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Chapter 1: Introduction

1.1 Research Background:

Integrated Marketing Communication is an extremely important marketing phenomenon followed by service marketers all across the world. Also known as IMC, Integrated Marketing Communication is the concept of ascertaining that all possible forms of messages and communications are related and linked together meticulously. In brief, it might be said that Integrated Marketing Communications is the integration of all the marketing and promotional tools, for the sole reason that they can work together harmoniously. Besides IMC, another most useful and indispensable marketing and promotional tool for the service marketing industries is the concept of Digital marketing. Digital marketing may be defined as the process of implementing the digital mediums and modes for marketing activities, which include, advertising, promotion, branding and other related forms of marketing. Backed up by Digital marketing and Integrated Marketing Communication, marketers of both services industry and others have involved in promoting and advertising about their products in an aggressive manner. Notably, the main research background lies in the concept and implementation of digital marketing strategies and Integrated Marketing Communication in the fast food industry, taking the case analysis of Kentucky Fried Chicken (KFC). A US multinational fast food brand under the “Yum! Brand”, KFC has spread its wings in more than 130 countries worldwide specializing in fried chicken. It has also adopted aggressive promotional and advertising strategies all over the world. Marketers all across the world have not only become more sophisticated and complex, but they have also adopted innovative and customized ways of reaching out to their target customers. According to Andrews and Shimp (2017), the direct traditional ways of marketing are slowly getting replaced by marketing through social media and digital technologies. KFC and other famous multinational chains have acknowledged and recognized the rising importance of implementing the concept of Integrated Marketing Communication approach in the ways in which they formulate their strategies of marketing. The efficient utilization of the concept of Integrated Marketing Communication can help to enhance the communications of an organization and facilitate the same replying on the different offerings of their products. This would also enable to grab the opportunities of implementing the different promotional tools, avail their various advantages strategically in order to reach their target audiences. For KFC to create its very own brand equity within itself, the company has adopted the concept of Integrated Marketing Communication while executing its strategies of sales promotion in the fast food market all over the world. There are a number of marketing strategies adopted worldwide by Kentucky Fried Chicken, including different ad campaigns, promotional activities, introducing economical food items, timely deals, and so on. Strong growth has been experienced by marketers exponentially, and they have been faced with many challenges as well for developing competitive advantage based on their rivals. Thus, this research will help to underpin the ways in which Integrated Marketing Communication and Digital Marketing can be effectively implemented by marketers while targeting their audiences. Besides this, the research will also help to guide the researcher in understanding about the current marketing strategies adopted worldwide. 

1.2 Research Rationale:

The concept of Integrated Marketing Communication is extremely important and customary for all businesses to adopt and implement in their businesses. It is the intentional cooperation and coordination of all the firms’ communication to their target customers for conveying a complete and a consistent message to them. There are a number of newly introduced and launched products of KFC in their different countries of operation. Among the advertisement campaigns, the most specific elements are the ads, videos, Facebook posts, Tweets in Twitter, etc. For a leading brand operating globally, it is extremely crucial to understand about the role of Integrated Marketing Communications and digital marketing for supporting the various ad campaigns and others. KFC is a multinational restaurant chain with 97% of the chains being franchised. IT falls under the QSR industry, better known as Quick Service Industry. The Quick Service Industry is experiencing a much higher degree in their competition level in the recent years. Notably, as DiMarco, (2017) observed, KFC is involved in competition with its many rivals in the QSR brands, and that also includes companies serving items similar to that of KFC, like, fried chicken and hamburgers. Besides this, the company is extremely positive and excels in marketing, advertising and promotional terms. By using many different channels for marketing, itself as well as its products, KFC is also involved in many other activities. Apart from using other forms of digital channels such as, online advertisements and others, the company further uses the channels of social media, like Facebook, Twitter, Instagram, and others for their promotional activities. Besides these, the company has also taken the help of Search Engine Optimization (SEO) and Pay-Per-Click (PPC), from their Digital marketing strategies internationally. Another imperative digital marketing tool adopted by KFC is with the help of Video Marketing through its very own YouTube channel. Most of the QSR brands have adopted this concept, for promoting and advertising about their products. KFC also has its dedicated channel followed by more than 500K followers all over the world (Harrington, et al, 2017). Thus, the main rationale behind conducting this research is to understand about all the different tools of Integrated Marketing Communication, its different tools, and how IMC is helping to promote the brand image of all other multinational  or non- organizations, taking the example of KFC. Besides this, the role of IMC tools propagating for the active channel of communication for the digital marketing activities and initiatives of KFC has also been discussed. 

1.3 Scope:

The scope of the research is immense in terms of exploring about the role of Digital Marketing and Integrated Marketing Communications in today’s world. KFC is an extremely good marketer, which has marketed its brand all over the world and from different platforms of social media. Notably, while an attractive reach is offered by Facebook, a good engagement level is being offered by Instagram, and through Video Marketing, YouTube has provided a vast channel for KFC as a marketer (Schlegelmilch, 2016). This has also paved the way for developing other marketing channels and mediums as well, through pamphlets, brochures, ad campaigns and others. In this way thus, it may be said that Integrated Communications Marketing concept, with all its tools have provided a vast opportunity to the researcher while conducting this research. 

1.4 Research Aim:

While starting with the research in the first place, the researcher has identified the main aim of conducting this research. The research aims help to identify the basis or the foundation behind conducting of the research activity besides highlighting the overall intention of the research or the study. Below is the research aim as enumerated below –

· The identification of the impact of Integrated Marketing Communication and Digital Marketing on the fast food restaurants taking the reference of KFC

1.5 Research Objectives:

 This research work has been done thoroughly by following some prominent and valid research objectives. These objectives have been furnished below:

· To understand about the concept of Integrated Marketing Communication and its different tools

· To analyse how IMC tools have propagated for active communication channel for digital marketing in relation to brand equity of KFC. 

· To evaluate how the IMC tools promote the brand image of KFC

1.6 Research Hypothesis:

Research hypotheses are clear, specific and acute proposition depicting the most possible outcome concerned with a particular research study or a case analysis. The research hypothesis is based on a specific property like, the groups’ differences, arguments and differences between variable relationships. In this research, the researcher has recognized the importance of the two types of research hypothesis – positive and negative research hypotheses which are described below-

H0 – Integrated Marketing Communication and Digital marketing tools have a positive impact on the promotional strategies of KFC brand image.

H1 – Integrated Marketing Communication and Digital marketing tools have a negative impact on KFC’s promotional strategies brand image. 

