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[bookmark: _Toc224008070]1.1 Introduction

Integrated Marketing Communication (IMC) has emerged as an essential approach for organizations competing in highly competitive markets. IMC involves the harmonization and integration of various communication tools, including advertising, public relations, digital marketing, sales promotions, and social media, to convey a unified brand message to target audiences (Kotler and Keller, 2016). In today’s marketing landscape, where consumers engage with brands across multiple digital and offline channels, ensuring consistent communication is vital for establishing a robust brand identity and fostering lasting customer relationships.
The Quick Service Restaurant (QSR) market in the United Kingdom is among the fiercest areas within the food and hospitality industry. Prominent global names like McDonald's, KFC, Burger King, and Subway pour significant resources into marketing communications to draw in and keep their customers. Rivalry in this sector hinges not only on pricing and product variety but also on the success of communication tactics that influence customer views and foster brand loyalty.
Consumer decision-making is significantly influenced by brand awareness. Aaker (1991) defined brand awareness as customers' capacity to identify and remember a brand within a certain product category. Increased brand awareness raises the likelihood that a brand will be taken into account when making a purchase. In a similar vein, Keller (1993) contends that high brand awareness helps build brand equity and fortifies consumer memory structures.

Customer retention is still a big problem in the QSR industry despite significant marketing investment. Customers can easily switch between brands due to low switching costs, regular promotional activities, and fierce competition. According to Reichheld (1996), keeping current clients is far less expensive than finding new ones, hence it should be a top strategic goal for businesses. Thus, it is crucial to do research on how integrated marketing communication affects brand recognition and, in turn, customer retention.

The purpose of this study is to examine how brand awareness, customer retention, and integrated marketing communication are related in the UK QSR sector. The study aims to offer useful insights for both academic research and marketing practitioners by investigating how coordinated marketing communication affects consumer perceptions and loyalty behavior.

[bookmark: _Toc224008071]1.2 Rationale of the Study

This research is important because, despite their major marketing communication expenditure, QSR companies still have difficulty keeping customers over the long run. Knowing how IMC affects brand awareness and client retention will help managers develop more effective communication plans and boost marketing return on investment.
[bookmark: _Toc224008072]1.3 Research Aim

To investigate the impact of Integrated Marketing Communication on brand awareness and customer retention in the QSR industry.
[bookmark: _Toc224008073]1.4 Research Questions

1. What are the current IMC practices used by QSR companies in the UK?
2. How does IMC influence brand awareness in the QSR industry?
3. What is the impact of IMC on customer retention in the QSR sector?
4. How does brand awareness affect customer retention in QSR businesses?
[bookmark: _Toc224008074]1.5 Research Objectives

· To analyse the current Integrated Marketing Communication strategies used by QSR brands in the UK.
· To analyse the impact of Integrated Marketing Communication on brand awareness in the QSR industry.
· To evaluate the relationship between brand awareness and customer retention.
· To analyse whether brand awareness mediates the relationship between IMC and customer retention.
[bookmark: _Toc224008075]1.6 Research Hypotheses

H1: Integrated Marketing Communication has a significant positive impact on brand awareness in the UK QSR industry.
H2: Brand awareness has a significant positive impact on customer retention in the UK QSR industry.
H3: Integrated Marketing Communication has a significant positive direct impact on customer retention.
H4: Brand awareness mediates the relationship between IMC and customer retention.
[bookmark: _Toc224008076]1.7 Significance of the study 

Both academically and practically, this study is important. From an academic perspective, the study adds to the body of marketing literature by incorporating three key concepts: customer retention, brand awareness, and integrated marketing communication. While these ideas have been extensively researched separately, little has been done to look at how they work together in the UK QSR industry.

