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[bookmark: _Toc535746310]Dissertation Proposal

How effective is digital marketing in the Integrated Marketing and Communication Strategy.
A case of luxury fashion brands in the UK; Burberry and Gucci.







[bookmark: _Toc535746311]Background Research & Justification

Integration can be described as the attempt to deliver a consistent message across all the elements of the marketing mix in order to establish a strong communication network with the target market. With the rapid increase in communication technologies; integrated and amalgamated messages that address all stakeholders whilst carrying a unique message for all the groups is what every marketer endeavours to achieve in the contemporary marketing world (Ang, 2013). However, it is easier said than done due to the increasing number of online users. Therefore, in order to successfully deliver promotional messages to the targeted stakeholder groups, a newly developing concept called the Integrated Marketing Communications (IMC) came into practice (Luxton, Reid and Mavondo, 2014). 
Due to the technological advancements, this concept is rapidly emerging as it principally uses the internet as the medium to communicate with the consumers and quickly adapts to the changing nature of communication and other market dynamics. This eventually enhances the importance of digital marketing and communication (Reid, Luxton and Mavondo, 2005). The constantly changing preference of current consumers urges the marketers to come up with innovative ways to communicate with the target market. The marketers must also ensure that the information is easily accessible to the audience through both traditional and contemporary mediums to help generate rapid and regular feedback from the consumers. 
The evolution of IMC was majorly supported by modern-day communication channels such as the internet, digital media, mobile phones, changing market trends, and most importantly globalisation (Eagle and Kitchen, 2000). Thus, it is important for corporates and brand managers to integrate all elements of the promotional mix by collaborating with local and international businesses in order to collectively send a consolidated message to stakeholders. The overall aim of this research is to assess integrated marketing communications in the context of digital promotion by focusing on the IMC strategy two renowned luxury fashion brands in the UK; Burberry and Gucci. 













[bookmark: _Toc535746312]Research Question

What is the role of digital marketing channels in the effectiveness of Integrated Marketing and Communication strategy of luxury fashion brands, like Burberry and Gucci?

[bookmark: _Toc535746313]Secondary Question
How does the IMC strategy utilise digital channels to establish and maintain a sustainable consumer-brand relationships (i.e. acquaintance, affiliation and trust) and influence buying decisions when it comes to luxury fashion products?
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Based on the research problems (as mentioned above), the research objectives are as follows,
· To study the factors and variables within the digital marketing strategy that influence the IMC objectives of luxury fashion brands Burberry and Gucci. 
· To understand the significance of digital promotion in the IMC strategy and changing market scenario and influencing buying decisions.
· To understand the reasons for the growing popularity of digital marketing tools.
· To analyse the effectiveness of digital marketing in the IMC strategy as compared to conventional marketing tools in terms of building long-term consumer-brand relationships. 
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[bookmark: _Toc535746316]Integrated Marketing & Communication (IMC) – A background
The roots of the IMC approach developed in the early 1990s when businesses started to cut down on their promotional budget and looked for more cost-effective options to advertise their products. Apart from that, another reason to deviate from the traditional advertising methods is to adopt a more concentrated and personalized approach to connect with the customers (Kitchen et al., 2004). The increasing numbers of media and consumer groups, as well as the rapid advancements in communication and media technology, e.g. internet, mobile technologies and social media, have given a whole new dimension to the marketing concepts. This now urges the marketer to adopt a more concentrated approach towards management as well as ensuring uniformity in the advertising messages for different sets of stakeholders (Šerić and Gil-Saura, 2011; Rakić and Rakić, 2014).
Seric, Gil-Saura and Ozretic-Dosen (2015) describe IMC as; “A tactical and strategic consumer-oriented business process which is facilitated by the advancements of information and communication technologies (ICT) and which, based on information obtained from customer databases and through the coordination and synergy of various communication tools and channels, conveys a clear and consistent message to preserve a long-term lucrative relationship with customers and other stakeholders and to build and maintain the brand value.” 
This shows that the increasing number of media channels, diversification of consumer markets and the increased number of internet users in the contemporary business environment are just the basic segments that are affected by the technological revolution (Schultz, Patti and Kitchen, 2013). However, the impact is way more complicated to measure and challenging for marketers to stay creative everyday while staying original at the same time in today’s highly competitive environment and keeping up with consumers’ expectations while developing a sustainable relationship with them. IMC can play a crucial role in combating these challenges and help in creating coordinated and consistent messages across various channels of communication. Furthermore, the concept is especially valuable in that it places great emphasis on the importance of all stakeholder groups and, in particular, on customer loyalty, which can only be created through strategic relationship building (Ewing, 2009).

