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[bookmark: _Toc515925877]1. Introduction
[bookmark: _Toc515925878]1.1 Background of Research
Brand image can be considered to be a main noteworthy tool of significance for attracting more customers or consumers towards buying specific products and services. Considering the developing ad competent fast food industry market of UK, businesses needs to develop a high brand image and recognition or identity in the market. This can help in generating of better product and service appeal to the consumers thereby having a positive influence over the consumer decision making process. Considering the dynamics of the fast food industry sector of UK, the presence of different brands, makes it necessary for the business to differentiate their brand from their competitors in the market (Reza Jalilvand, 2012). This can be achieving through expanding and development of the brand image within the respective industry market. This in turn can effectively help the businesses in the context of having an improved consumer appeal which in turn can have a positive influence over the consumer buying and purchasing decision thereby resulting in higher profitability and sales. Therefore while designing and development of the brand image; businesses must effectively focus upon distinguishing themselves from their concerned competitors in the market along with generation of higher appeal to the custo9mers. The research will explain and explore the impacts that brand image has upon consumer decision making with reference to the business Poppies, UK operating with the fast food industry sector. 
[bookmark: _Toc515925879]1.2 Rationale 
With the growing rivalry in the fast food industry market of UK, the need for high brand image is becoming a necessity for the business organizations. The brand effectively helps in determining the overall competitive positioning of an organization in the market in addition to defining their appeal to the targeted segments of customers or consumers in the market. The high brand image is expected to be attracting to the consumers thereby influencing their process of decision making. The selected research will thereby explain in details the impacts or influences of brand image over the decision making process of the customers. In addition the different impacts of brand image over the marketing operations and activities will also be discussed in details in the research study. The strategies for development of higher brand recognition in the market will also be discussed and highlighted in the research study. 
[bookmark: _Toc515925880]1.3 Objectives and Aims 
The research will aim to investigate and explore the impacts that brand image has over customer or consumer buying decisions. The focus of the study will be based upon Poppies, operating in the fast food industry sector of United Kingdom (UK). The research objectives are listed below;
· To analyze the importance of brand image for Poppies, UK.
· To identify the influences the impacts of brand image over consumer decision making (Armstrong, 2015).
· To evaluate the impacts of brand image on marketing success and efficiency for Poppies, UK. 
· To measure the strategies implemented by Poppies, UK for establishment of successful brand image in the market.
· To recommend strategies to Poppies, UK for developing of brand image so that the consumer buying decision can be positively influenced. 
[bookmark: _Toc515925881]1.4 Questions for research
The research questions have been discussed as below;
· What is the importance of brand image for Poppies, UK?
· How can brand image influence the consumer decision making, in respect to Poppies, UK?
· How can brand image influence the marketing success and efficiency for Poppies, UK? 
· What are the strategies used by Poppies, UK for achievement of successful brand image?
· What are the recommendations that can be offered to Poppies, UK for development and enhancement of their brand image?
[bookmark: _Toc515925882]2. Literature Review
In respect to the continuous growth and development of the fast food industry sector of UK, the overall market competition has also seen be rising to high levels. This enables the consumers to enjoy the options of variety of products and services from different brands operating within the context of the industry market. Therefore, the purchasing decision of the consumer from specific organizations or products will depend upon the brand image and identity in a larger scale. The aspect of brand image is considered to be a major concept of the research on consumer behaviour. It is said that brand image is among the key influential factor or parameter that impacts or influences the overall consumer purchasing decision. Thus, in broader terms the development of brand image is said to be having a high influences over the purchasing behaviour of the consumers through affecting, influencing and appealing to their purchase intentions and preferences. 
According to, Keller, (2011), the consumers are seen to be holding the overall perception of the brand and its related products and services. The brand which has a better recognition and popularity in the market is said to be having a higher appeal to the customers and consumers in the market. Now to sustain in a competitive market such as the fast food industry market of UK, brand image can help businesses toi achieve the high recognition and differentiation which can attract more customers and consumers towards their offered products and services. Brands with better recognition among the customers or consumers in terms of product and servcie quality are expected to achieve better sales and profitability or revenues. Therefore to maintain a successful brand image and identity businesses must continuously deliver quality products and services to the consumers. Consumers' satisfied with the products of a specific brand can make repeat purchases and can also recommend the products and services offer to their friends, family and peers. This can largely help in influencing the consumer decision making process positively. In addition to these, the development of a high social media