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[bookmark: _Toc26736225][bookmark: _Toc41252559]Part 1: Introduction
[bookmark: _Toc26736226][bookmark: _Toc41252560]Background of the study
In the present era, the high street fashion brands have almost similar product lines that makes difficult for the consumer to decide that product from which brand should be purchased (Hines and Bruce, 2017). Therefore, brands are in the continuous search of new communication strategies with the consumer to showcase their product lines. Among different promotional strategies, fashion shows are conducted in every level of the fashion industry (Chowdhary, 2019). The main fashion shows that attract the consumers around the world are the fashion week in New York, Milan, London and Paris. In these fashion weeks two type of fashion shows are majorly conducted, first is haut couture that includes the products are rarely transformed in the merchandise (Zhang, 2018). The figure 1 represents that in 2018, the maximum views gained by the audience is The New York Fashion week. Therefore, it can be concluded by this the product line that were displayed in these fashion week were of high cost and increased sales of them can be expected due to vast consumers reach.
[image: Image result for milan fashion show graph"]
Figure 1: Shows fashion show taking lead in 2018 (Stylumia, 2017)
The purpose of these product lines is to gain attention and creating hype that will lead to the distinction of the brand from its competitors. The second is the ready to wear shows that includes the impression of the product lines that are to be present in the upcoming season (Waddell, 2013).
[image: Image result for equity generated from fashion show graph"]
Figure 2: shows that flow chart of brand equity (Jones, 2020)
Figure 2 displays that brand equity is created from the brand validity and brand stature by the public. This can be achieved when brand differentiates form other in regard to its differentiation of the product, relevance to the culture and social norms, esteem and familiarity. Every brand encourages having variations in the format of the fashion shows but the most commonly used us the runway with the seats for the spectators on either side of it (Vittayakorn et al., 2015). The audience is in these fashion shows are mostly composed of the possible retailers of the brand, individual whose presence can have impact on the brand promotion, bloggers and press. In the prestigious fashions show of Paris and Milan, the most product lines are of previously established fashion designers but now a days high street fashion brands also conduct there fashion shows to display the best among their product lines to attract more consumers (Schweitzer, 2020). The affordability of the product line from the fashion week in Milan, Paris, London and New York gives the consumer the sense of uniqueness and satisfaction (Brun and Castelli, 2013). Other high street fashion brands conduct their own fashion shows that have a wide variation on location and format. This can be the formalized fashion shows to informal ones. The formalized fashion shows are conducted in the shopping centres or and other particular location whereas informal fashion shows are conducted to gain the maximum number of the consumer attention. The fashion shows targets the two groups among them one is consumers and the second is employees of the brand. The consumers are targeted so that they can be entertained and caught attention to the product line. The employees seek the interest of the consumers so that the product line can be enhanced according to the reviews gained by these consumers (Nueno and Quelch, 2018).
[image: Image result for equity generated from fashion show graph"]
Figure 3: Interest of consumers in fashion brands in Paris fashion week 2019 (Digital-clarity, 2019)
[bookmark: _Toc26736227][bookmark: _Toc41252561]Problem statement
There are lots of problems faced by the brands so, to overcome those problems fashion shows are organised to show case its product line. But, Fashion show does not only have positive impact on the sales and promotion of the brand but it has a negative impact as well. The idealization of the media idol is commonly seen among youngsters. The idealization of the physical features and bodies of the models in the fashion shows is perceived as a pressure from them and this leads to the dissatisfaction of women’s own body is commonly seen. Now a days people are debating on the non-realistic physique of the models and this have negative impact on the brands. Victoria Secrets is one of the examples. Also, the fashion shows are conducted by the high street fashion brands, due to this reason the cost and sometimes the material of the product line of these brands do not justify each other (Duggan, 2016).  
The one type of communication between the consumer and the brands is the fashion show that plays a vital role in influencing and gaining attention of the consumers (Pride and Ferrel, 2016). These fashion shows helps in the display of the new product lines of brands for an upcoming season or year. This also helps brands in analysing the interest of the consumers. The fashion shows help in uniting the research of trends of the consumer choices and sales. This helps in generating the strategies by the brands to gain the maximum number of the consumers. So, to review completely about the fashion shows enduring the brand's product line this research report is carried out. 
[bookmark: _Toc26736228][bookmark: _Toc41252562]Aims and objectives
The aim of the present study is to analyse critically the positive and negative impact of the fashion show on the brands for showcasing their product line. 
The objective of this research is mentioned below:
· To visualise the positive impact of fashion shows for brands in promoting or showcasing their product line with a larger audience 
· To identify the negative impact of fashion shows for brands in promoting or showcasing their product line with a larger audience 
[bookmark: _Toc26736229][bookmark: _Toc41252563]Research question
The present study focused on the primary question that:
· What are negative the impacts does the fashion show have on showcasing the product line of the brand? 
·  What is positive impact does the fashion show have on showcasing the product line of the brand?
[bookmark: _Toc26736231]

