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Abstract
The dissertation looks at the effect of integrated marketing communications on the brand equity of McDonald's in the United Kingdom and aims to find an answer to the question: Does the promotion-related component of IMC have a positive or negative effect on the brand value of McDonald's in the UK? The study aimed to find the current communication strategies of McDonald's, understand the opportunities and challenges of implementation of IMC strategy, and understand the relationship between IMC and brand equity. The study adopted a mono-method quantitative research design, and data were obtained from the respondents who had experience of McDonald's UK via an online questionnaire method. Descriptive statistics, reliability analysis, correlation and regression analysis were used for the analysis of the data. Findings reveal that social media Content and Mobile App Offers stood out as the most prominent communication channels. Overall, respondents had a moderate understanding of the relative consistency, clarity and coordination of McDonald's communications, with brand equity perceptions also being positive in relation to recognition and loyalty, perceived quality and brand strength. As per the obtained results, the relationship of IMC and brand equity is positive and found to be strong, which includes the acceptance of H1, whereas H2 is not accepted. The study suggests that integrated communication would reinforce the image of the brand McDonald's, but risks in relation to reputation and promotion should be well managed.
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[bookmark: _Toc230989584]Chapter 1: Introduction
[bookmark: _Toc230989585]1.0 Chapter Introduction 
Integrated marketing communications has become increasingly important in shaping consumer perceptions of brands across multiple touchpoints, while brand equity reflects the value created through consumer response to brand knowledge (Kitchen and Burgmann, 2010; Keller, 1993). Using McDonald’s UK, this chapter presents the study background, problem, rationale, framework, and focus clearly.
[bookmark: _Toc230989586]1.1 Background to the Study: IMC, Brand Equity and McDonald’s in the UK
Integrated marketing communications (IMC) is a process where communication channels and promotional activities are strategically coordinated to send a clear and consistent message to all the consumer touchpoints (Kitchen and Burgmann, 2010; Kliatchko, 2008). IMC pairs these four marketing elements: advertising, digital media, sales promotion, and public relations and attempts to give them a single voice so that communications are coordinated, and there is less confusion about consumer interpretation. A customer perspective of brand equity is that it is the value when brand knowledge influences customer response to marketing activity, such as awareness, associations, loyalty and other evaluative judgments (Keller, 1993). The relationship between IMC and brand equity is therefore important, as IMC not only informs the viewers, but also influences brand recognition and interpretation and even consumer brand preference.
This is particularly relevant in the UK fast food chain, where competition encourages ongoing promotions, product-oriented communications and digitally based interactions. According to Staff Reporter (2024), the revenue of the UK QSR market in 2024 was valued at $34.07 billion and is expected to increase to $44.01 billion by 2029. This market intensity raises the risk of message dilution when simultaneously making value offers, brand stories and product innovations if there is no proper alignment. The UK is an interesting place to look at McDonald's, as it represents a blend of old and new advertising, through its digital breadth and owned platforms – and of course it's always on mobile. McDonald's (2024) states that downloads had come down to somewhere between 128k and 135k in Q1 and Q3, with active users hitting 1.4m by mid-September, clearly demonstrating the size and importance of the digital side of McDonald's business in the UK.
[bookmark: _Toc230989587]1.2 Problem Statement
While McDonald's is well known and has a wide presence in the UK, it is not certain that its marketing mix effectively boosts the brand equity. To make IMC work, the idea is to coordinate communication channels, with the goal of having messages that are coherent and reinforce each other (Kitchen and Burgmann, 2010). However, it is not the amount of communication that helps build brand equity; it is how the brand knowledge influences the consumer response so that any inconsistent or ambiguous information may erode the consumer's response instead of enhancing it (Keller, 1993). This issue is relevant in the restaurant market of the UK as there is a high level of competition, which is driving promotional activity and value messaging, and product-led campaigns (Staff Reporter, 2024).
Through advertising, applications, offers, loyalty programs, packaging, and in-store experiences, McDonald's serves the communications it requires. Such integration can enhance meanings and recognition, but at the same time, cause fragmentation and over promotional intensities, and make reputations vulnerable. Social media can magnify criticism and create the potential for confusion regarding brand messages (Baccarella et al., 2018), and the food promotion arena in the UK brings added sensitivity and regulatory considerations on advertising practices (Conway, 2024). In that case, the question of the research is whether the communication system employed by McDonald's is in danger of destroying value.
[bookmark: _Toc230989588]1.3 Rationale for the Study
The academic and practical reasons justified this study. Academically, it has value in connecting the two concepts of integrated marketing communications and brand equity in a given UK fast-food context vs. the treatment of these in isolation. Previous studies state that IMC is a strategic communication process and brand equity is a customer-based outcome of brand knowledge, but the relationship between integrated promotional communication activities and brand equity is lacking on a more specific level between McDonald's and the UK marketplace (Kitchen and Burgmann, 2010; Keller, 1993).
This study also serves as a management case of McDonald's. Given McDonald's significant physical footprint and brand reputation in the UK, it is important to analyse how communication integration contributes to sustained brand health and vitality (Brand Finance, 2025; World Population Review, 2024). The results can shed light on which communication activities boost semantics, undermine, or reinforce cross-channel alignment, and signal risk areas for over-communication, variance and reputational sensitivity for management, respectively. Furthermore, the study can help to create a more balanced decision-making on promotion efficacy and Brand Equity (McDonald's, 2024).
[bookmark: _Toc230989589]1.4 Research Aim
To examine the impact of integrated marketing communications on the brand equity of McDonald’s in the UK, with particular focus on whether its promotional activities create positive or negative effects on brand value.
[bookmark: _Toc230989590]1.5 Research Objectives
1. To identify the current integrated marketing communications strategies and promotional activities used by McDonald’s in the UK. 
2. To evaluate the opportunities and challenges associated with McDonald’s implementation of integrated marketing communications in the UK. 
3. To assess whether McDonald’s integrated marketing communications activities have a positive or negative impact on its brand equity in the UK. 
[bookmark: _Toc230989591]1.6 Research Questions
1. What are the current integrated marketing communications strategies and promotional activities used by McDonald’s in the UK? 
2. What opportunities and challenges are associated with McDonald’s implementation of integrated marketing communications in the UK? 
3. Do McDonald’s integrated marketing communications activities have a positive or negative impact on its brand equity in the UK? 
[bookmark: _Toc230989592]1.7 Hypotheses
Based on the literature and the identified research problem, this study develops two hypotheses to examine the possible relationship between integrated marketing communications and brand equity. Prior research suggests that coordinated and consistent communication can strengthen consumer-based brand value by reinforcing awareness, associations and loyalty, while ineffective or contested communication may weaken brand meaning through confusion, criticism or negative interpretation (Keller, 1993; Šerić, Gil-Saura and Ruiz-Molina, 2014; Baccarella et al., 2018). Accordingly, the study proposes:
· H1: McDonald’s integrated marketing communications activities have a positive impact on its brand equity in the UK.
· H2: McDonald’s integrated marketing communications activities hurt its brand equity in the UK.
[bookmark: _Toc230989593]1.8 Theoretical Framework
The study is guided by four complementary theoretical perspectives. Keller’s Customer-Based Brand Equity model serves as the principal framework because it explains how marketing communication shapes salience, brand meaning, consumer judgments, feelings and resonance over time (Keller, 1993; Keller, 2001). Aaker’s model provides a complementary lens by identifying brand awareness, perceived quality, associations and loyalty as dimensions of brand equity (Aaker, 1991). Shannon and Weaver’s communication model is also relevant because it explains message transmission and the role of noise in disrupting meaning across channels (Shannon and Weaver, 1949; 1998). Finally, an IMC framework supports analysis of how multiple communication channels should operate as an integrated system rather than as isolated promotional tools within McDonald’s UK context for this dissertation specifically.
[bookmark: _Toc230989594]1.9 Structure of the Dissertation
· Chapter 1 introduces the study, research problem, rationale, research focus, and theoretical basis. 
· Chapter 2 reviews and critiques the literature on integrated marketing communications, brand equity, relevant theories, and the research gap. 
· Chapter 3 explains the methodology, including research design, sampling, data collection, data analysis, and ethical considerations. 
· Chapter 4 presents and analyses the findings from the primary research. 
· Chapter 5 discusses the findings in relation to the literature, research questions, and hypotheses. 
· Chapter 6 concludes the dissertation, summarises the main findings, outlines implications, acknowledges limitations, and offers recommendations for future research and practice.
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[bookmark: _Toc230989596]2.0 Chapter introduction and scope
This chapter reviews and critically examines the literature on integrated marketing communications (IMC) and brand equity to provide theoretical support for the study and to make the research questions and hypotheses compelling. IMC is at the core of this dissertation since it focuses on how tools and messages should be coordinated across touchpoints to achieve strategic consistency; brand equity, on the other hand, addresses how the way brand knowledge influences consumer responses to marketing activity (Kitchen and Burgmann, 2010; Keller, 1993). It shows how these concepts, in total, might form the basis of the analysis of both the UK's management of the promotional communication of McDonald's and the impact this activity can have with regard to maintaining, or challenging, the value of the brand.
The review is organised thematically rather than by individual author, allowing a more critical synthesis of key concepts, debates and relationships within the field. It begins by defining IMC and brand equity before critically reviewing both constructs. It then examines the literature in relation to each research objective, develops the study hypotheses, identifies the literature gap, and evaluates the theoretical models that guide the research. The chapter concludes with a synthesis that positions the present study within the wider academic discussion.

