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[bookmark: _Toc169975580]Introduction:
[bookmark: _Toc169975581]Research Background:
One of the biggest profitable sectors in the UK is the consumer goods industry. Due to the industry's fierce contest and quick product development, creative solutions must be continuously provided to meet the ever-evolving requirements of consumers (IT-Shades, 2020). The post-COVID terrain has altered consumer purchasing and consumption patterns, presenting grocery retailers with both opportunities and problems (Thain and Bradley, 2021). In the UK, integrated marketing communication is becoming a pivotal element of the business matrix. This is particularly true for written media, which is considerably employed by UK businesses to alert consumers to new or established brands in the intricate world of selling (Mehta, 2020). British transnational consumer products corporation Unilever has its headquarters in London, United Kingdom. The company, which was established in 1885, has had tremendous growth, presently possessing over 400 trademarks and being present in 190 nations (Unilever PLC, 2021). A stunning 2.5 billion individuals use their variety of food, beverage, home, and personal care goods on a daily basis. The cohesiveness of the brand's integrated marketing communications and the constancy of its products are the results of their significant internationalization and advertising expenditures (Bernstein, 2020). However, as the organization expanded globally so has the challenges and competitions it faces. Presently, Unilever faces huge competition from Nestle, P&G, Johnson and Johnson (Bhasin, 2023). Also, there has been a hint of struggle for sustainable marketing for Unilever. Recent inflation situation has made Unilever increase the prices of its products as well. 
In all these aspects, the research aims to analyse how Integrated Marketing Communication (IMC) can a play a role to enhance its brand image and customer engagement throughout this study.
[bookmark: _Toc169975582]Research Aim:
This research aims at investigating how IMC strategies can contribute to improve the brand awareness and increase customer engagement in the UK consumer goods industry.
[bookmark: _Toc169975583]Research Objectives:
The following objectives are meant to be achieved:
· To identify the implications of different IMC strategies used by Unilever.
· To examine the factors impacting the brand awareness and customer engagement of Unilever.
· To analyse the role of IMC in enhancing the brand awareness and customer engagement of the UK consumer goods industry.
· To recommend how Unilever or other businesses can employ effective IMC strategies to improve brand awareness and increase their customer engagement for overall business growth.
[bookmark: _Toc169975584]Research Questions:
The research questions are:
· What are the implications of different IMC strategies used by Unilever?
· What are the factors impacting the brand awareness and customer engagement of Unilever?
· What is the role of IMC in enhancing the brand awareness and customer engagement of the UK consumer goods industry?
· What are the recommended ways in which Unilever or other business can employ effective IMC strategies to improve brand awareness and increase their customer engagement?
[bookmark: _Toc169975585]Research Rationale:
In the UK consumer products industry, this study looks at how companies may use IMC tactics to enhance customers engagement and brand awareness, with a focus on Unilever. Effective marketing methods are critical for any establishment to succeed in connecting with customers and raising client satisfaction levels. IMC ensures a uniform brand image and increases brand recognition by coordinating numerous resources. In addition to improving customer engagement, effectiveness, and profit, it fosters client commitment and competitive edge. To achieve their marketing communication objectives, global companies suchr as Unilever cleverly apply an intertwined marketing communication strategy that makes use of all accessible marketing technologies for communication (Bhasin, 2023). Global associations nonetheless face fierce competition and enormous challenges from around the globe, notwithstanding their successes. In this study, the researcher will evaluate how Unilever uses IMC strategies to improve its brand awareness and customer engagement.
[bookmark: _Toc169975586]Literature Review:
This section will contain the existing literatures related to the research topic and their critical analyses.
[bookmark: _Toc169975587]Integrated Marketing Communication (IMC):
IMC is a straightforward idea that brands must duly connect all of their messaging and communications, according to Belch and Belch (2020). Neels et al. (2021) argued that a company does not have to stick to a single, cohesive communication for the duration of a marketing campaign. Meanwhile, Ceil (2022) described IMC as an all-encompassing strategy that assesses the strategic responsibilities of several communication disciplines. Persuit (2023) mentioned the importance of understanding that consistency should extend beyond external communication when discussing IMC strategies. He added that businesses may give a smooth experience that deepens their relationship with customers when they directly interpret IMC strategies.
[bookmark: _Toc169975588]Different Components of IMC:
According to Baidya and Maity (2020) even with an amazing product at an unbeatable price, customers still need to know what value the product offers, which is why businesses must interact with them through effective communication. An IMC mix blends the numerous communication ways to convince customers a product's worth and establish enduring connections with them, stated by Cui et al. (2022). There are several components of IMC including, advertisement, digital marketing, public relations, and sales promotion. () defined advertisement as a type of paid marketing used to promote a company's goods or services. Meanwhile Hanlon (2022) stated that any type of marketing that occurs online and interacts with a particular target consumer base is digital marketing. He also mentioned that any attempts by a business to impact public opinion are referred as public relations. In another research conducted by Yeshin (2023) sales promotions are brief initiatives taken by a business to promote a trade.