[bookmark: _Toc41252564]Chapter – 2 Literature review
[bookmark: _Toc41252565]Introduction 
The second chapter discusses the thorough review of the existing literature about the topic. This will help in comprehending the impact of the fashion shows in showcasing the product line of the brand.
[bookmark: _Toc26736232][bookmark: _Toc41252566]Terminology “Fashion shows” 
Fashion shows tells the story that relates with the product by the use of different things and people. These shows act as a bridge between the audience and the brand, brands and the retailers also it helps the brands to create equity and enhance its image (Diehl, 1976). In the modern fashion shows things are kept in mind while designing the show is that it should be sensual creative. The five levels of fashion shows are attractiveness that it can attract a wide number of audiences, second is beauty that fashion show should be ecstatically good, creativity that links the brand and product line with the show, delicacy and engineering of the show (Sprankles, 2019). The good fashion show has the ability that create the awareness about the cultural and creativity in the audience by storytelling and creating the apt atmosphere.  These fashion shows are conducted so that product line can be displayed in way that it gains attention of the consumers and secondly to review the product line with help of retailers and audiences so that improvement can be made and interest of consumers can be assessed (Larissa, 2020).
[bookmark: _Toc26736233][bookmark: _Toc41252567]Terminology “Brands and product lines” 
[bookmark: _Toc26736234]Brand is defined as some kind of a symbol or the name or any other thing that relates with one seller; also it differentiates with other sellers. Brand is the copyright of a particular seller that cannot be used by other (Joseph, 2018). The history of brands goes far behind in Egyptian culture in 27000BCE, in that era people use to mark their livestock to differentiate them from one and other. In the modern era, the concept of brand is very vast as it not only includes the marketing of the product line but also communication through different social media and fashion show platforms. These names or logos help the brand to differentiate itself from its competitors and create a permanent impression in the minds of the consumers. Product line is defined as the group of products from the same brand that are sold under a particular brand name (Miller, 2018). Different companies have verity in their product lines that can attract a large number of consumers. To increase the sales of the product, companies expand the offering with the product line that is widely acknowledged by the consumers (Bianca and Cole, 2018).
[bookmark: _Toc41252568]Theory of Silence Spiral
The theory of “Silence Spiral” explains the mass media and how it influences the opinion of the people. In 1974, Neumann explained this theory in her book named "Journal of Communication.” Neumann believes in the concept that human is a social animal and like other living being has the fear of isolation. The theory of Silence Spiral is based on this concept. According to this theory: 
‘when express their ideas and opinions, people will be actively involved and boldly express and diffuse of these ideas, if these ideas were agreed and widely welcomed; and for points which are of no or very few care (sometimes may cause oppose when expressed publicly), even if some people agree with these ideas but will remain silent. The silence of one party would cause momentum of the other party; over and over again, the voice of one party will be more and more powerful, and the other party more and more silent like the development of spiral’ (Noelle‐Neumann, 1974).
According to the author, the opinion of the public can be created by media, or their interpersonal opinion of different things and or according to their psychology. The public opinion can be a majority opinion that can be made by using the media; this awareness by media creates the spinal expansion in the interpersonal contacts due to which “advantage opinions speak loudly". The theory of Silence Spiral explains that the fear of isolation encourages the public to take the majority ideas and thus we can say that the media have power that can create an impact and implications. According to the Simmel (1957; cited in JSTOR, 2020; University of Chicago, 2019), the fashion is created by some people who lead other people with their new ideas. According to the author:
"Fashion is always what some people use; most of them are on the road to accept it.(Noelle‐Neumann, 1974)"
Fashion has always been a catalyst of transition. When fashion appears to be popular, or even when only a few individuals embrace fashion, regardless of circumstances, influences all people, then it is no longer considered fashion, which can be interpreted as the end that fashion is prominent. It can be seen that the fashion show is the baseline of fashion by encouraging common people to gain potential benefits. When models wearing the high fashion outfits show up in runway shows, their dresses are regarded to be "advantageous" to wear. The trends that a particular fashion show becomes industry and people start to follow it. As this trend becomes majority and people try to follow it as they fear that not following the latest trends will make them out dated and lonely. The person who creates the trends become the pioneer and people chase its ideas (George, 2019).
[bookmark: _Toc26736235][bookmark: _Toc41252569]Equity theory 
Equity theory developed by J. Stacy Adams in 1963 explains that balance of resources between the consumer and the brand. It is the measure of the cost of the product and benefits obtained by the consumer to buy that product. According to this theory, the balanced system should be devised to maximize the individual’s benefits to satisfy the consumer about the brand and its product line. Inequality of the resources leads to dissatisfaction of the consumer with the brand therefore, less sales of its product line may be expected and decrease in the profitability. 
Brand equity is defined as a well-known brand due to its better promotional strategy and brand image due to better quality of its product lines. This may leads to the loyal consumers that will prefer the brand over its competitors.
[image: Image result for Equity theory for brand"]
Figure 4: Brand equity. Source: (Cobb-Walgren et al., 2015)
[bookmark: _Toc26736236][bookmark: _Toc41252570]Engel Kollat Blackwell (EKB) model
According to EKB model, there are the five key steps the consumer go through while purchasing the product from the brand. The first step is the input, at this stage the consumer is exposed with the marketing of the product through various sources like social media, blogs, television or fashion shows. The second step is the analysing the brand and its product with its competitors. In this step any past experience with the brand is taken into account or the comparison of prices and quality of the product with its competitors are analysed. The next step is decision making stage in which the consumer decides to purchase the product in the presence of different internal and external factors. Internal factor can be how the consumer sees himself after purchasing the product. Brands can influence the purchase power of the consumer at the information stage and by modifying the external factors by installing the desire of purchasing the brand’s product (Tidwell, 2015).
[bookmark: _Toc26736237][bookmark: _Toc41252571]Positive Impact of fashion shows on the brands 