1.7 Questions:

The very basic or fundamental core of the research is to formulate valid and reliable questions pertaining to the research. The research questions also help the researcher to recognize the base of the research, studying about the underlying objectives and purposes of the research and focusing on the study. Furthermore, research questions also help to determine the research methodology and guides in all inquiry stages. Below are the research questions as formulated by the researcher:

1. What is the role of IMC in Services Marketing and other channels of Marketing?

2. What are the ways in which digital marketing has played an important role in advertising?

3. How has KFC implemented its promotional strategies and activities?

Chapter 2: Literature Review:

2.1 Concept of Integrated Marketing Communication and its different tools:

According to Karjaluoto et al., (2015), it has been identified that integrated marketing communication refers to the various coordinating marketing activities adhered by the business organizations in contemporary period with emancipation of various enhanced medium of communicating element or channels. One of the core functioning of the integrated marketing communication for a business firm is to determine a consistent and clear message in front of the customers which can be attractive and at the same time compelling to the consumers for the reciprocating the brand identity of the company. In most of the cases, it has been identified that the wit the interface of digital marketing as an active phenomenon in the contemporary competitive period, the business organizations from different industrial sectors are actively concentrating over integrated marketing communication channels which can reciprocate their compulsion to promote their brand sustainability in front of the customers. The main advantages, which a business organization assures in the contemporary world, are to act upon coherent marketing communication channel, which can interpret their brand image in front of the customers. Moreover, Bruhn, &Schnebelen, (2017) has opined that integrated marketing communication tools serves for reaching a wider consumer forum in the business world with promotion of products rendered by the organization in a much elaborate way. Therefore, from this point of view, it can be interpreted that one of the core essence of the IMC in current business context is to enhance their way of communicating their brand message to the consumers. This helps the consumers to get a more intensive expertise about the company’s product value through the various modes of communication channels they are using. In the competitive marketing forum, the rise of the integrated marketing communication channels have been developed with the interference of various digital marketing campaigns adhered by the business firm in their respective industrial sector.

In the traditional communications for marketing, it has been found that most of the business organizations were seen to be using distinguished agencies or campaigns for their various marketing communication tools like advertising, direct marketing, sales promotion, PR etc.  Melewar et al., (2017), has opined that due to this separate usage of marketing communication channels used a lot of time and cost for the business organization to promote their product or service in front of the consumers (Royo-Vela, &Hünermund, 2016). The integrated marketing communication channels using these same tools in the current podium of digital marketing strategies; but the connotations have been the utilization of these marketing communication channels in a much combined way so that the each of the elements of the marketing communication services can help in improvising the effectively of the marketing tactics promoted by the firm for enhancing their brand image. The various integrated marketing communication tools are advertisements, sales promotion, personal selling, direct marketing and public relation activities. It has been found that the advertising act as a most effective channel or tool for marketing communications to be thoroughly rendered in front of the customers they are targeting. It can be interpreted that through advertising, the prevalence of communication can be well established among the wider consumers. In the recent world, it has been observed by Vernuccio, &Ceccotti, (2015), that advertising acts as an active communication channel and companies like KFC which have been enthralling the fast food market of UK for many years can decipher more proactively engage with the audience through diversified advertising communication channels. It has been identified that restaurant chains like KFC, successfully integrate their marketing communication channels so that they can keep up a distinctive image of their brand in front of the customers and the fast food restaurant industry has been extremely competitive in the respective growing demand of new food trends  among the consumers. With this ideology in mind, KFC tries to integrate their marketing communication channels in a wider platform so that they can eventually attract more customer base in a shorter period. 

2.2 IMC tools enhancing communication channel in digital marketing strategy:

With the advent of the digital platform, the traditional forms of marketing communication approaches became extremely difficult in the contemporary era for compete within the industrial sector. Manser Payne et al., (2017), has opined that one of the main objectivity of the business organization in their strategic marketing approaches is to define for a clear and lucid communication framework through which they can directly approach to the customers. With the hands of the digital marketing strategy, it has been found that it is important that various forms of communication and integrated messaging approach can create a brand essence in front of the customers. It can be identified that in an extremely competitive marketing world, integration of the various communication channels in marketing deciphers for a clear message, which provides a better opportunity for the companies to cut through the competitive dimension of business. With the provocation of the integrated marketing communication channels, the procedure of reaching customers and their various needs have been entrenched in terms of wider customer bases according to the geographical and demographic segmentation. Saenko et al., (2016), has suggested that the marketing communication channels through Integrated marketing Communication strategies by a firm indulges in seeking for customers to be aware of their brands and connect them in a string of connectivity. This reciprocates the fact that customers with the use of the IMC tool by various business organizations in their marketing strategies help to get essential feedback of the customers and can keep a close watch over the customer’s needs and demands from the respective company in the competitive market. The integrated marketing communication channels help the consumers from industrial sector to get an active reminder of their service or product interface, updates about the service improvisation and many relevant information. It can be interpreted that the digital marketing strategy of a company is adhered towards imbibing maximum customers at a time within a certain communication channel so that it can decipher a thorough communication network between the consumers and business firm. The essence of the integrated marketing communication channel propagates on the communication network of these digital marketing strategies of a company where they can render for a better communication framework for the customers. 

According to Diebes, &Iriqat, (2019), it has been found that the business organization through integrated marketing communication channels define for creating a common communication platform for the consumers through which they can render for marketing campaigns like sales promotion, advertisements and offering press relations with the consumers. From this context, it can be deciphered that the marketing communication channels generate a higher lead among the consumers for increasing the brand focus with various modes of marketing communication channels within a singular marketing strategy. Therefore, such type of integrated marketing communication channel definitely defines for sending over same content of messages to the consumers through different modes of communication channels of marketing which allows for generating a higher credibility among the consumers regarding the marketing message that have been conveyed. On this anatomy, it has been identified by Luxton et al., (2015), that integrated marketing communication tool act as a creative technique for the digital marketers in the contemporary period through which they can follow up their customer inquiries about the products or services in an extremely challenging and complex business atmosphere. For a fast food restaurant chain like KFC, it can be identified that the enactment of the integrated marketing communication tools has been highly prioritized in their digital marketing strategy where they want to reach their customers through diversified marketing communication channels. In fact, from the various marketing technique applied by KFC in their targeted market, it can be seen that they are more or less focused in making the customers feel that there has been constant flow of customer messaging conversation which recalls an effective digitalization of the company’s marketing content in front of the customers. Royo-Vela, &Hünermund, (2016), has argued that the use of various communication tools by KFC has actively demanded for its targeted customers to be heavily aligning to their products and service content. It can be underpinned that the main essence of the marketing channels adhered by KFC in fast food restaurant is to make the customers link with the emotional content of their messages provided through marketing network. Therefore, it can be identified that with the help of diversified communication channels in digital marketing strategy, KFC is seen to be actively using upon social media sites as their main communication medium with the consumers aligning to the specific needs and demands of the targeted market. 

