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ABSTRACT
The objective of this research is to assess the effects of Integrated Marketing Communications and Digital Marketing on the Fast-Food Restaurant Bao London. The notion of integrated marketing communications (IMC) refers to the strategic utilisation of a varied range of promotional media in a coordinated manner.
The effective use of digital marketing channels, including but not limited to social media, search engine marketing, search engine optimisation, display advertising, and different online platforms, has the potential to provide significant benefits for firms in attaining their marketing objectives.
This dissertation embraces a positivist research ethic and takes a deductive approach, using a quantitative methodology to investigate the effects of digital marketing and integrated marketing communication methods on the Fast-Food Restaurant Bao. The data is acquired by the administration of a questionnaire survey, and afterwards subjected to analysis with a chi-squared test and Spearman correlation analysis using SPSS 27 software. The study used a sample size of 100 participants, which was determined by the utilisation of the Snowball Sampling technique.
The survey results were subjected to statistical analysis using a Chi Squared test and Spearman Correlation analysis by the author. The results of the chi-square test revealed a good association between the variables and the incorporation of IMC and Digital Marketing strategies in the Bao, except for competitiveness. The Spearman correlation analysis demonstrates a significant positive relationship between the variables of Integrated Marketing Communication (IMC) and Digital Marketing inside the fast-food establishment known as Bao. The author devised an implementation plan by integrating the study results, as well as the obstacles and possibilities associated with the adoption of Integrated Marketing Communication (IMC) and Digital Marketing in Bao.
Keywords: Integrated Marketing Communications, Digital Marketing, Brand Awareness, Brand Loyalty, Brand Image
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[bookmark: _Toc141790727][bookmark: _Toc145694766]1. INTRODUCTION
[bookmark: _Toc141790728][bookmark: _Toc145694767]1.1. Background
In the fiercely competitive landscape of the modern dining industry, it has become abundantly clear that thriving establishments recognise the paramount importance of both securing and maintaining a loyal clientele. The primary emphasis should be on deploying captivating promotional techniques that resonate with our target audience. The concept of integrated marketing communications (IMC) pertains to the strategic utilisation of a diverse array of promotional channels in a synchronised manner.
The strategic utilisation of digital marketing channels, such as social media, search engine marketing, search engine optimisation, display advertising, and various online platforms, can yield substantial advantages for businesses in achieving their marketing goals. The objectives encompass endeavours such as enhancing brand recognition and fostering a sense of familiarity and trust among individuals. Social media is an invaluable tool for restaurants to effectively promote their sales, events, and various other promotions. The utilisation of digital media for marketing purposes is absolutely imperative when it comes to establishing and nurturing customer trust in a brand's array of offerings. Investing capital in outdoor advertising for restaurants has the potential to yield multiple advantageous outcomes. The cost-effective approach in question presents a multitude of potential advantages for dining establishments, encompassing enhanced advertising capabilities, heightened consumer appeal, and increased brand recognition.
[bookmark: _Toc141790729][bookmark: _Toc145694768]1.2. Rationale
Bao, a Taiwanese eatery located in the bustling city of London, has skilfully mastered the delicate art of preserving the authentic essence of street food while seamlessly infusing it with a modern touch that appeals to the sophisticated tastes of discerning customers from Western backgrounds. However, it is abundantly evident that the restaurant's digital marketing strategy and Integrated Marketing plan demonstrate a conspicuous inadequacy in their degree of advancement. Henceforth, the ongoing investigation, with its primary objective of discerning and assessing the effects of Integrated Marketing Communications and Digital Marketing strategies on Bao restaurant, assumes a position of utmost significance within the contemporary landscape.
This study aims to analyse the implications of digital marketing and integrated marketing communications in the restaurant industry, focusing specifically on the case of Bao. The goal is to gain a deeper understanding of how these strategies can be utilised to enhance marketing efforts. The utilisation of digital marketing is paramount in the pursuit of acquiring new consumers and cultivating a seamless relationship with them, ultimately fostering their unwavering loyalty. The core focus of this study is to explore the innate potential of digital marketing strategies in successfully engaging a wide range of customers for the restaurant.
[bookmark: _Toc138715893][bookmark: _Toc141790730][bookmark: _Toc145694769]1.3. Aims and Objectives
The aim of this study is to evaluate the impacts of Integrated Marketing Communications and Digital Marketing on the Fast-Food Restaurant Bao London. In order to successfully attain the desired outcome, it is imperative to accomplish the following objectives:
· To analyse the current Integrated Marketing Communications strategies of BAO London. 
· To determine the current digital marketing strategies utilised by BAO London. 
· To investigate the opportunities and challenges of BAO London implementing Integrated Marketing Communications and digital marketing strategies.
Research Questions
· What are the current IMC strategies of BAO London? 
· What are the current digital marketing strategies utilised by BAO London?
· What are the opportunities and challenges of BAO London implementing Integrated Marketing Communications and digital marketing strategies?
The hypothesis statements are as follows:
H1- The brand awareness of the fast-food restaurant is positively impacted by the Integrated Marketing Communications and Digital Marketing Strategies
H2-The integrated marketing communications and digital marketing strategies has positive impact on the brand image.
H3- The brand loyalty of the fast-food restaurants can be enhanced by the implementation of Integrated Marketing Communications and Digital Marketing Strategies.
H4- The sales and the business growth of the fast-food restaurant is positively impacted by the integrated marketing communication and digital marketing strategies.
H5- The restaurant can gain competitiveness through the implementation of digital marketing and the integrated marketing strategies.


[bookmark: _Toc145694770]1.4. Overview of the Dissertation Chapters
Chapters Overview
Chapter 1: It serves as an initial segment that provides a comprehensive outline of the study, including the context, importance, aims, and research questions.
Chapter 2: It entails a comprehensive analysis of relevant scholarly literature, focusing particularly on the execution of a systematic evaluation of academic papers that are significant to the concept of leadership styles.
Chapter 3: This Chapter named "Methodology," centres on the procedures used for the gathering and examination of data.
Chapter 4: It focuses on the results obtained using the Chi Squared test and Spearman Correlation Analysis.
Chapter 5: It is devoted to the comprehensive examination and interpretation of the data derived from the analysis.
Chapter 6: Conclusions and Recommendations. In this chapter, we provide the conclusions drawn from our research and provide recommendations based on these findings.

 

[bookmark: _Toc145694771]2. LITERATURE REVIEW
[bookmark: _Toc145694772]2.1. Bao Restaurants- An Overview
Bao, a Taiwanese restaurant located in London, England, has successfully devised a method of presenting meals that caters to the preferences of Western individuals, while also preserving the authentic essence of street cuisine. The prevalence of Cantonese food, namely dim sum, in London's Chinese culinary landscape may be attributed to the historical colonial ties between Britain and Hong Kong, China. The proliferation and recognition of culinary methods from various regions within Greater China have just recently gained momentum (Bao London, 2023).
Taiwanese street markets often include diverse regional culinary traditions that have been introduced to the island from mainland China. The recipes serve as a testament to Taiwan's historical background, characterised by the political tensions between the Chinese Nationalist Party and the Chinese Communist Party over past decades (The Brand Identity, 2023). To date, London has seen the establishment of many commendable Taiwanese restaurants, but with a predominant inclination towards traditional culinary offerings. Bao emerged as an early proponent of challenging the prevailing norms, introducing a contemporary perspective (Bao London, 2023).
Bao was established by Erchen Chang and her current spouse, Shing Tat Chung, who happened to be her fellow student at the Slade School of Fine Art in London. Subsequently, Chung successfully completed a master's programme in design at the esteemed Royal College of Art. The pair was joined by Wai Ting Chung, the sister of one of them, who had previous experience in the fashion industry (The Brand Identity, 2023). It was at this time that the concept for Bao was conceived. Chang lacked prior experience or expertise in the field of cuisine. In contrast, the Chungs have been operating restaurants for many generations in Taiwan. After completing their studies, the trio embarked on a journey around Taiwan, indulging in the local cuisine while traversing the island. For one evening spent at a street market, they collectively arrived at the decision to go into the realm of the restaurant industry (Bao London, 2023). 
The trio's expertise in art and design has played a crucial role in ensuring Bao's sustained coherence over the years. This consistency is evident in the harmonious wooden interiors seen throughout many Bao establishments, the staff's uniformity in white attire, and the visually appealing dish presentations that resonate with the Instagram community (Bao London, 2023).

[bookmark: _Toc145694773]2.2. The Concept of Integrated Marketing Communication
The concept of integrated marketing communications (IMC) involves the dissemination of a unified message across various communication channels in order to enhance consumer engagement with a company's goods and solutions (Finne and Grönroos, 2017). The phenomenon of the confluence of public relations (PR), advertising, and marketing is evident. Integrated marketing communication (IMC) refers to the strategic approach employed to harmonise various marketing communication components, including public relations, social media, audience analytics, business development principles, and advertising, in order to establish a cohesive brand identity that maintains uniformity across diverse media platforms (Keller, 2016). This technology enables both public and private entities, including corporations and organisations, to provide a cohesive and captivating customer experience for their products and/or services. Additionally, it aids in enhancing an organization's reputation and fostering positive relationships with stakeholders. Individuals with expertise in integrated marketing communications may seek employment in various sectors within the marketing and communications industries (Luxton, Reid and Mavondo, 2015). Included in this group are industries such as social media marketing, digital media, journalism, market research and consultancy, public relations, not-for-profits and governmental agencies, the entertainment industry, broadcasting, and the public sector (Manser Payne, Peltier and Barger, 2017). The major definitions of IMC are as follows:
· The strategic process used to strategize, formulate, implement, and assess synchronised, quantifiable, influential brand communication initiatives aimed at specific, relevant external and internal stakeholders with the objective of cultivating enduring brand equity (Kliatchko, 2005).
· According to Philip Kotler, the process of integrated marketing communications include the generation, dissemination, and provision of value to customers in a manner that results in a collective outcome greater than the individual contributions (Kotler and Keller, 2011).
· Integrated marketing communication (IMC) refers to the strategic process of harmonising and synchronising various communication strategies inside an organisation (Porcu, Barrio-García and Kitchen, 1970).
Integrated marketing communication (IMC) is a dynamic and forward-thinking field that seamlessly combines traditional and cutting-edge media tactics. Integrated marketing communications (IMC) represents a holistic marketing approach that strategically aligns with an organization's overarching objectives and growth imperatives, ensuring long-term sustainability (Valos et al., 2016). The core concept that forms the basis of integrated marketing communications is the strategic combination of several elements such as advertising, public relations, social media, marketing, and consumer/audience analytics. This amalgamation is aimed at fostering synergy within an organisational framework. The main goal of this strategy is to enhance efficiency and increase the cooperation capacity of the several disciplines involved (Šeric´ and Ozretic´-Došen, 2018).
Professionals hailing from diverse domains such as marketing, public relations, brand management, digital media, social media marketing, and other relevant disciplines possess the invaluable expertise to effectively employ integrated marketing communication (IMC) theories and strategies (Ginting, Bisma and Gelgel, 2022);(Key and Czaplewski, 2017). The impact of integrated marketing communications (IMC) is readily apparent across various facets of modern culture, encompassing the ubiquity of online display advertisements, the proliferation of business blogs, the implementation of search engine optimisation strategies, the influence of newspaper editorials, the prominence of outdoor billboards, the reach of magazine advertisements, and numerous other mediums (Csikósová, Antošová and Čulková, 2014)(Šerić, Gil-Saura and Ruiz-Molina, 2014). Following figure 2.1 outlines the tools and elements of IMC.
 [image: 6 Elements of Integrated Marketing Communications -]
[bookmark: _Toc145694626]Figure 2.1 The Tools and Elements of IMC ((Finne and Grönroos, 2017)

