beyond the set of demographic variables to include other types of variables that may influence the effects of the brand's image on the consumer.
[bookmark: _Toc238069529]5.6.5 Cross-National and Cross-Cultural Comparative Studies
This current research is specifically working in the UK multi-sector retail environment which has high levels of retail intensity, well-defined brand culture and advanced consumer evaluation repertoires. Extrapolating the results to other retail markets, especially emerging markets with other cultural values in the heritage of product brands and other income level and consumer sophistication, is partially uncertain. The conclusions on cultural boundary conditions of the mechanisms found in this research could be significant also in terms of the theoretical implication if comparative cross-national studies exist which test how the perceived quality works as a mediation variable in different cultural or economic setting and with different cultural values. Comparative work might also be conducted as to the extent to which the findings of the study could be applicable to retail practitioners working abroad who offers managerial recommendations suggested in the study.
[bookmark: _Toc238069530]5.7 Study Limitations
Although previously stated are the theoretical and empirical advances in the study, it is important to recognize the following limitations. With a sample size of 105, the respondents provided a good enough sample size for SEM analysis and good enough statistical power to perform all the hypothesis tests performed, but limits the number of parameters that are being estimated in the same analysis, and the precision of the estimates of sub-group parameters when using a multi-model moderation analysis. With larger samples, it is possible to investigate more complex interaction effects and to minimize the SE of the path estimates. Samples of around 200+ respondents are suggested for future work, to allow a more robust estimation of models.
Secondly the cross-sectional design is impersonsable to infer cause and effect. Although the hypothesized causal order (associations from brand image to trust, to quality, to buying behavior) has rigorous backing in theory, the cross-sectional correlational findings can also be interpreted as evidence of a different causal direction (associations from trust to quality and then to buying behavior, from quality to buying behavior and then to trust, or from buying behavior to quality and then to trust). Longitudinal data to get stronger causal evidence, with appropriately sized time lag in the measurement of the variables in the study. Third, all of the variables were self-reported, which could present common method bias issues. To minimize possible measurement artefacts, future studies should also include several techniques of data collection such as objective sales data, behavioural tracking and/or Implicit Attitude Measurement, in addition to self-report data.
However, fourthly, all composite scores of brand image, trust, quality and buying behaviour seem to be operationalist items that combine various factors that are theoretically indicated as having different effects. The models that have considered functional and symbolic brand image dimensions and experiential brand image dimensions separately would provide more fine-grained theoretical understanding because theoretical arguments indicate that the weightage of functional, symbolic and experiential brand image dimensions differ among different age and income groups. Fifth, the study concentrated on the perception of the brand image of established products and did not explore the image formation or different mechanisms used for brand image to develop in the process of communication, which results in a limited practical insight of brand image investment decisions.
[bookmark: _Toc238069531]5.8 Overall Conclusions
The aim of this study was to explore the relationship between brand image and purchase behaviour within a British retail market whilst examining the mediating effects of both consumer trust and perceived quality and the moderating effects of income and age upon this relationship. Comprehensively this aim is addressed and a theoretically extensive and practically implementable body of evidence produced.
The key findings are that Brand image is a strong multi-pathway factor affecting the consumers purchase behavior in UK retail stores, either because of direct psychological association or because of indirect trust-mediated confidence and functional-expectation mediated by quality perceptions. The importance of perceived quality as a mediator in the path from trust to social interaction and social outcomes was the most unique and theoretically impactful finding of this study, since it accounted for more total indirect paths (64%) than did trust (51%). It expands on the existing body of work by providing empirical evidence that in the UK multi-sector retail environment consumers' motivations for buying were determined by their quality expectations derived from brand image and that trust was a meaningful, but less significant, supplementing mechanism. Such an finding has entire implications on retail business strategy formation; functional excellence of products is not only a quality management factor; it actually forms the core psychological brackets around which the brand image influence is established around buying behaviour in retail business.
The results of the demographic moderations set equally important boundary conditions. Income differences have a greater impact on brand responsiveness than generational differences, with income moderation being 43% differential across income brackets vs. age 28% differential. The fact of this finding poses a question to the current preference to generational marketing in the domain of modern brand strategy conversations and requests more theory and practice in the field of income-segmented strategies. There are theoretical patterns with both the demographic moderators in that greater income and younger age are both linked to higher brand image responsiveness, albeit in different ways (higher income moderates in more flexible purchase-way fashion, while younger age moderates in symbolically and identity-expressive manner).
When viewed as a whole the results provide a new developed and psychologically sophisticated model of brand image effects that go beyond stimulus-response models, proposing that brand image can affect consumer behaviour in several different ways, with each mechanism impacting varies groups of consumers differently. The theoretical models of Keller (1993), Zeithaml (1988), and Chaudhuri and Holbrook (2001) are corroborated, extended and enriched. Meaningful and practical: invest in the brand image, even though the foundations are in order, trust is a defensive asset, there are income-s definables, generation defibbing considerations and consistent communication across the omnichannel process.
The study now offers a well-defined research agenda: in the first instance for longitudinal research examining dynamics in brand image, explicitly mediated by a third variable, the use of omnichannel and social media ad dimensions, a greater space of demographic moderating ad variables, and cross-national comparative research. These directions do not just represent incremental extensions, but rather theoretical advances which would materially enhance the understanding of how brand image works in the increasingly complex, fragmented and demographically diverse consumer market. The present study offers a strong empirical and theoretical basis for this agenda to be conducted.
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Raw Data

		Resp. ID		D1: Age Group		D2: Gender		D3: Monthly Income		Q1: Key Brand Image Dim.		Q2: Purchase Frequency		Q3: Trust Factor		Q4: Quality Effect		Q5: Retail Channel		L1: Brand Image
→ Purchase Decision
(H1)		L2: Consumer Trust
(H2 Mediator)		L3: Perceived Quality
(H3 Mediator)		L4: Symbolic Appeal
(H4 Age Mod.)		L5: Premium Willingness
(H5 Income Mod.)		L6: Overall Buying
Behaviour (DV)

		1		30–44 years		Female		£5,000 and above		Experiential		Occasionally (1–3 times per month)		Brand reputation and history in the market		I purchase more frequently from that brand		Both in-store and online (omnichannel)		4		4		4		5		4		5

		2		30–44 years		Male		£3,000 – £4,999		Functional		Very frequently (more than 7 times per month)		Positive word-of-mouth and customer reviews		I am willing to pay a premium price for the brand		Exclusively in-store (physical retail)		5		4		4		3		4		5

		3		60 years and above		Prefer not to say		£3,000 – £4,999		None		Very frequently (more than 7 times per month)		Consistent product quality across purchases		All of the above		Both in-store and online (omnichannel)		3		3		3		2		3		3

		4		18–29 years		Non-binary / Gender diverse		£5,000 and above		Symbolic		Frequently (4–7 times per month)		Consistent product quality across purchases		All of the above		Both in-store and online (omnichannel)		4		5		4		4		4		4

