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1. [bookmark: _Toc498616286][bookmark: _Toc498941339]Introduction
1.1 [bookmark: _Toc498941340]Research Title 
The Marketing of Body Image: A critical analysis of the social responsibility of marketers within the fashion industry
1.2 [bookmark: _Toc498941341]Research Question
· How responsible are the actions of marketers when using body images in the fashion industry?
· Do marketers use appropriate marketing techniques with regards to body image?
· Does the mass media have an impact on how women and men see themselves?

1.3 [bookmark: _Toc498616294][bookmark: _Toc498941342]Aims and Objectives
[bookmark: _Toc498616295]The ultimate aim of the dissertation is to outline the ways in which marketers can gain a positive social standing with regards to body image from the fashion industry. 
[bookmark: _Toc498616296]The following objectives will be achieved through carrying out extensive research:
· [bookmark: _Toc498616297]To review existing literature on the relationship between social responsibility of marketers and body image
· [bookmark: _Toc498616298]To gather and analyse the opinions on body image in the mass media 
· [bookmark: _Toc498616299]To assess the social responsibility of professional marketers and evaluate the activities that affect the public 

1.4 [bookmark: _Toc498616287][bookmark: _Toc498941343]Rationale
[bookmark: _Toc498616288]As part as Level 6 study, there is a requirement to write a dissertation which conducts valuable research into a specific area of choice. Through the knowledge gained during levels 4 and 5, the prominent subject of responsible marketing has come to light, especially the areas surrounding the intended social responsibility of marketers and their activities. The fashion industry is particularly affected by the ways in which marketers portray body image, which in turn can have an effect on the mental wellbeing of the public. From reading in to the area of interest, it has become evident that there is an absence in research in the relationship between body image and the responsibility of professional marketers.  
1.5 [bookmark: _Toc498941344]Literature Review
Previous research on how marketers portray body image might give an insight on the current research topic of the social responsibility of marketers within the fashion industry. The relationship between body image and marketing is renowned for portraying images of ‘stick-thin’ models with eating disorders and lack of self esteem among teenage girls and young women (Gatrell, 2015). However, as influential images become more prevalent in modern day society through mediums such as social media, the fashion industry has to alter the way body image anxiety is handled. Before London Fashion Week 2017, the ‘Be Real’ campaign founded by YMCA and Dove urged designers, fashion houses, clothing brands and model agencies to show a greater commitment to tackling the issue (Be Real, 2017). Blair (2003) explored the ways that marketers have more influence on consumers than is admitted, due to the way marketers appropriate and deploy symbols and images from popular culture in order to sell consumer products. Through fixating on socially idealized images in marketing campaigns, individuals can internalize negative images of their own bodies which, in extreme cases, can even lead to eating disorders and other negative body disorders. Women’s magazines, probably more than any other form of mass media, have been criticized as being advocates and promoters of an unrealistic and dangerous ideal (Wolf, 1990 as cited in Thompson and Heinberg, 1999). Advertising campaigns are commonly accused of ‘body shaming’, and whilst brands have a right to market their products, provided the campaigns are not harmful or offensive, it is clear that negative body image is a destructive force in modern culture (Sanders, 2016). 
The issue is not limited to images that are projected on to women as the issue also effects men. A study conducted by the University of the West of England found that more than four in five men (80.7%) talk negatively about their body image by referring to perceived flaws and imperfections, compared with 75% of women (Campbell, 2012). An important piece of research conducted in this area is by Credos (2016) whereby they found that 53% of secondary school boys said advertising puts pressure on them to look good.
In 2015, Protein World’s Beach Body Ready campaign led to the Advertising Standards Agency (ASA) receiving 378 complaints suggesting that the advert was socially irresponsible and implied that women should not feel comfortable in beach wear unless they conformed to a certain size and shape (Sanders, 2016). Another firm that has alienated women with a recent advertising campaign is Dove. The company produced their shower gel in six differently shaped bottles designed to (in Dove’s words) to “evoke the shapes, sizes, curves and edges that combine to make every woman their very own limited edition” (Craik, 2017). This campaign did not impress women as they felt patronised by a brand that had previously given them the feel-good factor and inspired them to love themselves (Maxwell, 2017). 
As part of the ‘Be Real’ campaign, Denise Hatton (founding partner of the campaign) stated, “industries have a responsibility to promote a healthy body image and reflect the true diversity of the population with all the different shapes, sizes, skin tones, ages, genders and ethnicities so we can become a truly body confident nation” (Be Real, 2017, p.1). 

[bookmark: _Toc498616300]

2. [bookmark: _Toc498941345]Proposed Research Design

[bookmark: _Toc498616301][bookmark: _Toc498941346]2.1.  Research Strategy
Research is defined by Collis and Hussey, (2014, p.3) as “a systematic and methodical process of inquiry and investigation with a view to increasing knowledge.” Researchers need to use appropriate methods for collecting and analysing research data. To depict the issues underlying the choice of data collection method, the ‘Research Onion’ will be used (Collis and Hussey, 2014; Saunders et al, 2009). This study will involve philosophies of interpretivism and positivism as well as using a inductive approach using a mixture of qualitative and quantitative techniques for collecting and analysing data. 

