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[bookmark: _Toc181797369]1. Introduction 
The objective of this research proposal is to explore the IMC and digital marketing aspects in relation to the brand equity of Sainsbury’s which is one of the largest retailers in the UK. The effectiveness of IMC and targeted digital marketing strategies significantly develops Sainsbury's brand equity on some results-oriented, strong, recognizable, and transferable brand image, and this is the key thesis of this paper. In this case, this research will focus on Sainsbury’s in Implementing IMC strategies there are various platforms to achieve uniformity and incorporation of digital marketing strategies concerning Brand welfare, integrity, and cognitive imagery of the consumers. For Sainsbury's a unique brand is crucial so as not to lose out in favorable market positions and retain loyal customers (Li et al. 2023). The execution of Integrated Marketing Communications (IMC) and Digital Marketing creates a high potential impact on the brand's equity. Broadly, brand equity is considered as the value of a brand in the eyes of the consumer, and includes aspects such as brand recognition, loyalty, quality perception, and brand associations. Each IMC and Digital Marketing significantly contributes to these elements of brand equity. IMC and Digital Marketing are indispensable strategies that when synthesized undertake a holistic approach to the brand-building endeavor. It also builds up the brand equity by improving the visibility, trust, and quality perception of the brand.
This research is not solely concerned with integrated marketing strategies, but also with assessing the need for various means of communication. With the advent of digital channels, consumers can engage with brands in many different ways (Kushwaha et al. 2020). This particular case study is relevant because customer-based brand equity, which is based on customers’ quality, credibility, and loyalty perceptions, is of great importance for the long-term sustainability and profitability of Sainsbury’s. This study provides practical information for Sainsbury and other retailers when considering how IMC and digital channels have different forms of these perspectives.
[image: ]
Figure 1: Integrated Marketing Communication Strategies
(Source: King'ori, 2022)

[bookmark: _heading=h.76bpzlxlxodt][bookmark: _Toc181797370]2. Rationale of the study
The focus of this research is to understand the effect of Integrated Marketing Communications (IMC) and Digital Marketing on Sainsbury’s brand equity by looking at how these concepts help improve brand visibility, loyalty, and consumer perception. Considering Sainsbury’s retail market in the UK is very competitive, such understanding points to how particular focused marketing can reinforce brand equity which will help in the development of future branding and communication strategies for Sainsbury.
[bookmark: _Toc181797371]3. Aims, objectives and research question
Aims
This research aims to analyze how integrated marketing communications and digital marketing strategies influence and strengthen Sainsbury’s brand equity, customer loyalty, and competitive position.
Objectives
· To analyse the current strategies of Integrated Marketing Communications (IMC) implemented by Sainsbury’s in the UK.
· To assess the current digital marketing methods implemented by Sainsbury’s in the UK.
·  To identify the impact of  IMC and digital marketing practices on the brand equity of Sainsbury’s UK.
Research questions
· What are the current Integrated Marketing communication strategies implemented in Sainsbury’s UK?
· What are the current digital marketing strategies implemented by Sainsbury’s UK?
· What is the impact of Integrated Marketing Communication and digital marketing strategies on the brand equity of Sainsbury’s in UK?