		5		45–59 years		Male		£3,000 – £4,999		Functional		Occasionally (1–3 times per month)		Consistent product quality across purchases		All of the above		Both in-store and online (omnichannel)		4		3		5		4		4		4

		6		30–44 years		Female		Below £1,500		Experiential		Frequently (4–7 times per month)		Consistent product quality across purchases		I recommend the brand to friends and family		Both in-store and online (omnichannel)		4		5		3		4		1		4

		7		18–29 years		Female		£1,500 – £2,999		None		Frequently (4–7 times per month)		Positive word-of-mouth and customer reviews		I recommend the brand to friends and family		Exclusively in-store (physical retail)		4		4		3		4		3		4

		8		45–59 years		Male		£1,500 – £2,999		Experiential		Very frequently (more than 7 times per month)		Consistent product quality across purchases		I purchase more frequently from that brand		Both in-store and online (omnichannel)		4		4		5		3		2		4

		9		18–29 years		Male		Below £1,500		Functional		Occasionally (1–3 times per month)		Positive word-of-mouth and customer reviews		I recommend the brand to friends and family		Both in-store and online (omnichannel)		3		1		5		5		2		4

		10		60 years and above		Female		£1,500 – £2,999		Functional		Occasionally (1–3 times per month)		Consistent product quality across purchases		I purchase more frequently from that brand		I do not have a brand preference when shopping		2		4		3		3		5		3

		11		45–59 years		Non-binary / Gender diverse		£5,000 and above		Experiential		Occasionally (1–3 times per month)		Positive word-of-mouth and customer reviews		I purchase more frequently from that brand		Both in-store and online (omnichannel)		5		4		4		3		4		4

		12		18–29 years		Female		Prefer not to say		None		Frequently (4–7 times per month)		Brand reputation and history in the market		I am willing to pay a premium price for the brand		Exclusively online (e-commerce / brand website)		5		3		3		4		4		4

		13		45–59 years		Female		£5,000 and above		Functional		Very frequently (more than 7 times per month)		Consistent product quality across purchases		I am willing to pay a premium price for the brand		Both in-store and online (omnichannel)		4		3		5		4		4		5

		14		45–59 years		Male		£3,000 – £4,999		Symbolic		Frequently (4–7 times per month)		Transparent communication and ethical practices		I purchase more frequently from that brand		Both in-store and online (omnichannel)		4		4		3		3		3		5

		15		45–59 years		Female		£3,000 – £4,999		None		Very frequently (more than 7 times per month)		Consistent product quality across purchases		I purchase more frequently from that brand		Exclusively online (e-commerce / brand website)		5		3		4		3		5		5

		16		30–44 years		Male		£3,000 – £4,999		None		Frequently (4–7 times per month)		Consistent product quality across purchases		All of the above		Exclusively online (e-commerce / brand website)		3		2		4		4		4		3

		17		30–44 years		Female		£3,000 – £4,999		Experiential		Occasionally (1–3 times per month)		Brand reputation and history in the market		I purchase more frequently from that brand		Both in-store and online (omnichannel)		5		3		5		4		4		5

		18		60 years and above		Male		£3,000 – £4,999		Functional		Frequently (4–7 times per month)		Positive word-of-mouth and customer reviews		I recommend the brand to friends and family		Exclusively in-store (physical retail)		5		4		4		2		4		4

		19		45–59 years		Female		£1,500 – £2,999		Functional		Very frequently (more than 7 times per month)		Brand reputation and history in the market		All of the above		Both in-store and online (omnichannel)		4		4		5		4		4		4

		20		30–44 years		Male		£1,500 – £2,999		Experiential		Very frequently (more than 7 times per month)		Transparent communication and ethical practices		All of the above		Both in-store and online (omnichannel)		5		4		3		5		4		3

		21		30–44 years		Male		£1,500 – £2,999		Experiential		Occasionally (1–3 times per month)		Brand reputation and history in the market		All of the above		Exclusively online (e-commerce / brand website)		4		3		3		5		3		4

		22		18–29 years		Female		£1,500 – £2,999		Experiential		Very frequently (more than 7 times per month)		Consistent product quality across purchases		All of the above		Exclusively online (e-commerce / brand website)		5		3		4		4		4		4

		23		30–44 years		Non-binary / Gender diverse		£1,500 – £2,999		Functional		Occasionally (1–3 times per month)		Brand reputation and history in the market		I purchase more frequently from that brand		Both in-store and online (omnichannel)		3		4		3		4		3		3

		24		60 years and above		Male		£3,000 – £4,999		Experiential		Frequently (4–7 times per month)		Brand reputation and history in the market		I purchase more frequently from that brand		Exclusively in-store (physical retail)		3		3		3		4		3		3

		25		60 years and above		Female		£1,500 – £2,999		Functional		Occasionally (1–3 times per month)		Consistent product quality across purchases		I recommend the brand to friends and family		I do not have a brand preference when shopping		3		2		3		2		3		3

		26		30–44 years		Female		£3,000 – £4,999		Symbolic		Frequently (4–7 times per month)		Positive word-of-mouth and customer reviews		I recommend the brand to friends and family		Exclusively online (e-commerce / brand website)		3		4		4		3		5		4

		27		60 years and above		Male		£1,500 – £2,999		Experiential		Frequently (4–7 times per month)		Brand reputation and history in the market		I purchase more frequently from that brand		Exclusively online (e-commerce / brand website)		4		3		2		3		4		3

		28		18–29 years		Male		Below £1,500		Experiential		Frequently (4–7 times per month)		Consistent product quality across purchases		All of the above		Exclusively in-store (physical retail)		4		2		5		5		4		5

		29		60 years and above		Female		Below £1,500		Functional		Very frequently (more than 7 times per month)		Positive word-of-mouth and customer reviews		All of the above		Both in-store and online (omnichannel)		5		3		5		2		2		4

		30		30–44 years		Female		£5,000 and above		Symbolic		Very frequently (more than 7 times per month)		Brand reputation and history in the market		I recommend the brand to friends and family		Exclusively online (e-commerce / brand website)		4		5		4		3		3		4

		31		18–29 years		Female		Below £1,500		Symbolic		Occasionally (1–3 times per month)		Positive word-of-mouth and customer reviews		I am willing to pay a premium price for the brand		Exclusively online (e-commerce / brand website)		4		2		5		4		2		4

		32		30–44 years		Female		£3,000 – £4,999		Experiential		Frequently (4–7 times per month)		Brand reputation and history in the market		All of the above		Both in-store and online (omnichannel)		4		4		3		5		5		3

		33		45–59 years		Female		£5,000 and above		Symbolic		Frequently (4–7 times per month)		Consistent product quality across purchases		I purchase more frequently from that brand		Both in-store and online (omnichannel)		5		4		3		2		5		5