Rehman et al., (2017) performed a study to correlate the buying behaviour of the consumers with the sales promotion. Overall, this article focus on the different techniques that are used to sale the product in the fashion industry. Data was collected by using survey method in which questionnaire was filled by the respondents and in this study respondents are the consumers. To analyse the data different statistical methods were applied especially structural equation modelling. The findings of the study suggest that the personal behaviours of the consumers like open mindedness and stability have positive impact on the sales of the product this verify the EKB model that brands can influence the consumers at the information stage (Rehman et al., 2017)
Fionda and Moore et al., performed a study to assess the factors that affects the sales of the luxury fashion brands. To collect the data qualitative approach was considered. Surveys were conducted in 12 international retailers of luxury brands and questionnaire was filled and respondents in this study are managers of those retailers’ brands. The findings of this study suggests that there are nine factors including brand signature, heritage, exclusivity, product integrity, mass communication, clear brand integrity plays a key role. Among the mass communication, fashion shows enhance the sales of the product line. According to the article, it is the priority of each and every brand to create the awareness of its product line through different strategies like social media, print media and fashion shows. Different brands especially luxury brands conduct the fashion shows that increase the equity and awareness of brand and its product line in a better way because in the modern era, people are more interested in the fashion than ever before. This study verifies the brand equity theory that brand image influences the sales of the particular brand (Fionda and Moore, 2019)
Zawadzka et al., conducted a case study to analyse different marketing strategies to improve the brand awareness. For this purpose H&M brand was taken under account. Fashion marketing is a strategy that the brand follows to increase awareness among the public about the product line. The marketing strategy highly influences the company behaviour both commercially and sales of the product. Now a day’s people are more aware of their needs and value of the product. Therefore, these marketing strategies should be done in the way that it fulfils those gaps and questions that a consumer have for that brand. For the collection of data, both qualitative and quantitative ways were adopted as the mixed method techniques have the ability to develop more comprehensive understating of the problem. Interviews were done from the employees and retailers of the brand. Both secondary and primary data were collect. The secondary data helps in assessing the problem that under lies behind the query. In this study, the secondary data was collected from the previously published literature and company website whereas; the primary data was collected through direct interviews done in the surveys. During the making of the questionnaire it was kept in mind that question included should be close ended questions. The population size of the study was 100 subjects both males and females. Random sampling was done for this purpose. Results of the study suggests that the marketing strategy especially through the fashion shows of H&M brand tells some story or is based on some particular idea that is executed in the fashion shows. And the profitability of the brand increases when importance was given to the brand equity and EKB model was introduced for making promotional strategy (Zawadzka, 2015). 
Christophe et al., performed a study, that elaborated that with increasing the number of the brands in the world, the option of same product from different brands are increased. In other words, the competition among the brands has drastically increased. Thus, the brands need to achieve the different marketing strategies to gain consumers and sales of their product line. These strategies may include the fashion shows and print media (Christopher et al., 2017). Taplin et al., performed a study that suggests that traditional fashion retailers need to move one step ahead to compete in the market by making the strategies and trends for the fashion in the next season. This will highly increases the sales and profitability of the brand. One of the techniques is the introduction of the fast fashion (Taplin, 2014).
Another study was conducted to analyse the changes in the business strategies of the Burberry Company. In 1998, the shares of the company started to decrease and one of the reasons of decrease in the shares was the use of traditional promotional strategies by the company. Burberry Prorsum that is the luxury product of this brand was promoted in the fashion shows. It was sold through the retailers and the reputed stores to meet the increased demands of the consumers. The Burberry London was also promoted through the fashion shows and it includes the ready-to-wear items for the men and women. The company takes help of the three strategies and improve them to increase the profitability and sales. Among them were advertisement, fashion shows and magazines. Advertisement was done according to the seasonal product lines and it makes up to maximum of the expenditure that is kept for the marketing purpose. The second strategy is the fashion shows, to increase the active relationship of the brand with the consumers these fashion shows were conducted in a better way. The company make sure that these fashion shows may have maximum coverage through social media, magazines and newspapers around the world. In addition to this, the company shares the brochure that contains the collection of the brand of that season to increase the product exposure to the consumers. The images of the products from the fashions shows are displayed in different websites and social media. Burberry Company increases the sales of its product lines when fashion shows with better vision were conducted along with the advertisement to achieve the international media coverage. Along with these two, the active media coverage of these fashion shows increases the awareness of the product line among the consumers thus increasing the sales and profitability of the company (Hou, 2015). 
[bookmark: _Toc26736238][bookmark: _Toc41252572]Negative impact of the fashion shows on the brand
Solomon et al., studied the negative impact of fashion shows that mass media creates the hype of the product line so much that consumers loss their ability of awareness or affordability to buy the product line. This created depression and anxiety in the youngsters when they are unable to buy any product from the brands (Solomon, 2019). 
Calogero & Thompson et al., published the study in 2018 regarding the impact of models’ perfect features and bodies on the common people. The study states that dissatisfaction of bodies and weight are often seen in individuals having consumption of fashion through social media and especially fashion shows (Calogero and Thompson, 2018). Same results were shown by the studies conducted by Engeln-Maddox,  Lindner, Tantleff-Dunn & Jentsch et al., that showed that women who were exposed to the high street fashion tends to make an explicit comparison of their features and bodies in comparison to those models shown in the fashion shows (Engeln–Maddox, 2015, Lindner et al., 2012). Bucchianeri & Corning  et al., used the comparison theories (Festinger, 1954), to assess the thinking of the models that take part in the fashion shows. The results of these studies suggested that the model who look upwards are tend to be depressed and feel negative about them. Whereas, the models who looks downwards were in good health both mentally and physically (Gondoli et al., 2020). This gives negative impact on the brand as the consumer might think that the product line is for specific consumers with perfect bodies.
 Rosenthal et al., performed a study that most of the brands like Zara, H&M, and New Look charge high prices for their product lines in fashion shows even if their product is often cheap and disposable (Anguelov, 2015). 