[bookmark: _Toc169975589]Brand Awareness and Customer Engagement:
Businesses that want to stand out and draw in devoted clients must concentrate on creating and sustaining brand awareness, according to Perkins (2015). The level of consumer familiarity with a brand, its unique attributes and features, and the goods or services it provides, is defines as brand awareness by Cakmak (2019). Developing a strong relationship with customers is one of the best ways to negotiate this. According to Mehta (2020), customer engagement is described as the bond or emotional connection a consumer has with a business through a variety of experiences and encounters. Keeping customers interested and encouraging them to develop into advocates for the brand are two benefits of engaging with them, stated Leitola (2023) which can greatly increase the visibility of the company and character. 
[bookmark: _Toc169975590]Various Factors of Brand Awareness and Customer Engagement:
In the largely competitive market terrain of today, marketers must take into account the communication instruments related to the branding process. Numerous different factors affect brand recognition. Advertising is one important element; there is a strong association between advertising and brand recognition, according to Brodie et al. (2017). The operation of taglines, which has a strong association with brand awareness, is another aspect found in the research of Algesheimer et al. (2018). Because there is a strong link between brand representatives and brand recognition, Seyedghorban et al. (2020) stated that brand representatives have a big impact on brand awareness. In another research by Ali (2022) where he analyzed the factors influencing brand awareness in social media marketing, the findings showed that brand awareness is positively impacted by customer engagement.
[bookmark: _Toc169975591]Impact of IMC strategies on Enhancing Brand Awareness and Customer Engagement:
According to Madhavaram et al. (2015), companies contend fiercely to win over customer' attention and allegiance and for that organizations must take a comprehensive and unified strategy to their marketing enterprise in order to break through the clutter and make a real relationship with their customers. In this aspect, Lane Keller (2017) mentioned an IMC plan integrates numerous marketing channels and messaging into a cohesive and smooth approach, producing a potent combination that promotes consistency, raises brand awareness, and ultimately promotes company success. Reid et al. (2019) stated that maintaining coherence helps customers recognize the brand and develop trust in it, which helps them produce a distinct and continuing image of the company. Through the creation of a unified and engaging consumer experience, an IMC plan encourages increased client interaction and guests have happier experiences and are able to have a deeper grasp of the business and its products, as found in the research by Mulhern (2023). 
[bookmark: _Toc169975592]Conceptual Framework:
The following conceptual framework will be followed by the researcher throughout the study:

Figure 1: Conceptual Framework
Source: Self-made
The researcher will follow this conceptual framework throughout the study. Here, the researcher has divided IMC strategies into four categories including, advertisement, direct marketing, public relations, and sales promotion. The data will be collected according to these four variables and then analysed for resolving the research issue and generating the results.











[bookmark: _Toc169975593]Methodology:
In this section the researcher will discuss the various methods that will be employed to achieve the study’s objectives which is as follows:
[bookmark: _Toc169975594]Research Strategy:
The researcher will follow the survey research strategy for conducting this research. Since this will be a primary research, survey research strategy will be optimal for gathering the data needed for the study. Moreover, since the research issue is related to the brand awareness and customer engagement, direct responses from the customers will prove to be most fruitful in solving the issue. Hence, to gather the data survey research strategy will be followed and a survey questionnaire will be made and distributed to the selected sample for collecting the data.
[bookmark: _Toc169975595]Data Source and Collection method:
The data needed to conduct this study will be collected from the primary sources and the researcher will employ primary data collection method in that aspect. As mentioned, the research issue lies with directly conversing and knowing the viewpoints of the customers and to do that the researcher will need to collect the data from the customers directly by himself. The sources for primary data will be the 100 customers of Unilever randomly selected for the study purpose.
[bookmark: _Toc169975596]Data Analysis Method:
For the analysis of the data collected, the researcher will use quantitative data analysis method. This analysis method is primarily used for numeric data and since the researcher will collect the data from primary sources, quantitative data analysis is the most suitable of all. Moreover, the researcher will do many statistical analyses for interpreting the result including, various graphical representations, regression analysis, mean, mode and standard deviation of the sample responses.
[bookmark: _Toc169975597]Sampling Method:
In order to conduct the study and collect the data primarily, the researcher needs to select the sample size. In this study, the researcher will follow the simple random sampling method to select the sample participants. The researcher concluded that the sample size will be 100 customers of Unilever in considering the fact that higher number of samples will provide the anticipated regression result. The researcher will choose which customers will be the participants in the study by following simple random sampling method to avoid biasness and randomly selecting the participants.
[bookmark: _Toc169975598]Ethical Considerations:
Before starting the study, the researcher will inform all the chosen participants about the research aim and objectives of the study to make sure that all participants are aware of it and avail their permission to go through the questionnaire stage. Moreover, the researcher will allow any participants to leave at any time and will not force anyone for providing information. In cases of where there will be use of secondary data, proper credit for each source will be provided. The researcher will keep the information of the participants confidential and no harm will be done to any parties concerned.
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