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1. [bookmark: _Toc57661236]Introduction 
[bookmark: _Toc57661237]1.1 Rational

Body image is a topic that over the last 10 years especially is talked about in the media with discussions surrounding the brand representation in many companies. Brands tend to have models with idealised bodies of a certain ethnicity to promote products for brands which many individuals find harmful to society's perception of themselves and others (Burrows, 2013). This brand exclusivity not only places issues within their customers but in turn with the body positivity movement can pose a real threat to companies unwilling to adapt to the change in society's wants, needs and desires. Brand representation is a key element within companies as its what drives a huge proportion of their sales.  
Body image itself is made up of two factors, it incorporates body perception, which includes the way in which an individual perceives their body and body satisfaction in how and an individual feels about their body (Burrows, 2013).
People want brands that share their values and core beliefs (Hendy-Isaac, 2012) which indicates that the brands that are using marketing techniques that do not support or encourage their values are under threat of not only public scrutiny from like-minded individuals but the reputation of their brand. 

[bookmark: _Toc57661238]1.2 Background
Brand Representation can be seen as a vital thing for companies to include within their marketing and products. (case study) discusses this topic and states that companies, especially ones targeted at females tend to have models that are tall, thin, white and conventionally pretty which in most cases is not a reflection of most of their customers or society in general (Swinson, 2013). This factor alone can discourage people from buying from brands that they feel don’t represent them (Hendy-Isaac, 2012).
(Kay, 2015) discusses the rise in social media and the influence it has on individuals being subject to airbrushed, idealised photos on a daily basis which can be harmful to peoples self-esteem. It leaves room for comparison between individuals and the unattainable standards of beauty that seem so effortless online.

(Saddique, 2017) also discusses the topic of self-esteem and stated that research they conducted shows that girls feel pressure from photographs in advertisements and magazines to look a certain way whilst understanding that it was unrealistic and most probable altered. 

(Waters, 2020) shows how some brands and companies are attempting to adapt for the wants of society by including people of different shapes, sizes and ethnicities to appeal to customers but also be more inclusive by using unaltered images of realistic body types which have had paise from many. Plus-sized men and women have been on magazine covers which have also been received greatly by the public and people of similar body types and discuss the male perspective of body image issues which is largely overlooked by society. 

(Rashid, 2019) discusses the subjection to idealised bodies within media and the effect this has on peoples perception of themselves and leads to dissatisfaction with themselves. Displaying plus-sized bodies on media as had a positive response from many stating that it is a more realistic body type they feel they can relate to, however, it does state the backlash it has had from some individuals who feel as though this marketing encourages ‘unhealthy’ body types.

[bookmark: _Toc57661239]1.3 Aims:
· Aim: To critically evaluate the brand representation used or not used within companies and how this affects individuals relationship with brands and in turn brands reputation within society.

[bookmark: _Toc57661240]1.4 Objectives:
· To conduct a survey with questions about brand representation and present it to the public through a survey.

· To conduct a extensive literature review which discusses key elements and literature that relates to the research project.

· Assess the information gathered and use it to understand the issues with lack of brand representation and how this affects people and companies.


2. [bookmark: _Toc57661241]Research design

[bookmark: _Toc57661242]2.1 Methodology 
*****************add a pic of the fucking onion*********************
To conduct meaningful research, this research project will be using the research onion. The research onion, which was developed by (Saunders, Lewis and Thornhill,2009), is a model used to help understand and guide the different pathways and methods of research in which considers the different factors as part of the research in question. 
The Research onion consists of 6 layers, techniques and procedures, time horizons, choices, strategies, approaches and philosophies. These layers are used as a pathway for research that will be conducted within the project. The example above shows the pathway with will be used to conduct the research within this project. 

[bookmark: _Toc57661243]2.2 Research philosophies 
The research philosophy a project adopts contains important information and assumptions about how individuals view the world in which they live (Saunders, Lewis and Thornhill,2009). Positivism is explained ad the way in which information is gathered and verified which shows mathematical or logical proof. Positivism is a way for individuals to explain the sciences of social constructs, however, the research can vary and change due to the fact that it is opinion rather than a fact. Presenting the statistics in this way shows that the information is unbiased, appropriate and understandable (Smith, 1996).

[bookmark: _Toc57661244]2.3 Research approaches
This research project will use a deductive approach to the research element of the project. Deductive reasoning is a theory-testing process which analyses a theory or generalisation and looks to see if the theory applies in certain examples or situations (Hyde, 2000). The data collected will be assessed and conclusions will be made upon the information gathered.

[bookmark: _Toc57661245]2.4 Research method and data collection
This business research project will be collecting data in the form of a survey that will be distributed to the public. The survey will be made using google forms in which questions will be asked about the topic of brand reputation, to gain an understanding of peoples opinions and perspectives on the topic in question. Surveys are a good way of collecting data as it acquires information of behaviours, characteristics and attitudes of the individuals it is presented to and can cover a wide range of issues or topics. (Gillespie and French, 2016)
The surveys will be distributed through various social media channels, Facebook, Instagram, Twitter etc… from the researcher's personal account. Distributing surveys through social media is a good way of encouraging people to take part in the survey and it also provides opportunities for individuals to network and gain knowledge about others (Hajli, 2014).

[bookmark: _Toc57661246]2.5 Data Analysis
The data collected will be placed through statistical tests to ensure that the data collected is reliable and was conducted in a fair and controlled way.

[bookmark: _Toc57661247]2.6 Sample
This research project will use a convenience sample in which the researcher will use individuals that are within their friend's list on such social media account. This sample will be used as it is accessible to the researcher and will be an easy sample to gain knowledge of the subject at hand.

[bookmark: _Toc57661248]2.7 Limitations and Ethical considerations 

[bookmark: _Toc57661249]2.7.1 Time Management
To ensure that the time given to complete this research project is used wisely and tasks are completed and time is used effectively, a Gantt chart will be used to plan out certain tasks. Using Gantt charts encourage individuals to plan and remain organised through such projects as theses and ensures the work is completed and done effectively (Caughron and Mumford, 2008).

[bookmark: _Toc57661250]2.7.2 Ethical Considerations
As research is being conducted that contains members of the public and companies, ethical considerations must be made to ensure that no distress or harm is caused to participants or individuals alike. The project will not involve people under the age of 18 and will ensure that its only purpose is to obtain information that will be useful for the project in hand (Gajjar, 2013).

[bookmark: _Toc57661251]2.8 Quantitative research
A quantitative research approach is used to gather information on a topic that starts out with a theory or hypothesis and helps to establish relationships between the variables. (Brannen, 2016). This method will be used to gather individuals opinions of the topic in questing revolving around Brand Representation. 

3. [bookmark: _Toc57661252]Resources and planning 
This business research project will use the resources available such as the online library, online journals, articles and online lectures as its sources of information. By using such a wide range of different sources through different mediums, will give multiple perspectives on the issue in hand and will ensure that information is more reliable and well researched. 
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