For a fast food industry, it is always seen to be significantly important that certain brands keep a close contact with the customers in their physical stores in terms of their accessibility and service provision. Hanaysha, (2016), has argued that making the customers feel a flexible and accessible service station by any fast food company is a priority that has to be achieved, by a company like KFC, it has been found that self-service kiosks have been a highly communication channel for the company as it has been identified that about 60% of their transactions regarding front customer comes off through these kiosks. The successfulness of these kiosks self service channels of communication with the customers opens for a more profound space for the company where they can interfere for 15% more consumer interference and can get vehement feedback about their products and other customer service process in current dimension. On the other hand, the marketing messages of KFC have always been seen to be depended over billboards and TV advertisements. But with the advent of the digital media, it has been found that KFC tried to focus over in-geo targets so that it can decipher for a higher percentage of customer attraction. In the digital era has been seen to be extremely reciprocating on various integrated communication channels like social media sites, mobile-based application services, mobile marketing and sales promotion. But since 2013, the company has been identified to be constantly denominating their online presence in the fast food industrial platform with the interception of social media platforms. The interception of social media networking sites in the marketing strategy of the company encompassed for a revenue increment up to 17% in the year 2014 than its previous years and this made their ground in the era of digital marketing network very strong amongst the competitors. This has been identified to be growing the market share of the company in the B2C distribution channel by 60% in the respective year. The incorporation of the IMC tools applied by KFC in their digital marketing channels is contemplated by Majid et al., (2016), to be the most significant factor for the constant growth and customer attraction towards the brand amidst the heavy competition posed by other fast food restaurants in the market. Moreover, it can also be analyzed that due to the incorporation of integrated marketing communication channels introduced by KFC in the internet era, there has been rapid visitor’s increment in their various stores as in most of the cases, it can be found that the Generation X fascinated by the social media platform inclined to the propensity included by brand KFC in fast food industry. It has been found that since 2017-2018, KFC is counted as most visited restaurant in the fast food industry worldwide standing next to McDonalds, which accounts for 40.8% visited restaurants in UK (Wu, & Cheng, (2018).

2.3 Evaluating IMC tools promoting brand equity of a company like KFC with theoretical implications:

In terms of impact of the integrated marketing communication channels in the digital marketing strategy of a company, it has been seen that customer’s process of know-how about the brand equity of a company is a quintessential thing. This is because of the fact that most if the customer’s nowadays relies a lot over the digital marketing channels like social media sites, blogs, webinars and mobile apps to make themselves convince about the intended message which the brands from different segments is trying to assert to them. According to Saenko et al., (2016), it has been defined that the promotion through integrated communication channel brings up a common message in front of the customers and thereby making a desirable impact over the current customer base of a company. It can be found that integrated marketing communication channels are adhered by any business firm according to their marketing goals and objectives set prioritizing to contend the desires of the customers in the intended targeted market. Therefore, from this context of digital marketing strategy, it can be ascertained that the integrated marketing campaign is adhered towards the portfolio of making the customers more allure to the altering perceptions of the product or service interface within a competitive world. This consistency of the messages transferred amidst the targeted customers is done through the integrated communication tools. It has been seen that the flexibility of the integrated marketing communication channels acts as a main medium in terms of making the customer feel that the brand they are resonating are deciphering them with accessible information and feedback responses which entails the brand’s effectiveness towards customer communication process. It has been found that the marketers in the current period is trying to create a brand awareness among the customers through using integrated marketing channels which are more frequently used by their targeted customer bases. 

2.3.1 Keller’s Brand Equity Model:

The brand equity of a business firm is built upon several factors and by analysing them it has been found that communication act as an effective force for building up a fascination or interest among the customers towards the brand identity. The designing of the marketing communication channel is an important part of the digital marketing strategy of any organization as it helps to focus over the brand equity in the competitive edge. According to Keller’s Brand Equity Model, it has been proposed by Kevin Keller that the business organization has to determine the feelings of the customers and make them align with the product’s marketing messages through integrated communication channels. The pyramidal model defines for the four aspects, which the customers of a business organization want to be communicated by a brand in the current digital world. 

For a brand like KFC, The brand equity of the company is focused over the identity, which KFC has created in front of the customers since its time of inception as a producer of awesome fast foods across the world. The identity of the KFC as a brand has been denoted with the help of various communication channels it had used over the years for conveying the appropriate message as a brand it wanted to denote its customers. KFC has used the implication of their food menus and exquisite customer service as main ingredients of their brand identity formation. With the development of the digital media, it is found that KFC has been spending 15% of their revenue to the use of integrated marketing channels like social media sites, use of mobile applications that determines the fact that the company is stretching their brand identity to achieve the lifestyle trends of the people. In the current dynamics,  KFC  is focusing on healthier food trends in their fast food menus and in the contemporary trends, KFC is seen to be indulging for high protein menu items in their food menus for attracting a particular customer base. 

 The high protein menu items of their food has created a separate brand identity for the company which can make them invariably distinguishing from the other competitors of the market. One of the main implication of KFC’s message as a brand is to provide for yummy fast food provider to the busy time schedules of a customer. The provision of online channels where the customers can provide for instant ordering of food items from KFC is an important version of KFC’s brand response to the customers. It has been argued by Çifci et al., (2016), that KFC uses “click and collect” platform and asserts that about 14% of their transactions are processed through this platform which renders for better customer service options and thereby resonating for a brand salience among the customers. The introduction of mobile ordering service introduced by KFC in the current years defines their brand response to the growing customer’s demands and providing them food at a real time, there have been forecasted sales to be increasing by 57% in the upcoming years due to the introduction of such communication channels by KFC.  Their main competition for building up identity is depended over the quality of food they deliver among other competitors like McDonalds, Burger King  etc. The brand imagery of KFC in front of the customers denote the fact that it projects as a family restaurants attracting all types of customer bases by keeping in mind about the religious and food habits of customers  (Farjam, &Hongyi, 2015). Under the connotation of the brand resonance, KFC integrates on high customer connectivity through their exquisite food quality and affordable pricing strategies. With this strategy, KFC is able to fulfil all the criteria of building up brand equity in front of the immense customer base. 

Kucharska, (2016), has observed over the fact that strong consumer engagement adheres to be an important factor for a business organiztion to project itself as a brand in front of the competitive world. In terms of the fast food industrial sector, it can be observed that the digital marketing communication channels act persistently in accordance to the customer’s choices and demands and this phenomenon helps in building a brand resonance in front of the customers. For a fast food resturant chain like KFC, the main procurement for their brand to be resonated in front of the customers stood to be their Red Color logo which acted as a visulaizing content in front of the customers. This depipction of logo has been approved to be a traditional form of marketing communication techniques which was intended to be attracting the visitor’s attraction for the brand logo of the KFC. But with the advent of the digtial media, KFC applied for resonating their brand interface through the means of their logo color to be acting as a visualized content in the minds of the customers. The “Design Your Own Bucket” campaign by KFC is one of such advertising campaign procured through social media communicative channel which interfered for placing the company to be one of the highest socia media fascinated food brand in India (Harrington, Ottenbacher, & Fauser, 2017). Due to the social media communication channel selction for campaigning, there has been a positive growth of KFC’s brand building phenomenon among the cutomers of India during the year 2018. On the other hand, with the introduction of various campaigns like Radio KFC RK Hunt, Design Your Bucket Campaign and Currycature, there has been immense probability for the company to grow in the fast food index of India for KFC as it can be seen that there has been almost 12% more audience engagement for KFC in different stores. 

