


 



Abstract
The conceptual framework of this proposal is to introduce the chosen topic and set a clear plan for every stage of the methodologic research. The main aim of this work is to explore in detail the impact of the Integrated Marketing Communication (IMC) to consumer buying behaviour particularly analysing the case study of Nike as a company. The idea of this topic came very naturally in response to the surrounding environment and new digital technologies. In the past few years, the competition for consumer attention and trust have been highly growing and the need to identify the principals and elements that are affecting the consumers decisions are extremely important for any organization. Therefore, we need to set clear questions at the beginning of the research to understand better the different key aspects of the successful marketing communications of Nike. Analysing the role of IMC and how traditional marketing communication combined with digital platforms and technologies is influencing the customers of Nike.  All of this will be achieved by quantitative research and analysis that will focus not only on proven theories and practices but also on of primary date. The expected value of this dissertation will be mastering the knowledge of the Integrated Marketing Communications and the impact to consumer buying behaviour. 


Introduction 
The research work is presented in few chapters which are covering all components of the future dissertation. The first chapter contains the introduction to the chosen research topic which includes the main aims, objectives, and literature review. The second chapter contains research methodology theory and philosophy, data collection methods and data analysis of the information. Chapter three presents the ethical considerations, research schedule, approximate budget and possible limitations of the research. 
The dissertation proposal will explore the way that the student is going to investigate the main objectives of the selected topic which is the impact of the Integrated Marketing Communication on consumer behaviour case study of Nike. We can briefly describe Nike as a multinational sports brand and a leader in the industry of marketing and selling sports footwear, apparel, and accessories. The company is established in 1996 with the name Blue Ribbon Sports by the university coach Bill Bowerman and the student Phil Knight.
Research goal
Establishing clear goal from the beginning of the work will help the researcher to focus the investigation only on the essential tasks. The main aim of this work is to measure the impact of the Integrated Marketing Communications and observe the customer buying behaviour by applying the case study of Nike company.
Research objectives
[bookmark: _Hlk76737119]In this research paper we will careful and briefly review the problems that are concerning the author by apply specific methods and objectives. The research objectives are analysing the integrated marketing communications such as direct and digital marketing, brand awareness, brand images and product satisfaction. Also, we are going to analysis the consumer such as perception, attitudes, experience and buying behaviour.
Research questions
[bookmark: _Hlk76737153]The questions are fundamental part for this research and support the main aims and objectives. 
1. What motivates people to keep purchasing from Nike.
2. How the sport giant Nike influence on the customer decision.
3. How the Integrated Marketing Communication of Nike increase the overall performance of the brand.
4. What is the impact of the Marketing Communication to the business success? 

Literature review
Integrated Marketing Communication can be explained as a concept used to inform, convince, and remind customers for the goods and the services of the company. The main benefit of IMC is coordinating in harmony of all marketing messages and activities to reach the organizational goal. Components that are reflecting on the IMC are the organizational cultural, the brand focus, the communicational and promotional tools that are shaping the final customer experience of the product. The types of the marketing messages and the purpose could be very different by nature.  The marketing messages is the main tool used for creating and increasing the brand awareness, the brand loyalty, the brand image, the market expansion, the persuasion it can also educate customers. The marketing communications can be presented by promotion, advertisement, sales promotion, sponsorships, personal selling, personal relations (PR), packaging, and direct marketing.
In the case study of Nike, the customer experience and relationship are considered as great. Reason to think that is the high-level brand influence on consumer buying behaviour impact of the Integrated Marketing Communications as a driving force for the wide brand awareness and brand loyalty (Nike, n.d.). Building a powerful branding as Nike is long process and is including different models. The Keller’s Brand Equity Model is good example which is explaining the factors that are affecting the consumer buying process. The Keller’s model is presented in four steps that are helping to understand how people are perceiving the brand. (Schoeder, 2019)

