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Professor’s Name
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DD Month YYYY
Statistical Tests
Table 1: Gender vs Shopping Style Cross tabulation
Often; what's on BiWeekly; in Weekly; Similar
sale bulk item Total
Male 64 53 17 134
Gender | Female 72 23 5l 146
Total 136 76 68 280

From Table 1, the cross-tabulation, it is evident that 72 females shop often (what’s on
sale) against 64 males who shop often (what’s on sale); 53 males shop biweekly (in bulk) against
the 23 females who shop biweekly (in bulk). 51 females shop weekly (for similar items)

compared to 17 males who shop weekly (for similar items).
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In general, Healthy Food Co. has customers often (what’s on sale), while the females

shop more than the males.

Table 2: Regression Model Summary

Dependent
Variable:  Amount
Independent Standardized
Variables: B Coefficients Coefficients t p R R**2 ]
0.00
Constant 315.169 57.176 0.706 0.499 1
0.00
Brand Image 77.620 0.598 13.018
0.00
Price Discount -28.039 -0.216 -4.725

Table 2 above shows that there is a significant association between gender and shopping
style with the Healthy Food Company’s marketing strategy. The Pearson Chi-Square, y°=28.851
with a p-value of p<0.001. The regression model between the Amount, Brand Image and Price

Discount resulted in the following regression equation:

Amount =315.156+77.620%Brand Image—28.039 * Price Discount

For every Brand Image increase, the amount is expected to increase by 77.620 while
holding the Price Discount constant. Similarly, for every increase in Price discount, the Amount
decreases by 20.039 while holding the Brand Image constant.

The coefficient of determination, R*=(.499, this implies that 49.9% of the Amount
variable is explained by Brand Image and Price Discount.

The coefficient of correlation R=0.706 implying that there is a strong positive
association between Amount, Price Discount and Brand Image.

The regression model F=137.819, p<0.001 shows that the model is significant at
a=0.05 and thus the Brand Image and the Price Discount are good predictors of Amount in the

Healthy Food Company market strategy.
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Table 3: Amount vs Gender

Gender N M SD

Male 134 281.105 126.872
Female 146 346.390 124.930
Total 280 315.146 129.816

Table 3 shows whether the amount changes with gender,

M,,,.=281.105,5D,,,,=126.872 while M

Female

=346.390,SD,,,.... =124.930. On average, the

female spends more with the Health Food Company compared to the male’s amount used.

Table 4: ANOVA Table ( Amount vs Gender )

Source df SS MS F P
18.79

Between Groups 1 297809.713 297809.713 0.000

Within Groups 278 4403921.284 15841.443

Totals ,279 4701730.996

Table 4 shows that F=18.799, p<0.001. Thus, it can be said that there is significance at

a=0.05, which implies that change in gender causes the Amount to change in the Healthy Food

Company market strategy.

Table 5: Amount vs Shopping Style

Shopping Style N M SD

Often; what's on sale 136 303.691 137.521
Bi-Weekly; in bulk 76 338.408 125197
Weekly; similar items 68 312.059 116.762
Total 280 315.146 129.816

Comparing whether the change in shopping style affects the amount change, table 5

shows that M o, =303.691, SD ., =137.521 while M e, = 338.408, SD 5., e, = 125.197 .

Further, table 5 shows that My, =312.059, 8D, =116.762,
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Table 6: ANOVA Table (Amount vs Shopping Style)

Source df SS MS F P
Between Groups 2 59617.85 29808.92 1.779 0.171
Within Groups 277 4642113 16758.53

Totals 279 4701731

Table 6 shows that F=1.779, p=0.171. It can be thus said that there is no significance
at ¢ =0.05, which implies that a change in gender does not cause the Amount to change in the
Healthy Food Company market strategy.

In conclusion, there is an association between Gender and Shopping Style for the
respondents of Healthy Food Company. The amount spent on the Healthy Food Company can be
modelled by the Brand Image and the Price Discount. Brand Image gives a positive contribution
to the model as it causes an increase in the Amount spent, while Price Discount gives a negative

contribution to the model as it causes a decrease in the Amount spent.