[bookmark: _Toc41252573]Chapter – 3 Research Methodology 
[bookmark: _Toc41252574]Introduction
Research methodology states the introduction of research path, design and the selection of the right method of data collection. The research is based on the analysis of the critical process of using fashion shows to hold to promote the products. The study will assess the demands for the fashion shows to enhance the product line sales from the brands and the impact of the fashion shows on the promotion of the product lines of brands. This chapter outlines the research methods as a qualitative and exploratory study to find the research from the theme analysis.    
[image: Description: Image result for research onion"]
Figure 05: Research Onion: [Source: (Bresler and Stake, 2017)]
[bookmark: _Toc28125531][bookmark: _Toc41252575]Approaches
The approaches useful for the examinations are encompassing the qualitative as well as quantitative research (Bresler and Stake, 2017). Qualitative research is the one which revolves around the qualitative data with no facts and figures. The second one is the quantitative analysis that includes the percentages, numbers and statistics. This study is based upon the qualitative study. Qualitative research is suggested for the fashion shows study due to the various reasons. In the first stage, qualitative research is aimed at the discovery of the ideas with the general objectives of the investigation. The idea that is under development in this study is the use of fashion shows for showcasing the brand’s product line.  
The approach for the qualitative study is interpretation and observation (Fletcher, 2017). The data collection approach that is available in this study is the unstructured and free form. The research independence state that the research is mainly involved in this process. The results of this study are mostly subjective. The results will not provide the figures, but only facts. The samples are not included in this research as human beings, but only the investigations and facts and data available online. The study will also emphasize the changes in behaviour and the effects of fashion shows.
[image: Description: Image result for qualitative and quantitative research"]
Figure 06: Qualitative Research: Source: [(Humphries, 2017)]
[bookmark: _Toc28125532][bookmark: _Toc41252576]Design
Exploratory research is selected for this study due to five key concerns (Perez-Soltero et al., 2019). In the first stage, the precise formulation of the issues is possible through this. The fashion shows have the vast nature of the functions and effects on consumers. This study will resolve their huge effect on a small level of the discussion through this method. The exploratory research will support more knowledge about the issues for researchers. It will also establish the priorities for the future time of research. It will also design an effective information collection process. The research will determine the nature of interlink of different variables understudy in this regard.
[image: Description: Image result for research designs"]
Figure 07: Types of Research: [(Walliman, 2011, Walliman, 2017)]
[bookmark: _Toc28125533][bookmark: _Toc41252577]Methods
Primary methods of data collection encompass the projective techniques, Delphi technique, focus group interviews, questionnaire methods and interview methods. Qualitative methods of the data collection include the different methods such as the group discussion, online data collection through journal articles, interviewing, focus group analysis and the observation (Hair et al., 2019, Humphries, 2017). Among all these effective methods, the research selected group discussion and interviewing the brand ambassadors and brand heads. The interviews will provide qualitative and perceptual data about the role of fashion shows in brand showcasing their product line. 
[bookmark: _Toc41252578]Group Discussion 
The group discussion is also an unstructured and open discussion format for more information collection. Group discussion will include the 3 brand heads and 2 London based Fashion show organiser on the open topic of “fashion shows impact on brands”.  
[bookmark: _Toc28125535][bookmark: _Toc41252579]Interviews