Creating an IMC plan is often the first step in implementing IMC. This plan is a guide that specifies the many methods of dissemination that will be used during the campaigns. Search engine optimisation (SEO) strategies, banner ads, webinars, social media, and blogs are just some of the promotional methods that are used (Dahl, Eagle and Low, 2015). Ensuring the utmost importance is placed on maintaining consistency and credibility across all communications is imperative, regardless of the specific elements employed within the marketing mix for a particular brand (Muñoz-Leiva, Porcu and Barrio-García, 2015).
[bookmark: _Toc145694774]2.3. Models of Integrated Marketing Communications 
[bookmark: _Toc145694775]2.3.1. Shannon and Weaver Model of Communication
Six components—a source, a transmitter, a channel, a receiver, a destination, and noise—make up the Shannon-Weaver model, which assumes communication is unidirectional and linear. A message's source is the person or entity that is ultimately accountable for its dissemination  (Kubota, 2019).
[image: Communication model of Shannon (Shannon and Weaver, 1949) | Download  Scientific Diagram]
[bookmark: _Toc145694627]Figure 2.2 Shannon and Weaver Model of Communication (Kubota, 2019)
The above figure 2.2 outlines the Shannon and Weaver Model of Communication.
Advantages
· The concept of noise plays a crucial role in enhancing the effectiveness of communication by mitigating or eliminating disruptive elements that hinder the transmission and reception of information (Petersons, Petersons and Khalimzoda, 2016).
· This paradigm conceptualises communication as a bilateral process. The model's applicability extends to other forms of communication (Kubota, 2019).
· The Shannon-Weaver model conceptualises communication as a quantitative phenomenon.
  Disadvantages
· Its use is more prevalent in interpersonal communication as opposed to group communication and mass communication (Kubota, 2019).
· In the communication process, the receiver assumes a passive position, while the sender assumes the major responsibility of transmitting messages.
· The significance of feedback is sometimes overshadowed by the primary information conveyed by the presenter (Petersons, Petersons and Khalimzoda, 2016).
· The model has been seen by some opponents as a potentially deceptive portrayal of the essence of human communication, given that human communication does not include inherent mathematical characteristics (Kubota, 2019).
Application in Restaurant Industry
Sender- Customer who orders Food Online, Transmitter- Mobile Phone Application, Channel- Mobile Networks, Decoder- Server of the Restaurant, Receiver- The worker in the restaurant, Noise- Disruption in mobile networks
[bookmark: _Toc145694776]2.3.2. Aristotle Model
The Aristotle model of communication is a generally acknowledged and often used framework in the field of communication. According to this model, the sender transmits information or a message to the recipients with the intention of influencing their thoughts, attitudes, and behaviours, so eliciting a response and prompting them to behave in a desired manner (Petersons, Petersons and Khalimzoda, 2016).
Advantages
· It offers both broad and specific perspectives. This platform provides an opportunity to inquire and analyse unprocessed data obtained via observation. By adhering to its trajectory, it has the potential to guide us towards novel findings (Kubota, 2019).
Disadvantages
· The use of this tool is more often seen in interpersonal communication rather than in group communication and mass communication (Kietzmann et al., 2012).
· Within the framework of the communication process, the recipient is often positioned in a passive role, whilst the sender bears the primary duty of sending messages.
· The importance of feedback is sometimes diminished by the main information communicated by the presenter (Kubota, 2019).
· The concept has been critiqued by some individuals as a possibly misleading representation of the fundamental nature of human communication, since human communication does not inherently include mathematical attributes (Petersons, Petersons and Khalimzoda, 2016).
[image: Aristotle's model of communication (Eisenberg and Gamble, 1991 p. 25)  ]
[bookmark: _Toc145694628]Figure 2.3 Aristotle Model of Communication (Petersons, Petersons and Khalimzoda, 2016).

The above figure 2.3 outlines the Aristotle model of communication. 
Application in the Restaurant Industry
A restaurant makes attractive advertisements regarding their establishment and publishes it in the mediums such as social media and television. Here according to the Aristotle model of communication, the Restaurant is the Sender or Speaker, the advertisements is the prepared speech, the audience are the people who watch the ad, and the effect is the visit to the restaurant.

[bookmark: _Toc145694721]Table 2.1 Similarities and differences of Aristotle and Shannon Weaver Models (Developed by Researcher).
	Similarities
	Dissimilarities

	Both are Linear Communication Models

	Sender is the main point of attraction in Aristotle Model

	
	Both the Sender and Receiver are equally important in Shannon and Weaver Model



The above table 2.1 outlines the comparison between the two models, Aristotle Model and Shannon and Weaver Model of Communication.
[bookmark: _Toc145694777]2.4. The Concept of Digital Marketing
This encompasses many digital platforms such as email, social media, web-based advertising, as well as text and multimedia messaging, which are used as channels for marketing purposes (Kannan and Li, 2017). This enables marketing professionals to employ electronic means for conveying messages and evaluating their influence on customers' experiences. In practical use, the term "digital marketing" often denotes marketing initiatives that are shown on various electronic devices such as computers, smartphones, tablets, and similar technological platforms (Piñeiro-Otero and Martínez-Rolán, 2016).  The major definitions of Digital Marketing are:
· Digital marketing refers to a collection of strategic actions undertaken by organisations or individuals on the Internet with the objective of acquiring new business opportunities and cultivating a distinct brand image (Kotler and Keller, 2011).
· Digital marketing is a subset of direct marketing that utilizes digital technologies to facilitate two-way communication between buyers and sellers, including electronic mail, websites, online forums, and mobile communications (Kotler and Armstrong, 2009).
· "Digital marketing," often known as "online marketing," is the process of promoting a company in order to get new customers via the use of the internet and other forms of electronic communication (Nasidi et al., 2018).
A multitude of digital advertising modalities are in existence, encompassing online video, display advertisements, search engine marketing, paid social ads, and social media postings (Goldfarb & Tucker, 2019). Interestingly, television is frequently classified within the realm of conventional marketing strategies (Akmaljon, Erkin and Nodira, 2022).
Digital marketing comprises eight key areas: Search Engine Optimisation, Pay-per-click, Social Media Marketing, Content Marketing, Email Marketing, Mobile Marketing, Marketing Analytics, and Affiliate Marketing  (Chaffey and Smith, 2022).
· Search Engine Optimization (SEO)- Search engine optimisation (SEO) works to improve a business's visibility in search engines like Google, Bing, and Yahoo!, ultimately leading to more people finding the company online (Baye, De los Santos and Wildenbeest, 2016). SEO marketers research customer search terms and phrases, strategically incorporating these keywords into their content to improve online visibility (Lewandowski and Schultheiß, 2023).
· Pay Per Click- Pay-per-click (PPC) is a digital marketing strategy that increases search engine results and remunerated promotional materials. It's a temporary strategy, meaning ads will disappear if companies stop remuneration. It's similar to SEO (Lewandowski and Schultheiß, 2023).
· Social Media Marketing- Social media marketing involves a comprehensive approach beyond content dissemination and user engagement, encompassing a company's activities on various platforms (Kapoor, Dwivedi and Piercy, 2016).
· Content Marketing- Content marketing strategically enhances brand recognition by using storytelling and disseminating valuable knowledge. It aims to encourage readers to become patrons through various media forms, such as podcasts, digital videos, and white papers, thereby influencing their actions (Holliman and Rowley, 2014). Prioritizing clientele's needs over brand visibility and transactional success is crucial in content marketing, as it aims to build a lasting rapport with the target audience (Järvinen and Taiminen, 2016). The following figure 2.4 outlines the components of a digital marketing strategy.

[image: ]
[bookmark: _Toc145694629]Figure 2.4 Components of Digital Marketing Strategies (Developed by Researcher).

· Email Marketing- Email remains an effective marketing strategy, providing value to consumers and converting them into customers over time, despite the rise of social media and smartphone apps (Hollebeek and Macky, 2019). Additionally, they demonstrate proficiency in analysing consumer interactions and data, enabling them to make informed and strategic choices based on such information (Lee, Hosanagar and Nair, 2018).
· Mobile Marketing- This particular kind of digital marketing is mostly concerned with effectively contacting the intended target audience via the use of smart phones or tablets (Ashley and Tuten, 2015). Marketers possess the ability to customise offers or exclusive content based on geographic location or temporal factors, such as a customer's physical presence at a shop or attendance at an event (Li, Larimo and Leonidou, 2021).
· Marketing Analytics- Digital marketing offers comprehensive tracking and quantification, unlike traditional marketing materials like coupons and direct mail promotions, which may not accurately reflect the message's impact (France and Ghose, 2019). Analytics enable marketers to monitor user behavior, including link click frequency, web page engagement duration, and email opening frequency, among other metrics (Wedel and Kannan, 2016). Consequently, marketers must possess the capacity to really comprehend the significance of the data and its implications for informing strategic decisions (Xu, Frankwick and Ramirez, 2016).
· Affiliate Marketing- Affiliate marketing leverages the increasing prominence of industry authorities and social media influencers. When engaging with these external influencers, the organisation is going to develop a collaborative partnership aimed at endorsing its goods or services in exchange for remuneration (Edelman and Brandi, 2015).
[bookmark: _Toc145694778]2.5. Theoretical Models of Digital Marketing 
[bookmark: _Toc145694779]2.5.1. RACE Model
The term RACE is derived from the four sequential phases of a marketing strategy. The aforementioned phases include Reach, Act, Convert, and Engage. Each step represents a distinct and continuous process, with the ultimate objective of guiding potential customers through the sales funnel, ultimately transforming them into loyal supporters of the company or brand (Chaffey, 2022). The above figure 2.5 outlines the RACE Marketing model. The RACE marketing planning model aims to provide a streamlined framework for organisations to create a digital marketing or omnichannel communications strategy that effectively addresses the obstacles associated with reaching and captivating online audiences, ultimately driving conversions in both online and offline sales.
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[bookmark: _Toc145694630]Figure 2.5. RACE Marketing Model (Chaffey, 2022)

The framework is organised based on the traditional marketing funnel, as seen in the accompanying figure, which illustrates the intended objectives (Chaffey, 2022).
Application in the Restaurant Industry
· When formulating a digital marketing strategy using the RACE framework, it is essential to consider each of the four distinct stages (digital marketing processes) that have been devised to ensure sustained client engagement over the whole of the customer life cycle (Upadyay, 2016).
· The first step, known as "REACH," is devising strategies to enhance the prominence of the restaurant company via various digital and physical channels. This includes not just the website, but also the branded social media platforms, online travel agencies (OTAs), the email list, and printed media (Upadyay, 2016).
· Step 2 – ACT: This stage requires a diligent observation of the actions taken by visitors on the website or social media platforms as they go further in their trip. Potential actions that users may engage in include perusing the company's description, examining visual representations of hotel rooms, restaurant or bar facilities, subscribing to the email distribution list, or navigating to another blog entry. Bounce rates on websites sometimes exceed 50%, necessitating significant efforts to reduce and sustain this metric (Upadyay, 2016).
· Step 3 – Conversion: The most crucial stage involves converting prospects into leads or customers, such as booking accommodations, tables, or exclusive promotions, with the goal of providing economic benefit to the business (Upadyay, 2016).
· Step 4 – ENGAGE: The engagement phase is a protracted undertaking that involves the cultivation and expansion of the client connection. Maintaining client engagement via social media platforms, newsletters, and paid advertising is a crucial element in fostering customer loyalty, promoting brand advocacy, and generating customer endorsements and recommendations (Upadyay, 2016). 

[bookmark: _Toc145694722]Table 2.2 Advantages and Disadvantages of RACE Model (Developed by Researcher according to (Chaffey, 2022)
	Advantages
	Disadvantages

	This technique is in its ability to effectively accomplish significant objectives by systematically attaining smaller goals within each of the four distinct stages.
	Time Consumption

	Companies have the potential to enhance their development through enhancing commercial efficiency, therefore attaining conformity with the strategic plan
	Anti Brand Activities

	The inherent structure of this model facilitates the execution of planning, control, and analytical processes, making it widely used in contemporary contexts
	High Competition



The above table 2.2 outlines the advantages and disadvantages of RACE Model of digital marketing.
[bookmark: _Toc145694780]2.5.2. Honeycomb Model
The honeycomb model, a framework for understanding fundamental factors, outlines seven key elements that underpin the social media ecosystem, allowing organizations to focus on essential features (Kietzmann et al., 2012).
[image: The honeycomb framework of social media (Kietzmann et al., 2011 p. 243) |  Download Scientific Diagram]
[bookmark: _Toc145694631]Figure 2.6 Honeycomb Model of Digital Marketing (Kietzmann et al., 2012).