2.3.2 Communication Model:
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The focus of the communication model is entitled towards enacting various forms of messages to the receivers through lucid and transparent channels of communication. According to the Shannon Weaver Model of Communication, the process of communication flows from sender to the receiver through numerous channels of encoding and decoding. The model also proposes for the fact that through passing on information from a sender to a particular receiver through transmitting the message by numerous channels, and there is a provision for a continuous feedback from the receiver regarding the message that has been transmitted. For a fast food chain like KFC, it can be interpreted that use of the communication model has been actively approached as the most traditional way of reaching the customers or the receivers in their communication process. McPhee, & Poole, (2016), has proposed that as a fast food restaurant chain, KFC has conveyed for transmitting their message of fast delivery and good food quality through their message like the advertisements or promotional materials. The contemporary online messaging market asserts the fact that KFC has actively engaged for publishing content in their social media sites like Facebook, Twitter and Instagram for more than 16,000 between the years 2014 - 2016, which has helped them to grow their customer bases through creating an atmosphere of marketing communicative awareness.  

In many cases, it has been found that KFC utilizes upon using upon store geographic locations and demographics of the local population as the main factor for channelizing their communication strategies. KFC has vehemently used for television and billboards on the highways and advertisements through local stores which has reflected for their customers bases to know about their product visibility. In the year 2016, KFC accomplished for 29% of their advertising messages being conveyed through television and billboards usage, which acted as a main source of communicating messages to the customers of various suburbs of US and Australia. On the other hand, KFC has also introduced for adding new logos and highlighting the advertisement or outdoor posters with vibrant pictures of food menus which acted as one of the major communicating medium between the company and customers to evoke more attractive content. In terms of the social media channel interactions, it can be found that KFC has maximum percentage of fan engagement, which denotes the fact that the company is providing for a vehement communication network through Facebook, twitter, Instagram. 

In the current podium, it has been identified that KFC has improvised upon redesigning their communication channels through web for both the employees and franchises.  KFC has the KFC team wanted to improvise their content of messages and information provided to the various customers. The integration of IBM Digital Experience Suite had been introduced by KFC as a new digital space, which can make their content of communication process more alluring for the customers. Also, KFC through the incorporation of more refined communication channels, there has been active improvement of more customers to be engaged in their websites information system. In fact, from a recent survey over US customers, it is found that the new website designing for an improved communication channel, there has been 25% more customer engagement for KFC in USA counting up to 17600 customers in each of stores of USA. KFC has asserted for an affirmative communication channel through Public relations and various advertisements in television, which act as an active interference for promoting their diversified range of products and mouth-tickling menus among the targeting customer bases (Hosseinali-Mirza, de Marcellis-Warin, &Warin, 2015). For KFC, it has been found that their communication source developed from the kitchen where the big display of the Colonel as the face of KFC brand interfered for customer attraction. This revitalized the brand recognition of KFC in front of the customers as KFC has been constantly contemplating on this digitalized communication mediums for making receiver get the best of interpretation of their marketing or promotional message. 

2.3.3 Framework/model on IMC:

The main essence of the IMC model deciphers for the fact that it ensures for all types of marketing and communication messages are inter-linked together so that it can create a harmonious evidence of marketing instances of the products of a company in front of the customers. The model depicts of the fact that the marketing mix constituting the product, place, promotion and price are adjusted to the various communication channels like direct marketing, sales promotion, personal selling, Public relations, advertising and events. For a restaurant chain like KFC, the restaurant follows on the use of IMC model for generating a comprehensive value for the customers in terms of their products, service and price value through the use of various integrated marketing channels. Mueni et al., (2018) has found that for a renowned fast food restaurant firm like KFC, they highly adhere the use of proactive communication channels instead of using mass communication channels so that they can approach for the emotional content of the products to the customers. KFC has actively integrated social media and traditional advertising channels for promoting their products in front of the targeted customers and this evokes the commitment of the brand to connect with the customers. In most of the cases, it has been found that KFC entails upon using a competitive pricing strategy as the main marketing message of its integrated marketing communication channels and this can be identified as one of the main implication of IMC framework used by KFC in the contemporary fast food market of global podium. 

According to the IMC model framework, it can be interpreted that the integrated marketing mix channels like product, price, promotion and distribution has been actively applied to their business context. It has been observed by Omer, (2018), that KFC has often modified their menus with implication of varied seasonal spice integration which has helped to make their recipes more alluring to the customers. In the recent phenomenon,  KFC has entitled for adhering to strategy where they want to make their menus align with the different celebrations and events happening in the geographic locations of their stores in global podium. In case of fast food industry, as it can be seen that healthy food options and quality food items is one of the growing demands for customers, KFC has vehemently reciprocated that in their menus and thereby providing a brand parameter for their menu items. The price of their items in compare to the other industry competitors for KFC has stood for a competitive dimension as it has intensely focussed on the “Bundle Pricing” strategy or combo offers which act as a fruitful strategy for the company to make the customer allured towards the brand. In terms of place, it can be attributed that KFC’s use of online channels for customer attraction process. Their strategies like introduction of web channels and franchising with leading food ordering app services has demonstrated for a growth margin to be increased by 7% in the recent years statistics. The promotional content of the company KFC has always seen to be focussing over the digital channels an in the recent podium it has been marked that KFC adheres for maximum social presence in the social media networking sites (52%) in the current year 2018. This attributes the fact that the social presence of KFC acts as a most important factor in terms of their integrated marketing strategies (Guidry et al., 2015). The integrated communication mix approves the fact that KFC has interfered for various communication channels like direct advertisements, billboards, public relations and sales promotions. However, the most interactive base of their communication channels remains to be online platform as it can be found that about 75% of their customer attraction is generated through this podium. 

Chapter 3: Methodology:

The part of methodology will be implemented by the researcher has been selected in order to obtain and acquire the authentic information and deduce conclusion regarding the development of the research of integrated marketing communication. In this part, all the methods has been selected in such a way that these contributes for attaining appropriate research outcome. All the segments involved within the particular chapter has been described and justified in an elaborative manner (Kumar,2019). The methods and techniques that has been utilized in order to generate an appropriate research outcome has been mentioned and discussed in this particular chapter accordingly for understanding the overall concept and impact of integrated marketing communication. Appropriate and suitable recommendations have been also provided regarding the case study of KFC and the implementation of IMC within the organization. All the techniques and methods has been discussed in the underneath section- 

3.1 Research onion:

Through the research onion, the various different layers of research and its steps can be represented in a particular sequential manner. In order to comprehend the research outcomes of the topic of integrated marketing communication of IMC, the applied methods has been represented through this particular portion. Research onion is very significant part of the research that shows all the layers or all the steps that has been followed by the researcher to access the impact of integrated marketing communication and how this aspect impacts the organization and its advertising criteria and smoothens the way of profitability in the KFC food chain.
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In this research project has been conducted in the sequence of research approach, the segment of research design, followed by the strategy of the research. In the underneath section all the steps have been discussed appropriately.