[bookmark: _heading=h.qpvil39hn5yw][bookmark: _Toc181797372]4. Literature Review
4.1 Analysing the current IMC strategies implemented by Sainsbury’s in the UK
According to Bakalo and Amantie, (2023), Integrated Marketing Communications (IMC) is a strategic approach that aligns disparate marketing channels to present a unified brand message, encourage strong brand associations, and influence consumer purchase intentions. Successful implementation of IMC for a supermarket like Sainsbury's ensures brand cohesion across digital, print, and in-store channels, reinforces brand recognition, and builds loyalty. Various authors say that enhancing brand recall increases trust and customer engagement. IMC is an important tool for collaboration, which is crucial for communication. These coherent communication tools reinforce the brand's resonance, and create the right for consumers to be independent will fit the Sainsbury brand in a meaningful way. In the UK, Sainsbury’s uses an Integrated Marketing Communications strategy that focuses on harmonized brand messages in all the activities that are performed online, within stores, and in traditional media. They enhance brand recognition by using advertisements, social networking, sending out emails, operating loyalty programs, and other methods of communication simultaneously. Sainsbury's IMC strategy is per their values, to enhance customers' loyalty and engagement through various channels of interaction.
In the opinion of Mohamed and Adiloglu, (2023), IMC can strengthen customer engagement by creating a cohesive brand image that resonates emotionally with customers. Sainsbury's for example uses visual elements and consistent themes in TV ads, social media, and in-store displays to enhance stakeholders through brand experience as it is one promoted across platforms that establishes an easily recognizable brand personality. Digital IMC strategies such as social media and email marketing are essential for Sainsbury's to drive active brand engagement. For example, Sainsbury's often aligns its in-store campaigns with social media content, encouraging online interactions that reflect its in-store brand values ​​This approach uses IMC to create an omnichannel presence. Studies show that consistent messaging across channels reduces cognitive friction, and strengthens trust, of purchase Also increasing attention is the Sainsbury IMC's approach, which involves delivering personalized emails, mobile app notifications and social media updates combined to deliver tailored messaging to meet customer preferences, encourage loyalty and increase purchase intent.
4.2 Assessing the current digital marketing strategies implemented by Sainsbury’s in the UK
This research conducted a literature review on assessing the current digital marketing techniques implemented by Sainsbury’s UK  on enhancing brand equity components. As per the views of Kedi et al. (2024), there are grave advantages in the application of digital advertising strategies. It has been researched that social networking, email marketing along paid active advertising increase consumer brand awareness or brand recall. Sainsbury currently employs a range of digital marketing strategies such as personalized promotions and social media interactions and operates an easy-to-use e-commerce platform. They exploit the use of data analytics to drive targeted advertising and hospitality to the clients’ loyalty programs. In addition to this, Sainsbury’s practices content marketing and email marketing, which helps them to improve customers’ brand loyalty and engagement, whilst constantly meeting the changing customer tendency towards digital shopping.
 As for Sainsbury's, optimizing pages on search engines and conducting social media campaigns increases their awareness among the population and therefore more buyers are inclined to the diverse offers. Mainly, customer engagement is referred to as a bonding process, which is important for fostering brand loyalty. Rane et al. (2023), stated that considering effective marketing strategies, such as loyalty schemes and enhanced level of customer service, individualized marketing helps to retain customers longer. Besides, targeted promotions offered through Sainsbury's mobile application and online websites have encouraged customers to make purchases repeatedly and improved brand loyalty. In the United Kingdom, Consumer perceptions of quality are affected by digital engagement. The availability of engaging content and an efficient online customer support system help shape a positive perception of Sainsbury's goods. Testimonials and content produced by the users additionally contribute to the favourable quality perceptions among the consumers which makes Sainsbury's a reputable brand in the competitive business of retailing. To sum up, the implementation of effective digital marketing techniques tends to enhance the brand equity of Sainsbury's by increasing the brand popularity, ensuring its loyalty, and improving its quality relative to other brands.