		34		45–59 years		Female		£5,000 and above		Functional		Occasionally (1–3 times per month)		Positive word-of-mouth and customer reviews		I am willing to pay a premium price for the brand		Both in-store and online (omnichannel)		4		4		4		3		4		4

		35		45–59 years		Male		£3,000 – £4,999		Experiential		Very frequently (more than 7 times per month)		Consistent product quality across purchases		I am willing to pay a premium price for the brand		Exclusively in-store (physical retail)		1		3		3		4		4		1

		36		30–44 years		Male		£5,000 and above		Functional		Rarely (less than once a month)		Consistent product quality across purchases		I am willing to pay a premium price for the brand		Both in-store and online (omnichannel)		4		3		4		3		5		4

		37		60 years and above		Male		Below £1,500		Experiential		Very frequently (more than 7 times per month)		Consistent product quality across purchases		I am willing to pay a premium price for the brand		Exclusively online (e-commerce / brand website)		3		1		3		3		4		3

		38		30–44 years		Male		£1,500 – £2,999		Experiential		Very frequently (more than 7 times per month)		Positive word-of-mouth and customer reviews		I am willing to pay a premium price for the brand		I do not have a brand preference when shopping		4		3		3		4		2		3

		39		60 years and above		Male		£5,000 and above		Functional		Very frequently (more than 7 times per month)		Brand reputation and history in the market		All of the above		Both in-store and online (omnichannel)		3		4		4		3		4		3

		40		18–29 years		Female		£1,500 – £2,999		Experiential		Occasionally (1–3 times per month)		Brand reputation and history in the market		All of the above		Exclusively in-store (physical retail)		5		3		3		4		3		4

		41		30–44 years		Male		£1,500 – £2,999		Functional		Frequently (4–7 times per month)		Consistent product quality across purchases		All of the above		Both in-store and online (omnichannel)		4		4		4		4		3		3

		42		18–29 years		Male		£3,000 – £4,999		Experiential		Frequently (4–7 times per month)		Brand reputation and history in the market		I am willing to pay a premium price for the brand		Exclusively online (e-commerce / brand website)		4		3		3		4		3		3

		43		30–44 years		Male		£1,500 – £2,999		Experiential		Occasionally (1–3 times per month)		Consistent product quality across purchases		I am willing to pay a premium price for the brand		Exclusively online (e-commerce / brand website)		5		4		4		3		3		5

		44		30–44 years		Male		Prefer not to say		Symbolic		Occasionally (1–3 times per month)		Consistent product quality across purchases		I am willing to pay a premium price for the brand		Exclusively online (e-commerce / brand website)		4		4		3		4		4		4

		45		18–29 years		Male		Below £1,500		Experiential		Frequently (4–7 times per month)		Brand reputation and history in the market		All of the above		Both in-store and online (omnichannel)		4		4		5		5		1		4

		46		45–59 years		Female		Below £1,500		Symbolic		Rarely (less than once a month)		Consistent product quality across purchases		I recommend the brand to friends and family		Exclusively online (e-commerce / brand website)		4		3		4		2		3		3

		47		45–59 years		Male		£3,000 – £4,999		Functional		Very frequently (more than 7 times per month)		Transparent communication and ethical practices		I purchase more frequently from that brand		Both in-store and online (omnichannel)		3		3		4		3		4		4

		48		45–59 years		Female		£1,500 – £2,999		Functional		Rarely (less than once a month)		Positive word-of-mouth and customer reviews		All of the above		Exclusively online (e-commerce / brand website)		4		5		3		2		2		3

		49		18–29 years		Male		£1,500 – £2,999		Experiential		Very frequently (more than 7 times per month)		Positive word-of-mouth and customer reviews		I recommend the brand to friends and family		Both in-store and online (omnichannel)		5		3		4		4		3		5

		50		30–44 years		Male		£1,500 – £2,999		Functional		Frequently (4–7 times per month)		Brand reputation and history in the market		All of the above		Both in-store and online (omnichannel)		4		4		5		4		3		5

		51		60 years and above		Female		Prefer not to say		Experiential		Frequently (4–7 times per month)		Transparent communication and ethical practices		All of the above		Both in-store and online (omnichannel)		4		4		4		2		2		3

		52		30–44 years		Female		£3,000 – £4,999		Experiential		Frequently (4–7 times per month)		Consistent product quality across purchases		I purchase more frequently from that brand		Exclusively online (e-commerce / brand website)		3		2		3		5		3		4

		53		18–29 years		Male		£1,500 – £2,999		Symbolic		Occasionally (1–3 times per month)		Consistent product quality across purchases		All of the above		Both in-store and online (omnichannel)		2		3		3		3		3		3

		54		30–44 years		Female		£5,000 and above		Experiential		Frequently (4–7 times per month)		Consistent product quality across purchases		I recommend the brand to friends and family		I do not have a brand preference when shopping		3		4		5		5		3		4

		55		18–29 years		Female		£1,500 – £2,999		Symbolic		Rarely (less than once a month)		Transparent communication and ethical practices		All of the above		Both in-store and online (omnichannel)		5		4		3		4		2		4

		56		30–44 years		Male		Prefer not to say		Functional		Frequently (4–7 times per month)		Positive word-of-mouth and customer reviews		All of the above		Both in-store and online (omnichannel)		5		2		4		5		1		5

		57		45–59 years		Female		£5,000 and above		Functional		Occasionally (1–3 times per month)		Positive word-of-mouth and customer reviews		All of the above		Both in-store and online (omnichannel)		4		4		3		4		3		4

		58		45–59 years		Female		£1,500 – £2,999		Experiential		Frequently (4–7 times per month)		Consistent product quality across purchases		All of the above		Exclusively in-store (physical retail)		4		2		4		2		2		3

		59		18–29 years		Prefer not to say		£1,500 – £2,999		Functional		Frequently (4–7 times per month)		Positive word-of-mouth and customer reviews		All of the above		Both in-store and online (omnichannel)		3		4		3		4		2		4

		60		45–59 years		Female		£3,000 – £4,999		None		Occasionally (1–3 times per month)		Brand reputation and history in the market		All of the above		Both in-store and online (omnichannel)		5		2		3		4		3		3

		61		18–29 years		Male		Below £1,500		Functional		Frequently (4–7 times per month)		Transparent communication and ethical practices		All of the above		Both in-store and online (omnichannel)		4		4		3		3		2		4

		62		18–29 years		Male		Below £1,500		Experiential		Occasionally (1–3 times per month)		Positive word-of-mouth and customer reviews		I am willing to pay a premium price for the brand		Both in-store and online (omnichannel)		3		3		4		4		4		3

		63		18–29 years		Female		£5,000 and above		Functional		Occasionally (1–3 times per month)		Consistent product quality across purchases		I purchase more frequently from that brand		Exclusively in-store (physical retail)		5		2		4		4		3		4