[image: ]
Figure 2.1 The Research Onion (Saunders et al, 2009, p.138)


[bookmark: _Toc498941347]2.2 Philosophy

According to Collis and Hussey (2014), a paradigm guides how research should be conducted based on philosophies and their assumptions about the world and the nature of knowledge. The exterior layer of the research onion forms the research philosophy. Saunders et al, (2009, p.108) explains that research philosophy relates to the development of knowledge in a particular field and will “underpin your research strategy and the methods you choose as part of that strategy”. 
This study will undertake a philosophy of interpretivism. Interpretivism will be used as human emotions are involved and it is not an exact science with a clear, factual answer (Saunders et al, 2009). To form an interpretivist philosophy, the researcher will conduct two focus groups and carry out online surveys to understand individual perceptions of the responsibilities of marketers when promoting images in the fashion industry. 
[bookmark: _Toc498941348]2.3. Research Approach
The research approach can either be deductive, which is to develop a theory and hypothesis and design the research strategy to test said hypothesis, or inductive, whereby data is collected to develop the theory as a result of analysing data (Saunders et al, 2009). The nature of the research will call upon the use of inductive research as it involves the collection of data and creating a theory after analysing the data (Saunders et al, 2009). This approach is most suitable to the research method as it allows the collection of data to be analysed with findings being taken from the results. 
[bookmark: _Toc498616304]


