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[bookmark: _Toc86138560]1. Introduction 
Integrated marketing communication is considered a technique utilised by organisations in order to brand and synchronise their communication endeavour. Duralia (2018) has defined integrated marketing communication as a conception that acknowledges and confluences these areas in pursuit of providing consistency, clarity, and enhanced communication implication. The predominant idea behind the incorporation of the IMC strategy is to generate a seamless experience for the customers throughout different facets of the marketing mix. IMC combines multiple communication/advertising services, techniques, and promotional tools to increase profit. Integrated marketing communication plays a crucial role to deliver brand messages to a greater audience.  In recent times, the rivalry between business entities is amplified exponentially in both the domestic market and global markets. Companies are encountering a lot of confusion regarding the selection of proper ways of communication, ways to maintain distinction and the frequency of establishing communication with the target groups (Blakeman, 2018). The present research project is designed to figure out the implication of IMC on consumer behaviour based on the evaluation of a prominent department store of the UK named Harrods. 
[bookmark: _Toc86138561]1.1 Aim of the present research 
The aim of undertaking the present research is to investigate the implication of integrated marketing communication on the behaviour of the consumers based on the case study assessment of Harrods, one of the largest departmental stores situated in the UK. 
[bookmark: _Toc86138562]1.2 Key objectives of the present research 
The major objectives of undertaking the project are:
· To analyse marketing communication strategies of Harrods
· To determine the impact of IMC strategies on consumer buying behaviour 
· To investigate factors, influence consumer buying behaviour

