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[bookmark: _Toc925501]Research Topic:

Analyzing the impact of celebrity endorsement in promoting fashion brands in the intensely competitive fashion retailing market of UK.
[bookmark: _Toc925502]1) Background of the Research:
The fashion industry of United Kingdom is one of the sought after industry in United Kingdom and large number of reputed international and national brand essentially has a significant presence in the market of UK. This makes United Kingdom especially London the fashion capital of the world. According to the report published in Evening Standard, the fashion industry of UK is almost a £32.3 billion which has increase almost a 5.4% increase in the size of the industry on year to year basis. Moreover, this particular industry almost contributes 7% of the total GDP of the nation and almost provides employment to 5.5 million people including both manufacturing and retailing segment of the industry. 
The last few years has been highly challenging for the industry mainly because of the high level of competition which is reducing sales value of enterprises operating in the industry. The primary reason for the reductions in sales value is mainly because of the stiff competition which resulted in the high discounting for attracting the retailers. So in essence this intense competition has eroded the profit margin of the fashion companies and are struggling for sustainability.
Against the backdrop of intense competition within the players , there is an immense need of positioning and creating a strategy which shall enable the prospective customers to be loyal to the brand. Moreover, it is at same time, it is critically important  for the companies operating in the fashion industry  to adopt to strategies such as celebrity endorsement which shall enable them to create a better level of brand awareness and brand recognition and ultimately influence the consumers in the buying decision making process (Sasmita, and Mohd Suki, 2015). This would essentially enable them to create a sustainable position in the highly competitive fashion retailing industry. 

[bookmark: _Toc925503]2) Research Aim & Objectives:
[bookmark: _Toc925504]2.1) Research Aim:

In this particular research , the impacts on celebrity endorsement on consumer buying decisions will be analyzed in detail. The research will also emphasizes on the aspect of how celebrity endorsement will certainly enable to create a brand recognition among the prospective buyers. 
[bookmark: _Toc925505]2.2) Research Objectives:

The major objectives of the research which will be primarily accomplished through the conduct and undertaking of the research are depicted below;
i) To analyze the impacts of celebrity endorsement in influencing consumer buying decisions. 
ii) To analyze the impact of celebrity endorsement in creating a proper brand and brand awareness among the prospective customers.  
iii) To analyze the impact of celebrity endorsement on creating a distinctiveness among the competitor brand. 
[bookmark: _Toc925506]3) Research Questions:
The research questions which will be answered through the conduct of the research are provided below;
1) What are impacts of celebrity endorsement on the financial performance of the company?
2) What is the positive influence on the customer  decision making for using celebrity endorsement in the marketing activities of fashion brands?
[bookmark: _Toc925507]4) Research Rationale:
The fashion industry of UK is intensely competitive with presence of many reputed brands operating in the region. So there is an immense need to adopt some suitable strategies which shall enable the organizations operating in the fashion industry of UK to undertake some strategies like celebrity endorsement which shall help to create right degree of brand recognition and influence in the consumer buying decision making. People are highly aware of the celebrities as they are prominent personalities. So when a celebrity endorse a brand, it becomes easier for the prospective customers to recall a brand. Moreover, it is also important to mention that with celebrity endorsement , there would be better influences in the consumer buying decision making process among the prospective customers. 
[bookmark: _Toc925508]5) Literature Review 
[bookmark: _Toc925509]5.1) Analysis of the importance of creating brand awareness and retaining of brand loyalty among the prospective customer of fashion product retailing industries:

According to Hung, Chan and Caleb, (2011) brand awareness has been introduced as an important component of the marketing campaign through which the organization can deliver appropriate products and services for the right customers to meet the requirements of the people. The purchasing decision making process and perception of the customers towards the brand is strongly influenced by brand awareness. The existence and availability of the brand mainly attract the potential customers across the globe. For fashion retail organization, the brand awareness plays the significant role in influencing the minds of the customers to purchase the particular brand.  The brand awareness creates a strong emotional connection with the customers with the help of the brand values and brand. There are different unique features and specifications of the brand mainly separate one brand from another. Effective brand awareness can also help to promote the brands for the large number of customers.  On the other hand, the brand loyalty is also an important concept through which the organizations can develop creative marketing strategies such as reward programs, incentives, brand ambassador and trials to develop long term relationships with the customers. As opined by Patra and Datta, (2012) the brand loyalty within organization is the purchasing behavior patterns where the customers are committed to buy the products and services from the particular brand over times. Within fashion industries, both the concept of brand awareness and brand loyalty is important to maintain long term retention of the customers towards a particular brand. Within a competitive market, the loyal customers always will try to purchase from their favorite brand which creates brand engagement with the customers. The brand loyalty and brand awareness creates repeat purchasing for the customers that increases both profitability and productivity of the firm. Within fashion retail industries due to tough competitions, the management of the fashion retail organization may face problem for attracting the customers with appropriate marketing channels. The positive brand awareness and brand loyalty towards the customers mainly creates strong connection between the fashion retail organizations and customers. 