The above figure 2.6 shows the Honeycomb Model of Digital Marketing. The following section describes its application in the restaurant industry.
Application in the Restaurant Industry
The topic of discussion is to the subject of identity, specifically focusing on data privacy measures and technologies that facilitate user self-promotion. The concept of presence involves the establishment and control of the authenticity, closeness, and timeliness of the given situation. The business may establish a consistent presence by consistently releasing timely material. Relationships: The management of structural and flow aspects within a network of relationships. Restaurants have the ability to establish and cultivate client relationships through using social media platforms, which serve as a means to solicit feedback and address consumer problems. The assessment of users and brands include the monitoring of several factors such as strength, passion, emotion, and reach, which together contribute to their reputation.In light of the aforementioned circumstances, it is imperative to consider the potential implications and ramifications of Membership Rules and Protocols in Groups Discussions: The Speed of Conversations, and the Hazards of Prolonged Gazing and Involvement. The topic of discussion pertains to the integration of a content management system (CMS) with a social graph.

[bookmark: _Toc145694723]Table 2.3 Similarities and Differences Between RACE and Honeycomb Models (Developed by Researcher).
	Similarities
	Differences

	Both are models of Digital Marketing
	RACE model is a Digital Marketing Planning Model 

	
	Honeycomb Model is a Digital Consumer Communication Model



The above table 2.3 outlines the similarities and differences between the RACE Model and the Honeycomb Model.
[bookmark: _Toc145694781]2.6. The Current Digital Marketing and IMC strategies Used by Bao London
[bookmark: _Toc145694782]2.6.1 IMC of Bao London
Integrated Marketing Communication (IMC) refers to the meticulous process of harmonising and synchronising the many communication channels used by a business in order to effectively convey a coherent, uniform, and persuasive message about the organisation and its offerings (Keller, 2016). The primary objective of this initiative is to meet the demands for affordable, high-quality cuisine that can be supplied expeditiously (Bao London, 2023).
· Advertising- Bao Ads' advertising campaigns consistently captivate target demographics, using non-personal messages to promote ideas, products, or services. They aim to create a perception of the brand's innovation and commitment to providing exceptional service (Bao London, 2023).
· Sales Promotion- Sales promotion plays a crucial role in Bao's integrated marketing communications (IMC) strategy by effectively driving sales. Sales promotion refers to a temporary incentive strategy aimed at stimulating the acquisition or sale of a certain product or service. The organisation has a comprehensive understanding of the cultural and demographic aspects of the London market, characterised by a strong emphasis on price sensitivity (The Brand Identity, 2023). Consequently, the organisation has developed distinct strategies to effectively engage both its current customer base and potential new clients (Bao London, 2023).
· Personal Selling- Bao employs a personalised selling method when clients make purchases of food at their establishments, such as via the drive-thru or in-store. Personal selling refers to the practise of establishing direct and individualised contacts between a company's sales personnel and clients. The primary objectives of personal selling include engaging customers, generating sales, and fostering long-term customer relationships (The Brand Identity, 2023).
· Public Relations- An effective public relations team enhances the level of exposure to their intended audience. Public Relations encompasses the strategic management of a company's reputation, including the cultivation of a positive corporate image and the adept handling of adverse narratives, anecdotes, and occurrences. Bao actively participates in various sponsorship initiatives, partnerships, and scholarship programmes as strategic measures to enhance its brand equity and sustain its competitive position (Bao London, 2023).
[bookmark: _Toc145694783]2.6.2. Digital Marketing Strategies of BAO London
Bao restaurant, a market stall in East London, has expanded its digital presence with the Baoverse, a pixelated urban landscape designed by Hato and illustrated by Marcelo Colmenero, featuring a hierarchical progression of individuals (The Brand Identity, 2023). The advancement of an individual's status is contingent upon their physical presence and exploration of various Bao locations in the real world. When customers make purchases at Bao, they are rewarded with a digital currency called Baocoin. This currency can be used to access various benefits, both in digital and real forms. Examples of these incentives include the privilege of bypassing lineups at the restaurant or receiving complimentary drinks (Bao London, 2023).
Baoverse is the first endeavour of Not in Game, an emerging hospitality technology platform. Co-founder Ken Kirton asserts that this initiative aims to revolutionise the loyalty application sector by fostering a more streamlined interaction between patrons and dining establishments. The application aims to facilitate the integration of online and offline transactions, whereby the purchase of a T-shirt from a Bao restaurant would correspondingly generate a digital representation for the user's application avatar (Tucker, 2023). The Baoverse application has a comparable amount of appeal, providing users with the essential functionality of booking a table at a restaurant, along with other features that may be considered less utilitarian (such as the Baodex, which comprises menu items that are presumably made available when they are ordered). The process of linking tangible transactions to the application just necessitates the use of a receipt code (Bao London, 2023).
BAO uses a combination of word-of-mouth communication and social media platforms as primary marketing strategies for disseminating their message.  Remarkably, these types of marketing have immense significance and wield substantial force in the contemporary day (The Brand Identity, 2023). Moreover, the influence wielded by Instagram and other social media platforms serves to validate client contentment, as it enables them to disseminate their BAO-related visuals throughout their social circle and the wider BAO community. This statement embodies an aspirational message about one's affiliation with the BAO community, hence fostering an emotional connection with the company (Tucker, 2023). A further aspirational association via Instagram is established by BAO, as they showcase photographs captured by their customers using their stuff on their travels. This practise serves as an invitation for customers to acquire BAO products and proudly incorporate the BAO brand into their own journeys. This finally transforms each consumer into a mobile advertising platform for the brand, thereby establishing BAO's presence in the everyday lives of these individuals beyond their visits to physical BAO shops (The Brand Identity, 2023).
[bookmark: _Toc145694784]2.7. Impacts of Integrated Communications Marketing and Digital Marketing on the Fast-Food Restaurant Bao
Digital marketing and Integrated Marketing Communications (IMC) have the potential to drive corporate growth by facilitating improved sales and product realisation. Food companies may effectively attract new clients by developing visually appealing content. This is because individuals are naturally drawn to aesthetically pleasant material, particularly when it pertains to food (Selvakumar, 2014).
[bookmark: _Toc145694785]2.7.1 Impacts on Brand Awareness
The use of digital marketing tactics such as search engine optimisation (SEO), social media marketing, and online advertising has the potential to greatly enhance the exposure of a restaurant (Kwon et al., 2021). The establishment of a robust internet presence by a restaurant facilitates the accessibility of pertinent information and enhances the ability of prospective patrons to locate the establishment and get knowledge about its offers (Brzozowska-Woś and Schivinski, 2019). As with any business, it is crucial in the food sector to determine the desired perception of the organisation by its clients (Tatar and Eren-Erdoğmuş, 2016). The perception of consumers and the positioning within the sector are contingent upon the manner in which one develops their persona. Digital marketing technologies have the potential to assist food firms in effectively showcasing their brand on various social media platforms, therefore enhancing and solidifying their brand identification (Lu, Gursoy and Lu, 2015). The efficacy of the brand identity process may be deemed effective if the marketing team of the business were to develop a comprehensive digital marketing strategy including user-friendly content and exemplary online customer care. The use of actively engaged social media accounts and the consistent updating of one's online presence will enhance the establishment and reinforcement of a brand's identity (Momen, Sultana and Haque, 2019).
The primary driver for enhancing and sustaining brand awareness is anticipated to be promotional endeavours conducted through social media. Such actions enable customers to develop a heightened knowledge and recollection of a company's product brand, hence fostering brand and product loyalty among consumers (Šerić and Mikulić, 2020).
The use of digital marketing strategies in the restaurant business has the potential to significantly enhance the brand image and reputation of a restaurant. The websites that rank at the top of search engine results get the majority of visitors (Ginting, Bisma and Gelgel, 2022). the following figure 2.7 outlines the impacts of IMC and Digital Marketing on the Brand Awareness of the Restaurant.

[bookmark: _Toc145694632]Figure 2.7 Impacts of IMC and Digital Marketing on Brand Awareness (Developed by Researcher).

When people see that the restaurant has achieved a better position on search engine results, they are more likely to place faith in your establishment and hence choose to patronise it (Šerić, Ozretić-Došen and Škare, 2020). Digital marketing is now regarded as a very influential instrument that may effectively facilitate the attainment of targeted corporate objectives and foster adaptability within the fiercely competitive sector (Šerić and Mikulić, 2020). The hypothesis statement can be developed from this section as:
H1- The brand awareness of the fast-food restaurant is positively impacted by the Integrated Marketing Communications and Digital Marketing Strategies
[bookmark: _Toc145694786]2.7.2. Impacts on Brand Image
The development of a unique brand identity is essential for every firm to maintain a prominent position in the perception of its consumer base. Brands has the capacity to augment their communication with their intended audience by using social media and digital marketing tactics (Momen, Sultana and Haque, 2019). The brand's message may be successfully understood by people via the use of brief, but impactful material distributed by the brand. One of the primary benefits associated with social media is its capacity to provide micro-targeting of certain audiences (Lu, Gursoy and Lu, 2015). Micro-targeting furthermore has the capacity to engender a sense of exclusivity among the targeted demographic, therefore augmenting their emotional connection and affinity towards the brand (Tatar and Eren-Erdoğmuş, 2016). The public nature of social media allows for the visibility of brand-audience interactions, hence facilitating the dissemination of micro-targeting impacts to more consumers (Selvakumar, 2014).
 Additionally, the dissemination of information greatly facilitates the propagation of a brand's image through social media platforms. Various types of information dissemination exist, including the use of Twitter's features such as "retweet" and "hashtag" functionalities (Xu, Frankwick and Ramirez, 2016). Moreover, consumers have the capability to monitor and stay informed about various brands, receiving timely information about the activities and updates of those businesses (Wedel and Kannan, 2016). The following figure 2.8 outlines the impacts of IMC and digital marketing on the brand image of restaurants.

[bookmark: _Toc145694633]Figure 2.8 Impacts of IMC and digital marketing on the brand image of restaurant (Developed by Researcher)

Social media platforms facilitate enhanced consumer-brand engagement, enabling individuals to actively communicate with businesses. Conversely, brands are afforded more flexibility in their ability to engage in interactions (Selvakumar, 2014). By using the features offered by different social media platforms, companies have the ability to use surveys, contests, and referral campaigns as effective strategies to engage new audiences, get valuable input, and establish connections with their target market. The pervasive presence of social media makes it a very suitable platform for hosting such events (Kwon et al., 2021). Based on the above description the hypothesis statement can be developed as:
H2-The integrated marketing communications and digital marketing strategies has a positive impact on the brand image.
[bookmark: _Toc145694787]2.7.3. Impacts on Brand Loyalty
Brand loyalty refers to the phenomenon whereby buyers consistently exhibit a preference for a certain brand, repeatedly making purchases from it, even in the face of comparable offerings from other brands (Han, Chen and Lee, 2021). Customers not only exhibit continued engagement and purchase behaviour towards a certain brand, but they also develop favourable emotional associations with such brand. Social networking platforms have emerged as a very efficacious means for consumers to establish connections with companies (Ginting, Bisma and Gelgel, 2022); (Wibowo and Lisnawati, 2021). This approach is expected to enhance customers' sense of connection with the brand. Every organisation aspires to achieve a condition in which clients choose their brand over rivals solely based on trust. Brand loyalty refers to the psychological condition in which consumers exhibit unwavering trust and confidence in a particular brand, leading them to make repeat purchases of its products or services without external influence or coercion (Šeric´ and Ozretic´-Došen, 2018). The elimination of intermediaries, such as retailers and wholesalers, between the brand and the client facilitates accurate and straightforward communication (Ginting, Bisma and Gelgel, 2022). the following figure 2.9 outlines the impacts of IMC and digital marketing on the Brand loyalty of restaurant.