3.2 Philosophy related to the research:

The initial part of research methodology is to select the appropriate philosophy for conducting the research. There are different classifications of research philosophy such as, Interpretivism , subjectivism, realism and positivism. The selection of the appropriate research philosophy is very important and it has been conducted very carefully; suitable philosophy of the research helps in generating appropriate and authentic research outcome. In this particular research, the researcher has been taken the positivism research philosophy for understanding and evaluating the impact of integrated marketing communication within the organization of KFC. Positivism philosophy is suitable for this research project, as this research philosophy has the ability to analyse and evaluate the reliability as well as the overall effectiveness of the research. Through this philosophy the researcher gained the positive facts regarding the particular research context. According to positivism philosophy, the information and data is collected from exclusive sources and through proper reasoning and logic. Hence, this theory of philosophy is effective and appropriate for the research project and to generate a genuine research result at the end. 

3.3 Approach of the research:

Selecting the research approach is major aspect as it contributes in properly planning all the methods that need to be applied in the research in order to understand the concept of IMC and it’s impact can be properly planned through the appropriate selection of the approach of the research. Among the two types of research approach such as inductive and deductive research approach the researcher has been utilized the deductive one (Mackey,2015). Inductive research approach can be described as the method where the new theories and concepts are generated through the existing research concepts and theories. Whereas, on the other hand, deductive research approach can be defined as the investigation or evaluation of the existing research theories and concepts regarding the particular context. In other words, it can be described as the development of a hypothesis based on the existing concepts to design appropriate strategy for the research. In this research project for understanding the importance and impact of integrated marketing communication in the organization of KFC the deductive research approach is more suitable and appropriate for generating appropriate research outcome. It has been helped the research project to identify the relationship between the obtained information and data. Hence, the research has been executed based on different survey and observational techniques. The existing concepts and research findings has been analysed for this particular research. 

3.4 Design of the research:

This part of the research helps in representing the overall scope of the research appropriately. Obtaining the appropriate design of the research has been conducted in a very comprehensive manner by the researcher. Research designs are of three different types such as exploratory, explanatory and descriptive research design. Among these designs, descriptive one has been utilized in this research paper to evaluate the importance of integrated marketing communication within the organization of KFC. Descriptive research design described as obtaining appropriate information for the research project through utilizing questionnaire, personal interviews, observations, interview schedules or other interactive primary sources. This process can be effective and significant for this particular research as this involves direct communication with the individuals that are related with the particular scenario. Through proper descriptive research design it provides an accurate impression regarding the context. It can develop theories and is essential for identifying the problems present within the research context. Bias in the research outcome as well as in the information of the research can be prevented through proper implementation of descriptive research design within the research project. This has been contributed for appropriately addressing the problem of the research in an accurate way. This is highly efficient design type for acquiring authentic research outcome.  It has been observed that in order to draw a connection between the collected data within the overall research project deductive research design is very effective. Also, this kind of research design does not require any sort of external modification. 

3.5 Research strategy:

Selecting the strategy of the research is one of the most vital aspects as it can predict the effectiveness as well as the authenticity of the overall research project. Research strategy has been selected within the research project very carefully as the research strategy has the ability to provide proper direction to the research project and the ability to execute the research work in a systematic way. Appropriate research strategy helps the overall research work to enable a fruitful and quality outcome from the research and to accomplish the work within the given research schedule. Strategy of research can be further classified into qualitative research strategy and the quantitative research strategy. In this particular research context for understanding the concept of integrated marketing communication and its impacts the researcher has been acquired a mix strategy, which has been executed through involving both qualitative as well as quantitative research strategy within the project. Through implementing both this research strategy, the researcher would have the access to different kinds of research data and techniques for collecting research related information. This can be highly beneficial for the overall research outcome and its reliability (Alvesson,2017). Using a mixed strategy can facilitate the aspect of data collection as through this the researcher gets the opportunity to access different kinds of data sources. Quantitative research strategy can be described as a process of generating statistical and numeric data from primary data sources by conducting the process of survey, personal interview, and questionnaire survey by the respondents of the individuals related to the context. On the other hand, qualitative research strategy can be explained as generating required data, information through secondary data sources such as articles, journals, research papers of the former researchers and other theories. Both online as well as offline data sources can be utilized for generating the qualitative type of research data. In this research project to evaluate the importance and impact of integrated marketing communication quantitative as well as qualitative research strategy has been utilized accordingly for generating appropriate data and information for facilitating the research outcome in an authentic and reliable manner. 

3.6 The process of data collection:

The process of data collection is one of the most vital segments of a research project, this part of the research has been executed with high cautiousness in order to avoid any bias and fault in the research outcome. Appropriate and authentic way of data collection helps the researcher to gain and generate proper research outcome and to facilitate the reliability of the research result. The segment of data collection has been conducted in a very significant manner as in this particular process the appropriateness as well as the authenticity of the overall research greatly depends. This particular part is major one, as the effectiveness of the data collection method influence the outcome of the research. The process of data collection can be executed through two different ways such as primary data collection method and the method of secondary data collection (Silverman, 2016). In this particular research both these techniques has been considered for better and more appropriate results. In case of primary data collection, method the research has been executed a survey procedure for interacting with the people related to the context. In addition, their responses have been gathered through a set of questionnaire. On the other hand, the secondary data sources have been accessed by the researcher to gain secondary information and data regarding the particular topic. For the secondary information the various articles, journals and peer reviewed research papers of authentic research scholar has been analysed by the research in order to obtain appropriate information regarding the topic on IMC. In case of primary data collection, 70 participants has been selected from the customers of the KFC and 5 managers of KFC has been taken for conducting an interview session for generating primary data through the responses. The survey as well as the interview process has been conducted with the consent of the participants and the survey process has been executed through the use of suitable questionnaire prepared by the researcher. The questionnaire involves all the relevant questions regarding the concept of integrated marketing communication in the organization of KFC food chain. By using both the data collection process relevant and authentic data has been collected for generating desired research outcome at the end and to facilitate the overall research work. Both this strategies has been conducted very carefully for an effective research result. 

3.7 Sampling of the collected data:

Data sampling is can be very tricky and complicated step within the part of research methodology. However, through this process the effectiveness of the research can be assured. A proper sampling technique is very important to understand the views and responses of a large group of people through a small sample group. Data sampling can be classified into two types such as probability as well as non-probability sampling. In order to understand the context of IMC, the researcher has initiated in the probability sampling. Through the process of random sampling the participants of the survey has been chosen by the researcher from the customers of KFC food chain. A set of questionnaires have been prepared that consists of appropriate and suitable questions regarding the particular context of IMC. Through the appropriateness of this particular method, an overall perspective of a larger population can be comprehended. A sample size of 70 has been selected for participating in the survey procedure from the customers of the KFC food chain. The questionnaire is comprised of 9 questions regarding the context and it is prepared in such a way that it is capable of obtaining the appropriate data and information required in this particular context. The responses and the feedbacks of these participants has been analysed and evaluated, for generating the research outcome (Flick, 2015). Sampling has been conducted very carefully for effectively understanding and predicting the perspective of a larger population regarding the concept of integrated marketing communication in the food chain of KFC. Due to time constraint a small amount of sample size has been taken for conducting the survey procedure and the personal interview process. However, the questionnaire has been prepared in such a way that it is effective enough for generating appropriate perspective and views of the selected participants. Through the random sampling technique respondents of different background and age has been selected and this is highly helpful for facilitating the research outcome with appropriate research information in this particular project. 