4.3 Determining the impact of IMC and digital marketing strategies on brand equity of Sainsbury’s .
Looking at Sainsbury’s IMC and its engagement in digital marketing, one can seek to determine how the use of similar messages across multiple platforms and at the same time with digital engagement improves brand retention, presence, and customer perception. These aspects, if well implemented, can improve the trust and recognition level of a particular brand, which would cause competition. The relationship between integrated marketing communication (IMC) and the strategies associated with digital marketing in promoting and sustaining the competitive advantage of Sainsbury's in the long run brand equity demonstrates coordination of marketing elements. According to Mardon et al. (2023), IMC provides a multi-platform approach, which makes it possible for audience engagement enhancement options as well as reinforcement of the brand. A comprehensive integrated marketing communication strategy will combine advertising, public relations, and sales promotions to ensure all sections of a brand’s target market are reached. Sainsbury’s incorporation of conventional and linear communication systems correlation of messages has enabled the creation of a strong brand. In the same line of competitive ability digital marketing practices such as social media, content marketing, or personalization play significant roles (Omar et al. 2020). The study reveals that digital mini-campaigns are also effective in enhancing the interaction and loyalty of customers. In addition, Sainsbury's engagement in social networks contributes to the exchange of information with the customers but also to real-time feedback and building rapport with the brand.
Theory
The Aaker’s Brand Equity Model comprises four key elements that make up the equity of a brand. To begin with, brand awareness or brand recall measures how well consumers can identify or remember a given brand. In the opinion of Tali et al. (2021), in the second place, brand loyalty is the level of persistence of customers towards buying a brand, with a likelihood of buying the same brand again or not. Quality perception, in this case, refers to how an individual thinks about the quality and the worth of a certain brand in question. Finally, brand associations are the different attributes or images that a brand has, which help the consumer form an image and thus make a buying decision. These facets increase the value of the brand, thereby increasing competitiveness in the market.
This research on the determining key IMC means and digital marketing tools applied for Sainsbury's is based on the enhancement of brand equity by Aaker's Brand Equity model. Interventions like the enhancement of digital campaigns to heighten brand awareness, creating brand loyalty through direct marketing communications, and creating high levels of perceived quality through exciting content can all work separately to improve Sainsbury's competitive edge in the market. Furthermore, strategic brand associations as a result of coherent messaging will help in enhancing customer bonding which in turn supports the creation of brand equity as well as competitive advantage of the brand in the long run.
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Figure 2: Aaker’s Brand Equity Model
(Source: Odhiambo, 2023)
[bookmark: _Toc181797373]5. Methodology 
Onion Research Model
The Onion Research Model is a research approach that helps focus on making various research decisions by visualizing them in layers. It encompasses all stages of the research cycle, starting with the philosophy, approach and strategies of the research, continuing with models and ways of data collection and analysis. Each layer builds on to the next, thus constructing a systematic way of breaking down the research process into clear-cut phases.
Research Choice
Research choice refers to the process of choosing the most appropriate method of conducting research taking into consideration the aim of the study, the hypotheses raised and the data needed for the research. This means that research methods can be quantitative, qualitative or mixed. In studying this research, the quantitative research choice has to be made concerning the nature of the study. This is due to the nature of the brand equity components (for example brand awareness; and brand loyalty which are usually quantified using structured questionnaires and numerical data hence objective measurement of the IMC and digital strategies on Sainsbury’s branding is possible.

