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[bookmark: _Toc223732942]1. Introduction
[bookmark: _Toc223732943]1.1 Information on IMC And Brand Equity
Integrated marketing communications (IMC) is important as consumers experience brands on touchpoints, paid media, owned media, earned media, and in-store cues. IMC entails coordinating messages and media in a way that communications act as a programme (Kitchen and Burgmann, 2010), to create consistent meaning, reinforcement, and lower the ambiguity.
Brand equity is a lens. Customer-based brand equity is how the brand knowledge influences consumers in response to the marketing activity (Keller, 1993); communications build value when they reinforce positive, unique relationships and make the brand more memorable, desirable, and selectable. This applies to quick service restaurants (QSR), salience, familiarity, and perceived value influence decisions taken.
Competition in the UK QSR industry ensures promotions and product-driven messaging, and digital/mobile introduces app-based promotions, personalisation, and social interaction. An estimated market of $34.07bn in 2024 and projected at 44.01bn in 2029 (Staff Reporter, 2024), increases the risk of message-dilution where value promotions, brand purpose narratives, and innovations are running at the same time without alignment.
McDonald's UK is an appropriate example: it applies a combination (traditional advertisement, digital media, and its own platforms) and an always-on mobile ecosystem. Intelligence reports are up, downloads hit their lowest in Q1 and Q3 (~128K135K), and active users hit 1.4m by mid-September (McDonalds, 2024).
[bookmark: _Toc223732944]1.2 Rationale of the Study 
Although McDonalds has good brand presence, high awareness does mean no strategic cost of inconsistency, as expectations of consumers are more concrete and reputation risks are greater. McDonald's in the UK physically has a presence too, with 1,470 franchises (2024) in cross-country location listings, which helps to reinforce the ubiquity of the brand in the daily consumer setting (World Population Review, 2024). There is independent brand clarification as well, on the suggestion of high consumer-built performance: Brand Strength Index expanded to 90.5/100 (AAA+) by Brand Finance, and familiarity (10/10), consideration (9.5) and preferred brand (9.4) mark almost-max results. (Brand Finance, 2025). All these signs have indicated a tremendous awareness and a widely favourable public orientation, but not how the integration among communications helps in maintenance or enhancement of brand equity, especially as the balance between the quest for intense promotions and maintaining a long-term brand sense becomes more difficult to balance.
This study can then be applied in an academic and a managerial context. It brings together the IMC literature (convergent, synergistic communications) and a customer-based brand equity approach that defines the nature of brand knowledge in creating consumer response (Kitchen, 2010; Keller, 1993). In practice, discoveries can shape the UK decisions at McDonald's regarding how to synchronize messages across paid media, app promotions, social platforms and in-store message delivery and how to balance the short-term perspective of value propositions with the long-term meaning of the brand. The research will also endeavour to establish both opportunities (e.g., more robust cross-channel reinforcement and more coherent positioning) and challenges (e.g., consistent tone across channels and not over-promotion) which will influence the success of the McDonalds IMC strategy in the UK.
[bookmark: _Toc223732945]1.3 Research Aim
This research aims to analyse the impact of integrated marketing communications on brand equity, using McDonald’s in the UK as the case context.
[bookmark: _Toc223732946]1.4 Research objectives
1. To determine the current IMC strategies implemented by McDonald’s in the UK.
2.  To investigate the opportunities and challenges of McDonald's implementing the IMC strategies.
3. To analyse the impact of IMC on the brand equity of McDonald’s in the UK.
[bookmark: _Toc223732947]1.5 Research questions
1. What are the current IMC strategies implemented by McDonald’s in the UK?
2. What opportunities and challenges does McDonald’s face in implementing IMC strategies in the UK?
3. What is the impact of IMC on the brand equity of McDonald’s in the UK?
[bookmark: _Toc223732948]2. Literature review
Integrated marketing communications (IMC) is a strategy often described as the coordination of promotional tools in a strategic way to convey a clear message that is consistent with the target audiences (Schultz, 1992). Broadening on this, IMC can also be viewed as an organisational-wide framework matching communications between channels and stakeholders to build synergy and reinforce the relationship gains over time (Kitchen and Burgmann, 2010). According to the customer context, brand equity is the difference with which brand knowledge influences consumer reaction to the marketing efforts of the brand (Keller, 1993). Other more recent studies also position brand equity as an intangible resource growing firm performance by activating consumer perceptions and behaviour reactions connecting brand strength to performance (Li et al., 2022).