[bookmark: _Toc230989597]2.1 Defining and Contextualising Integrated Marketing Communications and Brand Equity
[bookmark: _Toc230989598]2.1.1 Integrated Marketing Communications
Integrated marketing communications is moving from just a promotional concept to a long-range strategy. IMC is the coordination of the elements of the promotion so that organisations can produce a consistent message to target audiences” (Schultz 1992). This definition played a significant role in defining the integration that was initially highlighted in the advertising, sales promotion, and public relations areas. It has, however, the major disadvantage that it regards the integration process as a communications management process, but not a process of the wider organisation.
Pickton and Broderick (2005) take this further and define IMC as the planned integration of all brand communications to create clarity, consistency and maximum impact. Their definition doesn't just mean the sum of multiple promotion components, but also that communication success relies on consistency through channels and activities. A better way of looking at things for today's markets, where there is a lot more paid, owned and interactive ways that consumers are experiencing the brand. However, the emphasis has been very much managerial and executable, and there has not been as direct an approach to relationship building and brand meaning.
Kitchen and Burgmann (2010) offer a broader interpretation by describing IMC as a strategic business process that aligns communications across stakeholders and channels to create synergy and reinforce relationships over time. Kliatchko (2008) similarly argues that IMC should be understood through the pillars of stakeholders, content, channels and results, showing that it is not merely about message coordination but about managing communication strategically in complex market environments. Taken together, these definitions show a clear evolution: from coordination of promotional tools to cross-channel consistency, and finally to a strategic and relationship-oriented communication process. For this dissertation, the most suitable definition is the broader strategic view advanced by Kitchen and Burgmann (2010), because the study examines whether McDonald’s communication activities collectively shape brand meaning and brand value in the UK.
[bookmark: _Toc230989599]2.1.2 Brand Equity
Brand equity has also been defined in various ways. Aaker (1991) gives a view of it as comprising a range of brand assets and liabilities associated with a brand name or a symbol that positively or negatively contribute to the brand value of a product or service. It is a definition that is influential since it identifies core dimensions which are awareness, loyalty, associations and perceived quality. Its strength is in its picturing of brand equity as being multi-faceted. But it is fairly general and doesn't specify in detail how consumers think during the communication process.
A narrower perspective of what brand equity is based on the customer can be found in Keller (1993), who defines it as the differential effect of brand knowledge on consumer response to the marketing of a brand. This is especially important as it puts the brand activity in the direct context of what your consumers perceive and do. Favourable, unique and memorable associations are the foundations of building strong brands, as stated by Keller (2013), which influence consumers' thoughts, feelings and behaviours on the brand. Keller focuses more on cognitive response and the interpretive function of brand knowledge.
For this dissertation, Keller's view of a customer is the most suitable one. At the same time, since the study is about the effect of IMC on the perception of McDonald's in the UK, the focus here must be primarily on the pack of a managerial asset to infer the outcome of consumer response.
[bookmark: _Toc230989600]2.2 A Critical Examination of Integrated Marketing Communications
IMC has been frequently explained as a way to achieve coordination and consistency within promotional activities. The initial development focused on the importance of integration and synergy between the four elements: advertising, sales promotion, public relations and direct marketing to ensure that organisations send a consistent message to their target groups (Schultz, 1996). This perspective continues to hold sway as it sees fragmentation as a real-world issue and integration as the answer. However, such a strategy can involve IMC becoming a managerial game of matching a message, and fail to recognise the big picture of communication in the organisation and relationships.
Subsequent scholarship clarifies that IMC is not just a tactical communications plan anymore; it can more aptly be described as a strategic business process. Pickton and Broderick (2005) state that integration needs to be worked on throughout the entire promotional mix, and Kitchen and Burgmann (2010) view IMC as “a synergic process among the different channels and stakeholders, which happens over a period of time. Duncan and Moriarty (1998) extend this by equating communication with relationship management – implying that all brand contact serves to market-based relationship management. In some ways, IMC is not just about consistency in execution; it's about establishing a cohesive experience to help build trust, meaning and long-term brand growth.
This strategic interpretation has become more important as communication environments have grown more complex. Digital media, mobile applications, customer relationship management systems, loyalty platforms and social media have increased the number of touchpoints through which consumers encounter brands. Kliatchko (2008) shows that IMC must therefore be understood through the interaction of audiences, channels, content and outcomes, rather than through a narrow campaign lens. Dwivedi et al. (2021) reinforce this position by showing that digital and social media have transformed communication into a more interactive and data-driven process. In such settings, integration is no longer confined to outbound messaging; it also involves personalisation, engagement and response management.
However, a clear perspective on IMC cannot be found in the literature. Some even believe that IMC is still about campaign integration and message consistency, while some studies still consider it to be a broader customer experience system. This distinction is important as audiences are not the brands they see in controlled sequences. They traverse paid, owned, earned and shared media, and frequently, it's with disjointed and unpredictable brand ambushes. Naik and Raman (2003) illustrate that effects can be strengthened by synergy over the various media that can communicate; however, the conditions for the synergy do not always exist in today's markets.
Another shortcoming in the literature is the idea of the perceived benefits of IMC. Less focus is placed on the lack of integration, oversensitivity via promotion or if the cross-communication effort becomes weak instead of strong. These risks are further exacerbated in sectors where the public's attention is drawn, thus increasing the regulatory oversight and social reaction rate. IMC thus has great strategic importance, provided it is coherent, well-targeted and continuously managed.
[bookmark: _Toc230989601]2.3 A Critical Examination of Brand Equity
The concept of brand equity is in the marketing literature widely believed to be a complex but valuable construct. Aaker (1991) has defined it as a collection of assets and liabilities that are attached to the brand name and sum to or detract from the value provided for the customer and the firm. This perspective is significant as it describes brand equity as an intangible asset that is able to generate strategic competitiveness. Aaker (1996) further elaborates the idea of dimensions like brand awareness, perceived quality, brand association and brand loyalty, which indicate that the brand equity is not based on just the physical attributes of the product.
But Keller (1993) focuses more directly on the customer by viewing customer-based brand equity as the differential effect that brand knowledge has on customers' reactions to the brand's marketing. This is particularly important as it will not only assist in understanding how brand equity is a result of value or memory, but 'perception' is what lies in the middle, and the resulting outcome is an interpretation and judgement. Keller (2013) takes this reasoning one step further by illustrating that a strong brand is created by consumers forming favourable, distinctive and memorable associations that impact their thoughts, feelings and behaviours. Keller's view is a much more explicit one than Aaker's, focusing on the role played by brand meaning in the mind of the consumer.
These views suggest that brand equity does not necessarily remain consistent over time and that it is not necessarily a single, uniform concept. Some pay attention only to the customer's perceptions and reactions, while others try to integrate managerial, financial and strategic worth. Further, Madhavaram et al (2005) explain that there is a relationship between brand equity and brand identity as well as integrated communication, which suggests that symbolic and relationship meanings could be created using a communication strategy. Thus, brand equity is not a value inventory, but rather includes cognitive, emotional and behavioural components.
This complexity is especially a factor in the fast food and dining out space. To these markets, brand equity is defined not just by how advertorial visibility or brand recall, but also by ensuring brand service consistency, convenience, perceived quality, ethical positioning and everyday customer experience. For brands like McDonald's, the app-based interaction, and loyalty/servicing systems might help to reinforce familiarity and preference, but controversy about health, commercial promotion or corporate behaviour might damage trust and perceived value. It's clear that, more than just the volume of communication, brand equity is moulded by the meanings that are associated with the brand; their credibility, regularity and relevance. Its strength can increase as it becomes coherent and can decrease as meanings are contested and become unclear.
Brand equity is thus a very suitable concept for the writing of this dissertation. Since preference, trust, loyalty and perceived value of the consumer are constantly being negotiated and clarified in the crowded and very visible and reputation-sensitive market of which McDonald's is a part, an appropriate dependent variable to test the effects of IMC is thus brand equity.
[bookmark: _Toc230989602]2.4 Integrated Marketing Communications Strategies and Promotional Activities of McDonald’s in the UK
Large brand consumer marketing communications are broadly known to involve the orchestration of several channels, aimed to achieve "clarity, consistency and cumulative impact" across customer touchpoints (Pickton and Broderick, 2005; Kitchen and Burgmann, 2010). This is more than just advertising, covering paid, owned and earned media, digital marketing, sales promotions, social media, customer lists and brand-controlled systems. Promotional systems nowadays consist of brands using mobile apps, loyalty programs, and personalised digital contact points as media become more interactive (Dwivedi et al., 2021). The move is part of a growing recognition that IMC is a continuous communication process that needs visibility, engagement, and responsiveness based on data to be coordinated.
In restaurant and fast food branding, IMC strategies may be a combination of a long-term message for the brand and a short-term message for the promotion. This is particularly true in areas where there is constant customer decision making, low involvement, value and convenience are key factors. Promotions typically combine price-driven offers, limited menu rollouts, seasonal promotions, convenience messages local to the location and app-driven promotions. These combinations are significant as they enable companies to combine the brand image with purchase stimulation on one communications system. But they can also bring some tension to symbolic brand-building and transactional promotion, especially when value messages prevail, which can risk constricting the brand meaning. Thus, the literature indicates that it is not only the reach that is important when it comes to IMC in fast food, but a balance of persuasion, accessibility and a coherent brand.
This clearly can be applied in the UK, because McDonald's is a global brand but communicates differently based on the local landscape and trends of consumers. Statements in Corporate Reporting signify that McDonald's is prioritising loyalty memberships and digital development and cloud technologies, reflecting the increased importance of engaging customers via apps and personalised messaging as core components of their current communications infrastructure (McDonald's, 2023). It also illustrates industry coverage, allowing for the scope to see how the company can merge product-based campaigns with its brand storytelling. It is important to note the UK launch of the global menu, as described by Carroll (2025), a big promotion, and the design of a late-night campaign around the user's camera roll by McDonald's, as described by Houston (2026). As evidenced from these examples, multiple touchpoints such as advertising, social content, mobile, packaging, and in-store experience rely on each other.
Yet the visibility of these activities should not be confused with proof of full integration. Existing literature and industry-facing evidence make it relatively easy to identify the channels McDonald’s uses, but much harder to determine whether those channels operate as a genuinely coherent IMC system. A campaign may appear integrated at the surface level while still producing fragmented meanings across audiences, platforms or occasions of consumption. This distinction is important for the present dissertation because Research Objective 1 is not limited to listing promotional tactics. It seeks to identify the current communication strategies used by McDonald’s in the UK as a foundation for later evaluation. Before any judgement can be made about positive or negative effects on brand equity, the structure and logic of the brand’s promotional activity must first be established in the current market.
[bookmark: _Toc230989603]2.5 Opportunities and Challenges in McDonald’s Implementation of Integrated Marketing Communications in the UK
Integrated marketing communications relates to opportunities. According to the literature, integration can create a more consistent message, create synergy across communication channels, build brand memory, and eliminate ineffective/distinctive interactions between communication tools (Kitchen and Burgmann, 2010; Naik and Raman, 2003). There's more to dialogue than efficiency; IMC involves using brand dialogue together. Duncan and Moriarty (1998) highlight the fundamental principles of communication that underpin market relationships, indicating that co-ordinated communication can help establish trust, clarify meaning and maintain dialogue with consumers. These opportunities are even more important in digital environments where these platforms enable companies to link communications and data with customer response. Thus, Dwivedi et al. (2021) view digital and social media as a conducive environment to enhance the value of integrated communication through engagements, personalisation, and interaction.
The opportunities mentioned are highly relevant to McDonald's in the UK. McDonald's is a well-known brand with high brand awareness, and therefore, it can leverage the advantage of consistent, repeat exposure messages, given across multiple channels, further building familiarity and recall opportunities. The company's reporting reveals an investment in members' loyalty earnings and in digital development, cloud technology, and strengthening its ability to communicate with members via mobile channels and personalised systems, as opposed to mass promotion alone (McDonald's, 2023). This provides opportunities from an IMC point of view for repeat contacts, behavioural targeting and coordinated promotional messages. If used correctly, these can enhance customer engagement and help ensure continuity of their relationships, especially in a business world in which convenience, repetition and 'habitual' buying have commercial significance.
The adoption of IMC serves as a part of the UK fast-food industry; however, it has substantial difficulties as well. The most relevant one is the regulatory pressure on food promotion, particularly around health issues, ad exposure and governance of Fatty, Salty & Sugary products. There is clearly a more stringent policy for food advertising in the UK that has tightened over time (Conway, 2024) and the expectations set out in the ASA (2025) code framework for food-related communications. In these situations, it is more difficult to provide one consistent message to a number of audiences and through several means of communication. What is commercially successful in one place can be questioned or even be a concern in another place. The challenge for McDonald's is to do more than just integrate communications; it's to do it in an area where compliance must coexist with sensitivity and brand responsibility.