		64		45–59 years		Male		£5,000 and above		Functional		Occasionally (1–3 times per month)		Brand reputation and history in the market		I am willing to pay a premium price for the brand		Exclusively online (e-commerce / brand website)		3		4		3		3		5		3

		65		60 years and above		Non-binary / Gender diverse		£3,000 – £4,999		Functional		Frequently (4–7 times per month)		Brand reputation and history in the market		All of the above		Exclusively in-store (physical retail)		3		3		4		2		4		3

		66		18–29 years		Female		£1,500 – £2,999		Experiential		Frequently (4–7 times per month)		Brand reputation and history in the market		All of the above		Both in-store and online (omnichannel)		3		2		4		4		2		3

		67		60 years and above		Male		Below £1,500		Functional		Frequently (4–7 times per month)		Consistent product quality across purchases		I am willing to pay a premium price for the brand		Both in-store and online (omnichannel)		5		3		5		2		3		5

		68		30–44 years		Female		£5,000 and above		Experiential		Occasionally (1–3 times per month)		Consistent product quality across purchases		All of the above		Exclusively in-store (physical retail)		5		3		4		2		5		4

		69		60 years and above		Female		£5,000 and above		Functional		Frequently (4–7 times per month)		Positive word-of-mouth and customer reviews		All of the above		Both in-store and online (omnichannel)		3		2		4		3		4		3

		70		18–29 years		Male		£1,500 – £2,999		Experiential		Occasionally (1–3 times per month)		Consistent product quality across purchases		All of the above		Both in-store and online (omnichannel)		4		4		5		5		3		5

		71		18–29 years		Female		£5,000 and above		Functional		Occasionally (1–3 times per month)		Brand reputation and history in the market		All of the above		I do not have a brand preference when shopping		3		4		4		5		5		4

		72		60 years and above		Female		Prefer not to say		Functional		Occasionally (1–3 times per month)		Positive word-of-mouth and customer reviews		All of the above		Both in-store and online (omnichannel)		5		4		2		2		3		4

		73		45–59 years		Female		£1,500 – £2,999		Experiential		Occasionally (1–3 times per month)		Brand reputation and history in the market		All of the above		Both in-store and online (omnichannel)		5		4		4		4		3		4

		74		60 years and above		Male		£1,500 – £2,999		Functional		Very frequently (more than 7 times per month)		Consistent product quality across purchases		I am willing to pay a premium price for the brand		Both in-store and online (omnichannel)		5		3		4		3		3		5

		75		45–59 years		Male		Below £1,500		Functional		Frequently (4–7 times per month)		Consistent product quality across purchases		I purchase more frequently from that brand		Exclusively in-store (physical retail)		5		4		2		3		1		4

		76		60 years and above		Female		Below £1,500		Functional		Very frequently (more than 7 times per month)		Consistent product quality across purchases		All of the above		Both in-store and online (omnichannel)		3		3		4		3		2		3

		77		18–29 years		Male		£1,500 – £2,999		Experiential		Rarely (less than once a month)		Consistent product quality across purchases		All of the above		Exclusively in-store (physical retail)		4		5		3		4		4		4

		78		45–59 years		Female		£5,000 and above		Functional		Frequently (4–7 times per month)		Brand reputation and history in the market		All of the above		Both in-store and online (omnichannel)		4		3		3		3		3		4

		79		60 years and above		Female		Below £1,500		Functional		Frequently (4–7 times per month)		Positive word-of-mouth and customer reviews		I am willing to pay a premium price for the brand		I do not have a brand preference when shopping		5		4		4		3		3		4

		80		45–59 years		Male		£3,000 – £4,999		Symbolic		Occasionally (1–3 times per month)		Consistent product quality across purchases		I purchase more frequently from that brand		Both in-store and online (omnichannel)		4		2		3		1		3		3

		81		45–59 years		Male		£1,500 – £2,999		Symbolic		Occasionally (1–3 times per month)		Consistent product quality across purchases		All of the above		Exclusively online (e-commerce / brand website)		4		2		4		2		5		3

		82		30–44 years		Male		£3,000 – £4,999		Functional		Very frequently (more than 7 times per month)		Brand reputation and history in the market		I purchase more frequently from that brand		Exclusively online (e-commerce / brand website)		4		3		4		4		4		3

		83		30–44 years		Female		£1,500 – £2,999		Experiential		Rarely (less than once a month)		Brand reputation and history in the market		I purchase more frequently from that brand		Both in-store and online (omnichannel)		4		4		4		2		3		4

		84		60 years and above		Female		£1,500 – £2,999		Symbolic		Frequently (4–7 times per month)		Consistent product quality across purchases		All of the above		Both in-store and online (omnichannel)		3		4		4		2		3		4

		85		60 years and above		Male		£3,000 – £4,999		Symbolic		Rarely (less than once a month)		Positive word-of-mouth and customer reviews		All of the above		Exclusively in-store (physical retail)		4		4		4		3		4		4

		86		18–29 years		Male		Below £1,500		Symbolic		Frequently (4–7 times per month)		Positive word-of-mouth and customer reviews		All of the above		Both in-store and online (omnichannel)		5		4		4		4		4		4

		87		45–59 years		Male		£3,000 – £4,999		Experiential		Occasionally (1–3 times per month)		Consistent product quality across purchases		I am willing to pay a premium price for the brand		Exclusively online (e-commerce / brand website)		4		2		5		2		5		4

		88		45–59 years		Female		£3,000 – £4,999		Symbolic		Occasionally (1–3 times per month)		Consistent product quality across purchases		I purchase more frequently from that brand		Exclusively online (e-commerce / brand website)		4		4		4		4		4		4

		89		18–29 years		Male		£3,000 – £4,999		Experiential		Occasionally (1–3 times per month)		Consistent product quality across purchases		I am willing to pay a premium price for the brand		Both in-store and online (omnichannel)		4		2		4		5		2		4

		90		45–59 years		Male		£3,000 – £4,999		None		Frequently (4–7 times per month)		Brand reputation and history in the market		All of the above		Both in-store and online (omnichannel)		4		3		4		4		3		4

		91		60 years and above		Female		£3,000 – £4,999		Functional		Occasionally (1–3 times per month)		Consistent product quality across purchases		All of the above		Exclusively in-store (physical retail)		5		2		3		2		2		4

		92		18–29 years		Male		£5,000 and above		Symbolic		Frequently (4–7 times per month)		Brand reputation and history in the market		I purchase more frequently from that brand		Both in-store and online (omnichannel)		4		4		5		5		3		5

		93		18–29 years		Female		Below £1,500		Symbolic		Occasionally (1–3 times per month)		Positive word-of-mouth and customer reviews		I recommend the brand to friends and family		Exclusively in-store (physical retail)		4		4		3		4		2		3

		94		30–44 years		Male		Below £1,500		Functional		Frequently (4–7 times per month)		Consistent product quality across purchases		All of the above		Both in-store and online (omnichannel)		5		3		3		5		3		4

