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IMC and Digital Marketing can be said to play a significant role in the creation and sustenance of a credible brand image. Integrated marketing communication can be defined as the management of multiple marketing communication tools such as advertising, public relations, social media, and direct marketing to communicate an integrated message (Rehman et al., 2022). Digital marketing uses online marketing channels like social media, search engines, and e-mail marketing to effectively reach out to customers to boost brand awareness. It is significant for enterprises to combine conventional and web-based marketing to enable them to achieve a good brand appeal.  Nando’s is an international restaurant chain which offers peri-peri chicken and it has developed a strong brand identity in the process of marketing (Nando's, 2022). The marketing techniques used by the company are humour, storytelling, and focusing on important cultural activities, and topics that interest a huge number of people. However, the character of the brand’s message in many different media channels can be difficult, especially because people’s use and preferences for different media are constantly changing. The application of the IMC and understanding of the role that Digital Marketing has in developing Nando’s brand image is significant in the analysis of its marketing success and sustainable brand development.  
[bookmark: _Toc192785082]Rationale
This paper will seek to discuss how today’s business organizations can use various forms of marketing communications to increase their competitiveness. These are relevant to making sure that all IMC communicates consistent messages so that the consumers are not confused and to enhance the recalled brand. In today’s world, Digital Marketing has revolutionized the format of brand-consumer relations and offers immediate approaches to doing it (Dwivedi et al., 2021). It is essential to effectively execute the strategy of IMC and Digital Marketing for a brand such as Nando’s, which pays a lot of attention to customers’ loyalty and involvement.  Nando’s has its marketing communications strategy built and in place, but issues arise with brand integration across the different contact points which in this contemporary world are constantly on the rise. The use of social media, the rising trend in influencer marketing, as well as the strategy of tailored ads, call for this type of management. 
[bookmark: _Toc192785083]Research Problem and Significance
Although the marketing communication strategies employed in marketing Nando’s Chicken have been applauded and acknowledged to be creative, achieving a consistent brand image across the different communication modes is relatively difficult. Fragmented marketing causes confusion which may pull down the effectiveness of the brand, customers may get confused with the messages they are receiving from a particular firm and this hinders their trust in the firm (Bartoloni and Ancillai, 2024). Furthermore, the growing competition in the restaurant industry necessitates continuous innovation in digital engagement and customer relationship management.
This research seeks to factor IMC and Digital Marketing in enhancing the brand image of Nando’s. The results will therefore be of importance to marketers, brand managers and all business entities who care for the improvement of their marketing strategies. Future research will help to supplement the existing knowledge about the field of brand management and digital marketing within the framework of the food service industry by determining the existing opportunities and weaknesses and offering possible ways of solving them.
[bookmark: _Toc192785084]Structure of the research
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Figure 1: Research structure 
(Source: Self-created)
The aforementioned outlines the structure that will be followed in this paper to understand the concept of this study. There will be five chapters performed in this research paper that are highlighted in the above image. The methods that will be used for collecting and analyzing information within this research paper will be elaborated on in the third chapter of the research paper. Finally, the last chapter of this paper provides recommendations that will be valuable for conducting research in this topic area. 
[bookmark: _Toc192785085]Aims, objectives, and research questions
The research aim will be to examine the effect of integrated Marketing Communications (IMC) and Digital Marketing on the brand image of Nando’s. 
Objectives 
· To examine the role of Integrated Marketing Communications in shaping Nando’s brand image
· To explore the challenges and opportunities of implementing Integrated Marketing Communications and Digital Marketing in Nando’s 
· To determine the impact of IMC on the brand equity of Nandos.
Questions 
· How does Integrated Marketing Communications shape Nando’s brand image?
· What are the challenges of Integrated Marketing Communications and Digital Marketing at Nando’s?
· What is the impact of IMC on the brand equity of Nandos?
[bookmark: _Toc192785086]Literature review
Role of Integrated Marketing Communications in shaping the brand image of companies 
IMC is crucial in the management of a company brand because it always serves the purpose of delivering a consistent and well-coordinated message to the market. Rehman et al. (2022) point out that especially through social media, IMC helps in increasing the overall consumers’ interaction and the way they perceive brands. In their study, they stress how different modern IMC measures can help in increasing brand value with customers. For instance, Utomo et al. (2023) investigate the effects of digital IMC on MSMEs and establish the role of optimal integration of digital marketing activities on the levels of brand recognition and trust. The study applied based on the IMC model highlights the reason why incorporating social media into IMC is crucial in re-establishing brand image.  In addition, Haris et al. (2023) have also briefly elaborated that marketing communications is also used as a strategic action to achieve market growth in the era of digital communication. 
Challenges and Strategies of Integrated Marketing Communications and Digital Marketing
Even though IMC and Digital Marketing are very effective in advertising, several factors make their implementation a very big challenge. According to Ihzaturrahma and Kusumawati (2021), brand inconsistency creates a negative image to the target market due to the failure of firms to maintain harmony in the messaging they use in different media outlets. Moreover, Malesev and Cherry (2021) revealed that the problems for SMEs, especially in the construction industry, in utilizing digital marketing include a lack of experience and financial resources. This is because there are no significant connections between traditional and new forms of marketing causing an issue for brand messaging. In addition, Khanom (2023) pointed out that digital platforms change at a very fast pace which requires the business to cope with the new algorithms, new content, and the expectations of the customers. This has also proved very helpful in the current world because the competition is stiff in the digital world. 
Theoretical framework 
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Figure 2: Race framework 
(Ganguli, 2023)
RACE Model is useful in analyzing the effectiveness of IMC and digital marketing on the image of Nando’s brand. During this stage, Nando’s employs SEO, social media, and the use of digital ads to ensure that it gains further exposure and appeal to a broader market of customers. The Act stage involves creating content and promotions that would communicate with customers and improve brand association. In the conversion phase of digital marketing, customers are persuaded to part with their cash through various techniques such as offering them specific coupons and placing attractive ads in front of them. In the last stage, the Engage phase works with the existing customer base utilizing social media groups and other targeted e-mail campaigns to remind them of the positive perception of the brand.
Literature Gap
Although IMC and Digital Marketing have been explored beforehand in academia, knowledge deficits still exist regarding their occurrences simultaneously and their influence on brand image, especially in Nando’s, an international restaurant chain. While there have been studies conducted, it has not focused on large-scale consumer brands apart from involving SMEs or some industries. Furthermore, IMC is either investigated as a concept or the role of digital marketing is explored individually but not their synergy.