[bookmark: _Toc223732949]2.1 Current IMC strategies implemented by McDonald’s in the UK
The practice of IMC assumes that McDonald's UK should align the paid media, owned channels, and promotional incentives into a consistent customer experience (Pickton and Broderick, 2005; Kitchen and Burgmann, 2010). The UK activity of the last few months shows that there was a high priority on integrating campaigns through the lenses of advertising, social/digital content, and brand engagements. Culturally anchored, shareable creative that can cross social platforms, traditional media, has been employed by McDonalds, such as the example of the real camera rolls late-night campaign covered in trade reporting (Houston, 2026) and reflected in industry campaign coverage (Famous Campaigns, 2026). McDonald's UK has also undertaken post-restriction marketing efforts like the global menu program that follows brand campaigns, which show how product-focused messages can be embedded within overall brand communications (Carroll, 2025). Another IMC pillar is direct online communication via the mobile ecosystem: corporate communication at McDonalds focuses on the growth goals associated with loyalty membership and technological investment to justify the role of the app-based CRM, rewards, and data-driven messages towards a single communications platform (McDonald's, 2023). These components combined represent a promotion mix in which creative consistency and channel integration are accomplished to strengthen salience and stimulate repeat purchase and engagement (Pickton and Broderick, 2005).
[bookmark: _Toc223732950]2.2 Opportunities and challenges of McDonald’s implementing IMC strategies in the UK
The main opportunity of IMC in the case of McDonalds UK is synergy: using consistent cues in various touchpoints will contribute to better processing of messages, better association, and enhanced efficiency via eliminating duplication and contradiction of messages across channels (Kitchen and Burgmann, 2010). The digital integration (and especially apps) further allows to tie brand communication with measurable behaviours, including helping to achieve both retention and frequency goals (McDonald's, 2023). Nevertheless, the situation in the UK poses certain limitations as well. Fast-food marketing is under scrutiny associated with health, exposure to children, and brand advertising versus promotion, especially where HFSS may have their interpretations (ASA, 2025; Conway, 2024). These regulations influence media planning, scheduling, and creative framing, which implies that IMC consistency should be established and negotiations on regulatory limits and audience target parameters (ASA, 2025). Social media provides another level of risk: it is essential in achieving quick access and cultural appeal, but also may enhance the negative sentiment and cause reputation vulnerability. Studies of the so-called dark side of social media point to risks, such as the dynamics of backlash and destructive interaction patterns, which may harm the meaning of the brand (Baccarella et al., 2018). Similarly, brand hijacking may happen when non-collaborative forces repackage brand messages and break desired communication control, which is structurally amplified in participatory media contexts (Siano et al., 2021). In the case of McDonald's itself, these factors imply that the prospect of shared and integrated campaigns must be traded off with governance, surveillance and credibility control in a first-mover category.
[bookmark: _Toc223732951]2.3 Impact of IMC on the brand equity of McDonald’s in the UK
The relationship between IMC and brand equity is often described in terms of the consistency with which brand knowledge structures, awareness, associations, perceived quality and loyalty are built and updated, enhancing positive consumer response (Keller, 1993). Hospitality and service-based evidence indicates that IMC, in conjunction with high-technology applications, should amplify customer-based brand equity by developing a consistent experience and strengthening brand meaning in various touchpoints (Šerić, Gil-Saura and Ruiz-Molina, 2014). According to customer-based brand equity measurement research in the restaurant context, brand equity can be operationalised using consumer perceptions and behavioural intentions, provided the structure, which provides a foundation of campaign-related loyalty and perceived value (Kim and Kim, 2004). The UK fast-food research also reveals that service and brand cues of major fast-food brands influence consumers in their perceptions of such brands, which substantiates the claim that conformity and compatibility of communications and experience are core to reviewing the brand in the identified category (Jones et al., 2002). Meanwhile, consumer value judgments in fast-food settings can be toned down by ethical concern, suggesting that IMC needs to consider narratives of legitimacy, too (e.g., sourcing, responsibility, community impact) to defend associations and trust (Schroder and McEachern, 2005). Hence, McDonald's UK IMC will positively (by creating salience, cultural resonance, and loyalty) and negatively (when confronted with social/regulatory controversy) affect brand equity (ASA, 2025; Baccarella et al., 2018).
[bookmark: _Toc223732952]2.4 Keller’s Customer-Based Brand Equity (CBBE) model
The concept of brand equity as a continuation of brand identity through to deep consumer relationships is introduced by the CBBE model of Keller, which is often in the form of a pyramid: starting with salience at the bottom, then performance and imagery, then judgments and feelings, and finally resonance (Keller, 1993; Keller, 2001; Keller, 2013). This model would work well in the current study since it offers a systematic approach to examining how the results of IMC (similar messages and experiences across platforms) can convert to brand knowledge and, finally, loyalty-type measures.
[image: ]
Figure 1:  Visual representation of Keller’s Customer-Based Brand Equity (CBBE) model, showing the progression from salience to resonance (based on Keller, 2001; Keller, 2013).
Advantages: The model presents distinct steps that may be mapped to IMC processes (e.g. repeated integrated exposure enhancing salience; consistent brand cues enhancing imagery, cohesive experience enhancing judgments and feelings) and has been extensively applied to operationalise consumer-based brand equity (Keller, 1993; Keller, 2013). It also conforms to technology-enabled IMC, in which applications and loyalty schemes may be construed as moving adopters towards resonance (McDonald, 2023; Keller, 2001).