3.8 Authenticity and validity of the research project:

In order to maintain the authenticity of the research project regarding the context of IMC and its impacts the researcher has acutely focused upon the overall process of data collection through both the procedures. In case of primary data collection, the reliability and appropriateness of all the questions included within the survey questionnaire has been checked properly before conducting the process of survey and personal interviews. Through this approach the researcher form has ensured the selected respondents the obtaining of appropriate feedback. The process of sampling has been also conducted very carefully and significantly in order to achieve to the appropriate outcome of the research project. The researcher has ensured the genuineness of the collected secondary data and only the researcher for appropriate research outcome has accessed the reliable sources of secondary qualitative data. All the techniques and methods have been selected very carefully as this can help in generating the appropriateness and authenticity of the research result. Hence, all the methods and approaches are used in an appropriate way for maintaining the authenticity of the research project. 

3.9 Ethical considerations regarding the research project:

In order to attain a smooth execution of the research and unnecessary delay within the research activities, maintaining and following some appropriate and suitable guidelines is highly necessary. The different codes regarding research project has been followed accordingly by the researcher. In case of data collection through the survey procedure, no participants has been forced to participate, proper permission has been asked from them before conducting the survey program. The identity and the personal information of the respondents have been kept confidential. Personal questions were not asked during the procedure of the survey. On the other hand, the researcher has not used any vague and inappropriate secondary data. No copyright restricted data information has been implemented within the particular survey. All the data and information collected through different sources has been kept secured and no third party has been given the right to access these data. In addition, the data protection Act has been followed by the research for ensuring the confidentiality of the research data and information. All the data that has been implemented for generating the research results are authentic and true. The data protection act of 2018 has been followed by the research to maintain the secrecy of the research project and confidentiality of the data and information regarding the research paper. All the guidelines and the protocols regarding the research context and general research work has been maintained by the researcher. This has been helped the researcher to avoid any unwanted interruption and delay within the project. Also, all the data and information that has been collected from the secondary data sources has been only gained from the genuine sources. No property or human has been harmed during the conduction of the research work. 

3.10 Conclusion:

Research methodology has been effectively conducted and it has been appropriate for representing all the applied techniques and the methods in a synchronized and systematic manner. In terms of conducting the research upon the topic on integrated marketing communication in the context of KFC, the researcher has been applied all the methods and activities efficiently and very carefully for generating authentic research result. All the methods implemented within the research have been appropriately justified in this particular research project. The process of data sampling and data collection has given the required attention for generating effective and authentic outcome from the process. Through the overall research work, the researcher has maintained proper confidentiality for avoiding the misuse of the research data and information .To the process of survey and personal interview has been conducted in a very organized way and through the use of suitable questionnaire set for getting the relevant responses from all the participants for generating the knowledge of integrated marketing communication regarding the food chain of KFC. The research approaches and the all the steps have been conducted accordingly for getting effective outcome from the particular research work.  Hence, the methodology section of the research in this particular research context is justified and it is appropriate. 

Chapter 4: Data Analysis

Data analysis is a procedure of cleansing, transforming, inspecting and the modelling of data in order to discover the necessary information along with an effective conclusion from the entire research that is conducted by the researcher. Therefore, the data analysis is composed of multiple approaches, facets, diverse techniques and others. Through the proper application of the data analysis process, the researcher can examine the components of research and hence, a fruitful outcome can possible to gain. The researcher can logically and effectively identify the reasons for the research which is very important to understand before conducting the survey or questionnaire method. In order to successfully complete the research and reach to the core area of the project, the survey plays a major and very important role. By obtaining various data from the survey, the researcher has got enough information about the research. In the research, the researcher has highlighted a significant fact that the role of Digital Marketing and Integrated Marketing Communications in today’s world. The researcher has chosen 70 respondents and asked them 9 questions related to the research topic. 

Quantitative Analysis

Quantitative analysis is important and necessary for any research as it helps to provide brief information and explanation about the various theories, methods, framework and concepts. Hence, it is the model that is used to transform, inspect as well as remodel the data in order to achieve a perfect conclusion from the research. 

1. Gender

	 
	No. of respondents
	                         %

	Male
	40
	57

	Female
	30
	43

	Total 
	70
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The researcher has selected respondents according to the demographical variables that ensure two different percentage and number of male and female. In the survey, the number of male respondents is higher in comparison to female respondents. Out of 70 respondents, 40 were males and the remaining 30 were female who responded the questions that asked by the researcher. Hence, the percentage of male respondents is 57 and female respondents are 43.

2. Do you think that an integrated marketing communication technique coordinates different activities of marketing through assisting the business organizations?  

	 
	No. of respondents 
	%

	Yes
	45
	64

	No 
	15
	22

	May be
	10
	14

	Total 
	70
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In order to accurately conduct the survey and obtain important information about the research, the uses of data analysis process is necessary. The researcher asked the respondents about the fact that integrated marketing communication is the coordination of various marketing activities, which assists the business organizations in the current period. Then, 64 % respondents agreed with the fact that integrated marketing communication is the coordination of various marketing activities, which assists the business organizations in the current period. But, 22% respondents did not agree with the fact that that integrated marketing communication is the coordination of various marketing activities, which assists the business organizations in the current period. Due to the lack of information, 14 % respondents provide a doubtful answer about the fact that that integrated marketing communication is the coordination of various marketing activities, which assists the business organizations in the current period.
3.Do you think that the concept of the integrated marketing and communication with the application of the different tools will help in advertising the products of KFC?
	 
	No. of respondents
	                         %

	Strongly agree
	26
	37

	Agree
	18
	26

	Neutral
	5
	7

	Disagree
	7
	10

	Strongly disagree
	14
	20

	Total 
	70
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It is analysed from the overall chart and graph when the researcher asked the respondents about the fact that the concept of the integrated marketing and communication with the application of the different tools will help in advertising the products of KFC. Then the respondents provided their replies through the respective criteria such as – strongly agree, agree, neutral, disagree and strongly disagree. After analysis the graphical structure, it has evaluated that 37% respondents strongly agreed that the concept of the integrated marketing and communication with the application of the different tools will help in advertising the products of KFC. 26% respondents agreed that the concept of the integrated marketing and communication with the application of the different tools will help in advertising the products of KFC. However, 7% respondents did not provide any reply of the question of researcher as they have less information about the fact that the concept of the integrated marketing and communication with the application of the different tools will help in advertising the products of KFC. Besides, 10% respondents disagreed that the concept of the integrated marketing and communication with the application of the different tools will help in advertising the products of the organization. 20% respondents strongly disagreed that the concept of the integrated marketing and communication with the application of the different tools will help in advertising the products of KFC.
4. Do you believe that the integrated marketing techniques will be important in order to conduct sale of product on behalf of the organization KFC?
	 
