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1 [bookmark: _Toc530420422]Topic.
The topic the author has chosen to investigate is the way in which the fitness industry aims their marketing communications to tap into and exploit the possible insecurities of the public in order to gain consumers through the emotive power of shame and quilt. 


2 [bookmark: _Toc530420423]Title. 
The title of this dissertation will be “An investigation into fitness industry and how they use guilt tactics within their marketing communications”.




3 [bookmark: _Toc530420424]Introduction.

This dissertation aims to analyse the emotive marketing communications techniques used within the fitness industry to attract clients and customers, by targeting their potentially pre-existing insecurities. It will also be used to determine to what extent the technique of “shame and/or guilt marketing “is used and to what success. In the simplest term “shame or guilt marketing “is a strategy used to entice new customers by inducing these emotions, for example “Are you overweight? how ashamed do you feel? Stop overeating, join our fitness programme and feel healthy all the time!” (Han, 2014). The findings gathered will help to generate an idea on how the methods used are perceived and whether other methods could be adopted as an alternative.







3.1 [bookmark: _Toc530420425]Rationale.

The reasoning behind this choice of topic is that there is a big push in recent years on body positivity and inclusivity for all people regardless. For example, Sastre (2016) states that in May 2015 if you Googled the term “body positivity” you would generate 14,800,000 results, today the results are 43,700,000 and climbing, with companies like Dove (appendix A) Pretty Little Things (appendix B) and Nike (Appendix C) backing the movement, by using a range of models and spokespeople of all diversities.
With the growing trend of positivity and inclusion, the fitness industry in the UK is continuing its steady growth also. As of May 2018, the UK fitness industries market value has increased by 2.9% (£4.9 billion) and the total membership also increased by 2% (9.9 million) from the previous 12 months. In 2017 the figures were up by 6.3% in market value and 5.1% in membership from 2016 figures (Mint, 2018). This growth can be seen to be backed by the growing obsession with the need to look a specific way, “fitspiration” is one such trend that has gained traction, it’s the representation of muscular individuals with focus given to particular muscle groups like the abdomen or buttocks. These images are designed as a blueprint of what the general population should aspire to be (Bozsik, 2018).
However, although the two are growing in popularity it seems companies within the fitness industry are instead of backing the movement of body positivity and health by using encouraging messages in the marketing communications, are seen to be doing the opposite and targeting the insecurities of the consumers, by using guilt or shame inducing messages (Bozsik, 2018). They can be seen to use an emotive type of marketing communications that would induce the emotion of guilt and or shame in the individuals that they are aiming the marketing at, by doing this and playing on insecurities they are guilting or shaming consumers into joining their establishments or purchasing their products. “People are far more likely to buy products associated with self-improvement when they experience feelings of guilt” (Krashinsky, 2018).
While looking further into this it is apparent that although there is research that has been done on the cause and effect of this form of marketing communication, there isn’t much research to be found relating to the way the fitness industry has been using it to add to their growth over the recent years. This is the reasoning behind why this topic was chosen to be investigated in the way of adding to the research that is needed in this area. 






3.2 [bookmark: _Toc530420426]Aims and objectives. 

The overriding aim of this dissertation is to investigate the methods used within the fitness industry to attract clients and customers, and to determine whether the method of “shame and/ or guilt marketing “is used and the success of this method. The objectives are as follows:
1. Identify examples of gyms that use guilt themed marketing communications. 
2. Evaluate the impact of guilt themed marketing communications messages.
3. Make recommendations based on the efficiency of guilt- themed messages.

3.3 [bookmark: _Toc530420427]Background.