[bookmark: _Toc535746317]Web 2.0 & its impact on marketing communication
The rapid advancements of the internet platform (and mobile devices) in the past couple of decades have completely transformed the traditional marketing methods in how to communicate with customers (Deighton and Kornfeld, 2009). The three most distinct factors that differentiate the internet from traditional approach in communications include interactivity, transparency and memory. Interactivity is one of the key characteristics of Web 2.0 that not only acts as an interface or a medium but also offers an array of opportunities to the organizations to establish direct communication with the target audience whereas transparency allows the online consumers to easily access the company-related information available on the web and build their opinions on its basis. Lastly, history or memory is the information that is saved on the internet unless it is unpublished by the sharer. In other, the web not only allows transmission of information but also enables it to store in the memory of network until it is removed. The information shared on the web stays there indefinitely so that more users can increase their knowledge every day (Gurău, 2008). This enables organisations to constantly stay in touch with users and establish a consistent communication to help increase the consumer base. The factors discussed below help contribute to brand value by transforming consumer opinion regarding the products and services and so enabling the marketers to adjust his strategies on their basis: 

[bookmark: _Toc535746318]1. Consumers are directly linked to the organisation
The traditional communication channels were all about the one-way broadcast in which the organisation just delivered the messages and the viewers were only there to listen and absorb this information. When the concept of two-way communication was introduced, institutions still had more leverage in terms of what and how they want the messages to be delivered anticipated by the audience, while the viewers had fewer options to deliver a frequent and effective feedback to the organisation (Masterman, 2015). However, modern communication channels have bridged the gap between the institutions and the targeted audience. The consumers and organisations can now interact through a strong communication network and the messages are just a click away from the audience (Blattberg, Kim and Neslin, 2008). 

[bookmark: _Toc535746319]2. Consumer-to-consumer interaction
Due to the interconnectivity of the communication network, apart from the organisations, consumers can also interact with each other and sometimes might share, discuss or debate of unverified information regarding a brand and its products with each other which can leave a negative impact on the brand image, e.g. Tripadvisor, Google etc. Networking has allowed the consumers to express their views freely and the institutions have a very less control over it as they are just a part of it (Calder, Malthouse and Schaedel, 2009).

[bookmark: _Toc535746320]3. The audience is the best judge
Previously, organisations had the liberty to communicate with the audience and make a statement knowing that the audience would not be able to question the reliability and credibility of the information. Today, users can easily access information due to the multiplication of the communication channels and can scrutinise the statements shared by the organisations and make decisions quickly (Napoli, 2011). 

[bookmark: _Toc535746321]4. Pull vs. Push information
Today’s highly intricate communication network offers a wide variety of channels to interact. The audience is bombarded with messages through email, mobile phones, texts, television, radio, the internet, etc. This has enabled them to filter out or ‘pull’ the information which is relevant to them and discard (“push”) the rest (Rowley, 2008).
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[bookmark: _Toc535746323]Research Design
The research design refers to the overall framework or the blueprint that helps address the research problem comprehensively. It organises different research phases and arranges the collected information in order to achieve the research objectives successfully (Jonker and Pennink, 2014). There are three main research designs; 
i. Exploratory
ii. Descriptive and 
iii. Explanatory
As suggested by the term itself, exploratory research diagnoses and looks further into the current state of the issue in order to reveal new concepts and variables by addressing questions like what, when and how. The explanatory research measures the relationship between the two major variables on which the research problem is based (Terre Blanche, Durrheim and Painter, 2014). This research is based on the exploratory research framework as it studies the relationship between Integrated Marketing and Communication strategy and the contribution of digital promotion in its successful implementation in order to achieve the core goals and objectives of luxury fashion brands Burberry and Gucci. 