The results of this study will aid marketing managers in comprehending how coordinated communication tactics affect customer behavior from a managerial standpoint. Businesses may create more successful marketing campaigns and utilize their promotional funds more effectively by recognizing the function of IMC in increasing consumer loyalty and brand recognition.
Marketing managers in QSR companies – by providing insights into effective communication strategies.
Business organisations – by helping them improve customer retention strategies.
Academic researchers – by contributing empirical evidence to marketing communication research.
Students and scholars – by providing a framework for future research on IMC and brand management.
[bookmark: _Toc224008077]2.1 Literature Review

[bookmark: _Toc224008078]2.2 Definitions of Integrated Marketing Communication

IMC is defined as the coordination of promotional tools to create a clear and consistent brand message across multiple channels (Kotler and Keller, 2016).
IMC refers to the strategic integration of advertising, digital media, public relations, and sales promotion to influence consumer behaviour.
[bookmark: _Toc224008079]2.3 Definitions of Brand Awareness

Brand awareness is the ability of consumers to recognise or recall a brand under different conditions.
Brand awareness refers to the strength of a brand’s presence in consumers’ memory.
[bookmark: _Toc224008080]2.4 Definitions of Customer Retention

Customer retention is a company’s ability to maintain repeat customers over time.
Customer retention refers to customers’ continued preference and repeated purchase of a brand.
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[image: Integrated Marketing Communications (IMC) | CSUMB Marketing 306]
Figure 1https://prohlik.wordpress.com/integrated-marketing-communications-imc/
Advantages
Message consistency
Strong brand recall
Improved customer engagement
Disadvantages
High coordination cost
Risk of message overload
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Aaker (1991) defines brand awareness as the ability of consumers to recognise or recall a brand as part of a specific product category. Keller (1993) explains brand awareness as the strength of a brand’s presence in consumer memory.
[image: The Awareness Pyramid. Source: Aaker (1991), Managing Brand Equity:... |  Download Scientific Diagram]
Figure 2https://www.researchgate.net/figure/The-Awareness-Pyramid-Source-Aaker-1991-Managing-Brand-Equity-Capitalizing-on-the_fig1_331904176
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Customer retention refers to a firm's ability to maintain ongoing relationships with customers over time (Reichheld, 1996). Kotler and Keller (2016) define retention as the activities companies undertake to reduce customer defection.
Retention leads to:
· Higher lifetime value
· Reduced marketing cost
· Positive word-of-mouth
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Although many studies discuss IMC and brand awareness separately, limited research integrates IMC, brand awareness, and customer retention within the UK QSR context.
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Few studies test the direct and indirect relationships between IMC, brand awareness, and customer retention using quantitative data in the UK QSR industry.
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Weaknesses:
· Focus on single marketing channel
· Small sample sizes
· Limited focus on QSR sector
· Lack of mediation testing
How This Study Fixes It:
· Uses integrated model
· Uses quantitative survey data
· Focuses specifically on QSR industry
· Tests statistical relationships

[bookmark: _Toc224008087]3.1 Theoretical Models and Frameworks

[bookmark: _Toc224008088]3.2 Communication Model

Kotler's communication model describes the various channels via which businesses send marketing messages to consumers. Key components of the paradigm include sender, encoding, message, channel, decoding, receiver, and feedback (Kotler and Keller, 2016). The communication model emphasizes the significance of maintaining message coherence across many channels, including social media, mobile applications, and television advertising, in the context of integrated marketing communication. Stronger brand awareness results from customers accurately interpreting marketing messaging, which is ensured by effective communication.

[image: Kotler diagram of communication process [8, p. 480] | Download Scientific  Diagram]
Figure 3https://www.researchgate.net/figure/Kotler-diagram-of-communication-process-8-p-480_fig11_319864976
Advantage: Explains message delivery
Disadvantage: Ignores emotional complexity
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The four stages of the customer journey See, Think, Do, and Care are represented by the STDC model. According to Chaffey and Ellis-Chadwick (2019), the model describes how customers progress from awareness to purchase and ultimately to loyalty. IMC techniques are employed in the QSR sector to sway customers at every step of this process by raising awareness through advertising, promoting consideration through promotions, and preserving loyalty through interaction and tailored communication.