The interviews for this study will include the open-ended questions with the interviewee who will have the freedom to answer (Wildemuth, 2016). The interviewee receives the full information and detailed guidance for each question so that the answers will be clear. The interviewees will include the 3 brand heads and not 3 brand ambassadors. These two parties will be able to communicate the impact of fashion shows on the showcasing the product line of branded organisations. The interview is feasible as the detail and depth of information in this data collection method is secure. The interview can also perform more for the improvement of the percentage of responses and information quality. The dependability and accuracy of the responses provided by the interviewee can be traced through the probing and observation. Brands included for this discussion are Loreal, Lakme and Victoria’s Secret. Loreal’s brand ambassador is Camila Cabello. Ananya Pandey is brand ambassador for Lakme and Louise Cooney is the brand ambassador of Victoria’s Secret. 
[bookmark: _Toc28125536][bookmark: _Toc41252580]Data collection
Data collection can be devised in the two key methods. The first one is the primary method of the data collection, and the second one is the secondary (Wu, 2019, Yap and Gaur, 2014). The primary method includes information that has not been analysed and processed, whereas the secondary data includes the information that has been processed and analysed. For this study, the data collection is taken from the primary and secondary both so it is a mixed study. In terms of secondary study, the data is taken from the online existing journals and websites for the development of literature. In the case of the primary method of data collection, the two forms of the data collection are available in this study. The first method considered is the interviewing method, whereas the second one is the group discussion method. The study is termed as a mixed-method study. This data collection ensures that there are fewer chances of lack of generalizability for this study. The respondents are also able to provide valid information as they are participating in a vast scope of the study for the future time in fashion industries and brand management.
[bookmark: _Toc28125537][bookmark: _Toc41252581]Data analysis
The theme development analysis model is one of the key forms of data analysis (Bresler and Stake, 2017, Burchardt et al., 2016). The studies can infer the themes as keywords used by the focus groups and interviewees in their responses to the discussion and interview on the role of fashion shows in the brand as negative and positive roles. The data analysis will support in the short run data analysis with the least cost. The data themes will provide a quick outlook over the keywords and the perception of interviewees. It will also state the focus for future studies in the effect of fashion shows in promotion of brands. The study will also emphasize the role of these developments. There are various theme developing software, but the researchers consider NVivo for theme development and analysis.
[bookmark: _Toc28125538][bookmark: _Toc41252582]Ethics
Ethics can be stated as the difference between right and wrong (McKenny et al., 2017). The ethics are clear for every field of working and research or daily life. The ethics in this research are also clear as there is a higher rate of the involvement of human beings. This research will ensure that there is no theft of information or misuse of the information in the scheduled time. The information will be safe. 
[bookmark: _Toc28125539][bookmark: _Toc41252583]Reliability and validity
Reliability states that this research provides a reliable data collection method, and it can be used to find the research question's answer (Humphries, 2017). The research will also emphasize the research aims as the base for the selection of research data collection method. The research will also represent that the validity of the research is high. 
[bookmark: _Toc28125540][bookmark: _Toc41252584]Limitations
The following are the major limitations of this research:
1. The research is qualitative only as there is a limited scope of the study in terms of the period.
1. The research includes two methods of the data collected through the qualitative form of data collection. In contrast, the more than two methods in combination with the questionnaires can be used for the data collection.
1. Data collection and analysis through interviews and themes can often ignore the key information. 
1. The research includes only the fashion show's effects, whereas the advertisement, brand ambassadors and celebrity marketing can also be assessed as the role players in sale enhancement of brands.
1. The research is limited in the scope as it considers a mixed level of the analysis. Still, the second method, as well as the primary method, is not encompassing the quantitative analysis. The lack of numbers will reduce generalisability.