[bookmark: _Toc145694634]Figure 2.9 Impacts of IMC and digital marketing on the Brand loyalty of restaurant (Developed by Researcher).

Brand-loyal clients hold the belief that a certain brand embodies superior quality and superior service in comparison to its competitors, with price being of little importance. In order to cultivate customer loyalty, it is essential to provide competitive pricing and frequent promotional offerings, so ensuring the establishment of a reputation as the most advantageous option available in the market (Han, Chen and Lee, 2021). The following hypothesis can be developed from this description.
H3- The brand loyalty of the fast-food restaurants can be enhanced by the implementation of Integrated Marketing Communications and Digital Marketing Strategies.
[bookmark: _Toc145694788]2.7.4. Impacts on Sales and Business Growth
Digital marketing has the capacity to facilitate company growth via the augmentation of sales and the attainment of product objectives. Food companies may effectively engage new clients by developing visually appealing material. This is particularly effective since individuals are inclined to appreciate aesthetically pleasant information, especially when it pertains to food (Šerić, Ozretić-Došen and Škare, 2020). According to research findings, it has been observed that food emerges as the most captivating subject matter among social media users. A well-crafted digital marketing plan, including compelling content and leveraging social media trends, has the potential to enhance sales and enhance the competitive standing of businesses operating within the food sector (Šerić and Mikulić, 2020).
Prior to developing and implementing a digital marketing strategy for a restaurant or any other food-related enterprise, it is vital to ascertain key insights pertaining to the awareness and attraction of potential customers. This involves addressing inquiries such as the mechanisms via which individuals get acquainted with the company and the strategies that may be used to captivate their interest (Momen, Sultana and Haque, 2019). Given that internet users represent prospective clients, it is essential to focus on this demographic and develop a strategy centred primarily on their needs and preferences. Ultimately, this will result in the acquisition of new clientele, thus leading to a surge in revenue (Šerić, Ozretić-Došen and Škare, 2020).
The impact of digital marketing on the success of businesses is expected to further proliferate with the increasing use of digital platforms by many companies. The absence of a robust digital presence inside an organisational entity significantly impedes its capacity to engage with its current clientele and attract prospective ones (Momen, Sultana and Haque, 2019). In general, digital marketing has the potential to serve as a potent instrument for firms to effectively engage with their intended target demographics and enhance their sales performance. Through the use of digital marketing tactics, enterprises have the capacity to effectively engage with novel clientele, expand their existing customer pool, and augment their overall sales performance (Tatar and Eren-Erdoğmuş, 2016). Based on the above description the following hypothesis can be developed:
H4- The sales and the business growth of the fast-food restaurant is positively impacted by the integrated marketing communication and digital marketing strategies.
[bookmark: _Toc145694789]2.7.5. Impacts on Competitiveness
In the rapidly expanding food business characterised by intense rivalry, it is essential for individuals, regardless of their level of expertise, to develop and implement efficient and innovative digital marketing strategies. There exists a multitude of concepts and resources available for utilisation in order to get consumer recognition and differentiate oneself from competitors (Brzozowska-Woś and Schivinski, 2019). To begin, it is advisable to refrain from replicating the strategies used by rivals. Instead, endeavour to develop novel approaches that align with your organization's unique style and policies (Tatar and Eren-Erdoğmuş, 2016). Presenting food in an aesthetically pleasing manner and using a customer-centric approach may differentiate one's establishment from competitors and cultivate a loyal clientele (Selvakumar, 2014). The following hypothesis can be developed based on the description:
H5- The restaurant can gain competitiveness through the implementation of digital marketing and the integrated marketing strategies.
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[bookmark: _Toc145694635]Figure 2.10 The Overall Research Framework- Conceptual (Developed by Researcher).

The above figure 2.10 outlines the conceptual framework of the research. In this research the dependant variables are the Integrated Marketing Communication, and the independent variables are the Brand Image, Brand Awareness, Brand Loyalty, Competitiveness, Sales and Business Growth. The coming section describes in detail about the methodology used for data collection and analysis in this research.
[bookmark: _Toc145694790]2.8. Gap Identified from the Literature Review
The term "research gap" denotes an unsolved subject matter or issue that has not been adequately explored or investigated in prior scholarly inquiries or studies within a certain academic field. The existing scholarly literature lacks comprehensive explanations about the diverse effects resulting from the adoption of Integrated Marketing Communication (IMC) and digital marketing tactics within the context of a fast-food establishment. The author's study aims to fill the aforementioned research gap by examining the effects of integrated marketing communications and digital marketing tactics on the fast-food business Bao London.
[bookmark: _Toc145694791]2.9. Chapter Summary
This chapter provides a thorough evaluation of related academic work. Following a thorough review of the relevant literature, many distinct conclusions may be drawn.
· The author conducted a thorough analysis on the concepts of integrated marketing communication. The notion of integrated marketing communications (IMC) encompasses the distribution of a cohesive message over diverse communication channels with the aim of augmenting customer engagement with a company's products and services. 
· Digital marketing, sometimes referred to as online marketing, is the deliberate promotional activities undertaken by firms to develop relationships with potential customers via the utilisation of the internet and many other digital communication channels.
· Digital marketing and Integrated Marketing Communications (IMC) has the capacity to enhance business expansion by enabling enhanced sales and product actualization. Food firms have the potential to successfully attract new customers via the creation of aesthetically captivating content. 
· The author also identified the impacts of the IMC and digital marketing strategies on the Brand Awareness, brand image, brand loyalty, sales and business growth and competitiveness of the fast-food restaurants and developed 5 hypothesis statements from this.


[bookmark: _Toc145694792]3. METHODOLOGY
The methodology portion of the study elucidates the approach used in conducting the research. This information enables readers to verify the accuracy and reliability of the method. The use of a robust methodology may significantly enhance the level of confidence that readers have in the conclusions of a study (Gupta and Gupta, 2022). “Finding, selecting, processing, and analysing data on a certain topic are all steps that fall under the umbrella of "research methodology." The reader is given the chance to evaluate the study's overall validity and reliability in the methodology section of a research publication. The major questions answered by the methodology section are: How was the data acquired or generated? How did you do the research?”(Wilkinson, 2021)  The following figure 3.1 outlines the overall methodology of this research
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[bookmark: _Toc145694636]Figure 3.1 Methodological Summary of the Research (Developed by Researcher).

The aim of this study is to evaluate the impacts of Integrated Marketing Communications and Digital Marketing on the Fast-Food Restaurant Bao London. The following figure 3.2 outlines the research onion developed by (Saunders, Lewis and Thornhill, 2007)
[image: Guide to Understanding the Research Onion | 15 Writers]
[bookmark: _Toc145694637]Figure 3.2 Research Onion for Methodology (Saunders, Lewis and Thornhill, 2007)

Author constructs research methodology on the basis of the research onion structure; in order to accomplish the study's stated goals, the study employs a quantitative methodology informed by a positivist philosophy and based on a deductive approach to data collection via questionnaire surveys.
[bookmark: _Toc145694793]3.1. Research Philosophy
A research philosophy is a set of guiding principles that inform the development and execution of an investigation. Different schools of thought on the nature of research provide alternative perspectives on the study of science as a whole (Tamminen and Poucher, 2020). In the realm of research philosophy, it is imperative to acknowledge and explore the four prominent trends that have been meticulously distinguished and extensively deliberated upon by numerous esteemed authors. Research philosophies that fall under these currents include positivism, interpretivism, pragmatism, and realism (Park, Konge and Artino, 2020).
Given the utilisation of a quantitative approach, it is imperative to note that this research aligns with the Positivist research philosophy. The assertion posits that the social realm can be comprehended through an objective lens. Within this research philosophy, the scientist assumes the role of an objective analyst, effectively distancing themselves from personal values and operating autonomously (Ryan, 2018).
The reason for this is rooted in the positivist perspective, which posits that human conduct and society possess an objective character that can be subjected to scientific measurement (Alharahsheh and Pius, 2020). In this context, quantitative approaches assume significance as they prioritise the use of objective measures, primarily via numerical, statistical, and mathematical analysis (Park, Konge and Artino, 2020).
 Precise predictions regarding society processes and changes are sought after by positivist academics, who aim to do so by analysing patterns and connections among social factors (Park, Konge and Artino, 2020). According to proponents of positivism, the most effective approach to do this is via using quantitative research techniques. Quantitative methodologies enable researchers with a positivist orientation to gather data from extensive samples and organise it into datasets, facilitating the identification of patterns, trends, correlations, and causal linkages via the use of statistical analysis (Alharahsheh and Pius, 2020).
[bookmark: _Toc145694794]3.2. Research Approach
The inclusion of a discussion on the research approach is an essential component in every scientific investigation, irrespective of the specific field of inquiry (Snow, Federico and Montague, 2021). This research aims to identify the impacts of Integrated Marketing Communications and Digital Marketing Strategies on the customer base expansion of Bao London. Since this research gathers several hypothesis statements, the research follows a deductive approach (Azungah, 2018). Fig. 3.2 presents a diagrammatic overview of this deductive methodology.
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[bookmark: _Toc145694638]Figure 3.3 The Deductive Approach (Developed by Researcher).

The whole of the research endeavour is to be dedicated to the empirical examination of the formulated hypotheses. The hypothesis can be validated or invalidated at the conclusion of the study endeavour. The basic goal of the deductive method is to construct a theory-based hypothesis or hypotheses, then a research strategy for testing those hypotheses in the real world  (Casula, Rangarajan and Shields, 2021). This technique may be described as the process of devising a research strategy specifically designed to test the formulated hypothesis.
One common definition of deductive reasoning is the mental process of moving from specific cases to overarching generalisations. It is reasonable to assume that a specific conclusion remains true across contexts if it is supported by theory or an instructive example (Morsanyi, McCormack and O’Mahony, 2017). The hypotheses used in the deductive method are derived from the premises of the theory with the aim of providing an explanatory framework for the process. In essence, the deductive approach places emphasis on deriving logical conclusions from the premises or propositions that are put forth (Casula, Rangarajan and Shields, 2021).
[bookmark: _Toc145694795]3.3. Research Method of Choice
Research methods of Choice are the strategies, plans, and techniques used to systematically collect material for the sake of analysis, with the hopes of either making new discoveries or deepening our understanding of existing ones. Data collected via polls, questionnaires, surveys, or the modification of preexisting statistical data using computational tools is analysed using quantitative methods, which place an emphasis on the use of objective metrics and the use of statistical, mathematical, or numerical analysis. Collecting and analysing large amounts of numerical data systematically is a key part of quantitative research. It is possible to average data, make predictions, investigate connections, and extend findings to larger populations (Fryer, Larson-Hall and Stewart, 2018).
Qualitative research is a study approach that focuses on comprehending human ideas, conduct, values, and perceptions about specific social or non-social matters within the framework of their respective environmental situations (Azungah, 2018).
Various research approaches use distinct technologies for data collecting (Saunders, Lewis and Thornhill, 2007).  Since this research aims at testing the hypothesis statements developed, a Mono Method quantitative methodology can be used in this research. The mono method involves the gathering and analysis of a single kind of data, which may be either quantitative or qualitative in nature. Quantitative data gathering methods and data analysis include the generation and use of numerical values. On the contrary, qualitative data is used in various data gathering techniques (Saunders, Lewis and Thornhill, 2007).
Quantitative studies are distinguished by their reliance on numerical facts, rational argumentation, and an agnostic outlook. In contrast to divergent reasoning, which includes the spontaneous and unrestrained generation of a plethora of ideas about a study topic, quantitative research focuses an emphasis on numerical and static facts, as well as precise and convergent thinking (Wilkinson, 2021). 
Quantitative studies are conducted primarily to better understand and learn about society. Researchers utilise quantitative methods to thoroughly probe and assess phenomena with which people interact. Empirical data generated by quantitative research is unbiased and may be clearly communicated through statistical analysis and numerical representation. (Ali and Bhaskar, 2016). One of the disadvantages associated with quantitative research techniques is their tendency to capture just a snapshot of a phenomena, lacking in-depth exploration. Consequently, these approaches may neglect the subjective experiences of both test-takers and testers, as well as the nuanced interpretations they assign to various aspects (Ali and Bhaskar, 2016).