“Emotive marketing is all about tapping into the inner emotions that drive a person to move or act” (socialchain, 2016). Guilt and shame marketing are type of emotive marketing that plays on the persons guilt or shame. The shame or guilt that is tapped into can be manipulated by strategies that offer a positive outcome with appropriate messages, for example, gained weight over Christmas equals the guilt and the prospect of the individual to get in shape and lose the gained weight would be the positive message. (Han, 2014)
As previously mentioned, the fitness industry has been seeing steady growth in recent years, with over 7,000 fitness establishments now open across the UK (Mint, 2018), with many more companies working within the UK trading in fitness wear and nutrition. The fitness industry are notorious for their marketing campaigns on the lead up to yearly events, at Christmas there are slogans such as “new year, new you” (life-fit, 2018) (See appendix D for image), and before summer you can see slogans such as “rock your teeny bikini” (Brown, 2017) (see appendix E for image). It seems that the fitness industry is just taking advantage of the yearly rise in membership signups in January, they can be seen to increase to 12% in January, from the average of 8.3% per month after that (Kurtzleben, 2013). 
However, there are companies who operate within the fitness industry who are not just taken advantage of the demand but can be argued to be actively using their marketing communications to entice an emotive reaction such as shame or guilt to gain customers or clients. Golds gym have been found guilty of this and have previously had to release a public apology due to their marketing campaign which involved numerous images and slogans used that were perceived as body shaming. One such advert showed an image of a pear with the phrase next to it saying, “this is no shape for a girl”, see appendices F for this advert and others like it.  It is evident that it is not only establishments that are using this method of marketing communications, Gym shark are a fitness clothing brand which was named Britain’s fastest growing company by the Sunday Times (2016), it can be argued that they do this, but they achieve this using subtler methods.  Gym shark are very present on social media and their brand ambassadors would be seen as being at the peak of fitness, and the exact image what the perfect look is perceived to be. These images are not obtainable to a high majority of the population, Lincoln (2015) backs this by stating that the fitness industry has come up with a very specific look that is unrealistic and isn’t a representation of what health looks like.




4 [bookmark: _Toc530420428]Research design.

4.1 [bookmark: _Toc530420429]Methodology. 

Research is an activity or process that is conducted to gain a better knowledge on a subject. “It is the diligent systemic enquiry into nature and society to validate and refine existing knowledge and to generate new knowledge” (Naidoo, 2011). Woody (1927) furthers this by expressing research as a way of “defining and redefining problems; formulating hypotheses or suggested solutions; collecting, organising, and evaluating data; making deductions and reaching conclusions”, this would then leave you able to test the conclusions to ascertain whether they strengthen the hypotheses.
As there are a number of research methods available, choosing the most appropriate research methodology is an important task as it underpins the research and the way data is collected. The method used should be the one that is most capable of meeting the acquired outcomes of the study (Opoku, 2016)
The research onion that was created by Saunders at al. (2007) illustrates the stages that research should follow when developing a research strategy, with each layer defining each stage that would need to be covered while conducting research. The research onion proves to be a useful tool while developing a research strategy due to its ability to be adapted to most forms of research methodology (Bryman, 2012)
For the purpose of the this research the way in which the research will be conducted will be done so utilising the research onion shown in figure 1 to find and develop the best strategy and research design to greater the chances of meeting the set objectives set out for this research topic. 

                               [image: Image result for saunders research onion]
[bookmark: _Toc530420384]                                            figure 1. The research onion. Source: Saunders et al. (2007)



4.2 [bookmark: _Toc530420430]Research philosophy. 

Research philosophy is the first stage of the research process. It refers to the “system of beliefs and assumptions about the development of knowledge”, the assumptions observed within the research philosophy will underpin the research strategy (Saunders, 2009). There are two key terms which are encompassing of the philosophies of research, epistemology (what is known to be true) and doxology (what is believed to be true), the purpose of research is to transform epistemology into doxology. 
As shown in figure 1 the research onion there could be up to 10 research philosophies that could be used, but for this investigation the researcher will use the interpretivism form of research philosophy. Interpretive research is based on the “assumption that social reality is not singular or objective, but is rather shaped by human experiences and social contexts” (Scotland, 2015). The findings of this type of research will not be based on testing hypothesis but on making sense or the reasoning behind the issues. 





4.3 [bookmark: _Toc530420431]Research approach. 
 
There are seen to be two approaches when it comes to research, deductive and inductive. A deductive research approach can be argued to be best suited towards a more quantitative form of research, this is due to it being a process of generating hypothesis, which can then be found true or false (Hyde, 2000). An inductive research approach is generally seen with a qualitative research model, it is based on the researcher having a completely open mind with no preconceptions on what the findings will show (Gabriel, 2013)
                                                       [image: Image result for process of deductive research] 
[bookmark: _Toc530420385]                                                  figure 2.Deductive and Inductive Reasoning. Tucker (2014)

This investigation will be using the deductive approach, as the main part of the primary research will be quantitative, and the investigation is based on the notion that the marketing communications may be led by guilting or shaming consumers about their health. 





4.4 [bookmark: _Toc530420432]Research methods. 