Quantitative research is a type of research that is conducted in a more systematic manner and is mostly about measuring things for patterns, relationships, or trends. It uses closed instruments such as surveys, experiments, and statistical analysis to collect numerical data. This allows for an appreciation of measurement in that the researcher can formulate a hypothesis and make conclusions that can apply to a wider audience. 
Research approach and philosophy
Researchers will adopt the positivist philosophy of the research. Positivism will aid in the subjective analysis of the data collected and it will also emphasize objective analysis of the existing data. This will ensure that the research objectives are addressed appropriately. In order to achieve the objectives of the research faithfully, a combination of the deductive research approach and explanatory research choice will be employed by the researchers.
Data collection process and analysis
The selected research will thus be recommended to be carried out using primary and data to deal with the issue presented efficiently and enhance the quality of the business performance. Therefore, this research will be performed using the quantitative mono method. In the first place, selecting a research philosophy is essential as it aids in carrying out research and formulating good hypotheses from the information that has been gathered (Khatri, 2020). The following study will adopt a survey method and paper-based method and will be the suitable research option for this research. One of the means used to gather primary data will be a close-ended questionnaire. There will be a survey involving 50 respondents from the customer base. The survey will consist of 8-10 closed-ended questions with a duration of 5 to 10 minutes. In the review, secondary data sources will be relied on. The researchers will include microsoft Forms to collect primary data and excell for analysing the primary data (Kamiri and Mariga, 2021). The results of the analysis of the quantitative data will be shown in the form of graphs using Microsoft  Excel. The corporate publications and depositions will be interpretable by the constructed thematic analysis whilst the data will be displayed in the themes pursued through the study. Sampling refers to the process of choosing a small number of individuals from a larger group, in order to conclude the whole group for research. To assemble primary data, a non-convenience method of sampling will be applicable and the technique will be non-probability sampling.
[bookmark: _Toc181797374]6. Limitations 
This research proposal has several limitations that could affect the findings regarding the impact of integrated marketing communications (IMC) and digital marketing on Sainsbury's brand equity. Firstly, the study will focus on the UK market, Sainsbury's, or other brands in the international specialty markets. Besides, where consumer behaviour and digital usage can vary significantly, the rapidly evolving digital landscape poses a challenge, as new marketing technologies and platforms may emerge during the research (Sagar, 2024). This can potentially affect specific digital strategies considered in the analysis. Another limitation relates to data availability. The research will be done by survey which restricts the data expansion. Research may rely on publicly available or survey-based information about Sainsbury's marketing strategy, which may lack detailed insight into the company's proprietary IMC and digital strategies. Furthermore, measuring brand accuracy can be difficult, as brand perceptions are subjective, and influenced by various external factors, such as economic conditions or competitor behaviour, which may be difficult to control for in this study (Kobylińska, 2022). Finally, time and resource constraints may limit the data collection and analysis, potentially limiting deeper insights into IMC and digital marketing impact on brand equity. Future researchers could continue this research by examining new factors or long-term effects.
[bookmark: _Toc181797375]7. Ethical Considerations 
Research ethics refers to the principles that preserve integrity and respect and protect all the parties involved while ensuring that everyone is honest and responsible in the course of the research process. It must be ensured that the survey will be private and confidential. Ethics in research applies to the principles and rules that regulate the performance and conduct of research in an adequate manner (Aravik et al. 2022). It includes standards for the protection of those who take part in research activities such as the necessity of informed consent, confidentiality of subjects, the risk of harm and honesty in the management and dissemination of the researched data. It must be ensured that the survey will be private and confidential. This research ensures the critical importance of ethical issues for primary research on key identifying IMC and digital marketing practices as factors improving Sainsbury's competitive position and building its brand equity over time. Every effort must take precedence towards ensuring that the participants of the study are kept covered; in this case, the sensitive issues are focusing on the use of personal information which has to be filed away, disguised, and protected. The participants must be free to choose whether or not to take part in the research and to opt-out at any given point in time without any repercussions. In addition to that, the researchers need to be aware of the possible sources of bias and make all efforts to eliminate them as objectivity is the foundation upon which true and dependable results that meet the aim of the research are achieved.
[bookmark: _Toc181797376]8. Resources and Planning
For this study, microsoft form will be accessed online to conduct the survey and from the from, graphs will be identified as the results of the primary data found. Thus, the findings will be 
analysed followed by the planned way mentioned below with the help of gantt chart.

	Milestones
	W 1- W 2
	W 3-4
	W 5-W 6
	W 7-8
	W 9-10
	W 11-12
	W 13
	W 14-15
	W 16

	Ethical Approval and Introduction 
	
	
	
	
	
	
	
	
	

	Aims, Objectives and Research Questions
	
	
	
	
	
	
	
	
	

	Literature Review 
	
	
	
	
	
	
	
	
	

	Methodology
	
	
	
	
	
	
	
	
	

	Limitations
	
	
	
	
	
	
	
	
	

	Data collection and analysis
	
	
	
	
	
	
	
	
	

	Result declaration
	
	
	
	
	
	
	
	
	


Table 1: Gantt Chart
(Self-created)
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There is no plan for purchasing any secondary materials for this research or any travelling expenses for researchers to go outside for the quantitative survey as the survey will be online. Thus, in the meantime, there is no identified budget for this project initially.
[bookmark: _heading=h.tuf9vt57spem][bookmark: _Toc181797378]10. Conclusion 
In conclusion, this study seeks to identify the best-integrated marketing communications, inclusive of digital marketing strategies, that can improve Sainsbury’s overall competitive edge, thus promoting brand loyalty and equity even in the modern changing retail environment.
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