presence, innovative branding and marketing messages, the businesses can also develop a high brand identify in the market, thereby having a wider appeal to the targeted segments of customers of consumers. In addition, through development of a successful brand image, businesses also enjoy the possibility or opportunity of developing of a batter customer communication and engagement. This can help the brand to develop a relationship of trust and loyalty with the customers that helps in positively influencing the consumer process of decision making thereby improving the sales and revenues substantially. In addition, as stated by, Wang, (2014), brand which has a higher recognition in the market in regards to their customer support and services are also expected to be having a popularity and appeal among the consumers. In this context, it can be said to develop a successful brand image, there is a need for the businesses to be having a batter focus over delivery of innovative and high quality of customer services and support facilities. While making a specific purchase decision, the consumers are expected to be inclined towards buying from that specific business that have a high brand image in the market regarding the delivery of the quality of products, services and support. On the other hand, poor product and service qualities can have a negative influence over the brand image and the business can lose their valuable customers or consumers. Thus to achieve a high brand image in the market there is a high need for the brand to focus upon delivering of better value and brand experiences to their concerned customer or consumer segments in t5he fast food industry market of UK. 
[bookmark: _Toc515925883]3. Research Methodology
[bookmark: _Toc515925884]3.1 Research Design and Approach
In the selected research on analysis of the impacts and influences that brand image and brand identity over the consumer decision making, the research design will be made survey and exploratory in nature. This will facilitate the collection and gathering of valid information and data for proper analysis and addressing of the research problem. The deductive approach will be used in the selected research study. This approach will benefit the validation and testing of different cases, theories or concepts related to the research field or area. 
[bookmark: _Toc515925885]3.2 Strategy 
The data and information obtained through the survey will be discussed and analyzed by use of the quantitative approach. To explain widely, statistical analysis will be performed on the information collected through the questionnaire survey. The findings obtained will be discussed in form of graphical representations. On the other hand, the information and data collected from different valid and reliable secondary sources will be analyzed qualitatively. The findings obtained will be then discussed and represented in form of journal analysis. 
[bookmark: _Toc515925886]3.3 Data Collection and Sampling
Both primary and secondary data collection methods will be used in the research. The primary data will be collected through conducting of research surveys to gather authentic and reliable information from the targeted group of research participants and respondents. Therefore a questionnaire will be developed or generated that will comprise of close ended questions (Bryman, 2014). To ensure the collection of valid survey feedbacks, 50 respondents belonging to the organization of Poppies, UK will be sampled by use of simple random sampling method or technique. In addition different secondary sources such as the research journals, papers and articles on similar research area will also be used to make inferences and collection of valuable information. 
[bookmark: _Toc515925887]3.4 Ethical Considerations 
In the selected research on analysis and identification of the impacts that brand image has on customer or consumer decision making will follow all the ethical guidelines of the research ethics code. In this context, the survey will only be conducted if the respondents agree to participate without any sort of forced research participation. During the survey, the safety and security of the respondents must be properly managed. The respondent identities will also be kept confidential (Flick, 2015). All the information collected from both secondary and primary sources will be used only to fulfil the research purpose and objectives. No data leaked will be done by any means. 
[bookmark: _Toc515925888]4. Research Limitations
Some of the limitations that can be encountered during the research study include the following:
· Due to the constraint of time there may be a high difficulty faced in the context of completion of the survey.
· The respondents selected for the questionnaire survey may not be willing to actively engage in the research. 
· Due to the stipulated timeframe, the accessing of valid and reliable secondary data sources can also be difficult. 
[bookmark: _Toc515925889]5. Expected Outcomes 
The research is expected to analyze and discuss of the impacts and influences that brand image and brand identity over the consumer decision making. The overall significance of brand image will be clearly discussed and analyzed in the research study. The role of brand image towards the marketing success and strategies will also be discussed in details. Lastly the research will identify how brand image can be developed or used by the businesses for the purpose of positively influencing the customer decision making process. 
[bookmark: _Toc515925890]6. Research Timeline 
The time line of the selected research study has been explained through a Gantt chart as discussed below; 
	Stages/Activities of the Research
	Timeline (in Weeks)

	Aims and Objectives 
	1

	Gathering of Information for Literature Review 
	2

	Literature Review 
	1

	Research Methodology 
	1

	Gathering of Primary Information by Surveys
	2

	Analysis and Findings 
	1

	Discussions
	1

	Conclusion and Recommendation 
	1

	Total no of weeks taken: 
	10



                       Fig: Estimated Time needed for research activities (source: self)
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