[bookmark: _Toc535746324]Data Collection and Analysis 
Data triangulation enables the researcher to find consensus and validation of the enquiry by employing a variety of research methods. If the outcomes of different research methods identify identical information, the authenticity and credibility of the information increases. The balance between the two methods helps identify different trends, uniformity and variability through the quantitative analysis and then apply the qualitative research to have a deeper understanding of the problem (Vaus, 2007). Conducting research by solely focusing on a single data source might lead to an inconsistent outcome and the data may lack validity and authority.
[bookmark: _Toc535746325]Data collection 
Data collection is one of the key phases in any research. This process involves collecting and processing the information from the selected sample in a systematic way to 
i. study the research question
ii. meet the research objectives
iii. test the hypothesis and 
iv. assess the end results 
(Czarniawska, 2014). 
This research relies on multiple approaches to data collection and includes both primary and secondary data sources. In order to gain an in-depth knowledge of the subject it is important to refer multiple secondary data sources including relevant literature, research papers, journal articles, books, websites and other reliable information acquired through reliable sources. This will help evaluate different strategic dimensions when it comes to IMC and what role digital marketing channels play in achieving this. The literature will also highlight the organisational aspect in terms of customer retention and service quality by further assessing how digital channels enable the companies to generate quick feedback and alter those strategies accordingly in order to maintain a sustainable relationship with the consumers. 
Moreover, primary research will also be employed to help acquire comprehensive knowledge regarding the effectiveness of the IMC strategy tools of both Burberry and Gucci and their influences on consumer behaviour in terms of purchase decisions. The primary research will include interviews and focus groups to identify new variables. 

[bookmark: _Toc535746326]Sample 
A sample represents the population or the portion that the researcher observes during the investigation. A sample is the primary source of information that the research analysis is based on as studying the entire population is impractical (Emmel, 2013). 
For this particular research, purposive maximum variation/heterogeneous sampling method would be employed as it is both time and cost effective and helps extract information in a clear and precise manner. This technique also helps achieve the research objectives as the respondents are selected as per the requirements of the research and may exhibit a wide range of attributes, behaviours, experiences, incidents, qualities, situations to help identify common themes (Saunders, Lewis and Thornhill, 2009). Moreover, the element of bias is also low in this technique as everybody has an equal chance of being selected therefore, highly valuable first-hand, unmediated information will be collected. 
As for this study, qualitative market research will be employed, a sample of 40 to 50 respondents, both males and females between the age ranges of 16+ to 55+, will be selected to conduct three focus group interviews. The reason behind having three focus group discussions in to ensure the reliability of data. Each discussion group will consist of 12 to 15 respondents who are high-end/luxury fashion buyers.
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· The research will strictly adhere to the copyright infringement and plagiarism regulations to ensure that there is no exploitation or unauthorised use of research work of any other scholar. 
· The research will guard the privacy and independence of the participants/respondents involved in this research and any shared information will only be used within the scope of this research.  
· The research will refrain from any deceptive practices and will not distort or amend the information/data collected during the investigation.   
· The information will be acquired through informed consent and the respondents/participants would be notified and taken into confidence beforehand. 
· This research will strive to benefit the communities involved and will not undermine the rights and privacy of any social group, institution or entity.
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The final research will deliver all the key requirements that will help conclude the study in a clear and comprehensive manner:

	Background of the study
	

	Objectives 
	

	Research Question 
	

	Literature Review
	

	Research Methodology
	

	Data Collection
	

	Interpretation and Analysis
	

	Discussion
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Project Timeline 

	Task Name
	Start
	End
	Duration (days)

	Background study & topic selection
	26.11.18
	07.12.18
	11

	Initial meeting & discussion on proposal
	10.12.18
	11.12.18
	1

	Proposal preparation
	12.12.18
	29.12.18
	17

	Literature review
	02.01.19
	12.01.19
	10

	Research methods & planning
	13.01.19
	23.01.19
	10

	Draft submission
	03.02.19
	04.02.19
	1

	Data collection
	04.02.19
	24.02.19
	20

	Data analysis & progress monitoring
	25.02.19
	17.03.19
	20

	Discussion & conclusions
	18.03.19
	04.04.19
	17

	Further drafts
	07.04.19
	30.04.19
	23

	Final meeting with Supervisor
	01.05.19
	05.05.19
	4

	Final submission
	06.05.19
	31.05.19
	25
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