The second one is related to one's reputation and losing communicative control in the digital sphere. While social media might help to increase visibility and engagement, it also heightens the risk of criticism and of hostility and distortion of interpretation. Baccarella et al. (2018) point to a few dynamics common to social media that can negatively impact brand meaning: backlash, destructive interaction, and manipulation. Similarly, Siano et al. (2021) claim that brand hijacking occurs when messages intended by the company are distorted or challenged through non-collaborative means by outside actors. This is pertinent to McDonald's, which, due to its size and prominence, is open to public reinterpretation. Hence, IMC too cannot be taken for granted to be a success. It is put in place through strategic compromises when that same visibility that facilitates engagement can also add up to negative interpretation, and so, coherence, governance and responsiveness become critical overall conditions of effectiveness.
[bookmark: _Toc230989604]2.6 The Positive and Negative Impact of Integrated Marketing Communications on McDonald’s Brand Equity in the UK
Integrated marketing communications is often said to be a method to reinforce brand equity when communication is consistent, repeated and aligned. Keller (1993) suggests that brand equity is created when consumers' knowledge of the brand shapes their response to marketing activity; that is, when coherent communication has an effect on their brand recognition, evaluation and preference. Keller (2001) builds on this to argue that repeated and interactive exposure can enhance salience, positive relationships, positive feelings and positive associations. It is also claimed by Madhavaram, Badrinarayanan and McDonald (2005) that IMC is crucial in brand equity strategy as coherent communication links the brand identity to consumer interpretation. Considering this, integration is essential not only for efficiency, but because it gives the brand meaning, clarity and credibility across touchpoints – and thus can aid awareness, loyalty, perceived quality and emotional attachment.
There is sector-specific research to explain this positive relationship. In hospitality contexts, Šerić, Gil-Saura and Ruiz-Molina (2014) conclude that IMC, coupled with advanced technology, can be seen as a route towards customer-based brand equity, as it serves to create a more coherent customer experience. Kim and Kim (2004), in the context of restaurant branding, demonstrate that brand equity arises from multiple dimensions, including awareness, image and loyalty, which are all open to the nature of branding communications and their consistency. Also, Jones et al. (2002) provide good evidence that service cues and brand cues are important factors in shaping brand perceptions in the fast-food sector in the UK, suggesting that consumers evaluate brands from a store's array of signals, rather than just one message. These studies contribute to the current dissertation as they place McDonald's in a market that is centred on service and experiences, where communication, technology and customer contact are combined in the creation of brand value.
But the IMC-Brand equity link is not always good. When communication is inconsistent, too much push sales, or ethically questionable and alien to the brand's lived reality, brand value is undermined. Moreover, as demonstrated by Schröder and McEachern (2005), not only can consumer assessments of promotional effectiveness impact their valuation of the brand, but consumers also evaluate the brand's attitude in a fast-food environment, which can affect such valuations. Baccarella et al. (2018) also point out the potential of social media environments, which can be destructive, leading to negative interaction, backlash and amplified criticism that can erode the intended brand meaning. Siano et al. (2021) also expand this concern, elaborating how the possibilities of brand hijacking can shape or contest brand communication to decrease organisational control. These studies suggest that communication may sometimes add to inequality, diminish Dato induce scepticism, loss of trust and disunity of associations.
The tension is especially prominent when it comes to McDonald's in the UK. As a well-marketed fast-food chain, McDonald's has the opportunity to use an integrated strategy that touches advertising, digital, and loyalty to get immediate attention, stimulate recall and drive purchases. But the emotional level of communication can also pose lasting risks if it ends up sounding inconsistent and too much like advertising and marketing, or if it clashes with the public's perception of the issue, health, ethics and corporate responsibility. The integration can both enhance brand equity by producing coherence and credibility and hurt brand equity by drawing attention to and criticism of the brand that threatens its identity. From this review of the literature, a positive and negative linkage between IMC and brand equity can be conceptualised, hence the hypothesis development in the next section.
[bookmark: _Toc230989605]2.7 Development of the Research Hypotheses
[bookmark: _Toc230989606]2.7.1 Hypothesis 1: Positive Impact
One would expect that a well-done IMC will solidify the brand's equity, because a coordinated communication will give a clear brand message through the different touchpoints. This is particularly true in a saturated market. Keller (1993; 2001) believes that the building of brand equity is when brand knowledge influences consumer reaction and behaviour, so that brand salience can be improved and a favourable relationship can be established alongside emotional bonding. Similarly, IMC, as part of brand identity and brand equity, is described by Madhavaram, Badrinarayanan and McDonald (2005), and IMC, which is technology-oriented and integrated, can enhance perceived value and loyalty as per the authors Šerić, Gil-Saura and Ruiz-Molina (2014).
This means that coherent actions oriented towards advertising, digital platforms and app communication can help consolidate recognition, familiarity and attachment when applied to McDonald's UK. Communication and Experience cues are interactive and have an impact. Kim and Kim (2004) demonstrate that restaurant Brand Equity depends on awareness, image and loyalty, and communication cues with experience cues reinforce one another. The hypothesis H1 is: McDonald's integrated marketing communications activities positively affect the brand equity in the UK.
[bookmark: _Toc230989607]2.7.2 Hypothesis 2: Negative Impact
Theoretically, a negative pathway would also be applicable. When communication is inconsistent and too promotional or controversial, IMC can end up destroying brand equity. The ethical issues surrounding fast-food products affect the appraisal, as does the potential of the backlash being magnified on social media and defying the intended brand meaning as demonstrated by Schröder and McEachern (2005) and Baccarella et al. (2018), respectively. Siano et al. (2021) also explain that the messages from the brand can be stolen or rephrased by the external actors, so that the control of the organisation is disturbed.
These risks are important to McDonald's in the UK since the brand is visible and sensitive. Promotion-related backlash, coupled with pressure on sales and the integrity of the brand message, can lead to undesirable reactions when such communication seems too much or is synced incorrectly (Conway, 2024). Sub-header: H2 The results suggest that the integrated marketing communications activities of McDonald's are negatively affecting its brand equity in the UK.
[bookmark: _Toc230989608]2.8 Literature Gap and Research Justification
Although IMC is widely recognised as a strategically valuable concept, much of the literature remains conceptual or generalised. Foundational work explains IMC as a process of coordination, synergy and cross-channel consistency, yet these discussions often stop short of showing how integration functions in practice within sectors and national markets (Kitchen and Burgmann, 2010). Existing studies emphasise the benefits of integration more than its operational difficulty. This is a limitation in the UK fast-food context, where communication occurs across traditional advertising, digital platforms, mobile applications, promotions and in-store touchpoints. While research acknowledges the risks of reputational disruption, backlash and message distortion, there is limited evidence on how such tensions affect IMC implementation for a brand such as McDonald’s in the UK (Baccarella et al., 2018; Siano et al., 2021; Conway, 2024).
A similar gap exists in the brand equity literature. Customer-based brand equity has been established theoretically, and sector-specific studies confirm that restaurant brand value is shaped by awareness, perception, service cues and loyalty (Keller, 1993; Kim and Kim, 2004; Jones et al., 2002). Hospitality research suggests that integrated communication can strengthen customer-based brand equity through consistency and technology-enabled interaction (Šerić, Gil-Saura and Ruiz-Molina, 2014). However, fewer studies examine how integrated promotional activity may generate both positive and negative effects on brand equity within a large quick-service restaurant context. Limited attention has also been given to ethical concern and implementation challenges in shaping McDonald’s brand equity in the UK specifically, despite their relevance to fast-food evaluation (Schröder and McEachern, 2005).
[bookmark: _Toc230989609]2.9 Theoretical and Conceptual Models Underpinning the Study
[bookmark: _Toc230989610]2.9.1 Keller’s Customer-Based Brand Equity Model
According to Keller's Customer-Based Brand Equity (CBBE) model, brand equity can be understood as a series of stages leading from brand recognition to brand loyalty (Keller, 1993; Keller, 2001; Keller, 2013). Salience (at the base) refers to notice and recall. The second one relates to performance and imagery. Performance has to do with functional assessments like quality and service delivery; imagery has to do with symbolization, personality and social associations. On top of that are judgments and feelings, which reflect consumers' assessments of credibility and the superiority of alternatives, and emotional responses like enjoyment or reassurance. On the top end is resonance, when consumers form attachment, loyalty and active engagement. The model applies to this dissertation as IMC can influence the entire pyramid. And, coordinated communication can boost salience, support actions and imagery cues, shape judgements and emotions, and boost resonance. The model can provide the framework for the study of integrated promotional activities' impact regarding what consumers know, feel, and remember for the case of McDonald's in the UK.
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[bookmark: _Toc230989837]Figure 2.1: Keller’s Customer-Based Brand Equity (CBBE) Pyramid; Source: Adapted from Keller (1993; 2001; 2013).
2.9.1.1 Advantages of Keller’s Model
The most powerful aspect of Keller's model is that it is consumer-oriented. It matches assessment and analysis of the effect of communication on awareness, meaningfulness and localising, as well as offers a structured approach to linking communication to brand reaction (Keller, 1993; Keller, 2013). Its staged design is useful to explain within this dissertation how IMC can create brand meaning for consumers of McDonald's.
2.9.1.2 Disadvantages of Keller’s Model
The model may seem too linear for the current communication systems, which can allow for quick consumer opinions in fleeting moments. It also may not be suitable for directly establishing a financial brand value, and it may miss important and sudden drops in values as a result of backlash or controversy (Keller, 1993; Keller, 2013).
[bookmark: _Toc230989611]2.9.2 Aaker’s Brand Equity Model
Aaker's model suggests brand equity is composed of a set of relationship assets which are all related to one another and which contribute to the added value of a product or service (Aaker, 1991; Aaker, 1996). Brand awareness, perceived quality, brand associations, brand loyalty and proprietary brand assets are all considered assets. Brand awareness is about brand recognition and recall, perceived quality is about the brand's overall excellence, brand associations are about meanings associated with the brand, and loyalty is about repeated choice. Competitive advantage is protected by Proprietary assets. Aaker's model is more dimensional and less developmental than Keller's pyramid. This can then be employed to determine the internal factors that can either boost or diminish brand equity. This dissertation is mainly customer-centric in nature and puts less weight on the proprietary assets; however, Aaker's framework offers a multi-faceted perspective of brand value. This can be helpful when talking about the impact of communication on multiple factors of equity, and not just on one outcome.
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[bookmark: _Toc230989838]Figure 2.2: Aaker’s Brand Equity Model; Source: Adapted from Aaker (1991; 1996).
2.9.2.1 Similarities and Differences between Keller and Aaker
Even Keller and Aaker see brand equity not as just a promotional consequence but as a strategy for providing value. These each emphasise aspects of awareness, association, and loyalty, and they both have their value in examining customer reactions to marketing activity (Aaker, 1991; Keller, 1993). But there is a difference in emphasis. Keller's model is more consumer-perception oriented and process-oriented, revealing the content of the equity in various stages of brand meaning. Aaker's model is an asset-based and component-based model that comprises dimensions of equity. For this dissertation, Keller seems to apply to customer response more directly and is the primary interpretive model; Aaker's is a wider lens regarding the dimensions IMC may impact.
[bookmark: _Toc230989612]2.9.3 Shannon and Weaver Model of Communication
The Shannon and Weaver model describes communication as a series of steps: a sender, a message, a channel and a receiver, with noise denoting any interference that might distort the meaning (Shannon and Weaver, 1949; Shannon and Weaver, 1998). It has something to do with the clarity that is relevant for IMC, because integrated communication that is distorted by the channels is not communicated. Noise can manifest itself in a brand situation with competing promotion, tone mismatch or misinterpretation in media. The model is helpful in that it emphasises the directionality of the message, the communication failure and the need to minimise noise. It is, however, not all applicable to IMC in the present day as it fails to reflect the world of interactive media, co-creation or algorithmically mediated communication.
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[bookmark: _Toc230989839]Figure 2.3: Shannon and Weaver Model of Communication; Source: Adapted from Shannon and Weaver (1949; 1998).
[bookmark: _Toc230989613]2.9.4 IMC Model
An IMC model depicts the functions of advertising, public relations, sales promotion, digital media, direct marketing, in-store communication and customer relationship management in an integrated fashion around the brand (Schultz, 1992; Pickton and Broderick, 2005; Kitchen and Burgmann, 2010). The channels are not supposed to work as individual devices but as complementary, coherent and continuous relations (Naik and Raman, 2003; Duncan and Moriarty, 1998). This is echoed by Kliatchko (2008), who conceptualises IMC in terms of stakeholders, content, channels and results. The model has merit for this dissertation in that it recognises that the events of McDonald's promotion can be evaluated as a system and not as individual campaigns. The IMC model, Keller's CBBE model and Aaker's model form the conceptual basis of examining the combined effect of promotional activities on McDonald's brand equity in the UK.
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[bookmark: _Toc230989840]Figure 2.4: Integrated Marketing Communications (IMC) Model; Source: Adapted from Schultz (1992), Pickton and Broderick (2005), Kitchen and Burgmann (2010), Duncan and Moriarty (1998), and Kliatchko (2008).
[bookmark: _Toc230989614]2.10 Chapter Summary
As revealed by the material in this chapter, there is a tie between IMC and brand equity—but that tie is not automatic and not necessarily good. According to literature, when channels and meanings are consistent and coordinated, this can increase awareness, association, loyalty and response, but when there is a lack of consistency, excessive promotion or negative social interpretation, a decrease in the brand's equity can be observed (Keller, 1993; Šerić, Gil-Saura and Ruiz-Molina, 2014; Baccarella et al., 2018). For this analysis, Keller's customer based brand equity model: entertainment and education tools lend a relevant view because they will detail the effect of communication on consumer knowledge, feelings, and resonance, and the IMC framework, Shannon and Weaver's communication model and Aaker's model provide complementary analyses as regards dimensions, message flow and integration (Kitchen and Burgmann, 2010; Keller, 2001). Yet the research findings into the impact of McDonald's IMC activities on a brand in the UK are yet to be extended. The methodology adopted to investigate this gap, therefore, is explained in the next chapter.