[bookmark: _Toc145694724]Table 3.1 Advantages and Disadvantages of Quantitative Research (Developed by Researcher according to (Queirós, Faria and Almeida, 2017)
	Advantages
	Disadvantages

	Focuses on the collection and analysis of factual and verified data.
	Restricted to numerical data and statistical information.

	Anonymity can be maintained in the conduct
	Developing testing models poses more challenges in terms of complexity.

	Do not require direct observation.
	Tests have the potential to be purposely manipulative.

	Exhibits a greater degree of expediency when compared to other research methodologies.
	The outcomes may be subjectively interpreted.

	Has the characteristic of verifiability, hence enabling the replication of findings.
	This kind of testing incurs higher costs compared to other approaches.



The above table 3.1 outlines the advantages and disadvantages of the quantitative methodology. The following section describes in detail about the data collection strategy.
[bookmark: _Toc145694796]3.4. Time Horizon
The Saunders Research Onion framework delineates two distinct categories of temporal frames. Cross-sectional study refers to a methodological approach whereby data is gathered at a certain moment in time, without considering any temporal changes or longitudinal aspects. Longitudinal research involves the systematic collection of data over a prolonged duration, often by repeated measurements or observations conducted by the researcher (Saunders, Lewis and Thornhill, 2019). This study is a type of cross-sectional study which gathers data at a moment in time.

[bookmark: _Toc145694797]3.5. Sampling
When doing research, it is essential that the sample be as accurate and complete a reflection of the population being studied as feasible. Sampling refers to the practise of choosing a representative sample from a broader population for research (Mujere, 2016)
Within the field of Statistics, the sampling method, sometimes referred to as the sampling methodology, encompasses the systematic approach used to investigate a population by means of data collection and subsequent analysis. The foundation of the data is established when the sample space is of considerable magnitude (Taherdoost, 2016a).
Sample Size: The sample size is 100.
Sampling Type: Non-Probability Sampling- Non-probability sampling refers to a sampling methodology whereby the researcher's subjective judgement is used to pick samples, rather than relying on random selection. The approach is characterised by a lower level of stringency. The efficacy of this sampling technique is contingent upon the proficiency and knowledge of the researchers involved (Lehdonvirta et al., 2021). The sampling Unit used in this research was:
· Managers at Bao
· Social Media Marketing Experts
· Other Employees at Bao
Sampling Method: Snowball Sampling- Snowball sampling is a recruiting methodology whereby study participants are requested to aid researchers in the process of discovering more prospective subjects (Emerson, 2015).

[bookmark: _Toc145694725]Table 3.2 Advantages and Disadvantages of Snowball Sampling (Developed by Researcher according to (Emerson, 2015))
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The above table 3.2 shows the advantages and disadvantages of the Snowball Sampling Method.
[bookmark: _Toc145694798]3.6. Data Collection Strategies
Data collection is an essential procedure that involves the meticulous gathering and precise measurement of information pertaining to variables of utmost significance. This process is executed in a well-structured and methodical manner, thereby facilitating the ability to address specific research inquiries, scrutinise hypotheses, and assess the ultimate outcomes (Liu, 2016).
The methodologies encompass a wide spectrum, spanning from straightforward self-reported surveys to intricate experiments. They encompass both quantitative and qualitative approaches to data collection (Eyisi, 2016). The variety of data collection methods typically employed encompasses surveys, interviews, observations, focus groups, experiments, and secondary data analysis. The data acquired through these methodologies can subsequently undergo analysis and be utilised to substantiate or challenge research hypotheses, thereby facilitating the formulation of definitive conclusions pertaining to the subject matter under study (Stage and Manning, 2015). This research utilizes Surveys for the Primary Data Collection and Literature Reviews for the Secondary Data Collection.
[bookmark: _Toc145694799]3.6.1. Primary Data Collection- Questionnaire Surveys
Primary data collection refers to the systematic gathering of information directly from individuals (Clifford et al., 2016). Since this research is of quantitative type, the Primary Data Collection method is by using Questionnaire Survey. Survey data refers to the data obtained from a selected group of individuals who have participated in a survey. The provided data comprises a complete collection of information obtained from a specified target population, with the purpose of doing research on a certain issue. A variety of methodologies are used for the collecting of survey data and subsequent statistical analysis (Taherdoost, 2016b).
The methodologies used for survey data collection have undergone transformation In response to technological advancements. The methods used for survey data gathering have evolved throughout time, transitioning from traditional face-to-face and telephone surveys to contemporary internet and email surveys (Ibem and Laryea, 2014).  The survey response rates for each of these data gathering techniques that vary due to differences in their reach and effect. Various methodologies are selected based on distinct features of the target population and the objective of investigating human nature in diverse circumstances (Saunders, Lewis and Thornhill, 2019). There are four primary ways for collecting survey data, including telephonic surveys, face-to-face surveys, and online surveys. This research utilizes the Online Survey by using a questionnaire crafted based on the findings from the literature review. Online surveys are considered to be the most economically efficient method of data collection, since they have the ability to reach a larger population compared to other media. The surveys exhibit a much broader scope of performance compared to other techniques of data collecting. In instances when several inquiries need to be posed to the target population, some scholars favour using online surveys as opposed to conventional face-to-face or telephone surveys (Kaliyadan and Kulkarni, 2019). 
Online surveys have been shown to be more successful in collecting survey data compared to conventional methods. This effectiveness is attributed to the use of computational logic and branching technologies, which enable the gathering of survey data with far higher accuracy and precision (Łaba and Geldenhuys, 2018). The data is gathered in real-time to facilitate analysis by researchers and inform decision-making on appropriate remedial actions. The following section describes in detail about the survey questionnaire used in this research. Online surveys have been shown to be more successful in collecting survey data compared to conventional methods. This effectiveness is attributed to the use of computational logic and branching technologies, which enable the gathering of survey data with far higher accuracy and precision (Łaba and Geldenhuys, 2018;Ali and Bhaskar, 2016). The following section describes in detail about the survey questionnaire used in this research.
Design of the Survey
Based on the review of the relevant literature, the author crafted questionnaire for the purpose of conducting an online survey. The survey was conducted using Google Forms platform, and the participants were contacted by using their WhatsApp or LinkedIn groups. The following figure 3.4 outlines the layout of the questionnaire used for this survey.



[bookmark: _Toc145694639]Figure 3.4 Layout of the Questionnaire (Developed by Researcher).

The survey encompassed a series of fifteen inquiries presented in the English language. The author has thoughtfully incorporated a consent mechanism at the outset of the questionnaire, affording respondents the opportunity to indicate their voluntary agreement to participate in the survey. The participants were afforded the agency to exercise their volition in determining their engagement with the survey, as they were provided with the opportunity to express their decision through the completion of the consent form. The author has taken great care to guarantee the absolute confidentiality of the respondents' personal information, and as such, the study does not incorporate any inquiries pertaining to personal data.
[bookmark: _Toc145694800]3.6.2. Secondary Data Collection- Review of Relevant Literature
Secondary research is a methodological approach wherein the utilisation of pre-existing data is employed for the purpose of conducting research. The act of condensing and consolidating preexisting information is employed to augment the overall effectiveness of the scholarly pursuit (Eyisi, 2016). The aforementioned methodology possesses the inherent capacity to augment efficacy and conserve valuable resources, all the while facilitating the acquisition and application of pre-existing knowledge and aptitude (Saunders, Lewis and Thornhill, 2019). The author utilized the Scopus Database and the Google Scholar for gathering the secondary data using the specific Keywords.

[bookmark: _Toc145694726]Table 3.3 Advantages and Disadvantages of Primary and Secondary Research (Developed by Researcher)
	Type of Research
	Advantages
	Disadvantages

	Primary Research
	Timelier
	Expensive

	
	More Relevant
	Time Consuming

	
	Confidentiality
	Sampling Errors

	
	More Controllable
	

	Secondary Research
	Ease of Access
	Might not be specific

	
	Low or No cost
	No control over the data quality

	
	Time Saving
	Biasness

	
	Allows to generate new insights from previous data
	Not Timely



The aforementioned table 3.3 describes the advantages and the disadvantages of the primary and secondary research.


[bookmark: _Toc145694801]3.7. Data Analysis
The process of research data analysis entails a methodical approach employed by scholars to consolidate and amalgamate data into a cohesive storyline, thereby expediting the extraction of profound insights and interpretations (Sidel, Bleibaum and Tao, 2017). The data analysis is carried out through the SPSS 27 software and the graphs are drawn using MS Excel. The data analysis methods used in this research are as follows:
[bookmark: _Toc145694802]3.7.1. Chi Squared Test  
The chi-square statistic is a statistical test for gauging how well theoretical predictions match up with data. The data used to calculate the chi-square statistic must adhere to certain conditions. Additionally, the data should be in its raw form, devoid of any alterations or manipulations that may compromise its integrity (Rana and Singhal, 2015). Similar to any statistical analysis, the increased magnitude of the sample size enhances the dependability of the findings (Rana and Singhal, 2015). The chi-square test is used to assess the degree of agreement between actual results and predicted results, therefore eliminating the possibility that the observed outcomes are only a product of chance (Sharpe, 2019).
[bookmark: _Toc145694803]3.7.2. Spearman Correlation Analysis
The Spearman rank correlation is a method for evaluating the magnitude and orientation of the association between two variables, devoid of any presumptions regarding the inherent distribution of the data (Xiao et al., 2016). A scatter graph is a convenient method for visually representing a correlation (Schober, Boer and Schwarte, 2018). However, to accurately assess the relationship between several pairs of data, it is recommended to use a statistical test. This test determines if the observed correlation is statistically significant or only a chance occurrence. The Spearman's Rank correlation coefficient is a statistical method that allows for the quantification of the magnitude and direction (positive or negative) of the association between two variables (Khan and Akbar, 2020). 
[bookmark: _Toc145694804]3.8. Ethical Considerations
Ethical issues in research pertain to a collection of concepts that provide guidelines for the planning and execution of research activities. The observance of a well delineated framework of ethical norms has paramount significance for scientists and researchers while engaging in the acquisition of data from human beings (Dobrick, Fischer and Hagen, 2017) . This research fulfils all the ethical procedures mandated by the University. Before initiating any survey, it is essential to disseminate a Participation Information Sheet to potential participants. Subsequently, the relevant individuals are requested to attach their signatures on a permission document, contingent upon their decision to continue (Hürlimann & Hürlimann, 2019).
[bookmark: _Toc145694805]3.9. Chapter Summary 
This section deals with the methods used in this research for the collection and analysis of the data. The following conclusions can be deduced from this section of the research.
· This research is quantitative in nature using Positivism as the research philosophy by using a deductive approach.
· The author utilizes a survey questionnaire for the primary data collection. Online surveys have been shown to be more successful in collecting survey data compared to conventional methods. The literature review is used for the secondary data collection.
· The author developed a questionnaire by using the findings from the literature review, which consisted of 15 questions in English Language.
· The survey data is subjected to analysis via the using methods, including the Chi Squared Test and Spearman Correlation Analysis.
· The Chi Squared test is used to assess the relation between the dependent variable and the independent variable whereas, the Spearman Correlation analysis tests the degree of the dependence between the variables.


[bookmark: _Toc145694806]4. FINDINGS AND ANALYSIS
This chapter of the dissertation delves into the study's statistical analysis, examining the survey data using tests like the Chi-Square and the Spearman Correlation. Descriptive statistics are used to create visual representations of the data, while the Chi-square test as well as the Spearman correlation analysis are used to examine the relationship between the dependent and independent variables.
[bookmark: _Toc145694807]4.1. Descriptive Analysis of the Survey Data 
In this part, the author uses graphical representation to analyse the survey questions and corresponding replies. A subset of questions from the survey is chosen, and the corresponding answers are shown using bar charts and pie charts.
[bookmark: _Toc145694808]4.1.1. Descriptive Statistics Regarding the Participation Consent
The first question in the survey questionnaire asks about the participants' inclination to participate in the survey. A consent process was implemented at the start of the survey to ascertain the voluntary participation of individuals and their willingness to disclose their results.  The table 4.1 shows the percentage of people who were willing to participate in the survey.