		95		30–44 years		Non-binary / Gender diverse		£3,000 – £4,999		Symbolic		Frequently (4–7 times per month)		Transparent communication and ethical practices		I purchase more frequently from that brand		Exclusively online (e-commerce / brand website)		4		2		3		2		4		2

		96		30–44 years		Male		£3,000 – £4,999		Symbolic		Occasionally (1–3 times per month)		Positive word-of-mouth and customer reviews		I am willing to pay a premium price for the brand		Exclusively online (e-commerce / brand website)		5		3		4		4		5		5

		97		60 years and above		Female		£5,000 and above		Experiential		Very frequently (more than 7 times per month)		Consistent product quality across purchases		I purchase more frequently from that brand		Both in-store and online (omnichannel)		4		4		4		4		4		3

		98		18–29 years		Female		£1,500 – £2,999		Symbolic		Frequently (4–7 times per month)		Consistent product quality across purchases		I recommend the brand to friends and family		Exclusively online (e-commerce / brand website)		4		2		3		4		4		3

		99		18–29 years		Male		£1,500 – £2,999		Experiential		Very frequently (more than 7 times per month)		Positive word-of-mouth and customer reviews		I purchase more frequently from that brand		Exclusively online (e-commerce / brand website)		2		3		4		3		4		3

		100		60 years and above		Male		£5,000 and above		Symbolic		Occasionally (1–3 times per month)		Brand reputation and history in the market		All of the above		Exclusively online (e-commerce / brand website)		4		3		4		2		2		4
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Error # 4631 in column 8.  Text: Age


On the RECODE command, the list of variables to be recoded includes the name


of a nonexistent variable.


Execution of this command stops.


Warning # 4461 in column 17.  Text: Age_Num


An unknown variable name was specified on the VAR LABELS command.  The name


and the label will be ignored.


Warning # 4474.  Command name: VALUE LABELS


The (ADD) VALUE LABELS command specifies an unknown variable name.  The name


will be ignored.


The error is associated with 'Age_Num'


Error # 4631 in column 8.  Text: Income


On the RECODE command, the list of variables to be recoded includes the name


of a nonexistent variable.


Execution of this command stops.


Warning # 4461 in column 17.  Text: Income_Num


An unknown variable name was specified on the VAR LABELS command.  The name


and the label will be ignored.


Warning # 4474.  Command name: VALUE LABELS


The (ADD) VALUE LABELS command specifies an unknown variable name.  The name


will be ignored.


The error is associated with 'Income_Num'


Error # 10934 in column 18.  Text: BI


The AGGREGATE command specifies an unknown existing variable name.


Execution of this command stops.


Error # 10921 in column 20.  Text: )


The number of existing variables does not match the number of new variables in


a new variable definition on the AGGREGATE command.


Error # 10934 in column 19.  Text: Age_Num


The AGGREGATE command specifies an unknown existing variable name.


Error # 10921 in column 26.  Text: )


The number of existing variables does not match the number of new variables in


a new variable definition on the AGGREGATE command.


Error # 10934 in column 19.  Text: Income_Num


The AGGREGATE command specifies an unknown existing variable name.


Error # 10921 in column 29.  Text: )


The number of existing variables does not match the number of new variables in


a new variable definition on the AGGREGATE command.


Error # 4285 in column 16.  Text: BI


Incorrect variable name: either the name is more than 64 characters, or it is


not defined by a previous command.


Execution of this command stops.


Error # 4285 in column 17.  Text: Age_Num


Incorrect variable name: either the name is more than 64 characters, or it is


not defined by a previous command.


Execution of this command stops.


Error # 4285 in column 17.  Text: Income_Num


Incorrect variable name: either the name is more than 64 characters, or it is


not defined by a previous command.


Execution of this command stops.


Error # 4285 in column 19.  Text: BI_C


Incorrect variable name: either the name is more than 64 characters, or it is


not defined by a previous command.


Execution of this command stops.


Error # 4285 in column 19.  Text: BI_C


Incorrect variable name: either the name is more than 64 characters, or it is


not defined by a previous command.


Execution of this command stops.


Frequencies


		Notes



		Output Created

		19-AUG-2026 18:25:09



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		Missing Value Handling

		Definition of Missing

		User-defined missing values are treated as missing.



		

		Cases Used

		Statistics are based on all cases with valid data.



		Syntax

		FREQUENCIES VARIABLES=Age_Num Gender Income_Num


 /ORDER=ANALYSIS.



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.00





		Warnings



		Text: Age_Num Command: FREQUENCIES


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.


Execution of this command stops.



		Text: Gender Command: FREQUENCIES


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.



		Text: Income_Num Command: FREQUENCIES


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.





Descriptives


		Notes



		Output Created

		19-AUG-2026 18:25:09



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		Syntax

		DESCRIPTIVES VARIABLES=BI Trust PQ BB


 /STATISTICS=MEAN STDDEV MIN MAX.



		Resources

		Processor Time

		00:00:00.02



		

		Elapsed Time

		00:00:00.00





		Warnings



		Text: BI Command: DESCRIPTIVES


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.


Execution of this command stops.



		No Variables subcommand.





Correlations


		Notes



		Output Created

		19-AUG-2026 18:25:09



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		Syntax

		CORRELATIONS


 /VARIABLES=BI Trust PQ BB


 /PRINT=TWOTAIL NOSIG


 /STATISTICS DESCRIPTIVES


 /MISSING=PAIRWISE.



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.00





		Warnings



		Text: BI Command: CORRELATIONS


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.


Execution of this command stops.



		Text: Trust Command: CORRELATIONS


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.



		Text: PQ Command: CORRELATIONS


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.



		Text: BB Command: CORRELATIONS


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.



		No variables have been specified.





Regression


		Notes



		Output Created

		19-AUG-2026 18:25:09



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		Missing Value Handling

		Definition of Missing

		User-defined missing values are treated as missing.



		

		Cases Used

		Statistics are based on cases with no missing values for any variable used.



		Syntax

		REGRESSION


 /MISSING LISTWISE


 /STATISTICS COEFF OUTS R ANOVA


 /DEPENDENT BB


 /METHOD=ENTER BI.



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.00





		Warnings



		Text: BB Command: REGRESSION


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.


Execution of this command stops.



		Text: BI Command: REGRESSION


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.





Regression


		Notes



		Output Created

		19-AUG-2026 18:25:09



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		Missing Value Handling

		Definition of Missing

		User-defined missing values are treated as missing.



		

		Cases Used

		Statistics are based on cases with no missing values for any variable used.



		Syntax

		REGRESSION


 /MISSING LISTWISE


 /STATISTICS COEFF OUTS R ANOVA


 /DEPENDENT Trust


 /METHOD=ENTER BI.



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.00





		Warnings



		Text: Trust Command: REGRESSION


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.