[bookmark: _Toc230989615]Chapter 3: Methodology
[bookmark: _Toc230989616]3.0 Chapter Introduction
The methodology that has been used to explore the effect of integrated marketing communications on the brand equity of McDonald's in the UK is outlined in this chapter. Saunders, Lewis and Thornhill (2019) define methodology as a systematic process in which research data are collected and organised and analysed in order to solve a research problem. The chapter discusses the mechanisms used for the design of the research to achieve its research aim, objectives and hypotheses.
Research design is explained using the research onion model which shows major assumptions as the outermost layer of the design, then narrower layers of data collection and analysis. The layers are research philosophy, research approach, methodological choice, research strategy, time horizon and techniques and procedures (Saunders, Lewis and Thornhill, 2019). The resulting model in this study explains the model using a positivist philosophy, deductive approach, survey strategy, mono-method and quantitative approach and a cross-sectional time horizon. This chapter then discusses the sampling design, method of data collection, data analysis and the ethical considerations that frame the research.
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[bookmark: _Toc230989841]Figure 3.1: Research Onion Model (Saunders, Lewis and Thornhill, 2019).

[bookmark: _Toc230989617]3.1 Research Philosophy (Positivism)
Research philosophy is the way of thinking or worldview that underlies the analysis and interpretation of knowledge in research (Saunders, Lewis and Thornhill, 2019). All of the studies that require objective measures, hypothesis tests and numerical analysis are appropriate to use the Positivism research type in this research. The Positivism position presented the belief that social phenomena can be analysed in a structured manner using observable facts; the results of the analysis can be expressed in quantifiable form (Bryman, 2016).  From the perspective of this dissertation, positivism is the most consistent approach that advocates the testing of H1 and H2 by means of structured survey items designed to measure perceptions of IMC and brand equity. These responses can then be numerically analysed and, using descriptive analysis, suggest a quantitative research design (Creswell, 2023). A strength of positivism, though, is that it does not look at deeper subjective meanings or rich personal interpretations that might be obtained through the qualitative approach. It thus emphasises reliability, standardisation and comparability at the expense of the contextual level and the voice of the participants.
[bookmark: _Toc230989618]3.2 Research Approach (Deductive)
This study is of a deductive type. According to Saunders, Lewis and Thornhill (2019), Bryman (2016), deduction follows a process which starts with theory, builds up a set of hypotheses based on the theory, and then tests the hypotheses with empirical data. It is suitable when research aims at testing theoretical notions or assumptions. For this dissertation, it starts with theories related to integrated marketing communications and brand equity, including the one that communication plays a role in building brand value from the perspective of consumers. Based on this, two hypotheses were formulated: there is a positive effect of IMC on brand equity; there is a negative effect of IMC on brand equity. Finally, there is a clear sequence to the research process: a review of pertinent literature, development of hypotheses, data collection via a survey of respondents, and analysis to test the hypothesised relationships. This is appropriate since the purpose of the study is to investigate whether IMC activities undertaken by McDonald's would improve or deteriorate its brand equity in the United Kingdom setting.
[bookmark: _Toc230989619]3.3 Research Strategy (Survey Strategy)
This is a survey research in which it is the primary method of research. A survey is a method of gathering data for research in a standardised format with a number of set questions, in order to get comparable data and information (Saunders, Lewis and Thornhill, 2019; Bryman, 2016). This method is suitable for the current research as it would allow the data collection from a relatively large number of participants in a uniform manner that closely resembles the quantitative design of the study. The survey in this dissertation is employed to gain respondents' perceptions of McDonald's integrated marketing communication and the primary components of brand equity. A survey strategy is also cost-effective, practical and rather simple to implement via the internet, and the obtained information can be numerically analysed in a systematic way. But the primary drawback is that answers rarely cover things deeply or explain them.
[bookmark: _Toc230989620]3.4 Research Design (Mono-method Quantitative)
The research approach in this study is a mono method in the quantitative approach. Quantitative research is defined by Creswell (2023) as the collection and analysis of numerical data to see relationships, patterns and measurable outcomes. The mono-method design is specified by the fact that only one type of data is utilised throughout the study, meaning not quantitative-qualitative data (Saunders, Lewis and Thornhill, 2019). For this dissertation, data is gathered using a structured questionnaire, ensuring standardised responses that can then be coded and analysed numerically. The design is suitable since it corresponds closely with the philosophy and approach used in the research, which is positivist with the deductive approach. The study does not aim to create theories; it asks research questions that are based on existing research. In particular, the perceptions of IMC are collected through items based on the Likert scale, and the brand equity is measured in structured items. However, it's a limitation of the design that it doesn't provide in-depth qualitative insight.
[bookmark: _Toc230989621]3.5 Time Horizon (Cross-Sectional)
This study has a cross-sectional time horizon. A cross-sectional design is where data is collected at a single time point, without observing change over a long period of time (Saunders, Lewis and Thornhill, 2019; Bryman, 2016). This research is suitable for this, as the objectives focused on understanding the current perceptions of the McDonald's IMC and brands in the UK. As to the experience of "context of communication and consumption," the respondents will be asked to respond to the questionnaire according to the context in which they have recently used McDonald's. This study is not longitudinal in nature, but rather captures a snapshot of current perceptions; in a longitudinal study, one could track the changes in attitudes and behaviour over time.
[bookmark: _Toc230989622]3.6 Sampling Design
[bookmark: _Toc230989623]3.6.1 Sample Size
The number of respondents needed to validate the study is 50-100 respondents. The descriptive analysis in this dissertation would require a minimum of 50 participants, with a greater response level desirable to enhance the results with respect to the overall breadth of results. Bartlett, Kotrlik and Higgins (2001) argue that the nature and purpose of the study should be related to decisions on the sample size. The small-scale survey, along with descriptive statistics instead of complex inferential testing, a small sample of 50-100 respondents seems justifiable. But, it is hoped that as many responses as possible can be obtained in the study.
[bookmark: _Toc230989624]3.6.2 Sample Type
The sample type is determined using demographic and geographic segmentation. The segmentation based on some personal attributes of the participants is called demographic segmentation, and the segmentation based on the location of the attributes of the population under study is called geographical segmentation (Wright, 2005). For this dissertation, the variables will be population (age and gender) and geographic (UK area). Respondents will be contacted in both the immediate area (Tilbury, Grays, Essex, Basildon, Southend-on-Sea, Romford, Dagenham and East London) and from further afield. Age categories are defined as 18-24, 25-34, 35-44, 45-54 and 55+, and the gender and location are captured using closed-ended responses on a questionnaire. The structure is suitable as it allows for a general representativeness of consumers in the United Kingdom and basic comparisons with subgroups when using trends in consumer perceptions around the national market.
[bookmark: _Toc230989625]3.6.3 Sampling Method
There is a non-probability sampling in this study, where there is a convenience sampling technique and also purposive sampling. Non-probability sampling, on the other hand, means that the individuals in the wider population do not have equal chances of being chosen in the sample, while convenience sampling depends on accessibility of the population, and purposive sampling has specific criteria in determining who should be sampled (Etikan, Musa and Alkassim, 2016). This approach is appropriate due to practical considerations of time, access and resources. Selection of the participants will be based on availability, and they should be McDonald's customers in the UK as per the screening criterion. One disadvantage of using this method is the limitation of generalisability beyond the sample.
[bookmark: _Toc230989626]3.7 Data Collection Method
The main data source for this study will be the online questionnaire (Google Forms) that takes about 5-10 minutes. The method is suitable because it has a number of advantages for online surveys, including speed, efficiency and low cost in reaching participants from various locations (Wright, 2005). It also fits with the practicalities of this dissertation because it provides ease in disseminating the questionnaire to gather respondents' answers in a short period of time. Google Forms also offers a structured way to save the responses with the option to export them to Microsoft Excel for further analysis. The questionnaire is a structured instrument with 10 to 15 closed-ended questions. Closed questions are suitable for quantitative studies, as they ensure that the responses are standardised, and make the data easier to compare and analyse (Saunders, Lewis and Thornhill, 2019). There are multiple-choice items in the instrument as well as items with a Likert scale. Multiple-choice questions are primarily employed for screening, demographic information, and the Likert-scale statements are employed to measure the perception of McDonald's integrated marketing communications and brand equity (Devellis, 2016). The questionnaire consists of four parts, namely, Demographic, IMC Perception, Brand Equity and Negative Perception. This is to help ensure the survey is focused on the research objectives, questions, and hypotheses. It is estimated to take no longer than 5-10 minutes, and hopefully this will increase participation and reduce fatigue of the respondents (Saunders, Lewis and Thornhill, 2019). One of the best features of this approach is that the data is going to be structured, making it easy to code and analyse. Factors that are limiting, however, are self-selection bias and the fairly shallow nature of closed-ended questions on surveys.
[bookmark: _Toc230989627]3.8 Data Analysis
Data will be gathered from the questionnaire, which will be analysed with the help of Microsoft Excel. The software is well-suited for performing quantitative analysis in small-scale research, as questionnaires could be efficiently organised, coded, and summarised in a form of numbers (Creswell, 2023; Saunders, Lewis and Thornhill, 2019). The study will use descriptive analysis primarily based on frequencies, percentages and averages, which will help reveal patterns in the respondents' responses. The above are suitable methods because the study aims to explore the perception of McDonald's perception of the perceived IMC programmes and brand equity, not to conduct detailed modelling exercises. The results will be displayed in tables and using visuals like pie charts and bar charts, making it easier to interpret patterns. Specific to this, the responses associated with IMC and brand equity will be compared and additionally, the positive and negative perceptions will be identified by events across the sample. One disadvantage of descriptive analysis using Excel is that it's not able to provide support for advanced statistical testing for causal relationships.
[bookmark: _Toc230989628]3.9 Ethical Considerations
Ethics in this study is at the heart of it and follows the British Psychological Society (2021) and UKRI (2020) guidelines. The research follows the principles of voluntary participation, informed consent, anonymity and confidentiality. The participants will be provided with a consent section prior to completing the questionnaire, which explains the purpose of the study, nature of participation and rights to withdraw prior to completing the questionnaire. Only those who have given consent will continue. Any information that could identify a participant will not be collected, and responses will remain anonymous throughout the study. All the data will be used only for academic purposes in this dissertation and any academic reporting. As per GDPR guidelines, data will be securely handled and stored, and only accessible to the researcher for legitimate research purposes (UKRI, 2020). These measures decrease the risk of misuse and enhance the security of participants' rights and privacy during research.
[bookmark: _Toc230989629]3.10 Chapter Summary
The methodological framework adopted in the study is discussed in this chapter. The positivist philosophy, deductive approach and mono-method (quantitative) of the research allow for a structured analysis to ascertain the relationship between integrated marketing communications and brand equity. The data will be collected by filling in the form online and then analysed by using descriptive methods in Ms. Excel. The methodological choices are relevant and suitable for the research aim, objectives and hypotheses and are also suitable in the scope of the dissertation practised. The results obtained from the responses to the questionnaire and analysis are presented in the subsequent chapter.
[bookmark: _Toc230989630]
Chapter 4: Data Analysis
[bookmark: _Toc230989631]4.0 Chapter Introduction
This chapter showcases the results and findings of the questionnaire survey carried out to gain an insight into the effect of integrated marketing communication on the brand equity of McDonald's in the UK. 53 responses were valid and used in the analysis. The chapter provides the respondent profile, communication channels respondents reported as viewed, descriptive statistics of the key survey items, reliability analysis, correlation analysis, regression analysis and hypothesis testing. The data was analysed with the help of MS Excel and SPSS.
[bookmark: _Toc230989632]4.1 Respondent Profile
	Age group
	Frequency
	Percentage