[image: 5 digital marketing models to plan your online projects | Benjamin Slap]
Figure 4https://www.benjaminslap.be/5-digital-marketing-models/
Awareness → Consideration → Purchase → Loyalty
Advantage: Focuses on customer journey
Disadvantage: Oversimplifies behaviour

[bookmark: _Toc224008090]3.4 RACE Model

The RACE framework developed by Chaffey is widely used in digital marketing planning. It consists of four stages: Reach, Act, Convert and Engage. The model helps organisations plan integrated digital marketing strategies that attract customers, encourage interaction and build long-term relationships. In the context of IMC, the RACE model demonstrates how digital communication channels such as social media and mobile apps can be integrated to strengthen brand awareness and customer engagement.
[image: RACE marketing model definition - What is? - Digital marketing Glossary]
Figure 5https://www.davechaffey.com/digital-marketing-glossary/race-marketing-planning-model/
Advantage: Digital strategy planning
Disadvantage: Requires continuous tracking
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[image: Digital Marketing Models: The Honeycomb model | Smart Insights]

Figure 6https://www.smartinsights.com/social-media-marketing/social-media-strategy/digital-marketing-models-honeycomb-model/
Advantage: Explains social media interaction
Disadvantage: Difficult to quantify
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The research methodology for this study is developed using the research onion framework proposed by Saunders, Lewis and Thornhill (2019). The research onion provides a structured approach to designing research methodology by considering several layers including research philosophy, research approach, research strategy, methodological choice, time horizon and data collection methods.
Research Philosophy: Positivism – as the study focuses on measuring relationships between variables using quantitative data.
Research Approach: Deductive approach – hypotheses are developed based on existing marketing theories and tested through empirical data.
Research Strategy: Survey strategy – suitable for collecting data from a large number of respondents.
Methodological Choice: Quantitative research method.
Time Horizon: Cross-sectional study as data will be collected at a single point in time.
Sampling Method: Convenience sampling will be used to collect responses from QSR customers in the UK.
Sample Size: A sample size of 50 respondents is selected due to time and resource constraints; however, it is sufficient for preliminary statistical analysis.

[bookmark: _Toc224008093]4.2 Research Plan 
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[bookmark: _Toc224008094]4.3 Data Collection

Tool: Google Forms (https://docs.google.com/forms/d/e/1FAIpQLScD2oXybR7Xqx38AQCVVDL2x3DLSDeSAu_Z7t7iRmOBuBSrHA/viewform?usp=publish-editor)

Method: Online survey
Scale: 5-point Likert scale

[bookmark: _Toc224008095]4.4 Survey Questionnaire (9 Questions)

Demographics
· Age group
· Gender
· Location
IMC
· I frequently see QSR advertisements across multiple channels.
· QSR brands maintain consistent messaging.
· Social media promotions influence my perception.
Brand Awareness
· I can easily recognise my preferred QSR brand.
· I can recall advertisements easily.
Customer Retention
· I prefer to revisit the same QSR brand.

[bookmark: _Toc224008096]5.1 Conclusion

This study aims to contribute academically and practically by developing an empirical model linking IMC, brand awareness and customer retention in the UK QSR industry. By testing mediation relationships, it provides deeper insights into marketing communication effectiveness and long-term loyalty formation.