	 No. of respondents
	                            %

	Strongly agree
	22
	31

	Agree
	19
	27

	Neutral
	7
	10

	Disagree
	10
	14

	Strongly disagree
	12
	17

	Total 
	70
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It is evaluated from the entire graphical structure when the researcher asked the respondents about the fact that the integrated marketing techniques will be important in order to conduct sale of product on behalf of the organization KFC. Then the respondents provided their replies through the respective criteria such as – strongly agree, agree, neutral, disagree and strongly disagree. After analysis the graphical structure, it has evaluated that 31% respondents strongly agreed that the integrated marketing techniques will be important in order to conduct sale of product on behalf of the organization KFC. 27% respondents agreed that the integrated marketing techniques will be important in order to conduct sale of product on behalf of the organization KFC. However, 10% respondents did not provide any reply of the question of researcher as they have less information about the fact that the integrated marketing techniques will be important in order to conduct sale of product on behalf of the organization KFC. Besides, 14% respondents disagreed that the integrated marketing techniques will be important in order to conduct sale of product on behalf of the organization KFC. 17% respondents strongly disagreed that the integrated marketing techniques will be important in order to conduct sale of product on behalf of the organization KFC.
5. To what extent how far do you think that proper service marketing and other important channels of marketing will play an important role in making sales of products?
	 
	  No. of respondents
	                           %

	Strongly agree
	29
	41

	Agree
	17
	24

	Neutral
	3
	4

	Disagree
	9
	13

	Strongly disagree
	12
	17

	Total 
	70
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The graph and chart have manifested that when the researcher asked the respondents about the fact that proper service marketing and other important channels of marketing will play an important role in making sales of products. Then the respondents provided their replies through the respective criteria such as – strongly agree, agree, neutral, disagree and strongly disagree. After analysis the graphical structure, it has evaluated that 41% respondents strongly agreed that proper service marketing and other important channels of marketing will play an important role in making sales of products. 24% respondents agreed that proper service marketing and other important channels of marketing will play an important role in making sales of products. However, 4% respondents did not provide any reply of the question of researcher as they have less information about the fact that proper service marketing and other important channels of marketing will play an important role in making sales of products. Besides, 13% respondents disagreed that proper service marketing and other important channels of marketing will play an important role in making sales of products. 17% respondents strongly disagreed that proper service marketing and other important channels of marketing will play an important role in making sales of products.
6. Do you believe that the advent of digital marketing will directly influence the primary activities of business for the organization KFC?
	 
	 No. of respondents
	                          %

	Strongly agree
	25
	36

	Agree
	16
	23

	Neutral
	6
	9

	Disagree
	11
	16

	Strongly disagree
	12
	17

	Total 
	70
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It is underpinned when the researcher asked the respondents about the fact that advent of digital marketing will directly influence the primary activities of business for the organization KFC. Then the respondents provided their replies through the respective criteria such as – strongly agree, agree, neutral, disagree and strongly disagree. After analysis the graphical structure, it has evaluated that 36% respondents strongly agreed that advent of digital marketing will directly influence the primary activities of business for the organization KFC. 23% respondents agreed that advent of digital marketing will directly influence the primary activities of business for the organization KFC. However, 9% respondents did not provide any reply of the question of researcher as they have less information about the fact that advent of digital marketing will directly influence the primary activities of business for the organization KFC. Besides, 16% respondents disagreed that advent of digital marketing will directly influence the primary activities of business for the organization KFC. While ,17% respondents strongly disagreed that advent of digital marketing will directly influence the primary activities of business for the organization KFC.
7. Do you agree that implementing proper promotional strategies as well as activities will directly assists KFC in perceiving better business opportunities in the long run?
	 
	 No. of respondents
	                            %

	Strongly agree
	20
	29

	Agree
	24
	34

	Neutral
	7
	10

	Disagree
	15
	21

	Strongly disagree
	4
	6

	Total 
	70
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It is known from the graph when the researcher asked the respondents about the fact that implementing proper promotional strategies as well as activities will directly assists KFC in perceiving better business opportunities in the long run. Then the respondents provided their replies through the respective criteria such as – strongly agree, agree, neutral, disagree and strongly disagree. After analysis the graphical structure, it has evaluated that 29% respondents strongly agreed that implementing proper promotional strategies as well as activities will directly assists KFC in perceiving better business opportunities in the long run. 34% respondents agreed that implementing proper promotional strategies as well as activities will directly assists KFC in perceiving better business opportunities in the long run. However, 10% respondents did not provide any reply of the question of researcher as they have less information about the fact that implementing proper promotional strategies as well as activities will directly assists KFC in perceiving better business opportunities in the long run. Besides, 21% respondents disagreed that implementing proper promotional strategies as well as activities will directly assists KFC in perceiving better business opportunities in the long run. 6% respondents strongly disagreed that implementing proper promotional strategies as well as activities will directly assists KFC in perceiving better business opportunities in the long run.
8. Do you think that enhancing the communication channels will directly influence the customers in buying more products from the organization?
	 
	 No. of respondents
	                            %

	Strongly agree
	24
	34

	Agree
	17
	24

	Neutral
	6
	9

	Disagree
	13
	19

	Strongly disagree
	10
	14

	Total 
	70
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During conducting the survey the researcher asked the respondents about the fact that enhancing the communication channels will directly influence the customers in buying more products from the organization. Then the respondents provided their replies through the respective criteria such as – strongly agree, agree, neutral, disagree and strongly disagree. After analysis the graphical structure, it has evaluated that 34% respondents strongly agreed that enhancing the communication channels will directly influence the customers in buying more products from the organization. 24% respondents agreed that enhancing the communication channels will directly influence the customers in buying more products from the organization. However, 9% respondents did not provide any reply of the question of researcher as they have less information about the fact that enhancing the communication channels will directly influence the customers in buying more products from the organization. Besides, 19% respondents disagreed that enhancing the communication channels will directly influence the customers in buying more products from the organization. 14% respondents strongly disagreed that enhancing the communication channels will directly influence the customers in buying more products from the organization.
9. How far do you agree that IMC tools will promote proper brand equity of the organization in context to the respective digital marketing strategy through increasing the entire revenue of the firm?
	 
	No. of respondents
	                          %

	Strongly agree
	22
	31

	Agree
	20
	29

	Neutral
	6
	9

	Disagree
	7
	10

	Strongly disagree
	15
	21

	Total 
	70
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It is depicted from the above scenario when the researcher asked the respondents about the fact that IMC tools will promote proper brand equity of the organization in context to the respective digital marketing strategy through increasing the entire revenue of the firm. Then the respondents provided their replies through the respective criteria such as – strongly agree, agree, neutral, disagree and strongly disagree. After analysis the graphical structure, it has evaluated that 31% respondents strongly agreed that IMC tools will promote proper brand equity of the organization in context to the respective digital marketing strategy through increasing the entire revenue of the firm. 29% respondents agreed that IMC tools will promote proper brand equity of the organization in context to the respective digital marketing strategy through increasing the entire revenue of the firm. However, 9% respondents did not provide any reply of the question of researcher as they have less information about the fact that IMC tools will promote proper brand equity of the organization in context to the respective digital marketing strategy through increasing the entire revenue of the firm. Besides, 10% respondents disagreed that IMC tools will promote proper brand equity of the organization in context to the respective digital marketing strategy through increasing the entire revenue of the firm. 21% respondents strongly disagreed that IMC tools will promote proper brand equity of the organization in context to the respective digital marketing strategy through increasing the entire revenue of the firm.
Qualitative Analysis

To what extent do you think that Integrated Marketing Communication is a helpful marketing and promotional tool for the marketers globally?