	18–24
	13
	25%

	25–34
	22
	42%

	35–44
	14
	26%

	45–54
	4
	8%

	55+
	0
	0%

	Total
	53
	100%


[bookmark: _Toc230989885]Table 4.1: Age profile of respondents

[bookmark: _Toc230989842]Figure 4.1: Age Profile of Respondents
The largest age group was 25–34, representing 42% of the sample. This was followed by 35–44 at 26%, 18–24 at 25%, and 45–54 at 8%. No respondents were aged 55 or above.
	Gender
	Frequency
	Percentage

	Male
	27
	50.90%

	Female
	26
	49.10%

	Other / Prefer not to say
	0
	0%

	Total
	53
	100%


[bookmark: _Toc230989886]Table 4.2: Gender profile of respondents
The gender distribution was almost equal. Male respondents accounted for 50.9% of the sample, while female respondents accounted for 49.1%.
	Purchase frequency
	Frequency
	Percentage

	Monthly
	12
	23%

	Occasionally
	31
	58%

	Weekly
	10
	19%

	Total
	53
	100%


[bookmark: _Toc230989887]Table 4.3: Purchase frequency

[bookmark: _Toc230989843]Figure 4.2: Purchase Frequency of Respondents
Most respondents purchased from McDonald’s occasionally, representing 58% of the sample. Monthly purchasers accounted for 23%, while weekly purchasers accounted for 19%. 
[bookmark: _Toc230989633]4.2 McDonald’s Communication Channels Seen by Respondents
Table 4.4 presents the communication channels respondents had seen recently. This was a multi-response item, meaning that respondents could select more than one communication channel.
	Communication channel
	Number of respondents
	Percentage of respondents

	Social media content
	18
	35%

	Mobile app offers
	13
	25%

	TV/online advertising
	6
	12%

	Email/SMS promotions
	5
	10%

	In-store promotions
	4
	8%

	None
	0
	0%


[bookmark: _Toc230989888]Table 4.4: McDonald’s communication channels seen by respondents

[bookmark: _Toc230989844]Figure 4.3: McDonald’s Communication Channels Seen by Respondents
Social media content was the most frequently reported communication channel, selected by 35% of respondents. Mobile app offers were selected by 25%, followed by TV/online advertising at 12%, Email/SMS promotions at 10%, and in-store promotions at 8%. No respondents selected “None”. 
[bookmark: _Toc230989634]4.3 Descriptive Statistics for IMC Items
Table 4.5 presents the descriptive statistics for the integrated marketing communications items.
	Item
	N
	Minimum
	Maximum
	Mean
	Std. deviation

	IMC1
	53
	1
	5
	3.53
	1.012

	IMC2
	53
	1
	5
	3.47
	1.187

	IMC3
	53
	1
	5
	3.53
	1.103

	IMC4R
	53
	1
	5
	2.53
	1.137

	IMC5
	53
	1
	5
	3.53
	1.085

	IMC6
	53
	1
	5
	3.53
	1.137


[bookmark: _Toc230989889]Table 4.5: Descriptive statistics for IMC items

[bookmark: _Toc230989845]Figure 4.4: Mean Scores for IMC Items
The highest IMC mean scores were recorded for IMC1, IMC3, IMC5 and IMC6, each with a mean of 3.53. IMC2 recorded a mean of 3.47. The reverse-coded IMC4R item recorded the lowest mean score at 2.53. 
[bookmark: _Toc230989635]4.4 Descriptive Statistics for Brand Equity Items
	Item
	N
	Minimum
	Maximum
	Mean
	Std. deviation

	BA1
	53
	1
	5
	3.66
	0.979

	BA2
	53
	1
	5
	3.58
	0.865

	BAS1
	53
	1
	5
	3.4
	0.987

	BAS2
	53
	1
	5
	3.57
	0.888

	BAS3
	53
	1
	5
	3.45
	0.952

	PQ1
	53
	1
	5
	3.57
	0.91

	PQ2
	53
	1
	5
	3.64
	0.982

	BL1
	53
	2
	5
	3.68
	0.827

	BL2
	53
	1
	5
	3.6
	0.884

	BL3
	53
	1
	5
	3.53
	0.992

	BE1
	52
	1
	5
	3.65
	0.883

	BE2
	52
	1
	5
	3.5
	1.057


[bookmark: _Toc230989890]Table 4.6: Descriptive statistics for brand equity items

[bookmark: _Toc230989846]Figure 4.5: Mean Scores for Brand Equity Items
The highest brand equity mean score was BL1 at 3.68, followed by BA1 at 3.66, BE1 at 3.65 and PQ2 at 3.64. The lowest brand equity mean score was BAS1 at 3.40. BE1 and BE2 had 52 valid responses, while the other brand equity items had 53 valid responses.
[bookmark: _Toc230989636]4.5 Descriptive Statistics for Negative Communication Perceptions
	Item
	N
	Minimum
	Maximum
	Mean
	Std. deviation

	NEG1
	53
	1
	5
	2.55
	1.234

	NEG2
	53
	1
	5
	2.57
	1.065

	NEG3
	53
	1
	5
	2.6
	1.098


[bookmark: _Toc230989891]Table 4.7: Descriptive statistics for negative perception items
The negative perception items recorded mean scores between 2.55 and 2.60. NEG3 had the highest mean at 2.60, followed by NEG2 at 2.57 and NEG1 at 2.55. 
[bookmark: _Toc230989637]4.6 Reliability Analysis
Cronbach’s Alpha was used to assess the internal consistency of the three main scales.
	Scale
	Number of items
	Cronbach’s Alpha

	IMC
	6
	0.714

	Brand equity
	12
	0.981

	Negative impact
	3
	0.959


[bookmark: _Toc230989892]Table 4.8: Reliability analysis
The IMC scale produced a Cronbach’s Alpha value of .714. The brand equity scale produced a Cronbach’s Alpha value of .981, while the negative impact scale produced a Cronbach’s Alpha value of .959. 
[bookmark: _Toc230989638]4.7 Descriptive Statistics for Composite Variables
	Composite variable
	N
	Minimum
	Maximum
	Mean
	Std. deviation

	IMC_Mean
	53
	1.67
	4.33
	3.352
	0.713

	BrandEquity_Mean
	53
	1.33
	5
	3.57
	0.844

	NegativeImpact_Mean
	53
	1
	5
	2.572
	1.091


[bookmark: _Toc230989893]Table 4.9: Descriptive statistics for composite variables
The mean score for IMC_Mean was 3.352, while the mean score for BrandEquity_Mean was 3.570. NegativeImpact_Mean recorded a lower mean score of 2.572. 
[bookmark: _Toc230989639]4.8 Correlation Analysis
Pearson correlation analysis was conducted to examine the relationships between IMC_Mean, BrandEquity_Mean and NegativeImpact_Mean.
	Variable
	IMC_Mean
	BrandEquity_Mean
	NegativeImpact_Mean

	IMC_Mean
	1
	.820**
	0.114

	BrandEquity_Mean
	.820**
	1
	0.161

	NegativeImpact_Mean
	0.114
	0.161
	1


[bookmark: _Toc230989894]Table 4.10: Pearson correlation matrix
Note: Correlation is significant at the 0.01 level, two-tailed.
IMC_Mean had a positive and statistically significant correlation with BrandEquity_Mean, r = .820, p < .001. NegativeImpact_Mean had a positive but non-significant correlation with BrandEquity_Mean, r = .161, p = .250. IMC_Mean also had a non-significant correlation with NegativeImpact_Mean, r = .114, p = .418. 
[bookmark: _Toc230989640]4.9 Regression Analysis and Hypothesis Testing
Two regression models were conducted. The first model tested the effect of IMC_Mean on BrandEquity_Mean.
	Model
	R
	R²
	Adjusted R²
	F
	Sig.