[bookmark: _Toc41252585]Chapter – 4 Data findings, Analysis and Discussion 
[bookmark: _Toc41252586]Introduction 
In this report, the data collected from the interviews and group discussion. The data are presented in group discussion and interview sections. These data is further analysed using the Theme Development analysis tool to draw the results and provide conclusions for this research. 
[bookmark: _Toc41252587]Data from Group Discussion 
Group discussion will include the 3 brand heads and 2 London based Fashion show organisers on the open topic of “fashion shows impact on brands”.  There are 5 participants in a group discussion and it is conducted through video conference. The time allocated is roughly 30 minutes.  The important highlights are noted by researcher and its presented below:
Topic: “fashion shows impact on brands” 
The brand head of Loreal discusses that collaborating with other designers on The Fashion Weeks has played a significant role in the marketing of the brand and it has shown a significant impact on the awareness of latest product lines among consumer thus increasing the profitability of the brand. This year the company launched a new product line in collaboration with the late Karl Lagerfeld and to increase the marketing of the product line A list celebrities were invited as a guest like Cara Delevingne and Gigi Hadid. Thus, brand head of Loreal concludes that the fashion shows are playing the positive role in the brand. Lakme brand head discussed that the brand is Indian based and most of its major Fashion Shows held in India. This reduces the marketing of the product line in the western countries. The brand head agrees that to increase consumers Lakme should take part in The Fashion Weeks of Milan, London and New-York. Moreover, the Lakme brand head stated that they are trying to outreach the celebrities with huge fan following around the world to take part in its fashion shows. Presently, more Indian celebrities are the part of the fashion show therefore, to increase the consumers outside the India, diversity of celebrities needs to be reached. Victoria’s secret head discussed that a negative impact of fashion shows have been seen on the brand in the recent years. This is attributed to the physique of the models which is considered unreal and is backlashed by social media and the public. 
[bookmark: _Toc41252588]Data from Interview 
The open ended interview questions are designed for conducting interviews. The interview is focused to 3 brand heads from  are Loreal, Lakme and Victoria’s Secret based in London. There are three interview questions asked by an interviewer to different individual. The opinion of these three different brands head on the interview questions is mentioned below. 
[bookmark: _Toc41252589]Q1. Why do think that your brand collaborate with fashion shows?
Loreal Brand Head: Fashion shows have always been used for setting trends and increasing the awareness of brand’s new product lines among the consumers. Loreal take part in almost all the fashion shows of The Fashion Week each year to outreach the consumers around the world. Loreal Brand has the vision that with a good product line a good marketing strategy is a necessity in the present era and collaborations of the brand with fashion shows plays this part.
Lakme Brand Head: The fashion shows are the source of showcasing the new product line and creating its hype. Now a day’s people are keener to know the latest trends and follow the celebrities. Therefore, including the most followed celebrities in these fashion shows and showcasing the brand highly increase the consumers. 
Victoria’s Secret brand Head: The purpose of the brand to collaborate with the fashion shows is to display its product line in a high profile setting. Celebrities who wear these product lines are followed around the world. The fashion shows of the Victoria’s Secret brand have always been an attention due to the creative set design according to the different themes running within the show. 
[bookmark: _Toc41252590]Q2. How fashion shows hold positive impact on brand for showcasing its product line?
Loreal Brand Head:  Loreal believes that in the present era the making a marketing strategy to make brand equity is complex. Fashion shows are viewed by the huge number of people, media, editors of newspapers and bloggers around the world. Also, the celebrities chosen by the brand for catwalk on the runway have a fan following. Therefore, the fashion shows, plays a huge role to reach out large consumers. This will increase the hype of the brand and have a positive impact on the sale as brand conscious people will try to purchase the product line at any cost.
Lakme Brand Head: Lakme Brand head stated that the sales and equity of the brand, increase when a famous celebrity take part in the Lakme Fashion show. Lakme considered the fashion shows as the important source of marketing of its new product line every year.
Victoria’s Secret brand Head: The Victoria’s Secret fashion shows had been attracting hundreds of celebrities and entertainers each year. These shows, play a significant impact on creating the hype and awareness of the product lines of the brand. These shows had been featured on the television in America at the prime time. Therefore, fashion show had been acting as a huge positive impact on the sale of the brand.
[bookmark: _Toc41252591]Q3. How fashion shows hold negative impact on brand for showcasing its product line?
Loreal Brand Head: Loreal Brand head stated that there is positive response given by the social media and consumers about the showcasing the product line through fashion shows. The head stated that they have not seen a negative impact of these fashion shows on the brand equity so far. 
Lakme Brand Head: Lakme Brand Head stated that the participating fee of the brand to include in The Fashion Week between 200,000 and 1,000,000 USD that is not affordable for the regional brands. Due to this, a large number of brands could not participate in these fashion shows. Therefore, fashion shows have a negative impact as they have a huge burden on the brand.
Victoria’s Secret brand Head: During the present years, Victoria’s Secret fashion shows are under huge criticism as the social media and consumers have the impression that the product lines are created only for the women with a perfect physique. This impression has been generated due to the physique of celebrities that walk on the runways. Therefore, the fashion shows are giving a negative impact on the brand. 
[bookmark: _Toc41252592]Theme Development Analysis 
The theme development, analysis based on group discussion and interview brings results for this research. 
[bookmark: _Toc41252593]Theme Development Analysis based on Group Discussion
	Question No- 1
	Fashion shows impact on brands?