[bookmark: _Toc86138563]1.3 Research questions 
RQ 1: What are the key marketing communication strategies incorporated by Harrods? 
RQ 2: What is the implication of IMC on the consumer purchasing behaviour? 
RQ 3: What are the predominant factors that can influence consumer behaviour? 
[bookmark: _Toc86138564]2. Literature review 
[bookmark: _Toc86138565]2.1 Elucidating the concept of marketing communications and IMC 
Marketing communication has become widely acknowledged as the most effective tool for companies in terms of establishing communication with their consumers in terms of brands and products/services (Juska, 2017). As argued by Bruhn and Schnebelen (2017), the changes and reforms that marketing communications have undergone have eventually imparted the crucial roles it possesses today. Marketing communications play a crucial role in terms of representing a brand's voice and the ways by which firms can start communication with customers pertaining to their product offerings. As stated by Juska (2017), the predominant role of marketing communications is to assist companies to communicate with their consumer and ascertain a corporate image within the mind of their consumers. Some of the prominent marketing channels that are widely harnessed by modern companies to establish communication with the consumers encompass sales, promotion, advertising, direct marketing, public relations, word-of-mouth marketing and interactive marketing and so on. 
As stated by Bruhn and Schnebelen (2017), what distinguishes integrated marketing communication from marketing communication is the way a firm ascertains to utilise various channels of marketing. While marketing communication is simply an arrangement that assists a firm in terms of knowing about the channel of marketing communication they possess at hand, IMC assists with the coordination and direction of the subsisting channels. Integrated marketing communication stands for educing a response, not just carrying out monologue. As stated by the same authors, it is concerned with rendering a return on investment and not merely spending a budget.  However, there is some argument in relation to the distinction of the concept of IMC. As argued by Klepek and Starzyczná (2018), IMC is merely marketing communication dressed up in new form and offered a new title. The aforesaid authors have negated the notion of newness within IMC. However, there are other schools of scholars who believe in the differentiation between MC and IMC. For instance, as stated by Blakeman (2018), what makes IMC remarkably different from MC is the way that it led marketers utilise their various marketing tools. 
[bookmark: _Toc86138566]2.2 The predominant tools of integrated marketing communications 
The procedure of IMC commences with a conjoined marketing communication plan that dissects the different kinds of marketing, sales and advertising tools that can be utilised during campaigns. These are mainly promotional tools that encompass everything ranging from social media marketing to SEO to blogs and webinars (Bruhn and Schnebelen, 2017). Traditional marketing communication components such as billboards, newspapers can also be leveraged by the companies in terms of informing as well as persuading consumers. As opined by Juska (2017), given the rising complication in consumer engagement, it is crucial for the markets to utilise a combination of digital and traditional communications for their target audience in pursuit of establishing a strong brand-consumer association. Irrespective of the promotional mix of the brand, it is crucial that marketers ascertain their messaging is credible and consistent throughout various communication channels. 
[bookmark: _Toc86138567]2.3 Implication of integrated marketing on consumer behaviour 
As stated by Parsons, Maclaran and Chatzidakis (2017), consumer behaviour is the vibrant communication of cognition and affect and environment by which humans carry out exchange aspect concerning their lives. Besides, as expounded by Narula and Desore (2016), consumer behaviour is the constellation of activities that customers undertake as crucial aspect of their decision-making, and this widens beyond buying as well.  
The Engel, Kollat and Blackwell Model is a framework that was developed to delineate the amplifying, fast-evolving body of knowledge associated with consumer behaviour (Voramontri and Klieb, 2019). The model involves four predominant stages. The first stage is termed as information input stage where the consumer accrues information from both non-marketing and marketing sources that also impact the problem recognition phase pertaining to the process of decision-making. The second stage is called as information processing stage, and it is associated with the consumer's attention, exposure, perception, and acceptance of inward information (Syed and Khan, 2019). The key emphasis of the third stage (decision process stage) remains on a number of elements such as looking for alternatives, assessment of alternatives, purchase, and outcomes.  
Based on the EKB Model, it is discernible that consumer behaviour involves several components that affect the process of decision-making such as values, personality, culture, and lifestyle. Therefore, as stated by Syed and Khan (2019), in accordance with the EKB model, the input provided by the marketers can be valuable in two stages, including the information input phase and variables impacting the decision process phase. In the information input stage, integrated marketing communication can assist marketers to explicitly convey their messaging and brand story to targeted consumers to generate brand awareness. In the fourth stage, integrated marketing communication can go a long way for the marketers in terms of sending tailored and personalised messages to the consumes depending on their lifestyle, social position, and culture (Blakeman, 2018). 
Advantages of EKB model
At the primary degree, the customer receives facts from advertising and non-advertising sources, which additionally have an impact on the hassle reputation degree of the decision-making process. The look for outside facts could be activated with a purpose to arrive to a preference or in a few instances if the customer enjoy dissonance due to the fact the chosen opportunity is much less quality than expected (Blakeman, 2018). In facts Processing Stage, it includes the customer’s exposure of incoming facts and the customer ought to first be uncovered to the message. 
Disadvantages of EKB Model
EKB Model of Consumer Behaviour consists of many items, which have an impact on customer decision-making inclusive of values, lifestyle, persona, and culture. The version does now no longer display what elements form those items, and the motives for special sorts of persona can produce special decision-making. Sending tailored messages can be beneficial for marketers in terms of impacting the consumer decision process positively.
[bookmark: _Toc86138568]2.4 Impact of IMC on brand recall 
Brand exhibits the ability of the consumers to aptly create and retain brand within their memory or effectively explore the brand utilising product category or some other kind of probe as inference. Brand recall is considered as a qualitative measurement of how well customers are able to relate a brand with a particular product in a specific product class. As stated by Duralia (2018), in order to respond to growing market competition in the contemporary highly challenging marketplace, marketers need to put much emphasis on brand recall since it can be a key source of gaining competitive advantage. For instance, in order to remind the consumers about the brand and its multiple offerings, Harrods has effectively utilised IMC in the form of both online and offline marketing (Thedrum.com, 2021). It has assisted Harrods to create a strong brand identity among its consumer bases. 
[bookmark: _Toc86138569]3. Research methodology and methods 
Research methodology is described as the art of studying how research is executed systematically (Ragab and Arisha, 2018). Within research methodology, a researcher studies multiple phases that are usually incorporated by an investigator to solve the problem under investigation while delineating logic behind them.  
[bookmark: _Toc86138570]3.1 The research onion model 
One of the widely incorporated ways of developing methodology for research can be attributed to the “research onion”. Projected by Saunders et al. (2007), it proffers an elaborated depiction of the prime phases that require to be addressed to knit a methodology. The six indispensable layers of the model encompass philosophical standpoint of the research, approach linked to theory development, methodological selection, execution of strategy, ascertaining horizons and accruing data. Thus, research onion is exponentially needful in terms of creating an effective design of the research based on the layers of the model. 
[image: Diagram