[bookmark: _Toc224008097]6.1 References 

Aaker, D.A. (1991) Managing Brand Equity. New York: Free Press.
Keller, K.L. (1993) ‘Conceptualizing, measuring, and managing customer-based brand equity’, Journal of Marketing, 57(1), pp. 1–22.
Kotler, P. and Keller, K.L. (2016) Marketing Management. 15th edn. Harlow: Pearson.
Reichheld, F.F. (1996) The Loyalty Effect. Boston: Harvard Business School Press.
Saunders, M., Lewis, P. and Thornhill, A. (2019) Research Methods for Business Students. 8th edn. Harlow: Pearson.
Schultz, D.E. and Kitchen, P.J. (2000) Communicating Globally: An Integrated Marketing Approach. London: Palgrave Macmillan.
Chaffey, D. and Ellis-Chadwick, F. (2019) Digital Marketing. 7th edn. Harlow: Pearson.
Belch, G. and Belch, M. (2021) Advertising and Promotion: An Integrated Marketing Communications Perspective. 12th edn. New York: McGraw-Hill.
Percy, L. (2018) Strategic Integrated Marketing Communications. London: Routledge.
Kitchen, P.J. and Burgmann, I. (2015) ‘Integrated marketing communication: Making it work at a strategic level’, Journal of Business Strategy, 36(4), pp. 34–39.
Prohlik (2020) Integrated Marketing Communications. Available at: https://prohlik.wordpress.com (Accessed: 18 March 2026).
ResearchGate (2019) The Awareness Pyramid. Available at: https://www.researchgate.net (Accessed: 18 March 2026).
Chaffey, D. (2023) RACE Marketing Model. Available at: https://www.davechaffey.com (Accessed: 18 March 2026).
Smart Insights (2023) Honeycomb Model. Available at: https://www.smartinsights.com (Accessed: 18 March 2026).

image5.png
- # or % interactions (platforms / ads)

Conversation, amplification, applause
- Indexed increase in brand awareness
- % new visits

Marketing focus: display, PPC, SEO, YouTube, social

Click through rate
- Page depth
- Goal value per visit
- 9% assisted

Marketing focus: display, PPC, SEO, YouTube, social, email

Visitor loyalty
- Checkout abandonment rate
- Conversion rate

Profit

Marketing focus: display, PPC, SEO, affiliate, email

-Repeat purchases
Likelihood to recommend
- Customer ifetime value

Marketing focus: remarketing, email, mobile apps, customization





image6.jpeg
The Smart Insights RACE Planning Systep, o
Digital Marketing

Build an agile, strategic
approach to digital marketing

Competition is fierce online. To win you
need to Plan, Manage and Optimize
digital channels against defined targets,
SMART KPIs and a focused investment in
content marketing, digital media and
experiences. We believe an integrated
digital strategy is essential to define new
Segmentation, Targeting and Positioning for

your online value propositions.
BUYER sTAGE: EXPLORATION

Publish and promote your
content, allow sharing to

Key Measures:
® Unique visitors
other outposts, networks and g \/alue per visit
influencers. Draw people to
your content hub...

® Fans/Followers

Be worth finding via clear Key Measures:
customer journeys and a Leads/Lead
content hub that is relevant, conversion rate
1 inspirational, useful and Time on site
1 creates leads. Shares/comments/
1 likes
[}
v
\
[}
1
[}
'| E-commerce process, Captilalise on marketing Key Measures:
) ,‘: ‘ product, price investment using CRO, marketing Sales (on and
¥ and promotion automation and remarketing to offline-influence)
" ensure contextual relevance Revenue/Profit
1 drives conversion. Average Order Value
'
1
'
[}
\
[}
[}
ll‘ Customer Th:jilled cl.ll(stQmers avreL key t? social Ke&/ Meastupres: 5
Ad c media marketing, social proof, repeat epeat Purchase
‘\ ocacy sales and referral. Start your marketing (Lifetime Value)
1 here! Satisfaction and
1 4 Loyalty
' ]
0 /
P
QIS et
a1
TOMATE

Advocacy

3,
BROUGHT i\ ®

TO YOU BY ﬁ/ &
4

Smart
Insights




image7.png
‘RELATIONSHPS,
Theextentto
whichusers
restetoeach

Social Media Functionality




image8.png
Activity Week 1 | Week 2 | Week 3 | Week4 | WeekS | Week 6
Proposal writing |/
Literature review 4 v
Questionnaire design v

Data collection

Data analysis

Final report writing





image1.png
Prifysgol Cymru

Y Drindod Dewi Sant
University of Wales
Trinity Saint David





image2.png
Carefully blended mix of promotion tools

Personal
selling

Advertising

Consistent, clear,
and compelling
company
Sales and brand Public
promotion messages relations

Direct
marketing





image3.png
Brand
Recogniion

Unaware of Brand




image4.png
>

«

Feedback (€ == == === === =====mmmnd

m—)mm—pElamqm
Media
2
NOISE
v