	DATA coding
		1. Positive  for Loreal brand. 

	1. Negative for Victoria’s secret brand.

	1. No brand showed no impact of fashion shows.

	1. Both impact observe in Lakme brand.




	Theme Development
	The Loreal brand participate in The Fashion Week around the world and brand believes that brand imparts a positive impact. The Lakme have both the negative impact as these shows act as the burden for the brand and a positive impact because it increases the awareness of the brand among consumers. There is a negative impact of the fashion shows seen for the Victoria’s secret brand due to the image generated that the brand is only for perfect physique women.



[bookmark: _Toc41252594]Theme Development Analysis based on Interviewees 
	Question No- 2
	Why do think that your brand collaborate with fashion shows?

	DATA coding
		1. Because it increases awareness of the brand.

	2. Because it creates the hype of the brand.

	3. To give an impression that the brand is only affordable for upper class consumers who follow high street fashion.

	4. All of the above 




	Theme Development
	Loreal and Lakme brands heads have the opinion that they considered that a brand should collaborate with the fashion shows to increase the awareness of its product line as well as to create hype among the consumers.  Victoria’s secrets considered all of the above reason to collaborate with the fashion shows.





	Question No- 3
	How fashion shows hold positive impact on brand for showcasing its product line?

	DATA coding
		1. To gain attention of the consumer.

	2. To communicate with the consumer 

	3. To gain review about the product line so that brand may know about product in that gain most positive reviews.

	4. All of the above 




	Theme Development
	All three brand considered that fashion shows are the source of all the three options stated above.



	Question No- 4
	How fashion shows hold negative impact on brand for showcasing its product line?

	DATA coding
		1. Showing product wore by the model of perfect physique

	2. It gives the impression that the brand has a product line for upper class consumers.

	3. The huge cost to conduct the fashion show.

	4. None  




	Theme Development
	Lakme brand head believes that the fashion shows do not have any negative impact on the brand. Lakme head stated that the cost of fashion shows is a burden on the brand. Victoria’s secrets head stated that in the recent years the negative impact is seen due the impression that the product is worn by the model of perfect physique

	
	



[bookmark: _Toc41252595]Discussion and Results 
The Discussion is done based on the above theme development. The theme development shows this results as:
[bookmark: _Toc41252596]Interview results: 
The results of the interview conducted on the three most acknowledge brands Loreal, Lakme and Victoria’s secrets were compiled and showed that all the three brands were agreed on the fact that fashion shows need to be conducted and collaborations should be done in order to create hype and awareness of the brands among the consumers. The positive impact of the fashion shows was seen on Loreal, positive and negative impact on Loreal whereas, the negative impact of the fashion shows was stated by the Victoria’s secret’s head. Loreal believes that the fashion show increase the awareness of its new product lines and considered as the high street, fashion brand because it actively participate in The Fashion Weeks in London, Milan, Paris and New York. Lakme brand head believes that the participation fee in the most viewed Fashion Weeks in London, Milan, Paris and New York is huge and that the reason the brand cannot or rarely participate in them. Although, the fashion show in India mange to get the regional consumers at large. Victoria’s secret’s head stated that fashion show has the negative impact because it has given the wrong impression of the brand to the consumers.
[bookmark: _Toc41252597]Group discussion results: 
The brand head of Loreal was very optimistic about these fashion show as she believes that they play a huge role in creating a brand image and equity. The brand head added that Loreal collaborate with the top celebrities and other brands in these fashion shows to create more hype and awareness. Loreal head believes that the fashion shows in India are mostly viewed by the regional consumers that why most of the consumers of brands are regional as well. This is due to a huge participation fee for The Fashion Week in Paris, London, Milan and New York which act as the burden to the brand. The Victoria’s secret brand head discussed that fashion shows of this brand have been hyped so much in the past. But now the brand is facing criticism from its perfect sized models. The two fashion show organizers highly believes that these shows are a huge source of building the brand image and equity.


[bookmark: _Toc41252598]Chapter – 5 Conclusion 
[bookmark: _Toc41252599]Conclusion  
The results of the study reveal variation of impact that fashion shows have on brands. The Loreal brand head was very positive about collaborating of fashion shows. She added that the brand collaborate with different designers and celebrities in these fashion shows to increase the awareness of the brand among the consumers moreover it gives the impression of a high street fashion brand. Lakme brand head believes that fashion show has regional impact on the consumers as it is conducted in India therefore, the brand needs to participate in The Fashion Week of Paris, Milan, London and New York. Victoria’s secret brand head believe that there fashion shows were hyped due to the creativity and including entertainers in the show. But, unfortunately image of the brand that it is only for perfect size women has contributed in the negative image. Therefore, a brand needs to change this perception by making alterations in the theme and models of the show. From this study, we can conclude that the fashion shows can have both negative and positive impacts on the brand’s equity and sales. 
[bookmark: _Toc41252600]Recommendation for better research 
A larger prospective study should be done in the future to eliminate the limitations of this study. A study with increased number of brand should be conducted from all around the world. Moreover, with the qualitative data there should be an addition of quantitative data to validate the results of qualitative data.