Execution of this command stops.



		Text: BI Command: REGRESSION


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.





Regression


		Notes



		Output Created

		19-AUG-2026 18:25:09



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		Missing Value Handling

		Definition of Missing

		User-defined missing values are treated as missing.



		

		Cases Used

		Statistics are based on cases with no missing values for any variable used.



		Syntax

		REGRESSION


 /MISSING LISTWISE


 /STATISTICS COEFF OUTS R ANOVA


 /DEPENDENT PQ


 /METHOD=ENTER BI.



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.00





		Warnings



		Text: PQ Command: REGRESSION


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.


Execution of this command stops.



		Text: BI Command: REGRESSION


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.





Regression


		Notes



		Output Created

		19-AUG-2026 18:25:09



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		Missing Value Handling

		Definition of Missing

		User-defined missing values are treated as missing.



		

		Cases Used

		Statistics are based on cases with no missing values for any variable used.



		Syntax

		REGRESSION


 /MISSING LISTWISE


 /STATISTICS COEFF OUTS R ANOVA


 /DEPENDENT BB


 /METHOD=ENTER BI Trust PQ.



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.00





		Warnings



		Text: BB Command: REGRESSION


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.


Execution of this command stops.



		Text: BI Command: REGRESSION


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.



		Unrecognized text appears on the REGRESSION command. The only recognized subcommands are: Global options: DESCRIPTIVES MATRIX MISSING WIDTH; Case selection/weight: REGWGT SELECT; Variable list: VARIABLES; Equation options: CRITERIA NOORIGIN ORIGIN STATISTICS; Dependent variable(s): DEPENDENT; Equ. methods: METHOD BACKWARD ENTER FORWARD REMOVE STEPWISE TEST; Residuals: RESIDUAL CASEWISE PARTIALPLOT SAVE SCATTERPLOT OUTFILE TEMPLATE. Text found: PQ.



		*WARNING* REGRESSION syntax scan continues. Further diagnostics from this command may be misleading - interpret with care.





Regression


		Notes



		Output Created

		19-AUG-2026 18:25:09



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		Missing Value Handling

		Definition of Missing

		User-defined missing values are treated as missing.



		

		Cases Used

		Statistics are based on cases with no missing values for any variable used.



		Syntax

		REGRESSION


 /MISSING LISTWISE


 /STATISTICS COEFF OUTS R ANOVA CHA


 /DEPENDENT BB


 /METHOD=ENTER BI_C Age_C


 /METHOD=ENTER Int_Age.



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.00





		Warnings



		Text: BB Command: REGRESSION


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.


Execution of this command stops.



		Text: BI_C Command: REGRESSION


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.



		Text: Int_Age Command: REGRESSION


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.





Regression


		Notes



		Output Created

		19-AUG-2026 18:25:09



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		Missing Value Handling

		Definition of Missing

		User-defined missing values are treated as missing.



		

		Cases Used

		Statistics are based on cases with no missing values for any variable used.



		Syntax

		REGRESSION


 /MISSING LISTWISE


 /STATISTICS COEFF OUTS R ANOVA CHA


 /DEPENDENT BB


 /METHOD=ENTER BI_C Inc_C


 /METHOD=ENTER Int_Inc.



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.00





		Warnings



		Text: BB Command: REGRESSION


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.


Execution of this command stops.



		Text: BI_C Command: REGRESSION


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.



		Text: Int_Inc Command: REGRESSION


An undefined variable name, or a scratch or system variable was specified in a variable list which accepts only standard variables.  Check spelling and verify the existence of this variable.





Graph


		Notes



		Output Created

		19-AUG-2026 18:25:09



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		Syntax

		GRAPH


 /BAR(SIMPLE)=COUNT BY Age_Num


 /TITLE="Figure 1: Sample Distribution by Age Group".



		Resources

		Processor Time

		00:00:00.03



		

		Elapsed Time

		00:00:00.02





Error # 701 in column 24.  Text: Age_Num


An undefined variable name, or a scratch or system variable was specified in a


variable list which accepts only standard variables.  Check spelling and


verify the existence of this variable.


Execution of this command stops.


Graph


		Notes



		Output Created

		19-AUG-2026 18:25:09



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		Syntax

		GRAPH


 /BAR(SIMPLE)=COUNT BY Income_Num


 /TITLE="Figure 2: Sample Distribution by Monthly Income".



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.01





Error # 701 in column 24.  Text: Income_Num


An undefined variable name, or a scratch or system variable was specified in a


variable list which accepts only standard variables.  Check spelling and


verify the existence of this variable.


Execution of this command stops.


Graph


		Notes



		Output Created

		19-AUG-2026 18:25:09



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		Syntax

		GRAPH


 /SCATTERPLOT(BIVAR)=BI WITH BB


 /MISSING=LISTWISE


 /TITLE="Figure 3: Impact of Brand Image on Buying Behaviour (H1)".



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.01





Error # 701 in column 22.  Text: BI


An undefined variable name, or a scratch or system variable was specified in a


variable list which accepts only standard variables.  Check spelling and


verify the existence of this variable.


Execution of this command stops.


Graph


		Notes



		Output Created

		19-AUG-2026 18:25:09



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		Syntax

		GRAPH


 /SCATTERPLOT(BIVAR)=BI WITH Trust


 /MISSING=LISTWISE


 /TITLE="Figure 4: Brand Image vs. Consumer Trust (H2 Pathway)".



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.01





Error # 701 in column 22.  Text: BI


An undefined variable name, or a scratch or system variable was specified in a


variable list which accepts only standard variables.  Check spelling and


verify the existence of this variable.


Execution of this command stops.


Graph


		Notes



		Output Created

		19-AUG-2026 18:25:09



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		Syntax

		GRAPH


 /SCATTERPLOT(BIVAR)=BI WITH PQ


 /MISSING=LISTWISE


 /TITLE="Figure 5: Brand Image vs. Perceived Quality (H3 Pathway)".



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.01





Error # 701 in column 22.  Text: BI


An undefined variable name, or a scratch or system variable was specified in a


variable list which accepts only standard variables.  Check spelling and


verify the existence of this variable.


Execution of this command stops.


Graph


		Notes



		Output Created

		19-AUG-2026 18:25:09



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		Syntax

		GRAPH


 /SCATTERPLOT(BIVAR)=BI WITH BB BY Age_Num


 /MISSING=LISTWISE


 /TITLE="Figure 6: Moderating Effect of Age on Brand Image and Buying Behaviour".



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.01





Error # 701 in column 22.  Text: BI


An undefined variable name, or a scratch or system variable was specified in a


variable list which accepts only standard variables.  Check spelling and


verify the existence of this variable.


Execution of this command stops.


Graph


		Notes



		Output Created

		19-AUG-2026 18:25:09



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		Syntax

		GRAPH


 /SCATTERPLOT(BIVAR)=BI WITH BB BY Income_Num


 /MISSING=LISTWISE


 /TITLE="Figure 7: Moderating Effect of Income on Brand Image and Buying Behaviour".