Description automatically generated]
Figure 1: Research Onion
(Source: Saunders et al. 2007)
[bookmark: _Toc86138571]3.2 Research methods 
In the area of social science, the two prime branches of research methods encompass qualitative and quantitative. As stated by Cresswell (2002), qualitative research that relies on words is exponentially pertinent for performing exploratory research. Besides, quantitative research that depends on figures and numbers is effective to quantify behaviours, attitudes, and opinions with the intention of supporting or refuting hypotheses. 
To figure out the effects of integrated marketing communications on consumer behaviour of Harrods, the investigator will decide on mixed method. The application of mixed method can go a long way for the researcher in terms of gaining valuable description about the implication of IMC in the consumer behaviour in differentiated way. Furthermore, it can also be useful for the investigator to base the findings of the study on the experiences of the partakers. 
[bookmark: _Toc86138572]3.3 Sample size, type and sampling method chosen 
Sampling is an approach that enables observers to infer information concerning a population depending on results from a population subset, without having to elucidate every individual (Ragab and Arisha, 2018). The two widely utilised conventions of sampling encompass probability and non-probability sampling. To perform this project, the observer will decide on probability sampling.  The size of the sample will be restricted to 50. The sample population for the study will be the customers of Harrods. The sample will be comprised of both male and female consumers. The age group of the sample will be 25-55 years. 
As a part of probability sampling, the observer will settle on simple random sampling. It can be remarkably useful for the observer to cull sample in a random manner from the frame deploying random numbers generate by a computerised system. The reason behind the selection of the aforesaid age group is that most of the consumer belonging to the age group would have been well acquainted with the implication of both traditional and emerging approaches associated with IMC on them. 
[bookmark: _Toc86138573]3.4 Data collection method 
Secondary and primary research is the two predominant approaches of gathering data to perform research (Saunders et al. 2007). One the key differentiations between two approaches are that primary research is executed with the data gained from first-hand source and secondary research is accomplished with data accumulated from indirect sources (Ragab and Arisha, 2018). While performing the present project, the observer will decide on primary research data. The observer will gain first-hand data from the consumers of Harrods. The observer will settle on questionnaire in pursuit of accruing primary data. Nine close-ended questions will be produced in order to gather relevant primary data. The time for filling the questionnaire will be 15 minutes. 
Incorporation of questionnaire technique can be fruitful for the observer in a number of ways. Questionnaire technique has the efficiency to extract data from a vast sample that can be diverse as well as divided geographically and impart the scope of wider statistical elucidation. Furthermore, since questionnaires are mainly completed at the partakers’ convenience, important information about IMC can be harnessed by determining diverse question types. 
[bookmark: _Toc86138574]3.5 Way of analysing data
Data analysis is concerned with the approach of harnessing meaning from data by the effective incorporation of logical or statistical tactics (Ragab and Arisha, 2018). The two commonly utilised branches of elucidating data are quantitative and qualitative analysis. In the current research the observer will cull descriptive statistics approach in order to make out the effectuation of IMC on behaviour demonstrated by the consumers. 
As an embodiment of descriptive statistics, the observer will leverage MS Excel. Assessment will be carried out with the assistance of diagrams, charts, graphs, and bars in Excel. It would be fruitful for the researcher in terms of ascertaining the primary aspects of accumulated data. Furthermore, it will also be fruitful in terms of summarising and simplifying consumer data gleaned from questionnaire. 
[bookmark: _Toc86138575]3.6 Research ethics 
The act of exercising basic ethical rudiments to research activities is defined as research ethics (Cameron and Price, 2009). The following behaviours and norms will be pursued by the observer: 
a. Since the observer will settle on primary research, he will take utmost care to maintain anonymity and confidentiality. 
b. The researcher will never bring out any data that can hurt the well-being of the participants. 
c. Furthermore, before the placement of questionnaire, approval will be asked from the willing respondents though participants consent from. 
d. No argumentative question will be included. 
e. Moreover, data will be stored in such a way that no one, other than the researcher, can access it. 

[bookmark: _Toc86138576]4. Research timeline:
Gantt chart 
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[bookmark: _Toc86138577]5. Determining the budget 
	Activities
	Possible expenditure (€)

	Printing paper for questionnaire 
	30

	Travelling 
	60

	Total 
	90
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1. Planning and scheduling of research 

2. Selection of research topic

3. Administering initial research 

4. Planning of literature review 

5. Development of methodology

6. Primary data collection 

7. Data analysis

9. Preparing conclusion

10. Recommendations

11. Final submission 