[bookmark: _Toc41252601]Reflection
Every research method has different pros and cons and the implementation of specific research method depends upon the nature of the research topic and area. In this regard, I found the qualitative research method easier to use due to many reasons. In this type of research method, the researcher focuses on the collection of data through conversational and open-ended communication. With the help of the qualitative research method, research can not only collect data related to “what” but also “why”. For instance, the reason for the increasing number of smokers in the UK is a research area that includes both why and what problems which can be resolved through a qualitative research method. As compared to the quantitative research method, I found the qualitative research method easy because it provides depth and details about a problem.
By implementing a qualitative research method, a researcher can conduct a deeper understanding and analyse about the research area. In addition to it, it allowed me to expand the research scope and encourage respondents to be open during interviews (Beins, 2017). For instance, while collecting data, I used a semi-structured interview type that is an important data collection technique of qualitative research method. This method helped me to ask questions related to the research area and to raise questions related to a specific element to increase understanding. The use of a qualitative research method in the study provides more content that can be applied in practice and can get useful results (Bell et al., 2018). In the same way, it led to lower cost than quantitative research method and eliminated potentially biased behaviour that is higher in the case of a quantitative research method (Quinlan et al., 2019).
It requires small sample size than quantitative research method and ensures specific results rather than generalizing of collected data. The nature of the topic of my study is aligned with the qualitative research method and no other research method can help to conduct a detailed study. The application of qualitative research method ensures fluid operational structure rather than rigid guideline which are necessary to be followed by research (Walliman, 2017). In Quantitative research method, the researcher is not allowed to ask more questions from the respondent due to structured survey that is deemed as a limitation of this method. The researcher can develop a hypothesis in a qualitative research method and can prove them wrong or write through data collection under the principles of qualitative research method (Selltiz et al., 2020).
In doctoral research, I am deciding to use mixed-method research (qualitative research method and quantitative research method). There are different reasons which compelled me to take this decision. The research topic in doctoral research would be vast that would require authentic and advance data collection technique. For instance, the mixed research method can help to overcome loopholes of other types of research methods. It helps the researcher to gain deep insights and to produce more reliable data and complete evidence for a problem (Quinlan et al., 2019). The implementation of the Mixed research method allows the researcher to conduct both inductive and deductive approach in a single study. It provides the benefit of combination of the development of theory and testing of hypothesis with positive results. In other words, Mixed research method assists researchers to expand the scope of study and to strengthen the conclusion of the study (Levitt and Chapman, 2017). It allows the researcher to contribute to the literature of given study.
Mixed research method allows the researcher to collect both qualitative and quantitative research method that increases the reliability of the study. In Doctoral research, the topic would be vast that would demand effective data collection and analysis tools. In this regard, the application of Mixed research method helps researchers to overcome the disadvantages of both research methods and to gain effective results in return (Galli, 2019). There can be different negative aspects associated with Mixed research method which would be considered as necessary in the research process to avoid them maximum. The combination of both methods would create many opportunities for the researcher to ensure the collection of reliable and authentic data for research purpose (Hair, 2015).
Various similarities and differences are existing in qualitative and quantitative data. This study included qualitative data based on group discussion and interviewing method. The following are various methods of the researches available out of which the qualitative and quantitative data can be applied to all major studies (Bresler and Stake, 2017).
Future research will be based upon the qualitative plus quantitative data analysis. So, the following are major similarities and differences between the two methods of research.
The first similarity of two types of research includes that the participants are necessary for the two tasks. For both forms of researches, the raw data is necessary, mainly in the form of survey participants (Bresler and Stake, 2017). The form of research will analyse the forms of participant (Walliman, 2011, Walliman, 2017). The second major similarity is the tools of measurement. Both qualitative and quantitative types of research are utilized for the measurement of data outcomes. Qualitative research is based on the data that is shown in the actions and words. For instance, showing the group of people a photo and asking how the photos can make us feel will be the qualitative tool. From a business standpoint, there are both types of data those could be crucial, based upon the information required. If one is aimed at knowing if there is an impact of fashion branding, then the qualitative research will be based upon the primary results (Fletcher, 2017).
The third major similarity is the foundation providing characteristics of the both. One can provide the base for others. As in the mentioned case, the research of quantitative form was possible only due to the qualitative research's completion in the start. One is unable to know the emotions that can be standard with its own merits but also it has been worked with the tandem to support the process of research. The fourth one is the data products that can be used for the analysis of data (Humphries, 2017). Whether one has the focus and the numbering of quantitative research or the objectives of the qualitative research, the two procedures demand that the raw data can be computed and assessed. This is only possible for how the research can be collected and utilized in this data analysis procedure. The responses in each survey have to be counted at the individual level and then the total of each response can be compared to the other responses and the control grouping (Humphries, 2017).
Differences are existing between two data collection techniques and the forms of data. The purpose of qualitative data is the interpretation and understanding of social interactions whereas quantitative is the checking of the cause and effect, testing hypothesis, and the development of predictions for the future. The studied group in the qualitative analysis included the intentionally selected small groups whereas the quantitative research includes the randomly selected and larger level of the groups. The data types are included in the objects, images, and words in qualitative and statistics and numbers in quantitative data. The data forms in the qualitative are including the participant observations, interviews, open-ended responses, and the field-notes. The quantitative method includes the data form of the validated and precise measurement structures for data collection. Types of the data analysis as per this study are including the features and themes in the qualitative study whereas statistical analysis of the relationship identification is mentioned in the quantitative study (Perez-Soltero et al., 2006). This research has also been utilized as the source of the results and the analysis of perception.
This task provided me various research-related observations and the issues that can be used in my future learning. The rate of influence for the research is high. I was unaware of the various methods of data collection available, the relationship between the changes, and their outcomes. The rate of the emphasis has been mentioned as the challenges and their outstanding effects. The process mentioned that qualitative research is effective in the study findings and implementations for the future. The rate of the changes is also mentioned as there are various adoptions of the procedures in customer analysis. The process itself provided me a hectic range of the resources and the target management. I was not able to complete my task in-time but it created an effective outcome for the long-run in terms of understanding and critical thinking.
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