A research strategy refers to the way in which the researcher intends to conduct the research in its entirety. This includes the tools and techniques used throughout. The research onion in figure 4.1 gives and outline of wat strategies are available (Saunders, 2007). 
This particular investigation will use a mix method approach, due to the researcher using both quantitative (surveys) and qualitative (interviews) research methods. O’Cathian (2010) claims that mixed method research adds the value of integration, which gives readers more confidence in the findings and the overall conclusion drawn from the investigation. 
Saunders (2007) explains that there are three forms of research classification exploratory, descriptive and explanatory. This investigation will be of the exploratory classification, “exploratory research is an examination into a subject in an attempt to gain further insight, the researcher will start with a general idea and uses research as a tool to identify issues that could be the focus of future research” (Winston, 2018).

4.5 [bookmark: _Toc530420433]Sampling. 

Sampling is the process where the researcher chooses which group of people or objects. “The sample of a study can have a profound impact on the outcome of a study” (Boyd, 2018)
The researcher will be using cross sectional approach to the research due to limitation of time and resources, due to this the type of sampling used will be convenience sampling as this form of sampling means the respondents will be easily available. (Showkat, 2017)

4.6 [bookmark: _Toc530420434]Data collection method and analysis. 

For each type of research conducted during the investigation, the data will need to be collected and analysed according to the type. “A clear description of data sources and the way they contribute to the findings of the research is an important aspect of the reliability and validity of the findings” (Benbasat, 1987). As previously mentioned, there are three forms of research to be completed during this dissertation, the way which the data will be collected and analysed will be as follows:
· Surveys- will be done in the style of a questionnaire, they will be posted online to be completed. The data will be then compiled in statistical form using the platform survey monkey.  Survey monkey is a software that enables researchers to collect and analyse data with ease (surveymonkey, 2018)
· Expert interviews- will be done in quasi questionnaire form on how their respectful company using marketing communications. Quasi questionnaires are a relaxed form of questionnaire that will be completed in person by asking the interviewee the questions and the answers being recorded by the interviewer. (Tosch, 2014).
· Focus Group- will be again done in a quasi-questionnaire form but instead of a single interviewee there will be multiple. The discussion will be on the way different advertising used in fitness affects the participants, whole discussion will be recorded as a way to retain the information collected.

4.7 [bookmark: _Toc530420435]Limitations and ethical considerations. 

4.7.1 [bookmark: _Toc530420436]Research limitations. 

The most significant limitation that may have an adverse effect on the investigation will be the limited timescale. Due to this, the research may be at a disadvantage to some degree. However, to combat this issue the author will implement the use of a Gantt Chart to ensure that the limited time is used in the most effective way possible. Due to the time restraints the sampling chosen will also be affected and may prove not to be a fair representation of the public as a whole, however the author will attempt to remedy this as effectively as possible.
The other limitations that may have an effect on the investigation would be firstly the fact there that isn’t an extensive amount of literature to be found on the subject of how companies within the fitness industry use the emotive techniques they do. The last limitation that should be mentioned would be if the professionals that have been approached and agreed to answering questions on the topic, decide they do not want to partake in the investigation upon reflection. 

4.7.2 [bookmark: _Toc530420437]Ethical considerations. 

The ethical risks in this investigation are minimal, due to their being no persons involved who would be deemed venerable, the persons participating in the research will be doing so voluntarily and would be all over the age of consent. The data collected will only be stored on one system and only for the duration of the investigation, data collected will not be identifiable to individual persons. 



4.8 [bookmark: _Toc530420438]Reliability and validity.  

Reliability and validity are of equal importance as they can establish whether or not the investigation has met the aims and objectives outlined at the beginning of the process, and the reliability of the findings (Kirk, 1986).  The researcher will need to be aware of and ensure that the reliability and validity are not compromised by error or bias. 
 

5 [bookmark: _Toc530420439]Resources and planning.  

5.1 [bookmark: _Toc530420440]Resources.  

There will be several resources that will be utilised by the author of this thesis. For the completion of the secondary research the resources will consist of books, academic journals, articles, reports and other documentation that will be found using online databases such ones supplied by universities. For the primary research the author will use an online platform for the implementation of the survey, and possibly video conferencing to conduct interviews with the professionals, which have been contacted to aid the investigation by taking part in interviews on the chosen topic. The author will also be using software such as excel to analyse the data collected throughput the investigation. 


5.2 [bookmark: _Toc530420441]Gantt chart.
 
The use of a Gantt chart as seen in figure 5.2 will keep the investigation on the timeframe that is needed. Gantt charts “provide a quick and easily understood means for describing project activities” and keeping them on time as it shows what tasks should be completed and by when. (Levine, 1986). See appendix G for the Gantt chart relating to this research. 
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