	IMC_Mean → BrandEquity_Mean
	0.8
	0.67
	0.666
	104.88
	p < .001


[bookmark: _Toc230989895]Table 4.11: Regression model 1: IMC_Mean predicting BrandEquity_Mean
	Predictor
	B
	Std. error
	Beta
	t
	Sig.

	IMC_Mean
	1
	0.1
	0.82
	10.241
	p < .001


[bookmark: _Toc230989896]Table 4.12: Coefficient for regression model 1
Regression model 1 showed that IMC_Mean explained 67.3% of the variance in BrandEquity_Mean. The regression coefficient for IMC_Mean was positive and statistically significant, B = 0.971, β = .820, t = 10.241, p < .001. H1 is therefore supported. 
The second regression model tested the effect of NegativeImpact_Mean on BrandEquity_Mean.
	Model
	R
	R²
	Adjusted R²
	F
	Sig.

	NegativeImpact_Mean → BrandEquity_Mean
	0.2
	0.03
	0.007
	1.354
	0.25


[bookmark: _Toc230989897]Table 4.13: Regression model 2: NegativeImpact_Mean predicting BrandEquity_Mean
	Predictor
	B
	Std. error
	Beta
	t
	Sig.

	NegativeImpact_Mean
	0.1
	0.11
	0.161
	1.163
	0.25


[bookmark: _Toc230989898]Table 4.14: Coefficient for regression model 2
Regression model 2 showed that NegativeImpact_Mean explained 2.6% of the variance in BrandEquity_Mean. The coefficient for NegativeImpact_Mean was not statistically significant, B = 0.124, β = .161, t = 1.163, p = .250. H2 is therefore not supported. 
[bookmark: _Toc230989641]4.10 Summary of Hypothesis Testing
	Hypothesis
	Test used
	Result
	Decision

	H1: McDonald’s IMC activities have a positive impact on brand equity in the UK.
	Correlation and regression
	r = .820, β = .820, p < .001
	Supported

	H2: McDonald’s IMC activities have a negative impact on brand equity in the UK.
	Correlation and regression
	r = .161, β = .161, p = .250
	Not supported


[bookmark: _Toc230989899]Table 4.15: Summary of hypothesis testing
[bookmark: _Toc230989642]4.11 Chapter Summary
This chapter presented the results of the questionnaire analysis. The findings showed the demographic profile of the respondents, the communication channels seen by respondents, descriptive statistics for IMC, brand equity and negative perception items, reliability statistics, composite mean scores, correlation results and regression results. The hypothesis test supported H1, while H2 was not supported.