[bookmark: _Toc192785087]Methodology
[bookmark: _Toc192785088]Research onion
[image: ]
Figure 2: Research onion 
(Source: Saunders et al., 2007)
The research onion, which gives the chapter on methodology for research its organized structure, appears in the above figure. The researcher of the study made sure that the research methods have been used in the right sequence by adhering to the design of this research onion. 
[bookmark: _Toc192785089]Research Design
This research paper will adopt a deductive approach in terms of integrating qualitative and Data Collection methods. With this particular approach, this research will provide a compressive view of the impact of interrogative marketing communication and digital marketing on Nando's brand presence. The positivism philosophy can strengthen the complex issues of research papers that contribute towards enhancing the overall output of the papers (Dawadiet al., 2021).  The selection of a descriptive research design will ensure that this paper will have richer insights into the subject topic area. 
[bookmark: _Toc192785090]Sampling Approach
Sampling can be defined as the technique of choosing a smaller number of people out of the total number of people in a particular population (Rahman et al., 2022). The sampling technique adopted for this study will be a non-probability purposive sampling technique and this will hold because the respondents involved will be experts in digital marketing. The number of interviews used in the study shall be 100 which is large enough to give a statistician justification. The target group of participants will be recruited through business organisations, email lists and groups on LinkedIn. The demographic information will consist of age, experience, and industry, and the geographic information will be related to marketing professionals in urban areas.
[bookmark: _Toc192785091]Data Collection Methods
This research study will use a quantitative mono data collection methodwhere the data gathering technique will be a survey. The survey will be conducted with the help of 12 questions with 100 respondents who know digital marketing felids. Among the 12 questions of the survey, 2 questions will be based on demographics and the other 10 will be focused on the research topic.  The primary goal of the survey process will be to gather relevant information regarding the IMC and digital marketing of Nando's brand image. 
[bookmark: _Toc192785092]Justification for Method Selection
The methods correlate with the objectives of the research as they will facilitate a broad analysis of IMC and direct marketing on Nando’s brand image. The deductive research approach helps to generate a hypothesis and test it given the available theory, while the interpretivism philosophy enables an understanding of the intricate prospects of marketing. A descriptive research design is more appropriate for establishing a richer perception from well-informed participants. Quantitative survey technique yields quantifiable results which can be used to make statistical comparisons between magnitudes.
[bookmark: _Toc192785093]Scope and Limitations
The IMC and digital marketing survey is proposed to collect data on the change in Nando’s brand image, for which 100 digital marketing professionals will be targeted. However, there is a high likelihood of respondent bias and the number of participants in the study is relatively small, besides, the research does not incorporate client perception. 