[bookmark: _Toc145694727]Table 4.1 Responses Regarding the Consent for Participation (Developed by Researcher).
	Options
	Percentage of Responses

	I have thoroughly seen and comprehended the aforementioned material, and now provide my informed permission to participate in this survey.
	94.3%

	I have thoroughly seen and comprehended the aforementioned material, and now decline my informed permission to participate in this survey.
	5.7%



The figure 4.1 outlines the percentage of the respondents who were willing to participate in the survey.

[bookmark: _Toc145694640]Figure 4.1 Responses Regarding the Consent for Participation (Developed by Researcher).

According to the data shown in the aforementioned figure and table, it can be inferred that a significant proportion of the participants (94.3%) expressed their willingness to participate in the survey, while a smaller percentage (5.7%) indicated their lack of willingness.
Discussion: The first query in the survey questionnaire pertains to the respondents' propensity to engage in survey participation. At the commencement of the survey, a consent procedure was instituted to establish the voluntary engagement of participants and their readiness to divulge their findings. Based on the findings presented in section 4.1.1, it can be deduced that a considerable fraction of the respondents (94.3%) shown their inclination to engage in the survey, whilst a lesser proportion (5.7%) stated their disinclination. It clearly shows the attitude of the respondents to the survey in which majority of them approached with a positive mindset.
[bookmark: _Toc145694809]4.1.2. Descriptive Statistics of Employment of the Survey Participants
The question number 2 in the survey questionnaire was asked to identify the employment status of the respondents of the survey. The table 4.2 shows the employment of survey respondents.

[bookmark: _Toc145694728]Table 4.2 Responses Regarding the Employment Status (Developed by Researcher)
	Options
	Percentage of Responses

	Manager at Bao
	12%

	Social Media Marketing Team
	8%

	Other Employees at Bao
	80%



The figure 4.2 outlines the graphical representation of the employment of the respondents.


[bookmark: _Toc145694641]Figure 4.2 Responses About the Employment of the Respondents (Developed by Researcher).

A per the given data, it can be inferred that a great portion of the respondents surveyed are engaged in employment as Other Employees at Bao, constituting almost 80% of the total respondents. inside the surveyed participants, a mere 12% hold managerial positions at Bao, with a further 8% specifically occupying roles inside the social media marketing department.
Discussion: Question 2 of the survey questionnaire aimed to ascertain the job status of the survey respondents. Based on the statistics presented in section 4.2.2, it can be deduced that a substantial number of the questioned individuals are employed as Other Employees at Bao, accounting for about 80% of the overall respondents. Among the people questioned, only 12% are found to have administrative positions at Bao. Additionally, an additional 8% of members are explicitly employed in capacities within the social media marketing department. From this section it can be concluded that the majority of the respondents are from the other employment sectors of Bao, and their awareness about the IMC and digital marketing strategies could be less.
[bookmark: _Toc145694810]4.1.3. Descriptive Statistics Regarding the Level of Awareness on the Importance of IMC and Digital Marketing
The question 3 in the survey questionnaire was asked for eliciting the responses regarding the level of awareness on the importance of the Integrated Marketing Communications and the Digital Marketing strategy on the Fast-Food Restaurants. The following table 4.3 outlines the responses regarding the level of awareness of the participants.
[bookmark: _Toc145694729]Table 4.3 Level of Awareness Regarding Importance of IMC and Digital Marketing (Developed by Researcher).
	Options on Likert Scale
	Percentage of Responses

	Not aware at all
	3%

	Slightly Aware
	6%

	Moderately Aware
	26%

	Very Aware
	44%

	Extremely Aware
	21%



The figure 4.3 shows the descriptive analysis of respondents about their level of awareness.

[image: ]
[bookmark: _Toc145694642]Figure 4.3 Responses about the Level of Awareness (Developed by Researcher).

A large percentage of respondents understand the significance of Integrated Marketing Communication (IMC) and Digital Marketing strategies as they relate to fast food restaurants, as shown in the accompanying data visualisation and tabular presentation. About half of the participants show a high level of awareness, and other twenty-one percent show an even higher level of awareness of the topic's relevance. Only around 3% of people don't have any form of consciousness at all.
Discussion: Question 3 of the survey questionnaire aimed to gather answers pertaining to the extent of awareness about the significance of Integrated Marketing Communications and Digital Marketing strategies in the context of Fast-Food Restaurants. As seen in section 4.1.3, it can be inferred that a considerable fraction of the participants exhibits a certain degree of understanding about the importance of Integrated Marketing Communication (IMC) and Digital Marketing strategies within the realm of fast-food outlets. Roughly 44% of the participants have a heightened level of awareness, whilst 21% indicate an even more pronounced degree of awareness of the relevance of the subject matter. Only a small fraction, namely 3% of the population, has a complete absence of awareness. The findings indicates that the employees in the Bao restaurant are somewhat aware about the Integrated Marketing Communications and the Digital Marketing strategies used by the restaurant, and only some of them are completely aware.
[bookmark: _Toc145694811]4.1.4. Descriptive Statistics of the Responses Regarding the Role of IMC and Digital Marketing Strategies in Client Base Enhancement of Bao
Question 4 in the survey questionnaire aimed to gather answers pertaining to the impact of Integrated Marketing Communications (IMC) and Digital Marketing strategies on the expansion of Bao Restaurant's client base. The subsequent Table 4.4 presents the distribution of responses as percentages for question 4.

[bookmark: _Toc145694730]Table 4.4 Responses Regarding the Role of IMC and Digital Marketing in Expanding Client Base of Bao (Developed by Researcher).
	Options on Likert Scale
	Percentage of Responses

	Strongly Disagree
	1%

	Disagree
	6%

	Neutral
	29%

	Agree
	41%

	Strongly Agree
	23%



The following figure 4.4 outlines the graphical representation of the responses of question 4.
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[bookmark: _Toc145694643]Figure 4.4 Responses Regarding the Role of IMC and Digital Marketing in Expanding Client Base of Bao (Developed by Researcher).
As per the given data, it can be determined that the majority of the respondents has a view that the incorporation of IMC and digital marketing techniques into the present marketing of Bao, it could improve its customer base.
Discussion: Question 4 of the survey questionnaire was designed to collect responses on the influence of Integrated Marketing Communications (IMC) and Digital Marketing strategies on the growth of Bao Restaurant's customer base. Based on the data presented in the section 4.1.4 it can be inferred that a significant proportion of the participants hold the belief that integrating IMC and digital marketing strategies into Bao's current marketing efforts has the potential to enhance its client base. The restaurant can increase its client base if it utilises the IMC and Digital Marketing strategies effectively. These Strategies could enhance its brand awareness and thus could enhance its customer base.
[bookmark: _Toc145694812]4.1.5. Responses Regarding the Effectiveness of the Current Marketing Strategies Used by Bao
The question 5 in the survey questionnaire was aimed to obtain the responses of the participants regarding the effectiveness of the current marketing strategies used by Bao. The following table 4.5 outlines the percentage of the responses obtained.

[bookmark: _Toc145694731]Table 4.5 Responses Regarding the Effectiveness of Current Marketing Strategies Used by Bao (Developed by Researcher).
	Options on Likert Scale
	Percentage of Responses

	Not at all Effective
	1%

	Slightly effective
	10%

	Moderately effective
	26%

	Very Effective
	36%

	Extremely Effective
	27%



The figure 4.5 shows the graphical representation of the responses regarding the effectiveness of the existing marketing strategy of Bao.
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[bookmark: _Toc145694644]Figure 4.5 Responses Regarding the Effectiveness of the Existing Marketing Strategies (Developed by Researcher).

As per the data shown in the figure and table, a significant proportion of the respondents hold the view that the current marketing approach used by Bao is generally successful. However, it is worth noting that the respondents do not perceive the level of effectiveness to be particularly high.
Discussion: The fifth question in the survey questionnaire was designed to get the participants' feedback on the efficacy of the existing marketing methods used by Bao. The analysis of the data presented in section 4.1.5 reveals that a considerable percentage of the participants express the belief that Bao's current marketing strategy is typically effective. Nevertheless, it is important to acknowledge that the participants' perception of efficacy is not deemed notably high. If the current IMC and Digital Marketing strategies of the restaurant is high, it can gather more customers. But due to the action of certain challenges, the restaurant can’t fully utilize the potential of IMC and Digital Marketing. Therefor the challenges for the effective utilization of IMC and Digital Marketing should be addressed.
The following section of the research aims to analyse the survey findings using the Chi Squared test as well as Spearman correlation analysis for testing the obtained hypothesis statements.


[bookmark: _Toc145694813]4.2. Analysis of the Impacts of IMC and Digital Marketing on the Fast-food Restaurant Bao
In order to examine the impact of integrating Integrated Marketing Communications (IMC) and Digital Marketing strategies into the fast-food business BAO, this study employs techniques such as the Chi-Squared Test and the Spearman Correlation Analysis. The Chi-Squared Test is used to determine the presence of a statistically significant relationship between the dependent and independent variables, while the Spearman Correlation Analysis is used to assess the strength and direction of association. The dependent variable in this study, as identified through a review of relevant literature, is the incorporation of Integrated Marketing Communications and Digital Marketing Strategies in the fast-food restaurant Bao. The independent variables, which are manipulated or controlled in the study, are also identified through the literature review.
· Brand Awareness (BA)
· Brand Image (BI)
· Brand Loyalty (BL)
· Sales and Business Growth (SG)
· Competitiveness (CO)
The main hypothesis statement can be formulated as follows:
Ha- The incorporation of Integrated Marketing Communications and Digital Marketing Strategy has a positive impact on the enhancement of Customer base of Bao London.
For solving the major hypothesis, the author has formulated certain sub hypothesis based on the independent variables. The following subsections describes in detail about the analysis of each hypothesis statements.
[bookmark: _Toc145694814]4.2.1. Analysis of the Independent Variable Brand Awareness
Brand awareness is the level of customer recognition and familiarity with a certain product or service. The primary objective of a brand awareness campaign is to acquaint the general public with a recently introduced or modified product, while also establishing its distinctiveness in comparison to competing offerings. The use of social media has emerged as a significant technique in the realm of brand awareness marketing. The hypothesis statements developed are as follows:
H0- The brand awareness of the fast-food restaurant is not positively impacted by the Integrated Marketing Communications and Digital Marketing Strategies.
H1- The brand awareness of the fast-food restaurant is positively impacted by the Integrated Marketing Communications and Digital Marketing Strategies.
To determine whether or not "Brand awareness" (abbreviated as "BA") was significantly associated with the dependent variable, the author used the Chi Squared Test. The table 4.6 summarises the Chi Squared Test results.

[bookmark: _Toc145694732]Table 4.6 Chi Square Results of BA (Developed by Researcher Using SPSS 27).
[image: ]

Interpretation: When examining Table 4.6, our focus is on the outcomes shown in the "Pearson Chi-Square" category. The results indicate that χ2 has a value of 44.795, with a p-value of .000. This finding indicates the presence of a statistically significant correlation between Brand Awareness and the integration of IMC and Digital Marketing techniques into Bao, as seen by the P value being below the threshold of 0.05. In the following table 4.7 the author represents the results of Spearman Correlation Analysis 

[bookmark: _Toc145694733]Table 4.7 Spearman correlation Results of BA (Developed by Researcher Using SPSS 27).
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Interpretation: The findings are shown in a matrix format, as seen in Table 4.7 above, where the relationships are observed to be reproduced. However, Table 4.7 displays the Spearman's correlation coefficient, the corresponding significance level, and the sample size used for the computation. In the present scenario, it is evident that the Spearman's correlation coefficient, denoted as rs, has a value of 0.362, so indicating a statistically significant relationship (p = .000). This implies that the null hypothesis has been rejected and the alternative hypothesis stands accepted.
[bookmark: _Toc145694815]4.2.2. Analysis of the Independent Variable Brand Image
The author through the literature review identified the hypothesis statement which shows the impacts of IMC and Digital Marketing on the variable Brand Image (Abbreviated as BI) as follows:
H0-The integrated marketing communications and digital marketing strategies does not have a positive impact on the brand image.
H1-The integrated marketing communications and digital marketing strategies has positive impact on the brand image.
For the purpose of proving the relationship between the independent variable BI to that of the dependent variable, the author employed a Chi Squared Test which has been summarized in the following table 4.8.