[bookmark: _Toc230989643]Chapter 5: Discussion
[bookmark: _Toc230989644]5.0 Chapter Introduction
This chapter interprets the findings presented in Chapter 4 in relation to the research aim, research questions, hypotheses, literature review and theoretical framework. The study examined whether McDonald’s integrated marketing communications activities have a positive or negative impact on brand equity in the UK. Rather than repeating the statistical results, this chapter discusses their meaning and significance for understanding the relationship between communication integration and consumer-based brand value. The analysis is based on 53 valid questionnaire responses. The findings showed that IMC had a strong positive relationship with brand equity, and regression analysis confirmed that IMC significantly predicted brand equity. As a result, H1 was supported. By contrast, negative communication perceptions were present but did not significantly predict brand equity, meaning H2 was not supported. The chapter, therefore, explains how these findings answer the research questions and extend the literature.
[bookmark: _Toc230989645]5.1 Summary of the Key Findings
The results of Chapter 4 are relevant in directly addressing the discussion in a few ways. The number of valid responses was 53, with the highest age category being 25-34, the second category being 35-44, and the third category being 18-24. This means that the survey largely represented the opinions of younger and middle-aged consumers. In terms of communication exposure, social media content and mobile app offers were the most visible McDonald's communication channels, meaning that these were thought to be the most frequent places respondents saw the brand, beyond just in traditional advertising. The descriptive statistics revealed moderate means for each IMC item, reflecting generally reasonably consistent, clear and coordinated customer communication perceived by the respondents for McDonald's. Brand equity scores were also positive, especially with respect to aspects such as loyalty and brand recognition, as well as perceived brand strength and perceived quality. The mean scores for the negative perception items, conversely, were lower, indicating that the participants do not strongly agree that the McDonald's promotions hurt the image of the brand. Both IMC and brand equity and negative impact scales exhibited acceptable or strong internal consistency components. Most importantly, a strong positive relationship between IMC and brand equity was found through correlation and regression analysis. IMC accounted for a considerable amount of variation in brand equity, while negative communication perceptions failed to account for the brand equity difference. The findings form the foundation on which the research questions and hypotheses are interpreted in the sections that follow.
[bookmark: _Toc230989646]5.2 Discussion of Research Question 1
In terms of answering RQ1, it was found that the current McDonald's IMC activities in the UK would be most seen via the digital and mobile platforms. Social media was the top cited communication channel, with 35% of respondents citing it as such, followed by offers via mobile apps, with 25%. TV/online advertising, Email/SMS promotions and in-store promotions were less frequently reported. This is indicative that the respondents had their contact with McDonald's through their communication in a broader promotional system and not only through traditional advertising. This ties in with what the literature highlighted regarding the typical evolution of IMC, moving from a "push" communication (coordinating stand-alone promotional instruments) to a more "push-integrated" communication (across multiple touchpoints). Pickton and Broderick (2005) point to the deliberate orchestration of the brand message, and Kitchen and Burgmann (2010) see IMC as a larger strategic process between the orchestration of channels and stakeholders. Social media visibility, the availability of app offers, online advertising and in-store communication can therefore be seen in the context of the present-day IMC environment, where paid, owned and digital marketing converge to influence perceptions of consumers. Dwivedi et al. (2021) also put forward the same interpretation that the use of digital and social media has made brand communication more interactive, data-driven and engagement-based. The growing role played by social media and mobile app offers is especially significant, as it enables repeat and targeted interactions with consumers. The author McDonald's (2023) illustrates that the company strongly focuses on loyalty membership while technology and digital development play a major role in finding their communicative activity, which is app-based. But precautions have to be taken in interpreting the results. Here, the identification of several communication channels does not necessarily mean that they constitute a (fully) coherent IMC system. Visibility is no sign of strategy unity. So the RQ1 is answered by saying the main visible communication can be identified, but the depth of IMC must be observed by the relation between the IMC perceptions and brand equity outcomes.
[bookmark: _Toc230989647]5.3 Discussion of Research Question 2
The findings to respond to RQ2 indicate that the implementation of IMC at McDonald's UK has its pros and cons that must be well-controlled. The IMC mean scores are moderate to positive, suggesting that overall, respondents’ view of McDonald’s communication was reasonably consistent, clear and coordinated. This means there's a chance for McDonald's to consolidate their brand equity as they continue to bring up the subject and it is consistent across the touchpoints. This agrees with the thought of Kitchen and Burgmann (2010) that IMC can turn out to be synergic by way of a clever mixture of the communication tools, and with Naik and Raman (2003) that multimedia can be more efficient when the media reinforce each other.
Some of this relationship is very strong, such as IMC and brand equity. Chapter 4 revealed a significant positive correlation between IMC_Mean and BrandEquity_Mean, and the regression analysis indicated that a good proportion of the variance in brand equity was explained by IMC. This suggests that improved communication integration can help to induce recognition, familiarity, loyalty and perceived quality. This also mirrors the argument of Duncan and Moriarty (1998) about communication, which is vital to developing the relationship. Social media content and mobile app offers were by far the most visible channel, suggesting McDonald's could take advantage of social media to personalise, engage and re-engage with consumers.
The results, however, also demonstrate some difficulties. The IMC's premium was not very high, indicating a potential for the improvement of the clarity, the consistency and the coordination. A reverse-coded excessive communication item had the lowest IMC mean between the two attitudinal items representing complexity regarding the respondents' perception of McDonald's communication being excessive. Participants showed negative perception scores, which indicated that the concerns of negative social media influence and conflicting messages were not the most prevalent, nor was the concern about over-promotion. That doesn't mean that the literature doesn't caution for the possibility of greater reputational risk in the heightened visibility context. Baccarella et al. (2018) demonstrate that social media can exacerbate criticism, and Siano et al. (2021) emphasise that of brand message hijacking. Furthermore, Conway (2024) and ASA (2025) highlight the presence of a regulatory sensitivity in the regulations surrounding food promotion in the UK. RQ2 is thus answered by demonstrating that IMC can be used for brand reinforcement, but with caution to prevent fragmenting and over-promoting/reputational damage.
[bookmark: _Toc230989648]5.4 Discussion of Research Question 3
RQ3 asked whether McDonald’s integrated marketing communications activities have a positive or negative impact on its brand equity in the UK. The findings provide clear evidence of a positive relationship. The correlation between IMC_Mean and BrandEquity_Mean was strong and statistically significant, while regression analysis showed that IMC explained a substantial proportion of the variance in brand equity. This means that respondents who perceived McDonald’s communication as consistent, clear, coordinated and engaging were also more likely to report stronger perceptions of McDonald’s brand equity. The result supports the argument that IMC is not merely a communication activity, but a mechanism through which brand meaning and consumer response are shaped.
This finding aligns closely with Keller’s customer-based view of brand equity. Keller (1993) argues that brand equity depends on the effect of brand knowledge on consumer response to marketing activity, while Keller (2001) explains that communication can strengthen salience, associations, feelings and resonance. The results suggest that McDonald’s IMC may be supporting these processes by reinforcing recognition, familiarity and positive consumer evaluation. The finding is also consistent with Šerić, Gil-Saura and Ruiz-Molina (2014), who argue that integrated and technology-supported communication can strengthen customer-based brand equity in service settings. Kim and Kim (2004) and Jones et al. (2002) further support this interpretation by showing that restaurant and fast-food brand equity is shaped through awareness, image, service cues and loyalty-related perceptions.
The negative pathway was not supported. NegativeImpact_Mean did not significantly predict BrandEquity_Mean, which means the data did not provide evidence that negative communication perceptions had a measurable damaging effect on brand equity in this sample. This does not mean that negative risks are irrelevant. Baccarella et al. (2018) show that social media can intensify criticism and damage brand meaning, while Siano et al. (2021) explain that brand messages can be reframed or hijacked by external actors. A plausible explanation is that McDonald’s existing familiarity and strong brand presence may reduce the immediate effect of negative promotional perceptions. Another explanation is that the sample size may not have captured enough strongly negative respondents. Therefore, RQ3 is answered by concluding that McDonald’s IMC activities show a significant positive impact on brand equity, while the negative impact was not statistically supported.
[bookmark: _Toc230989649]5.5 Discussion of the Hypotheses
[bookmark: _Toc230989650]5.5.1 H1: Positive Impact of IMC on Brand Equity
H1 was supported by the empirical findings. The results of correlation analysis revealed a statistically significant, strong positive relationship between IMC_Mean and BrandEquity_Mean, and the results of regression analysis revealed that IMC accounted for a significant proportion of variance in brand equity. This means that people who found McDonald's communication clearer also reported stronger brand equity perceptions and more consistent and better coordinated communication. The implication demonstrated the theoretical statement that integrated communication can enhance brand value, in this case via strengthening the recognition, meaning and consumer response. This is especially relevant to Keller's (1993; 2001) customer-based brand equity model, which outlines how communication can help to improve salience, performance association, consumers' judgments and feelings and resonance. This can be seen in the other interpretation of Aaker's model where coordinated communication increases the awareness, the perceived quality, brand association and loyalty (Aaker, 1991; Aaker, 1996). From a practical perspective, findings indicate that enhancing the veal/cross-channel integration could help McDonald's put more into its coordinated advertising, digital platforms, mobile app offers and in-store communication for brand equity reasons. The main discussion is on the negative impact of IMC on brand equity.
[bookmark: _Toc230989651]5.5.2 H2: Negative Impact of IMC on Brand Equity
The results revealed that there was a positive, yet non-significant, relationship between NegativeImpact_Mean and BrandEquity_Mean: the results did not confirm that McDonald's IMC activities in this sample have a negative effect on brand equity. This is crucial, as the literature acknowledges, an overabundance of communication, an inconsistent message, or a message subject to media misinterpretation may result in the undue erosion of brand meaning. Baccarella et al. (2018) find that social media has a multiplying effect on criticism, and Siano et al. (2021) demonstrate that brand communication can be refaced by outside parties. The results of the survey, however, indicate that such risks did not have a significant negative impact. An alternative is that some of the respondents do not consider the McDonald's promotions to be damaging. Alternatively, perhaps McDonald's name and reputation serve as a good anchor for unfavourable responses. Also, the sample might not have been big enough or diverse enough to reflect more criticism. For this reason, although H2 is rejected, over-promoting, and/or re-aligning messages, well, still should catch McDonald's attention.
[bookmark: _Toc230989652]5.6 Discussion in Relation to the Theoretical Framework
The conclusions can be analysed and incorporated under the theories presented in Chapter 2. Keller's CBBE model was well supported as IMC appeared to be positively and statistically significant toward brand equity. This indicates that McDonald's communication can help to be more salient as it can enhance the recognition and also reinforce the performance perceptions, imagery, judgments, feelings and resonance through systematic and repeating brand contact (Keller, 1993; Keller, 2001; Keller, 2013). The positive brand equity scores also align with the ones measured on Aaker's dimensions of brand awareness, perceived quality, brand associations and brand loyalty (Aaker, 1991; Aaker, 1996). This shows that respondents did not judge McDonald's based on individual promotions alone, but on a wider perception towards the brand.
The results can also be explained with the Shannon and Weaver model. Given the high level of IMC to brand equity relationships, there might have been relatively little communication noise in the way that messages from McDonald's were transmitted and received (Shannon and Weaver, 1949; Shannon and Weaver,  1998). However, scores for the IMC on average were not high, and some distortion and/or inconsistency in scores may still prevail. Finally, the results resemble the IMC approach in that brand equity seemed to be better when IMC was seen as being coordinated and coherent in the eyes of the consumer. This supports the case for using McDonald's advertising, social media, mobile app promotions and in-store communications and loyalty programs as a seamless, comprehensive strategy, rather than one-off campaigns (Kliatchko 2008; Kitchen and Burgmann 2010). But overall, the models provide an explanation as to why coherent communication is central to McDonald's brand equity, and also show up neglected areas deserving of control and consistency.
[bookmark: _Toc230989653]5.7 Contribution to the Literature Gap
Chapter 2 has also revealed that the concept of IMC and brand equity are well established in a conceptual context, but the availability of focused evidence of the influence of IMC on brand equity in the context of McDonald's in the UK is still limited. Country brand equity is seen in terms of a response outcome, while IMC is characterised as a strategic approach to the coordination of communications. (Kitchen and Burgmann, 2010 and Keller, 1993). Less consideration, however, has been given to how integrated promotional activities work in a given quick service context, including the positive and negative impacts in the UK quick service context.
This study aims to fill this void with an empirical study based on 53 respondents of the questionnaire. However, the study reveals strong relationships between perception of McDonald's IMC and their perceptions of brand equity, thus supporting the positive pathway suggested in the evidence of the service sector related to integrated communication and customer-based brand equity (Šerić, Gil-Saura and Ruiz-Molina, 2014). At the same time, there was no statistical support for the negative pathway, but in the literature, there were indications that social media criticism and disruption of the reputation of a brand are harmful to the meaning of a brand (Baccarella et al., 2018). This puts another twist into literature – theoretically, there are some risks at play when people use IMC, but in this sample, those risks were not sufficient to reduce brand equity. The contribution thus is small and symbolic.
[bookmark: _Toc230989654]5.8 Practical Implications for McDonald’s UK
The results have clear implications for McDonald's UK food retail business. Given that IMC had a positive relationship with brand equity, I believe that McDonald's should continue to invest in IMC, using advertising, their digital platforms, their mobile app offers, social media promotions, loyalty schemes, and in-store promotions. The channels with the greatest visibility within the sample were social media content and mobile app offers, and that indicates they play a specific role with consumers, where they are especially important for getting regular touch points and helping to build consumer familiarity. Promotional messages, however, should not be solely used for a short-term objective through these channels. They should also convey consistent, quality, convenience, trust and value associated with customers' brand meanings.
It is also best to prevent 'salesy' and 'how much' from becoming the main impression of the brand McDonald's. While promotional activity can affect individuals' purchase decisions, recognition, perceived quality, brand loyalty and positive associations are all necessary for long-term brand equity. Despite the lack of support for H2, it is compelling to keep an eye on reputational risk, criticism on social media and regulatory sensitivity. The key to the practical lesson is thus not merely to increase communication, but to communicate coherently. To safeguard and capitalise on brand equity amidst stiff competition in the UK QSR market, cross-channel alignment can be beneficial for McDonald's.
[bookmark: _Toc230989655]5.9 Limitations Affecting the Interpretation of Findings
The results should be interpreted with the following caveats in mind. Firstly, the sample size was 53 respondents, which was suitable for a small-scale dissertation but has a limited extent of generalisability. The sample does not necessarily reflect consumers' overall perception of McDonald's in the UK, as people's perceptions vary from region to region, from age to age and in terms of lifestyle and frequency of McDonald's purchases. Secondly, the study adopted a cross-sectional approach, recording perceptions at a point in time and not over a longer period of time and seeing the changes in attitudes. Third, the questionnaire used closed-ended questions, helping to accommodate numerical analysis, the questions did not allow the respondents to elaborate on the perceptions behind their answers. In regards to the negative impact pathway, this might be the case where a bigger sample or a qualitative study needs to be done in order to find out why certain consumers respond negatively to McDonald's communications. For these reasons, the results are considered to be indicative, rather than definitive.
[bookmark: _Toc230989656]5.10 Chapter Summary
This chapter discussed the findings in relation to the research questions, hypotheses, literature and theoretical framework. McDonald’s IMC activities were perceived as moderately positive and were strongly associated with brand equity. RQ1 was answered by identifying social media, mobile app offers, advertising, Email/SMS and in-store promotions as key visible channels. RQ2 showed that IMC creates opportunities for consistency and engagement but requires control to avoid reputational and promotional risks. RQ3 confirmed a positive IMC impact on brand equity, while the negative impact was not statistically supported. H1 was supported, but H2 was not. The next chapter concludes the dissertation.
[bookmark: _Toc230989657]
Chapter 6: Conclusion
[bookmark: _Toc230989658]6.0 Chapter Introduction
In this last chapter, the dissertation as a whole is summarised and the conclusions drawn. The effects of Integrated marketing communications on the brand equities of McDonald's UK brands were investigated from both a positive and a negative perspective. In this chapter, the main findings, answers to research questions and findings of hypotheses are summarised. It also provides an understanding of how the study has contributed to the academic body of knowledge and managerial practice, as well as the limitations of the study and suggestions for McDonald's UK. Lastly, it proposes future directions for research to expand the scope of findings of this dissertation.
[bookmark: _Toc230989659]6.1 Restatement of the Research Aim and Objectives
This piece of research focused on understanding the effect of IMC in developing the brand equity of McDonald's in the UK, looking at whether the promotional activities have a positive or negative influence on brand equity. This aim was addressed via three linked objectives. The first aim was to find out what an integrated marketing communications strategy and promotional activities are being employed by McDonald's in the UK as of today. The second goal was to assess opportunities and challenges faced by McDonald's related to the implementation of IMC in the UK. The third objective was to examine whether McDonald's integrated marketing communications activities affect the brand equity in the UK positively or negatively.
[bookmark: _Toc230989660]6.2 Summary of the Key Findings
53 valid questionnaire returns were analysed by the study. The respondent profile revealed that the majority of respondents were aged between 25-34 years, 35-44 years and 18-24 years, thus reflecting the findings of the younger and middle-aged adult consumers. When it came down to communication exposure, the top McDonald's communication channels were social media content and mobile app offers, followed by TV/online advertising, and Last Email/SMS promotion/in-store promotion. Descriptive results indicated moderate to positive IMC scores, which were reflective of generally positive perceptions by respondents regarding the consistency, clarity and coordination of the communication of McDonald's. Brand equity scores were also positive, particularly in relation to brand recognition, loyalty, perceived quality and overall brand strength. By contrast, negative perception items recorded lower scores, indicating that respondents did not strongly perceive McDonald’s communication as damaging to brand value. The strongest overall finding was that IMC had a strong, statistically significant positive relationship with brand equity. However, negative communication perceptions did not significantly predict brand equity in this sample.
[bookmark: _Toc230989661]6.3 Answers to the Research Questions
[bookmark: _Toc230989662]6.3.1 Research Question 1
RQ1 asked: What are the current integrated marketing communications strategies and promotional activities used by McDonald’s in the UK? The findings show that McDonald’s IMC activities are visible through several communication channels. Social media content and mobile app offers were the most noticed channels, followed by TV/online advertising, Email/SMS promotions and in-store promotions. This indicates that McDonald’s UK uses a multi-channel communication approach in which digital and mobile platforms play a central role. Therefore, the first research question is answered by identifying McDonald’s current IMC activities as a combination of social media, app-based offers, advertising, direct digital promotions and in-store communication.
[bookmark: _Toc230989663]6.3.2 Research Question 2
RQ2 asked: What opportunities and challenges are associated with McDonald’s implementation of IMC in the UK? Research indicates that certain avenues of coordinated communication are opportunities to build brand awareness, familiarity, loyalty, perceived quality and overall brand strength. But the challenge is how to do this without being redundant or too pushy and without sending mixed messages and causing reputational damage. While negative perceptions were not the norm in the sample, McDonald's must be careful of social media visibility and what is legal and not, with consistent communications.
[bookmark: _Toc230989664]6.3.3 Research Question 3
RQ3 asked: Do McDonald’s integrated marketing communications activities have a positive or negative impact on its brand equity in the UK? The findings show a clear positive impact. IMC had a strong, statistically significant relationship with brand equity and significantly predicted brand equity. In contrast, the negative impact pathway was not statistically supported. Therefore, McDonald’s IMC activities appear to strengthen brand equity in this sample.
[bookmark: _Toc230989665]6.4 Conclusion on the Hypotheses
The study tested two hypotheses. H1 stated that McDonald’s integrated marketing communications activities have a positive impact on its brand equity in the UK. This hypothesis was supported. The correlation and regression results showed a strong and statistically significant positive relationship between IMC and brand equity. This confirms that respondents who perceived McDonald’s communication as more consistent, clear and coordinated also reported stronger brand equity perceptions.
H2 stated that McDonald’s integrated marketing communications activities have a negative impact on its brand equity in the UK. This hypothesis was not supported. Negative communication perceptions did not significantly predict brand equity. However, this does not mean that negative risks are impossible; it only means that they were not statistically confirmed within this sample.
[bookmark: _Toc230989666]6.5 Contribution of the Study
The findings of this research are added to the knowledge framework by offering empirical evidence in a small picture on the effect of integrated marketing communications towards brand equity, especially in the case of McDonald's in the United Kingdom. Chapter 2 has uncovered that the literature in this area is mostly of a conceptual nature and, in less depth, examines McDonald's UK and the impact of integrated promotional activities on the brand equity, both good and bad. This dissertation is a step toward filling this void, demonstrating that consumer perceptions of IMC are significantly related to consumer perceptions of brand equity. The study also provides some real-world applications to McDonald's UK. It points to the benefits of better brand equity with regard to a wider communication integration across digital, mobile, social media, advertising and in-store touch points. Although the contribution is modest as the sample is rather small, the significance is that it puts consumer perceptions of communication's integration into the context of brand equity outcomes.
[bookmark: _Toc230989667]6.6 Recommendations for McDonald’s UK
Considering the results, McDonald's UK should increase the consistency across channels: advertising, social media, mobile app offers, loyalty systems, messages in restaurants and more. Social media marketing content and mobile app offers were the most visible in the sample and should be used strategically (not just for discounts and short-term promotions) to support quality, convenience, trust, and customer value. The second things that McDonald's shouldn't overly depend on include value-driven promotions. The idea of a promotional offer is to move someone into a purchase, but it should not be front and centre in the brand and undermine equity. While there was no support for H2, the company needs to watch for reputational and regulatory risk, such as criticism on social media, consumer concern, and sensitivity in food promotion. Lastly, McDonald's needs to be constantly analysing the data being provided by the customers to determine if their communications are seen as consistent, clear and interesting. This would facilitate the brand to be better aligned with the brand equity and the promotional actions.
[bookmark: _Toc230989668]6.7 Limitations of the Study
This study has several limitations. First, it used 53 respondents, which is suitable for a small-scale dissertation but limits the generalisability of the findings. The sample may not fully represent all McDonald’s customers across the UK, particularly given differences in region, age, purchasing habits and media exposure. Second, the research used a cross-sectional design, meaning that perceptions were captured at one point in time rather than over a longer period. Third, the closed-ended questionnaire supported quantitative analysis but limited deeper explanation of why respondents held views. The negative impact pathway may therefore require a larger and more diverse sample to test more robustly.
[bookmark: _Toc230989669]6.8 Recommendations for Future Research
The research in this dissertation could be expanded upon in future studies by applying the research methodology to a bigger sample within varying regions of the UK to enhance the representativeness of the sample. An additional comparative study could be performed, with McDonald's and other quick service restaurants, like Burger King, Subway or KFC, to make a more adequate sector-level comparison. Qualitative interviews would be useful in understanding consumers' positive or negative perceptions of, and reactions to, McDonald's IMC activities, especially in cases where it is deemed the promotion communication is "too much" or "too little. Research could also further explore social media sentiment, as digital criticism may impact brand meaning in a variety of ways in comparison to survey respondents. Further, a study of this nature can be longitudinal to determine if IMC affects brand equity over the long run or not.
[bookmark: _Toc230989670]6.9 Final Concluding Statement
Generally, McDonald's IMC activities were more associated with enhancing than damaging the brand equity, demonstrating the strategic importance of coherent, credible and controlled communication.
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[bookmark: _Toc230989672]Appendix A: Questionnaire 
Participant Information and Consent
Project Title: The Impact of Integrated Marketing Communications on Brand Equity: An Analysis of McDonald’s in the UK
Researcher:
MD Saifur Rahman
Email: mdsaifurr973@gmail.com
Supervisor:
Tushara Balendran
Study Information
You are invited to take part in this research study, which examines how McDonald’s communication activities (such as advertising, mobile apps, and promotions) influence customer perceptions of the brand in the UK.
Your participation involves completing a short online questionnaire, which will take approximately 5–10 minutes.
Ethical Information
· Your participation is voluntary. 
· You may withdraw at any time before submitting the questionnaire. 
· No personal identifying information will be collected, and your responses will remain anonymous and confidential. 
· The data collected will be used only for academic purposes (dissertation, reports, or academic presentations). 
· There are no risks or direct benefits associated with participation. 
Consent Statement
Please confirm your agreement before proceeding:
Q0. I confirm that:
	Statement
	Yes
	No

