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BACKGROUND

Following our award winning research ‘Mirror On The Industry’, which explores the levels of
representation in TV advertising, we are bringing to you a series of insight projects that deep dive into
the perceptions and experiences of different groups in society, and how we can better represent them.
The first of this series is ‘Mirror On Body Diversity'.

We spoke to 1139 people via our 4Youth & Core4 communities as well as drawing on One Pulse surveys
and Kantar’s TGl Consumer Analysis to understand how people feel about representation of body
diversity across the industry, how people feel in their own skin, and understand the impact of diet
culture and the role that media and brands play. Read the full report on the 4Sales website.
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Audiences notice the lack of representation, and the need for improvement...
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