[bookmark: _Hlk75963570]Research methodology
[bookmark: _Hlk75779549]This chapter is explaining how effective and systematic is going to be the student approach to achieve the result of the research. This fundamental part of the dissertation will map clear direction of how the needed data will be identified, collected, analysed, and interpreted. This process is very systematic and consists of phases. To illustrate the stages in 2007 the Research Onion Model by Saunders et al was developed.  The model includes different layers beginning with philosophies, approaches, strategies, choices, time horizons, techniques, and procedures in very organized and narrow direction. According to the academic writer Martin Eisend, in order to accomplishing the successful study is needed to be pursuit clear objectives and applicable facts supporting the main thesis of the work. 
The research methods of this work are going to be quantitative data and will apply positivism research philosophy. (Martin Eisend, 2019). Moreover, the purpose of this study is to investigate the impact of IMC on consumer buying behaviour. Hence, this analysis requires facts and figures of the marketing performance of the brand, and therefore the positive philosophy of research will be more suitable here. Applying this research philosophy will allow the writer to critically evaluate and overall validity of the study. The research approach of this work will be deductive. The application of this method is based on the necessity to answer the research question which was set at the beginning of the paper. It will be helping to complete the final objectives and aim of this dissertation. The research strategy is going to be survey which is considered as an excellent low-cost and fast way to collect information on large amount of people. Besides, the survey allow researcher to set many questions as what, why, how, and to assemble huge date. Another benefit of this method is that the date is rich and reliable (Gardiner, 2015). The type of the investigation will be primary research which will be collecting the data directly from consumers. The choice for mono research will allow us to apply solely one kind of data which in our case is qualitative. The reason for this is that in our investigation, we need to conduct the customer opinion particularly for Nike company and this can happen by using the qualitative approach. This way we can analyse the participants views and opinions regarding the sports brand. Time horizons is another part that needs to be considered and set at the beginning of the work. The design in our observation study will be the cross-sectional which will assist in monitoring the behaviour of an individual or a group of people. Data collection and data analysis are the final layer of the research onion model. Data is the key part of the research and here we are choosing the content of the questions and target group for the survey. Sampling method of the research will be non-probability. This method is going to be judgment of the researcher depending on the need on the investigation. The date collection method will be survey. The sample group will be females and males who has interest of Nike company. The expected Sample size is approximately 50 participants. The survey will include 10 interactive questions. Five of them will be designed as multiple-choice questions, 3 of them will be YES or No questions and 2 will be with7 point Likert scale. 


Date Collection Method 
In order to describe this method, we need to conduct the design of the questionnaire, the place and time of the survey. Also, we need to choose the participants and decide how to contact them. 
The considered place of the survey is the main entrance of Nike Town shop in Oxford Street, the city of London. It is planned to happen from 31st July to 1st August, at time period between 11 am and 5pm. The participants will be randomly selected from the visitors of the store who buy a product from a Nike store. Questioner will be given to the people after their permission to participate in the survey. The survey will take approximately 5 minutes and will be anonymousse. 


Analysis of Date
The collected data from the survey will be analysed by Statistical Package for the Social Sciences (SPSS) software. This statistical data editor will easily allow the analysis of a large quantity of social science data for a short period of time. The statistical analysis is exceptionally organized and can be presented in different ways such as interactive figures. (Pallant, 2020)

Ethical consideration 
A brief definition of research ethics is a system of moral principles. The research ethics is important to be considered because it is affecting the way of how people live their lives and make daily decisions.  This moral philosophy is concerned not only what is good for society but also what is good for the individual. Example of ethical consideration in the research dissertation will be the responsibility for the collected data and the legal rights regarding the data. Hence, the survey will be anonymous and all the primary data which will be collected during the research process will be kept in private in a secure place.
Resources and planning
The estimated time for this academic research is between 8 to 10 weeks. In the first three weeks, the first chapters which includes the abstract, introduction and literature review is expected to be completed. The research methodology chapter is expected to be completed in about four weeks’ time frame. During this time, all the data collection and critical data analysis needs to be gathered. The final chapter is intended to take approximately two weeks. The remaining one week is planned to be used for grammar check and overview.

	Task
	Start Date
	End Date

	Duration

	Chapter 1
	5/July
	25/July
	3 weeks

	Chapter 2
	26/July
	22/August
	4 weeks

	Chapter 3
	23/August
	5/September
	2 weeks

	Overview
	6/September
	12/September
	1 week


Figure 1 Research Schedule

Budget
For this academic research, the budget is planned to be very small. The аapproximate amount needed is calculated around 50 pounds. Money will be spent for traveling to the chosen place for the survey, paper copies and refreshments during the time of the data collection.



Limitations
Collecting data in recent years could be very challenging for different reasons. People are often busy in order to complete the survey, or they are not willing to participate. Also, those who take the survey may be subjective. The Covid-19 pandemic and the social distancing are another factor that could possibly affect the data collection. Examples for this could be government restrictions such as national lock down or online shopping. 
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