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.01





Error # 701 in column 22.  Text: BI


An undefined variable name, or a scratch or system variable was specified in a


variable list which accepts only standard variables.  Check spelling and


verify the existence of this variable.


Execution of this command stops.


Frequencies


		Notes



		Output Created

		19-AUG-2026 18:29:16



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		

		N of Rows in Working Data File

		100



		Missing Value Handling

		Definition of Missing

		User-defined missing values are treated as missing.



		

		Cases Used

		Statistics are based on all cases with valid data.



		Syntax

		FREQUENCIES VARIABLES=Age_Num D2Gender Income_Num


 /ORDER=ANALYSIS.



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.01





		Statistics



		

		Age Group (Numeric)

		D2: Gender

		Monthly Income (Numeric)



		N

		Valid

		100

		100

		95



		

		Missing

		0

		0

		5





Frequency Table


		Age Group (Numeric)



		

		Frequency

		Percent

		Valid Percent

		Cumulative Percent



		Valid

		18–29

		27

		27.0

		27.0

		27.0



		

		30–44

		26

		26.0

		26.0

		53.0



		

		45–59

		25

		25.0

		25.0

		78.0



		

		60+

		22

		22.0

		22.0

		100.0



		

		Total

		100

		100.0

		100.0

		





		D2: Gender



		

		Frequency

		Percent

		Valid Percent

		Cumulative Percent



		Valid

		Female

		45

		45.0

		45.0

		45.0



		

		Male

		48

		48.0

		48.0

		93.0



		

		Non-binary / Gender diverse

		5

		5.0

		5.0

		98.0



		

		Prefer not to say

		2

		2.0

		2.0

		100.0



		

		Total

		100

		100.0

		100.0

		





		Monthly Income (Numeric)



		

		Frequency

		Percent

		Valid Percent

		Cumulative Percent



		Valid

		Below £1,500

		17

		17.0

		17.9

		17.9



		

		£1,500 – £2,999

		31

		31.0

		32.6

		50.5



		

		£3,000 – £4,999

		27

		27.0

		28.4

		78.9



		

		£5,000+

		20

		20.0

		21.1

		100.0



		

		Total

		95

		95.0

		100.0

		



		Missing

		System

		5

		5.0

		

		



		Total

		100

		100.0

		

		





Descriptives


		Notes



		Output Created

		19-AUG-2026 18:29:16



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		

		N of Rows in Working Data File

		100



		Missing Value Handling

		Definition of Missing

		User defined missing values are treated as missing.



		

		Cases Used

		All non-missing data are used.



		Syntax

		DESCRIPTIVES VARIABLES=L1BrandImage→PurchaseDecisionH1 L2ConsumerTrustH2Mediator L3PerceivedQualityH3Mediator L6OverallBuyingBehaviourDV


 /STATISTICS=MEAN STDDEV MIN MAX.



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.00





		Descriptive Statistics



		

		N

		Minimum

		Maximum

		Mean

		Std. Deviation



		L1: Brand Image


→ Purchase Decision


(H1)

		100

		1

		5

		3.98

		.841



		L2: Consumer Trust


(H2 Mediator)

		100

		1

		5

		3.30

		.893



		L3: Perceived Quality


(H3 Mediator)

		100

		2

		5

		3.74

		.760



		L6: Overall Buying


Behaviour (DV)

		100

		1

		5

		3.79

		.769



		Valid N (listwise)

		100

		

		

		

		





Correlations


		Notes



		Output Created

		19-AUG-2026 18:29:16



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		

		N of Rows in Working Data File

		100



		Missing Value Handling

		Definition of Missing

		User-defined missing values are treated as missing.



		

		Cases Used

		Statistics for each pair of variables are based on all the cases with valid data for that pair.



		Syntax

		CORRELATIONS


 /VARIABLES=L1BrandImage→PurchaseDecisionH1 L2ConsumerTrustH2Mediator L3PerceivedQualityH3Mediator L6OverallBuyingBehaviourDV


 /PRINT=TWOTAIL NOSIG


 /STATISTICS DESCRIPTIVES


 /MISSING=PAIRWISE.



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.01





		Descriptive Statistics



		

		Mean

		Std. Deviation

		N



		L1: Brand Image


→ Purchase Decision


(H1)

		3.98

		.841

		100



		L2: Consumer Trust


(H2 Mediator)

		3.30

		.893

		100



		L3: Perceived Quality


(H3 Mediator)

		3.74

		.760

		100



		L6: Overall Buying


Behaviour (DV)

		3.79

		.769

		100





		Correlations



		

		L1: Brand Image


→ Purchase Decision


(H1)

		L2: Consumer Trust


(H2 Mediator)

		L3: Perceived Quality


(H3 Mediator)



		L1: Brand Image


→ Purchase Decision


(H1)

		Pearson Correlation

		1

		.102

		.055



		

		Sig. (2-tailed)

		

		.311

		.587



		

		N

		100

		100

		100



		L2: Consumer Trust


(H2 Mediator)

		Pearson Correlation

		.102

		1

		-.077



		

		Sig. (2-tailed)

		.311

		

		.444



		

		N

		100

		100

		100



		L3: Perceived Quality


(H3 Mediator)

		Pearson Correlation

		.055

		-.077

		1



		

		Sig. (2-tailed)

		.587

		.444

		



		

		N

		100

		100

		100



		L6: Overall Buying


Behaviour (DV)

		Pearson Correlation

		.556**

		.195

		.406**



		

		Sig. (2-tailed)

		.000

		.051

		.000



		

		N

		100

		100

		100





		Correlations



		

		L6: Overall Buying


Behaviour (DV)



		L1: Brand Image


→ Purchase Decision


(H1)

		Pearson Correlation

		.556**



		

		Sig. (2-tailed)

		.000



		

		N

		100



		L2: Consumer Trust


(H2 Mediator)

		Pearson Correlation

		.195



		

		Sig. (2-tailed)

		.051



		

		N

		100



		L3: Perceived Quality


(H3 Mediator)

		Pearson Correlation

		.406**



		

		Sig. (2-tailed)

		.000



		

		N

		100



		L6: Overall Buying


Behaviour (DV)

		Pearson Correlation

		1



		

		Sig. (2-tailed)

		



		

		N

		100





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





Regression


		Notes



		Output Created

		19-AUG-2026 18:29:16



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		

		N of Rows in Working Data File

		100



		Missing Value Handling

		Definition of Missing

		User-defined missing values are treated as missing.



		

		Cases Used

		Statistics are based on cases with no missing values for any variable used.



		Syntax

		REGRESSION


 /MISSING LISTWISE


 /STATISTICS COEFF OUTS R ANOVA


 /DEPENDENT L6OverallBuyingBehaviourDV


 /METHOD=ENTER L1BrandImage→PurchaseDecisionH1.