Disadvantages: The pyramid might suggest a sequential calendar effect that is not necessarily based on the unwelcoming multi-directional point-building in discontinuous media spaces, in which customers can make a judgment quickly by virtue of viral material or a scandal (Baccarella et al., 2018; Siano et al., 2021). Furthermore, it focuses on consumer-based equity and is not directly interested in financial brand value, so the study needs to be clear that impact is assessed using consumer meaning and relationship strength and not accounting valuation (Keller, 1993; Li et al., 2022). 

[bookmark: _Toc223732953]3. Methodology
[bookmark: _Toc223732954]3.1 Data types
[bookmark: _Toc223732955]Mono method quantitative research is a research design whereby the research takes a single research method, and the single research method results in the production of numerical data that can be statistically/descriptively analysed (Creswell, 2023). Qualitative data are non-numerical data (e.g., words, meanings, experiences) that are normally employed to investigate meanings and richness of insight (Creswell, 2023). In this research, the quantitative data will all be collected in the form of a survey plan targeting measuring the perceptions of respondents about McDonald's UK's integrated marketing communications and brand equity; the research paper will be based on the mono method of quantitative design (Saunders, Lewis and Thornhill, 2019). 
3.2 Sample size
The proposed sample size will be 50-100 respondents. At least 50 will be aimed at to provide an adequate base to analyse descriptive survey, as 100 as possible where possible (Bartlett, Kotrolik and Higgins, 2001).
[bookmark: _Toc223732956]3.3 Sample type
Demographic and geographic segmentation will be used to define the sample because the respondent population will be well profiled, and participation will be reflective of the UK market conditions in the context of McDonald’s. Demographic variables will be age (18-24, 25-34, 35-44, 45-54, 55+) and gender (male, female, non-binary/other, prefer not to say). The operationalisation of geographic segmentation will require participants to identify their UK location (England, Scotland, Wales, Northern Ireland). The latter variables will be measured using closed-ended questions at the start of the questionnaire to describe the sample setup and allow simple subgroup comparisons where applicable to the research questions (Wright, 2005).
[bookmark: _Toc223732957]3.4 Sampling method
Non-probability (non-random) sampling will be a part of the study, with the primary convenience sampling and purposive screening, as the sample members will be chosen based on matching the sample context (customers of the UK McDonald's). It is a suitable method when it is not possible to take practical access measurements, due to the inability to use probability sampling (Etikan, Musa and Alkassim, 2016).
[bookmark: _Toc223732958]3.5 Data collection method
The online survey will be used to collect data by designing a survey that will be used in Google Forms. Online surveys will offer speed and convenience in accessing the participants, and constraints like self-selection and coverage bias will be recognised (Wright, 2005). The questionnaire will include about 10 closed-ended questions (though not more than 15 to avoid exhaustion). Highly restricted questions will rely on fixed response choices (e.g., multiple choice/Likert-type), which will help count and compare responses (Saunders, Lewis and Thornhill, 2019). The approximate duration required to complete it will be 5-10 minutes to facilitate participation and completion rates (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc223732959]3.6 Data analysis
Quantitative responses will be analysed using Microsoft Excel. Analysis will be primarily descriptive, presenting frequencies and percentages and summarising results using tables and graphs aligned to the research questions (Creswell, 2023; Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc223732960]3.7 Ethical considerations
Ethical conduct will follow recognised standards for human research, including voluntary participation and clear information about the study purpose (British Psychological Society, 2021). Data will be handled confidentially and used only for academic purposes, consistent with UK guidance on lawful basis, consent, and confidentiality under GDPR principles (UKRI, 2020).
[bookmark: _Toc223732961]4. Timeframe: Gantt Chart
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[bookmark: _Toc223732962]5. Conclusion
This paper aimed at investigating the role of integrated marketing communication (IMC) in the brand equity of McDonald's in the UK by determining the existing IMC activity, evaluation of opportunities and challenges of implementation and effects on brand-equity. The data show that McDonald’s UK is actively developing an integrated blend of paid media, digital and social content, and technology-facilitated customer interaction, and integration is reinforced by app-based touchpoints that facilitate consistency and recidivation. These practices are placed to boost important dimensions of customer-based brand equity, as they strengthen brand salience, normative positive, and loyalty intentions.
Yet the UK environment brings in constraints that may undermine IMC effectiveness unless it is actively managed. Regulatory scrutiny of food marketing, public sensitivity to matters of health, reputation and corporate conduct can make it hard to design a message and choose channels. Simultaneously, the interactive capacity of social media raises exposure to reputational risk such as backlash and message reframing, which determines the disruption of coherence and credibility. In general, the research concludes that IMC can enhance the brand equity of McDonald's in the UK when communications are coherent, customer-focused, and aligned with lived brand experience, whilst the same merger enlarges risk in the case that governance, trust and regulatory compliance are not integrated into planning and practice.
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