[bookmark: _Toc145694734]Table 4.8 Summarization of Chi Squared Test Results of BI (Developed by Researcher Using SPSS).
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Interpretation: The primary area of interest when analysing Table 4.8 is in the results shown under the "Pearson Chi-Square" classification. The findings suggest that the chi-square test statistic, χ2, has a calculated value of 42.417, accompanied with a p-value of .000. The results of this study suggest a substantial relationship between Brand Image and the incorporation of IMC and Digital Marketing strategies into Bao. This is supported by the statistical analysis, which reveals a P value below the conventional threshold of 0.05. In Table 4.9, the author gives the results of a Spearman Correlation Analysis that was performed to examine the strength and direction of the relationship between the dependent variable and the independent variable BI.

[bookmark: _Toc145694735]Table 4.9 Summarization of Spearman Correlation Analysis (Developed by Researcher Using SPSS 27).
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Interpretation: The results are presented in a tabular fashion, as seen in Table 4.9 above, whereby the observed associations are found to be replicated. Table 4.9 presents the Spearman's correlation coefficient, the associated degree of significance, and the sample size used for the calculation. In the current context, it is apparent that the Spearman's correlation coefficient, symbolised as rs, exhibits a value of 0.445, so suggesting a statistically significant association (p = .000< 0.05). This suggests that the null hypothesis has been refuted and the alternative hypothesis has been accepted. Thus, it has been proved that the Brand Image has an association between the dependent variable.
[bookmark: _Toc145694816]4.2.3. Analysis of the Independent Variable Brand Loyalty
For the purpose of analysing the impacts of IMC and Digital Marketing on the Brand loyalty of Bao, the author derived the hypothesis statement as follows:
H0- The brand loyalty of the fast-food restaurants cannot be enhanced by the implementation of Integrated Marketing Communications and Digital Marketing Strategies.
H1- The brand loyalty of the fast-food restaurants can be enhanced by the implementation of Integrated Marketing Communications and Digital Marketing Strategies.
For the purpose of analysing the impact of BL the author conducted a Chi Squared Test as follows in the table 4.10:

[bookmark: _Toc145694736]Table 4.10 Chi Squared Test Results of BL (Developed by Researcher Using SPSS 27).
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Interpretation: The results suggest that the chi-square test statistic, has a calculated value of 74.592, accompanied by a p-value of.000, which is the main area of interest when analysing Table 4.10's results under the "Pearson Chi-Square" classification. Since the p value .000 is less than 0.05, the BL variable is associated with the dependent variable. The following table 4.11 shows the results of Spearman Correlation Analysis. 

[bookmark: _Toc145694737]Table 4.11 Spearman Correlation Analysis of BL (Developed by Researcher Using SPSS 27)
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Interpretation: The Spearman Correlation analysis yielded a statistically significant result, with a p-value less than 0.05. The obtained result is 0.000, leading to the rejection of the null hypothesis. The obtained correlation coefficient value of 0.425 and the significance value of 0.000 <0.05 suggests that the alternative hypothesis is accepted.
[bookmark: _Toc145694817]4.2.4. Analysis of Independent Variable Sales and Business Growth
From the literature review the author identified the hypothesis statement for analysing the impacts of IMC and Digital Marketing on the Sales and Business Growth of Bao (abbreviated as SB) as follows:
H0- The sales and the business growth of the fast-food restaurant is not positively impacted by the integrated marketing communication and digital marketing strategies.
H1- The sales and the business growth of the fast-food restaurant is positively impacted by the integrated marketing communication and digital marketing strategies.
The table 4.12 shows the Chi Squared Test Results for the variable SB.

[bookmark: _Toc145694738]Table 4.12 Chi Square Results of SB (Developed by Researcher Using SPSS 27)
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Interpretation: The findings reveal that the major area of interest when studying Table 4.12's results under the "Pearson Chi-Square" categorization is the chi-square test statistic, which has a computed value of 30.971 and is accompanied by a p-value of.000. Since the P value is .000 < 0.05, it suggests that the independent variable SB has a statistically significant association with the dependent variable.






[bookmark: _Toc145694739]Table 4.13 Results of Spearman Correlation Analysis (Developed by Researcher Using SPSS 27).
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Interpretation: With a p-value under 0.05, the Spearman Correlation analysis produced a statistically significant result. The result, 0.000, shows that the null hypothesis is not accepted. A positive connection between the dependent and independent variables is shown by the derived correlation coefficient value of 0.399.
[bookmark: _Toc145694818]4.2.5. Analysis of Independent Variable Competitiveness
For the purpose of identifying the impacts of IMC and Digital Marketing on the Competitiveness (CO) of Bao, the Hypothesis statements are as follows:
H0- The restaurant cannot gain competitiveness through the implementation of digital marketing and the integrated marketing strategies.
H1- The restaurant can gain competitiveness through the implementation of digital marketing and the integrated marketing strategies.
The relationship between the variable CO and the incorporation of IMC and Digital Marketing into Bao has been explained based on the Chi Squared Test in the Table 4.14.






[bookmark: _Toc145694740]Table 4.14 Summary of Chi Squared Test of CO (Developed by Researcher Using SPSS 27).
[image: A table with numbers and a number on it

Description automatically generated]
Interpretation: Table 4.14's "Pearson Chi-Square" results suggest that the chi-square test statistic, with a calculated value of 12.694 and a p-value of.392, is the primary area of interest. The null hypothesis is accepted as the P value of.392 > 0.05 indicates that there is no statistically significant relationship between CO and the dependent variable. Since, the alternative hypothesis has been rejected through the Chi Squared Test, there is no need for conducting the Spearman Correlation Analysis. 
[bookmark: _Toc145694819]4.3. Discussion of the Findings from Chi Squared Test and Spearman Correlation Analysis
The objective of this study conducted by the author is to examine the effects of Integrated Marketing Communication (IMC) and Digital Marketing on the growth of the customer base in the fast-food restaurant Bao. To achieve this objective, the author did a comprehensive literature research to identify the various effects of Integrated Marketing Communication (IMC) and Digital Marketing on Bao. Additionally, a survey was administered to gather the perspectives of the participants. The survey data collected underwent a variety of analyses, including the Chi Squared Test to detect statistically significant relationships and the Spearman Correlation analysis to determine the size and direction of the relationships.
The Chi Squared Test findings suggest an important connection between the factors and the incorporation of Integrated Marketing Communication (IMC) and digital marketing inside the fast-food restaurant Bao. Nevertheless, it is crucial to acknowledge that the variable Competitiveness (CO) does not demonstrate this association. The variable "Competitiveness" has a P value that above the predetermined threshold of 0.05. The result of this study presents data that provide strong evidence indicating a notable positive correlation between the independent factors and the Integrated Marketing Communication (IMC) and digital marketing inside the fast-food restaurant Bao, except for one variable.
Based on the available evidence, it can be deduced that all assertions related to the null hypothesis have been invalidated, except for the variable of Competitiveness. This observation illustrates a conspicuous influence of the independent factors on the Integrated Marketing Communication (IMC) and digital marketing inside the fast-food restaurant Bao being examined.
Spearman correlation study showed a significant positive association across all variables. As a result, it can be shown that each variable has a positive correlation with the variable being examined, namely the incorporation of integrated marketing communications (IMC) and digital marketing inside the fast-food establishment Bao. The discovered correlation was found to be statistically significant. Table 4.15 presents the current condition of the hypothesis statements after the completion of the study using the analysis.

[bookmark: _Toc145694741]Table 4.15 Overview of the Findings (Developed by Researcher).
	Variables
	Hypothesis Statements
	Accepted/Rejected

	Brand Awareness
	H0- The brand awareness of the fast-food restaurant is not positively impacted by the Integrated Marketing Communications and Digital Marketing Strategies.
	Rejected

	
	H1- The brand awareness of the fast-food restaurant is positively impacted by the Integrated Marketing Communications and Digital Marketing Strategies.
	Accepted

	Brand Image
	H0-The integrated marketing communications and digital marketing strategies does not have a positive impact on the brand image.
	Rejected

	
	H1-The integrated marketing communications and digital marketing strategies has positive impact on the brand image.
	Accepted

	Brand Loyalty
	H0- The brand loyalty of the fast-food restaurants cannot be enhanced by the implementation of Integrated Marketing Communications and Digital Marketing Strategies.
	Rejected

	
	H1- The brand loyalty of the fast-food restaurants can be enhanced by the implementation of Integrated Marketing Communications and Digital Marketing Strategies.
	Accepted

	Sales and Business Growth
	H0- The sales and the business growth of the fast-food restaurant is positively impacted by the integrated marketing communication and digital marketing strategies.
	Rejected

	
	H1- The sales and the business growth of the fast-food restaurant is positively impacted by the integrated marketing communication and digital marketing strategies.
	Accepted

	Competitiveness
	H0- The restaurant cannot gain competitiveness through the implementation of digital marketing and the integrated marketing strategies.
	Accepted

	
	H1- The restaurant can gain competitiveness through the implementation of digital marketing and the integrated marketing strategies.
	Rejected



Based on the findings presented in Table 4.15, it can be deduced that the null hypotheses for all variables, with the exception of Competitiveness, were rejected. This suggests that the other independent factors had a significant impact on the dependent variable.
[bookmark: _Toc145694820]4.4. Challenges and Opportunities of Bao London in Implementing IMC and Digital Marketing
Based on the findings of the research the author develops a strategy consisting of the Challenges and Opportunities of Bao London in Implementing the IMC and Digital Marketing Strategy. The following figure 4.6 outlines the Implementation Strategy showing the challenges and opportunities of Bao in implementing IMC and Digital Marketing.

[image: ]
[bookmark: _Toc145694645]Figure 4.6 Implementation Strategy Showing the Challenges and Opportunities in Implementing IMC and Digital Marketing in Bao (Developed by Researcher).

Based on the figure the challenges in implementing IMC in Bao are as follows:
· Lack of Top Management Support and Resources: Irrespective of one's identity or the yearly income of Bao, there is a universal need for further support. If one is a member of a marketing department that is now grappling with the concept of integrated marketing and its many components and connected elements, there is a need for more financial resources to facilitate the implementation of appropriate systems and technologies. 
· Cross Media Creativity- The primary point of divergence between the two cohorts is to their perspectives on the role of creativity within the realm of integrated marketing. Upon analysing the data, it becomes apparent that as organisations progress in their development, they overcome the challenges associated with technology and data, as well as procedure and politics. 
· Unifying Technology- There is a consensus that technology plays a crucial role in the incorporation of integrated marketing into Bao. The outcomes are inherently constrained when organisations lack the necessary infrastructure to integrate data effectively. 
· Coordination and Consistency- The field of integrated marketing encounters several obstacles while operating within Bao, such as the need for effective coordination and consistency across multiple teams, departments, and external partners. 
· Differentiation and Innovation- In order to establish a distinct identity in the market vis-à-vis rivals, it is necessary for Bao to use integrated marketing strategies. This approach encompasses several techniques aimed at attracting and retaining clients. 
· Complexity and Diversity- Regarding the concepts of complexity and diversity the Bao restaurant must address the assortment and fluctuation of diverse channels and procedures, each possessing distinct advantages, disadvantages, prospects, and challenges. It is important to take into account the variety and complexity of various markets and segments, each characterised by its own culture, language, rules, and preferences. 
The opportunities for the successful implementation of IMC and Digital marketing strategies are:
· Enhanced Brand Awareness and Reputation- One of the primary advantages of implementing integrated marketing strategies within Bao is the ability to enhance brand recognition and reputation among both prospective and current consumers. By using many channels and methodologies that are mutually reinforcing, one may establish a robust and cohesive brand identity that distinguishes itself from competitors and effectively connects with the target audience. 
· Improved Customer Engagement and Loyalty- One further advantage of implementing integrated marketing strategies within Bao is its potential to enhance consumer involvement and foster loyalty. By using various communication channels and strategies that align with the interests, wants, and behaviours of the consumers, it is possible to establish a more individualised and engaging rapport with them. 
· Optimized Budget and Resources- An additional advantage of using integrated marketing strategies within Bao is the potential for optimising budgetary allocations and resource utilisation. By using a variety of channels and methodologies that synergistically complement one another, it is possible to attain greater outcomes while minimising expenses and exertions. 
[bookmark: _Toc145694821]4.5. Chapter Summary
This chapter provides an overview of the use of statistical approaches in the analysis of survey data, as well as a discussion on the study itself and a proposed strategy for merging IMC (Integrated Marketing Communications) and Digital Marketing. The following deductions may be inferred from this particular section.
· The survey questions have undergone a descriptive analysis, and the resulting results have been examined and debated.
· The Chi-square test as well as the Spearman Correlation analysis indicated that there exists a statistically significant association between the dependent variable and all of the independent variables, with the exception of Competitiveness (since P value > 0.05).
· The author produced an implementation plan that encompasses the study results, challenges, and opportunities associated with the implementation of Integrated Marketing Communications (IMC) and digital marketing strategies for Bao. This strategy was built based on the analysis conducted and other relevant research findings.