	I have read and understood the information provided above
	1
	2

	I understand that my participation is voluntary
	1
	2

	I understand I can withdraw at any time before submission
	1
	2

	I agree that my anonymised responses may be used for academic research
	1
	2

	I agree to take part in this study
	1
	2


Screening Questions
Q0. Are you currently living in the United Kingdom?
· Yes
· No → (Terminate survey)
Q0. Are you aged 18 or above?
· Yes
· No → (Terminate survey)
Section A: Screening Question
Q1. Have you purchased from McDonald’s in the UK in the past 3 months?
· 1 = Yes
· 2 = No → (Terminate survey)
Section B: Demographics
Q2. Age Group
· 1 = 18–24
· 2 = 25–34
· 3 = 35–44
· 4 = 45–54
· 5 = 55+
Q3. Gender
· 1 = Male
· 2 = Female
· 3 = Prefer not to say
Q4. Frequency of McDonald’s Purchase
· 1 = Weekly
· 2 = Monthly
· 3 = Occasionally
· 4 = Rarely
Section C: Exposure to IMC (Independent Variable)
Q5. Which of the following McDonald’s communications have you seen recently? (Select all that apply)
· 1 = TV/online advertising
· 2 = Social media content
· 3 = Mobile app offers
· 4 = Email/SMS promotions
· 5 = In-store promotions
· 6 = None
Q6–Q11: Perception of IMC (Likert Scale)
Instructions for Participants
Please read each statement carefully and indicate the extent to which you agree or disagree based on your experience with McDonald’s in the UK.
For the following questions, use the scale below:
1 = Strongly Disagree
2 = Disagree
3 = Neutral
4 = Agree
5 = Strongly Agree
· There are no right or wrong answers. 
· Please answer based on your personal experience and opinions. 
· If you are unsure, select the option that best reflects your view. 
· Please answer all questions to ensure your response can be included in the analysis.
	Code
	Statement

	IMC1
	McDonald’s communicates consistently across different channels.

	IMC2
	The messages I see from McDonald’s are clear and easy to understand.

	IMC3
	McDonald’s promotions are well integrated across platforms (app, ads, in-store).

	IMC4
	McDonald’s communication feels too frequent or excessive. (reverse-coded)

	IMC5
	McDonald’s communication reflects a consistent brand image.

	IMC6
	I find McDonald’s digital communication (app/social media) engaging.


Section D: Brand Equity (Dependent Variable)
Brand Awareness
	Code
	Statement

	BA1
	I can easily recognise McDonald’s among other fast-food brands.

	BA2
	McDonald’s comes to mind quickly when I think of fast food.


Brand Associations
	Code
	Statement

	BAS1
	I associate McDonald’s with convenience and accessibility.

	BAS2
	McDonald’s has a strong and clear brand image.

	BAS3
	McDonald’s represents good value for money.


Perceived Quality
	Code
	Statement

	PQ1
	McDonald’s offers consistent product quality.

	PQ2
	I trust the quality of McDonald’s food and service.


Brand Loyalty
	Code
	Statement

	BL1
	I regularly choose McDonald’s over other fast-food brands.

	BL2
	I would continue to purchase from McDonald’s in the future.

	BL3
	I would recommend McDonald’s to others.


Overall Brand Equity
	Code
	Statement

	BE1
	McDonald’s is a strong brand in the UK.

	BE2
	My overall perception of McDonald’s is positive.


Section E: Negative Impact (For H2 Testing)
	Code
	Statement

	NEG1
	Too many promotions make McDonald’s feel less premium.

	NEG2
	Conflicting messages from McDonald’s reduce my trust in the brand.

	NEG3
	Social media criticism influences my perception of McDonald’s negatively.



Age Profile of Respondents

18–24	
Frequency	13	25–34	
Frequency	22	35–44	
Frequency	14	45–54	
Frequency	4	55+	
Frequency	0	


Purchase Frequency of Respondents

Frequency	
Monthly	Occasionally	Weekly	12	31	10	

McDonald’s Communication Channels Seen by Respondents

Number of respondents	
Social media content	Mobile app offers	TV/online advertising	Email/SMS promotions	In-store promotions	None	18	13	6	5	4	0	


Mean Scores for IMC Items

Mean	
IMC1	IMC2	IMC3	IMC4R	IMC5	IMC6	3.53	3.47	3.53	2.5299999999999998	3.53	3.53	


Mean Scores for Brand Equity Items

Mean	
BA1	BA2	BAS1	BAS2	BAS3	PQ1	PQ2	BL1	BL2	BL3	BE1	BE2	3.66	3.58	3.4	3.57	3.45	3.57	3.64	3.68	3.6	3.53	3.65	3.5	
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