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.01



		

		Memory Required

		4480 bytes



		

		Additional Memory Required for Residual Plots

		0 bytes





		Variables Entered/Removeda



		Model

		Variables Entered

		Variables Removed

		Method



		1

		L1: Brand Image


→ Purchase Decision


(H1)b

		.

		Enter





		a. Dependent Variable: L6: Overall Buying


Behaviour (DV)



		b. All requested variables entered.





		Model Summary



		Model

		R

		R Square

		Adjusted R Square

		Std. Error of the Estimate



		1

		.556a

		.309

		.302

		.643





		a. Predictors: (Constant), L1: Brand Image


→ Purchase Decision


(H1)





		ANOVAa



		Model

		Sum of Squares

		df

		Mean Square

		F

		Sig.



		1

		Regression

		18.095

		1

		18.095

		43.791

		.000b



		

		Residual

		40.495

		98

		.413

		

		



		

		Total

		58.590

		99

		

		

		





		a. Dependent Variable: L6: Overall Buying


Behaviour (DV)



		b. Predictors: (Constant), L1: Brand Image


→ Purchase Decision


(H1)





		Coefficientsa



		Model

		Unstandardized Coefficients

		Standardized Coefficients

		t

		Sig.



		

		B

		Std. Error

		Beta

		

		



		1

		(Constant)

		1.766

		.313

		

		5.650

		.000



		

		L1: Brand Image


→ Purchase Decision


(H1)

		.509

		.077

		.556

		6.618

		.000





		a. Dependent Variable: L6: Overall Buying


Behaviour (DV)





Regression


		Notes



		Output Created

		19-AUG-2026 18:29:16



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		

		N of Rows in Working Data File

		100



		Missing Value Handling

		Definition of Missing

		User-defined missing values are treated as missing.



		

		Cases Used

		Statistics are based on cases with no missing values for any variable used.



		Syntax

		REGRESSION


 /MISSING LISTWISE


 /STATISTICS COEFF OUTS R ANOVA


 /DEPENDENT L2ConsumerTrustH2Mediator


 /METHOD=ENTER L1BrandImage→PurchaseDecisionH1.



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.02



		

		Memory Required

		4480 bytes



		

		Additional Memory Required for Residual Plots

		0 bytes





		Variables Entered/Removeda



		Model

		Variables Entered

		Variables Removed

		Method



		1

		L1: Brand Image


→ Purchase Decision


(H1)b

		.

		Enter





		a. Dependent Variable: L2: Consumer Trust


(H2 Mediator)



		b. All requested variables entered.





		Model Summary



		Model

		R

		R Square

		Adjusted R Square

		Std. Error of the Estimate



		1

		.102a

		.010

		.000

		.893





		a. Predictors: (Constant), L1: Brand Image


→ Purchase Decision


(H1)





		ANOVAa



		Model

		Sum of Squares

		df

		Mean Square

		F

		Sig.



		1

		Regression

		.826

		1

		.826

		1.035

		.311b



		

		Residual

		78.174

		98

		.798

		

		



		

		Total

		79.000

		99

		

		

		





		a. Dependent Variable: L2: Consumer Trust


(H2 Mediator)



		b. Predictors: (Constant), L1: Brand Image


→ Purchase Decision


(H1)





		Coefficientsa



		Model

		Unstandardized Coefficients

		Standardized Coefficients

		t

		Sig.



		

		B

		Std. Error

		Beta

		

		



		1

		(Constant)

		2.868

		.434

		

		6.603

		.000



		

		L1: Brand Image


→ Purchase Decision


(H1)

		.109

		.107

		.102

		1.017

		.311





		a. Dependent Variable: L2: Consumer Trust


(H2 Mediator)





Regression


		Notes



		Output Created

		19-AUG-2026 18:29:16



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		

		N of Rows in Working Data File

		100



		Missing Value Handling

		Definition of Missing

		User-defined missing values are treated as missing.



		

		Cases Used

		Statistics are based on cases with no missing values for any variable used.



		Syntax

		REGRESSION


 /MISSING LISTWISE


 /STATISTICS COEFF OUTS R ANOVA


 /DEPENDENT L3PerceivedQualityH3Mediator


 /METHOD=ENTER L1BrandImage→PurchaseDecisionH1.



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.02



		

		Memory Required

		4480 bytes



		

		Additional Memory Required for Residual Plots

		0 bytes





		Variables Entered/Removeda



		Model

		Variables Entered

		Variables Removed

		Method



		1

		L1: Brand Image


→ Purchase Decision


(H1)b

		.

		Enter





		a. Dependent Variable: L3: Perceived Quality


(H3 Mediator)



		b. All requested variables entered.





		Model Summary



		Model

		R

		R Square

		Adjusted R Square

		Std. Error of the Estimate



		1

		.055a

		.003

		-.007

		.763





		a. Predictors: (Constant), L1: Brand Image


→ Purchase Decision


(H1)





		ANOVAa



		Model

		Sum of Squares

		df

		Mean Square

		F

		Sig.



		1

		Regression

		.173

		1

		.173

		.297

		.587b



		

		Residual

		57.067

		98

		.582

		

		



		

		Total

		57.240

		99

		

		

		





		a. Dependent Variable: L3: Perceived Quality


(H3 Mediator)



		b. Predictors: (Constant), L1: Brand Image


→ Purchase Decision


(H1)





		Coefficientsa



		Model

		Unstandardized Coefficients

		Standardized Coefficients

		t

		Sig.



		

		B

		Std. Error

		Beta

		

		



		1

		(Constant)

		3.542

		.371

		

		9.546

		.000



		

		L1: Brand Image


→ Purchase Decision


(H1)

		.050

		.091

		.055

		.545

		.587





		a. Dependent Variable: L3: Perceived Quality


(H3 Mediator)





Regression


		Notes



		Output Created

		19-AUG-2026 18:29:16



		Comments

		



		Input

		Active Dataset

		DataSet2



		

		Filter

		<none>



		

		Weight

		<none>



		

		Split File

		<none>



		

		N of Rows in Working Data File

		100



		Missing Value Handling

		Definition of Missing

		User-defined missing values are treated as missing.



		

		Cases Used

		Statistics are based on cases with no missing values for any variable used.



		Syntax

		REGRESSION


 /MISSING LISTWISE


 /STATISTICS COEFF OUTS R ANOVA


 /DEPENDENT L6OverallBuyingBehaviourDV


 /METHOD=ENTER L1BrandImage→PurchaseDecisionH1 L2ConsumerTrustH2Mediator L3PerceivedQualityH3Mediator.



		Resources

		Processor Time

		00:00:00.00



		

		Elapsed Time

		00:00:00.02



		

		Memory Required

		5456 bytes



		

		Additional Memory Required for Residual Plots

		0 bytes





		Variables Entered/Removeda
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