[bookmark: _Toc925510]5.2) Celebrity Endorsement of fashion brands as a effective strategy for marketing and influencing consumers: 

From last two decades, celebrity endorsement has become a potent marketing tool through which the brand can develop effective marketing strategy to attract the customers. The endorsement mainly works for promoting any brand or product. However, the word of mouth is the most significant channels of promotional technique to attract the users. According to Sasmita and Mohd Suki, (2015) the celebrity endorsement is the promotional channel through which the celebrity, social worker, good personality, sports person and ambassador can promote the brand towards the customers with their word of mouth. The special personality of the endorsement has great influence on attracting the customers. Most of the top level brands mainly use this particular promotional technique with their valuable personality to attract the potential customers.  For example, the sportsperson can promote the brand of sportswear to influence the purchasing decision making process of the customers. In order to develop strong marketing strategy through celebrity endorsement, the organization should consider some of the basic factors of the celebrity such as popularity of the celebrity, appearance, lifestyle, intellectual capabilities and athletic capabilities. For developing strategy of the fashion brand, it is very important to consider the personal credibility of the celebrity. The celebrity should be trustworthiness with the brand which may influence the purchasing behavior of the potential customers. The collaboration and matching between the brand and celebrity is another important factor which also helps in developing strong marketing strategy that influences the buying behavior of the customers. The fashion retail organization mainly develops consistency between the brand and endorser which helps in generating strong personality and brand identity. The long run commitment between the brand and endorser can create positive impact for the customers to improve the promotional strategy of the brand. The celebrity also should have positive personality in order to attract the customers towards the brand. Within fashion brands, most of the female celebrities are used to promote the fashionable products in order to attract the potential customers (Wang, Cheng and Chu, 2013). The celebrity brand endorsement also finds uniqueness of the brand to promote the products and services towards the customers. The marketers of the fashion brand should consider such factors of the celebrity endorsement in order to develop long term relationships with the customers.  
[bookmark: _Toc925511]6) Research Methodology:
[bookmark: _Toc925512]6.1) Data Collection Strategy:
Data Collection is one of the most critical part of the research as it is used in analyzing the data to conclude the outcome of the research. So data that are collected must be appropriate and relevant so that the research outcomes are also relevant and significant (Hox, and Boeije, 2005). In this particular research, both primary and secondary data would be collected for conducting the research.
Primary data are the data which are taken from first hand sources. So in order to collect primary data, marketing managers at various fashion brands who use celebrity endorsements to promote their brand would be interviewed.  This would be a semi structured interview process. This semi structured interview among the marketing managers of several fashion brands operating in UK  would actually help to reveal the positive or any negative consequence for using celebrity endorsement for promoting their brand. It is apart from it, a survey would be taken among the regular buyers of fashion product would be taken. It is essential to mention that this survey would be taken by designing a close ended questionnaire. This will help to fetch important data regarding the extent of influence to shoppers due celebrity endorsement. So in essence, the semi structured  interview and the survey would be the strategy to collect primary data. 
On the other hand, some secondary data would also be collected from reputed journals and articles which has already been accomplished in the similar field of study. This will help to generate idea on different perspective of the subject area of the research. 




[bookmark: _Toc925513]6.2) Sample Size and Sampling Techniques

Sampling strategy is of considerable significance  as it helps to collect appropriate sample for the research. There are various types of sampling strategies such as probability sampling techniques and non probability sampling techniques which are generally used in research. In this particular research which essentially aims at analyzing the significance of celebrity endorsement for promoting the fashion brand, a random sampling techniques has been used (Neuman, 2013). This random sampling technique will essentially help to  collect data in the unbiased data for the research. This aspect of unbiasness is critical in this research as it will help in  relevant and reliable  outcome for the research( Etikan, Musa,. and Alkassim, 2016). 
It is essential to mention that a sample size of 50 people would be taken for survey The respondents will be primarily people residing in UK and are regular shopper of UK. Shoppers will be ideally taken for the survey as they are the population who are indeed influenced by celebrity endorsement. So with surveying them the extent of influence for celebrity endorsement can be assessed properly. 
[bookmark: _Toc925514]6.4) Ethical Consideration 

Ethics is another most important part of the research as it helps in conducting the research procedures in the most ethical manner and with highest ethical standards. In order to maintain the highest ethical standard, no respondents of the survey would be forced to participate in the survey. Neither they would be emotionally or mentally or physically harmed during the survey. The participation of all the respondents of the survey would be as per their will and even answering all the questions would be as per their discretion. Moreover, approval would be taken in advance from the organization if it is required. The data obtained from the survey and the semi structured interview would also be maintained with high degree of confidentiality. 

[bookmark: _Toc925515]7) Plan of Analysis:
It is for analyzing the collected data that is obtained from the survey would be analyzed with the help of quantitative analysis. It is essential to mention that various statistical procedures would be implemented for analyzing the data obtained from the survey. It is apart from it, the data obtained from the semi structure interview  would also be analyzed for analyzing the effectiveness of using celebrity endorsement for promoting fashion brand. Moreover. Various scholarly journals and articles published by scholars in the subject area of fashion management would also be extensively studied for in-depth subject area of the research. 

[bookmark: _Toc925516]5) Research Timeline
The timeline of the research which will help to portray the estimated time required to accomplish different phases of the research are provided below in detail;
	Phases of Research 
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7
	Week 8

	Selection of the Research Topic 
	 
	 
	 
	 
	 
	 
	 
	 

	Aims, Objective and Research Project Formulation 
	 
	 
	 
	 
	 
	 
	 
	 

	Collection of Data for Literature Review 
	 
	 
	 
	 
	 
	 
	 
	 

	Literature Review 
	 
	 
	 
	 
	 
	 
	 
	 

	Research Methodology 
	 
	 
	 
	 
	 
	 
	 
	 

	Collection of Primary Data for Data Analysis
	 
	 
	 
	 
	 
	 
	 
	 

	Conducting Data Analysis & Discussion
	 
	 
	 
	 
	 
	 
	 
	 

	Conclusion and Recommendation 
	 
	 
	 
	 
	 
	 
	 
	 



Figure: Gnatt Chart showcasing the research Timeline
(Source: Created by self)
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