[bookmark: _Toc192785094]Limitations
The study presents with a certain number of limitations that affect its scope and generalizability. This study only considered Nando's, so the findings of the paper may not articulate even the depth and the variety of IMC and Digital Marketing strategies observed in other brands. Further limitations arise because of relying on survey for collecting information that may not accurately reflect what is happening in the industry or even what new challenges rights arise in digital marketing. Though these limit the external applicability of the research, they still provide insights into how IMC plays a role in the brand image, which serves as a basis for future studies in this field.
[bookmark: _Toc192785095]Ethical considerations
Informed consent is required for this study, guaranteeing that participants are fully informed about the goals, methods, risks, rewards, and their right to discontinue participation at any time without incurring any fees. Maintaining privacy and confidentiality is essential; personal data must be anonymized and handled securely to avoid identity disclosure, particularly when it comes to sensitive data like evaluations (Templet al., 2022). The study will prevent harm by making sure that neither the questions nor the procedures used to collect the data will result in emotional, psychological, or physical suffering. Furthermore, honesty and integrity shall be upheld by avoiding deceit and accurately reporting data as well as being transparent about research methods and conclusions. Fair and respectful treatment of participants is essential to guaranteeing equitable opportunities and preventing undue burden or exclusion.
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	Task
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	Week 2
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	✔
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	✔
	
	
	
	
	
	
	
	
	
	
	

	Survey Distribution & Data Collection
	
	
	
	
	✔
	✔
	✔
	✔
	
	
	
	
	
	
	
	

	Data Analysis
	
	
	
	
	
	✔
	✔
	✔
	✔
	
	
	
	
	
	
	

	Drafting Findings & Discussion
	
	
	
	
	
	
	✔
	✔
	✔
	✔
	
	
	
	
	
	

	Conclusion & Recommendations
	
	
	
	
	
	
	
	✔
	✔
	✔
	
	
	
	
	
	

	Finalizing & Proofreading
	
	
	
	
	
	
	
	
	✔
	✔
	✔
	✔
	✔
	
	
	

	Submission
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	✔
	✔



Table 1: Gantt chart
(Source: Self-created)
[bookmark: _Toc192785097]Conclusion
The objective of this study was to view Integrated Marketing Communications (IMC) and Digital Marketing in terms of strongly and strategically building Nando's as a brand, as well as the challenges it faces. This properly justified the line of inquiry given the increasing dependence of brand position and consumption engagement on digitized platforms, heralding the necessity for proper knowledge of the relevant IMC strategies for brand perception. Using a primary quantitative method, the study currently tries to provide a holistic view of IMC effectiveness and the many challenges identified during application. This is due to the constraints concerning IMC about previous studies on bar-specific issues and the methodological orientation toward data collection and retrieval regarding pertinent industry capture. Such a course of research might thus have brought someone to the realization of how IMC and Digital Marketing influence an organization in reaching its audience and what is more prescriptive and constructive towards improving Nando's marketing strategies. Additionally, this research raises the question of providing further studies on the effectiveness of brand communications.
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