[bookmark: _Toc498941349]2.4. Research Methodology
A research methodology must be created in order to answer the research question and meet the research objectives (Saunders et al, 2009). This study will use surveys, interviews, content analysis and desk research to gather information. 
2.4.1 Survey
Primary data would be collected in the form of an online survey as it is the best suited method for gathering large amounts of descriptive information (Kotler et al, 2018). The survey will include questions about public perceptions of body image in the mass media and the influence that marketers could have on images being promoted in the media. The overall aim of these surveys will be to measure public perception on how body image should be marketed and whether the public believe images already promoted in the media have a positive or negative reaction. Surveys will produce quantitative data which will be analysed to help examine relationships and trends within the data (Saunders et al, 2009). 
2.4.2 Focus Group
Using the information gathered after conducting surveys, this study will also interview members of the public in the form of a focus group to gain a further understanding of the topic. Within a focus group, Kotler et al (2018, p.135) explain that “a moderator encourages free and easy discussion, hoping that group interactions will bring out deeper feelings and thoughts”. The disadvantage of using focus groups is that participants are not always open and honest about their real feelings, behaviours and intentions in front of other people (Kotler et al, 2018). The researcher intends on creating a relaxed environment, where participants feel comfortable to talk about their feelings in order to avoid any participant feeling awkward. Qualitative data will be produced from information gathered in a focus group which will allow the researcher to develop theory from the data (Saunders et al, 2009). 
2.4.3. Content Analysis
As the research will involve both quantitative and qualitative data collection techniques, content analysis can form an important bridge between the both (Terry College of Business, 2017). Content analysis entails a systematic reading of a body of texts, images and symbolic matter, not necessary from an author’s or user’s perspective and is defined as “a research technique for making replicable and valid inferences from texts (or other meaningful matter) to the contexts of their use” (Krippendorff, 2013, p.24). This research will use content analysis by applying a systematic, theory-guided approach to text analysis using a category system (Kohlbacher, 2006). Trends and patterns will emerge, giving the researcher an insight into already existing perceptions of body image portrayal in the media. To improve the reliability of content analysis, the researcher must be confident that their data is generated with all possible precautions in place against known pollutions or biases and the data must also mean the same thing for everyone who uses it (Krippendorff, 2013).  
[bookmark: _Toc498616305][bookmark: _Toc498941350]2.5. Sample
Sampling techniques are explained by Saunders et al (2009, p.210) as a “range of methods that enable you to reduce the amount of data that is needed to collect by considering only data from a sub-group rather that all possible cases”. For the proposed research, there will be two samples chosen for the two primary data collection techniques that will be used. The sample method that will be applied to surveys will be random sampling as the surveys are online, they will not be targeted at a particular sample group. The sample method that is applied to the focus group will be a convenience, or opportunity sample, whereby the participants are the most convenient and easy to reach (Coolican, 2014).  A pilot study will be conducted for both methods before the final research is carried out. 
[bookmark: _Toc498616306][bookmark: _Toc498941351]2.6. Data Collection
The surveys will be conducted in an online, descriptive format using an online survey tool called ‘Survey Monkey’, allowing for a large amount of responses. In the case of this research, there will be at least 100 responses. This is advantageous for this research as it will be low cost and easily accessible. The major advantage of using surveys is flexibility as they can be used to obtain many different kinds of information in different situations through both closed and open ended questions (Kotler and Armstrong, 2018). The surveys will give the researcher an indication into patterns and trends that occur within the topic area. 
Following response from the online surveys, the researcher will conduct a focus group. Two focus groups will be held which will be semi-structured in format, both containing 5 participants. The focus group will be audio-recorded and transcripts will be made. The data collected will be kept strictly confidential and it will be of high importance that no names are mentioned in the final report. 
As this research will use both quantitative and qualitative data collection techniques and analysis, it will adopt a mixed methods approach that is sequential in nature (Saunders et al, 2009). Using multiple methods are advantageous for research as they provide better opportunities to answer research questions and allow the researcher to better evaluate the extent to which research findings can be trusted (Tashakkori and Teddle, 2002).  Using mixed methods will also mean that a wider insight will be gleaned from the research to give a more credible result. 
[bookmark: _Toc498616307][bookmark: _Toc498941352]2.7. Data Analysis
The qualitative data collected from the focus group and content analysis will allow the researcher to develop theory from the data and can range from categorisation of responses to processes for identifying relationships between catergories (Saunders et al, 2009). Once analysed, interview findings in the form of transcripts will be presented in a table that will be understandable to the reader. A challenge that researchers face when analysing qualitative data is that it can become difficult to distinguish methods by purpose and there is “no clear and universally accepted set of conventions for analysis corresponding to those observed with quantitative data” (Robson, 2011, p.466). 
The quantitative data collected through online surveys will be analysed with an appropriate statistical test. The findings will then be concluded in spreadsheets, figures and tables which will then be presented in an effective manner to outline the most significant findings. 
[bookmark: _Toc498616308][bookmark: _Toc498941353]2.8. Limitations and Ethical Considerations
[bookmark: _Toc498616309]2.8.1. Time Horizon
This research will be a cross-sectional study which is defined by Saunders et al, (2009, p.155) as ‘the study of a particular phenomenon at a particular time”. Cross-sectional research is necessary for the nature of the study as there are associated time constraints. 
2.8.2. Sample Limitations 
The samples chosen for the purpose of this study are random for the online surveys and convenience for the focus group. These types of samples have been adopted due to the demand for research to be collected efficiently during the constrained timeframe. This presents few limitations for the study as the sample may not be wholly representative of the whole population, elements of bias may be present, and a wider scope of opinions and perspectives may not be available within the research findings. 
[bookmark: _Toc498616310]2.8.2. Ethical Considerations
The research will only be conducted with persons aged over 18. The research will involve primary data collection from individuals and therefore an application for ethics approval has been made to the appropriate department at University of Wales Trinity St. David. Research activity will not start before this approval is obtained. Participation in the research will be entirely voluntary and participants will be informed that they are under no obligation to take part in the research and they have the right to withdraw from participation in the research at any time. There will be a guarantee of anonymity from the research and any information they provide will be treated in the strictest confidence. 
Data from the research will be kept secure and precautions taken to prevent any information being publicly available. Data files will only be held on password protected computers. 
The nature of the topic is for a marketing perceptual basis only and is highly unlikely to cause any psychological implications.  
[bookmark: _Toc498616311][bookmark: _Toc498941354]2.9. Reliability and Validity 
Reliability seeks to “determine the extent to which the data or measurement is consistent” (Hernon and Schwartz, 2009, p.1), whilst validity “refers to the extent to which study findings are generalizable to a population (external validity), whether the instrument accurately measures what is purports to measure (internal validity), and several other related constructs”. 
The research must be both high in reliability and validity throughout. They are separate, but related concepts and research must consistently feature both elements to limit the number of variables. Good practice must be observed by the researcher and all research carried out must be fair and open. Participants will have access to the results after the study has been published so they can ensure that the interviewer has acted in a professional manner and not published any names or material that would be indicative that anonymity has not been adhered to. Participants can also ensure the researcher has correctly interpreted and understood the social context and responses (Bryman, 2016). 
3. [bookmark: _Toc498616312][bookmark: _Toc498941355]Resources and Planning
[bookmark: _Toc498616313][bookmark: _Toc498941356]3.1. Resources
The resources used through desk research and content analysis throughout the dissertation will consist of journals, articles, books, reports and professional websites. These will be attained through online databases which are provided by the University, online libraries and via search engines. The secondary data that is used must be credible, relevant and peer reviewed to provide useful findings that can contribute towards the literature review. It is important that the literature used is relevant to the topic aims and objectives (Oliver, 2012). 
[bookmark: _Toc498616314][bookmark: _Toc498941357]3.2. Gantt Chart
When undertaking a research project such as a dissertation, as time constraints are limited, it is important that the researcher is able to manage time well and carry out the research activities in a timely and effective manner. The final submission date for the dissertation is 14th May 2018. A Gantt Chart is a useful tool that aids in the planning and scheduling process of project management (Kumar, 2005). With an aim of improving time management, a Gantt chart is attached on the following page. 
[bookmark: _Toc498616315]
[image: ]
Figure 3.1. Gantt Chart 
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