[bookmark: _Toc145694822]5. CONCLUSIONS AND RECOMMENDATIONS
[bookmark: _Toc145694823]5.1. Conclusions
This section summarises the overall research process in correlation with the research questions. The aim of this study is to evaluate the impacts of Integrated Marketing Communications and Digital Marketing on the Fast-Food Restaurant Bao London. In order to accomplish the aforementioned aim of this research, the author conducted the research process through answering the research questions as follows:
· Research Question 1: What are the current IMC strategies of BAO London? 
The first research question was to identify the current IMC strategies of Bao. The author carried out a detailed investigation of the relevant literature in order to determine the current IMC tactics used by Bao. The strategy that Bao employs for marketing depends heavily on advertising as a means of approaching certain demographics. The company promotes itself as innovative and outstanding. A temporary incentive strategy known as sales promotion has been designed to meet the needs of London's culture and population. Bao offers specials and discounts in order to attract customers. Through direct interaction, personal selling fosters the development of lasting relationships with customers. Public relations are necessary for the effective management of a company's visibility and reputation. In order to preserve its brand identity and stay competitive, Bao participates in a number of sponsorships, collaborations, and scholarship programmes.
· Research Question 2: What are the current digital marketing strategies utilised by BAO London?
The second research question was to identify the current digital marketing strategies of Bao. The author was able to identify the current Digital Marketing tactics of Bao by the research of the relevant literature. The pixelated urban setting known as the Baoverse has been introduced to the website of the Bao restaurant, which is located in London. In the Baoverse, one's standing may improve via both physical presence and investigative work. Customers that buy from bao earns Baocoin, which can be used for free drinks or the ability to bypass lines. Not In Game is a soon-to-be released hospitality technology platform that aims to redefine loyalty apps by allowing users to do transactions both online and offline. The Baoverse app includes essential features such as the ability to reserve tables and use the Baodex. Instagram and word-of-mouth marketing are BAO's two primary marketing strategies, and both are used to foster emotional ties with customers. By using this method, BAO will become more prevalent in everyday life outside the realm of shops.

· Research Question 3: What are the opportunities and challenges of BAO London implementing Integrated Marketing Communications and digital marketing strategies?
The third research question was to investigate the opportunities and challenges of BAO London implementing Integrated Marketing Communications and digital marketing strategies. The author conducted a number of research processes in order to answer this research question. These processes began with a literature study in order to identify the impacts, and they were followed by the creation of a survey in order to collect the opinions of experts. The results of the survey were evaluated by using the chi squared test as well as Spearman Correlation test. As per the results of analysis, there is a significant correlation between the Integrated Marketing Communication (IMC) and digital marketing inside the fast-food restaurant Bao and every one of the independent variables, with the exception of competitiveness. The results of the Spearman correlation analysis indicate that there is a positive link between the variables and Integrated Marketing Communication (IMC) and digital marketing inside the fast-food restaurant Bao. An implementation plan was designed by the author by considering the results of the study as well as the obstacles and possibilities that arose throughout the process of putting IMC and Digital Marketing into practise in Bao. The obstacles consist of a lack of support and resources from top management, creativity that spans several media platforms, a unified technological platform, coordination and consistency, differentiation and innovation, complexity and diversity. The potential consists of improved brand awareness and reputation, increased customer engagement and loyalty, as well as optimised budget and resource utilisation.
[bookmark: _Toc145694824]5.2. Limitations of the Research
This research has the following limitations:
· As a result of the possibility that the implementation methods for integrated marketing communication (IMC) and digital marketing would differ from one business to the next, it is not viable to generalise the results of research conducted in this field.  
· In this particular piece of study, just the chi-squared test and the Spearman correlation analysis were used in order to analyse the data. The sample size for the research was rather low, with just 100 responses total.

[bookmark: _Toc145694825]5.3. Recommendations for Companies
The author has formulated the following recommendations for enterprises working within the Fast-Food industry.
· Restaurants have the possibility to improve their exposure and their ability to contact prospective consumers via the use of IMC and digital marketing. Restaurants are now able to reach a broader audience via the use of digital marketing channels as a direct result of the proliferation of social media platforms, search engines, and online directories. 
· Restaurants have a better chance of acquiring new clients if they maintain a robust internet presence than if they rely only on traditional marketing methods. This research can act as a foundation which enables the fast-food restaurants to implement IMC and Digital Marketing. 
· Through the implementation of the model developed from this research the restaurants can perform more research to determine the impacts after the application of the Model might have on their company. 
· Once the model is implemented, organisations can perform an analysis of the profit related to the operations. In order to possibly increase their marketing approach, organisations should diligently implement the advice generated by this research.


[bookmark: _Toc145694826]6. FUTURE STUDIES
[bookmark: _Toc145694827]6.1. Recommendations for Future Studies
Based on the discoveries produced by the research, the author intends to provide the following recommendations to aspiring researchers in the respective discipline:
Taking into Account the constraints Placed on this Research- The current study employs a Questionnaire Survey as the primary data collection method, while employing chi-square testing as well as Spearman correlation analysis for evaluating the acquired survey data. Academic scholars possess the capacity to augment the sample size of human subjects in their investigations, alongside employing diverse methodologies for data acquisition and interpretation. It is worth noting that the current study is based on a very small sample of 100 respondents.  
Furthermore, the current evaluation was carried out inside the cultural framework of the Fast-food Restaurant Bao in London, serving as the foundation for the criteria used in this research. Potential future research endeavours might investigate the same topic via the incorporation of other perspectives, including novel contexts, scenarios, geographical locations, and/or cultural customs.
Considering the Novel Findings of the Research: The result of this study has the capacity to serve as a foundation for broadening the scope of research undertaken within this specific field, so giving scholars an opportunity for further inquiry. This research presents a theoretical framework for effectively integrating Integrated Marketing Communications (IMC) and Digital Marketing strategies within the fast-food restaurant industry. The model takes into account the many challenges and opportunities associated with this implementation process. Subsequent researchers have the potential to expand upon this model by including other obstacles and possibilities, as well as enhancing its level of detail.
Testing the Developed Model: The only purpose of the author's study is to build a model for integrated marketing communications and digital marketing; however, this model has not yet been validated in any setting. The future researchers will have the chance to test the model at fast-food restaurants and will be able to evaluate the possible results when the model is implemented.
Examining the Deployment of the Model Created through this in a New Geographical Location: The present study largely focuses on the fast-food restaurant Bao, which operates in the city of London. The established model exhibits the potential for implementation in several geographical places. Consequently, researchers must adapt the model to align with the cultural requirements specific to each respective site.
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[bookmark: _Toc145694829]APPENDIX
My name is Honey Shinoy, and I am now pursuing a master's degree at University of Wales Trinity and Saint David. My present scholarly endeavour is the undertaking of a significant research study for my master's thesis, which centres on the effects of Integrated Marketing Communications and Digital Marketing on Bao London. The objective of this survey is to collect relevant data in order to substantiate my academic inquiry. Rest assured that the data submitted by participants will be exclusively used for scientific research objectives, and strict confidentiality will be maintained for all replies. 
It is advisable to approach this survey with a good disposition. We express our profound gratitude for the time and effort you have devoted to responding to the queries offered in this survey.
1. Consent for Participation
Mark only one oval.
· I have thoroughly seen and comprehended the aforementioned material, and now provide my informed permission to participate in this survey.
· I have thoroughly seen and comprehended the aforementioned material and thus decline to provide my permission for participation in this survey.

2. Occupation
Mark only one oval.
☐ Manager at Bao
☐Other Employees at Bao
☐Social Media Marketing Team
3. Are you aware about the importance of Integrated Marketing Communications and Digital Marketing strategies on the fast-food restaurants? Rate your answers (Mark only one*).

[image: ]
4. Do you believe that by incorporating the Integrated Marketing Communications and Digital Marketing strategies enhances the client base of the Bao Restaurant? Rate your answers (Mark only one*).
[image: A table with numbers and lines

Description automatically generated]
5. How do you rate effectiveness the current marketing strategies used by the Bao Restaurant in attracting customers? Rate your answers (Mark only one*).
[image: A white rectangular box with black text

Description automatically generated with medium confidence]
6. What impact does the Integrated Marketing Communications and the Digital marketing strategies has on the Brand Awareness of Bao London? Rate your answers (Mark only one*).
[image: A white sheet with black numbers and numbers

Description automatically generated with medium confidence]
7. Do you believe that the brand awareness of a company is dependent on the marketing strategies used by it? Rate your answers (Mark only one*).


[image: A white background with black lines

Description automatically generated with medium confidence]
8. What is your opinion regarding the impact of the marketing strategies on the Brand image of the restaurant? Rate your answers (Mark only one*).
[image: A table with numbers and lines

Description automatically generated with medium confidence]
9. The brand loyalty of the restaurant can be positively impacted by the integrated marketing communications and the digital marketing strategies. Do you agree with this statement? Rate your answers (Mark only one*).
[image: A white rectangular box with black numbers

Description automatically generated with medium confidence]
10. What is your opinion regarding the impacts of the marketing strategies like the Integrated Marketing Communication and the Digital Marketing Strategies on the Sales and Business Growth of the restaurant? Rate your answers (Mark only one*).
[image: A white sheet with black text

Description automatically generated with medium confidence]
11. Do you think that the current marketing strategies of the Bao Restaurant helps it to gain competitiveness in the market? Rate your answers (Mark only one*).
[image: A white sheet with black text

Description automatically generated]
12. What is your opinion regarding the impacts of Integrated Marketing Communications and Digital Marketing strategies has on the competitiveness of the restaurant? Rate your answers (Mark only one*).
[image: A table with numbers and lines

Description automatically generated]
13. How do you rate the impacts of the integrated marketing communications and the digital marketing strategies on the following parameters? (Rate only one box for each option*)
[image: A white sheet with black text and black squares

Description automatically generated with medium confidence]

IMC and Digital Marketing


Enhances the exposure of the restaurant


Enhances brand awareness





IMC and Digital Marketing Strategies


Propagation of Brand image through Dissemination of Information


Positively impacts brand image of restaurant





IMC and Digital Marketing Strategies


Gives the oppurtunity to solicit customer feedback
enhances brand customer interactions


Enhances brand loyalty






Platform- Google Forms


Participants- Managers at Bao, Other Employees at Bao, Social Media Marketing Experts


Total Number of Questions- 13 questions


Language- English














Percentage of Responses	
I have thoroughly seen and comprehended the aforementioned material, and now provide my informed permission to participate in this survey.	I have thoroughly seen and comprehended the aforementioned material, and now decline my informed permission to participate in this survey.	0.94299999999999995	5.7000000000000002E-2	

Percentage of Responses	
Manager at Bao	Social Media Marketing Team	Other Employees at Bao	0.12	0.08	0.8	
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