According to the 1st and 3rd managers, Integrated Marketing Communication is the most essential tool and plays a pivotal role for the marketers globally. They believe that different tricks and aspects of integrated marketing is the key behind the success of the brand and brand value across the globe. The different aspects of integrated marketing like advertising and branding ,can be framed based on the basic understanding of integrated marketing only. They had a belief that sticking to the basics can fetch them the desired result and the results that the company is expecting.

As per the 2nd and the 4th manager the concept of the integrated marketing communication is undoubtedly important but this is not the only solution of marketing and promotion of any product or service of any product. They believe that along with the traditional concept of integrated marketing the concept of modern-day technologies and concepts are extremely important for overall success of the product or service across the globe. They had an opinion that company and its strategies need to be made by keeping at par with the market standards and also keeping in mind about all the new technologies that are prevalent in the market at that point of time. Therefore, a proper balance and amalgamation of old and new techniques can prove to be the best technique for the marketers globally.

The 5th manager was not interested in following traditional integrated marketing concepts. Rather the manager believed in following aggressive strategy and out of the box thinking. As per the manager the company should more focus on online marketing strategy to achieve its goal.

Do you think that the concept of IMC helps brands across the world to fulfil their desired marketing goals and objectives?

The 1st and the 3rd manager believed that the concept of integrated marketing can help the brands of today across the world to achieve the desired target and marketing goals and the objectives framed by the upper management. They firmly believed that if the companies could stick to their basics while framing any strategies related to marketing, they should have followed the traditional thumb rules laid by the marketing experts and the prevalent practices that have been followed over a period of time.

On the other hand, the 2nd and the 4th manger had a view that if the company wished to achieve its mission or vision framed by the management then they should shift their choice from traditional marketing to next generation marketing techniques. The new techniques like artificial intelligence and data analytics has revolutionized the marketing approach and the results and strategies were quite surprising. So, a win-win approach by mixing all the old and the new marketing factors were essential to fulfil the desired goals of the company.

The 5th manager was more inclined in implementing online marketing to achieve the desired result to achieve the marketing goals and objectives set by the management. As per the manager the strategies and the steps should be taken based on the market sentiment and it should be dynamic rather than sticking to a specific concept and path.

To what extent do you believe that the uniqueness of KFC’s advertising and marketing strategy has given them an edge over their rivals?

The 1st and the 2nd manager believed that the uniqueness of KFC 's advertising and branding has given them an edge over their arch rivals across the globe. As per their opinion it is the unique marketing campaign that has created a strong presence of KFC over hundred countries and over 1000's of its outlets across the globe. The aggressive tradition marketing campaign using both above the line (ATL) and below the line (BTL) creates the success of KFC.

The 3rd and 4th manager believed that only advertising and marketing strategy is not the only factor behind the success story of KFC. Another important factor that is equally important is their quality of foods served by them. Although there have been several allegations on KFC raised across different companies, but the world-famous brands have always proved their critics wrong and they have emerged with flying colours. This type of consistency related to its food quality along with stable and effective marketing has created desired market share of KFC. Therefore, both the manger believed that the food quality along with effective marketing were the main factors behind the success story of KFC.

The 5th manager strongly felt that it is their food quality that has given the name and fame for KFC and not their marketing strategy. The manager firmly believed that the hygienic and fresh food that KFC provides and the quality that they maintain are the main success factor of KFC.

How do you feel that KFC markets its varied product range and its unique marketing strategy with the help of Integrated Marketing Communication?

The 1st manager believed that KFC has a dynamic marketing department who can portray their wide range of products using simple yet effective means of marketing strategies following all the basics of integrated marketing communication. Before launching any product KFC thoroughly studies the demographic aspects of a particular location which includes the local taste and food habit and after that they design and improvise their food accordingly. This is the key factor being the success of KFC. Along with that the rigorous yet traditional marketing also helped them to achieve their desired target.

The 2nd manager was of the opinion that varied food range has contributed to 50% of their success rates along with integrated marketing strategies. The manager believed that varied food variety cannot be the sole reason behind the success of a particular brand at a particular location.

The 3rd manager did not believe that the success of KFC is anyway related to its diversified product offering. Rather the manager felt that the marketing strategies which have formed the strong base and brand value of KFC and whatever the company could do would have fetched them good result as the brand KFC has now turned into a “Cash Cow”.

The 4th manager believed that the company must increase its product range as this can create a buzz in the market about KFC attracting new customers towards them. Having a diversified product portfolio could create loads of options attracting customers of varied age groups across the globe leading to more footfalls in their outlets.

The 5th manager did not support the concept of having diversified product offerings by KFC. Rather the manager felt that the company should stick to its signature dishes and maintain its standard rather than launching more products. A strong marketing of their signature products would be more beneficial as per the 5th manager.

To what extent do you think that adopting a different packaging of products along with a logo or a new branding strategy would enable KFC to become a fast food chain global leader?

The 1st manager felt the induction of new logo and packaging could provide a fresh look and might have proved to be beneficial in today's world. This could also bring some fresh marketing ideas and could further be beneficial for the brand as well as the product.

The 2nd manager felt that the company could change its logo but the packing should be kept intact. This can create a unique experience among its customers and can procure better results for KFC. 

The 3rd manager believed that the company should not change its logo as it can hamper its brand value. Instead of that the company could improvise in making better packing, billboards and banner with different colour combination. As per the 3rd manager this can be beneficial while tapping new market.

The 4th and the 5th manager had strongly opposed the concept of changing logo or packaging. They believed that this could create a confusion in the minds of the people and can also ruin the brand value of KFC. They also stated that this would not only lead in the company’s monetary loss but it would be extremely difficult for the company to regain its lost market share in such a tough market scenario since the level of competition is huge now a days. So as per both the 4th and the 5th mangers, KFC should refrain from taking such steps.

Chapter 5: Findings and Discussions

The era of the digital platform has brought forward some important aspects for the marketing functions of a company as it interprets for higher connectivity to the customers of the intent for the company. the impact of the integrated marketing communication and its various tools have been underpinned in this research and through the various evidences, it can be found that adhering to the digitalized marketing communication channels have been of immense importance. The fast food industry is an industrial sector where the implication of the IMC tools has been the focus of study in this particular research. The evaluation of the data of a fast food industrial sector like KFC interprets the fact that the marketing activities of a restaurant chain like KFC have been a broader aspect for their marketing activities. From the various evidences gathered from the various literatures, it has been found that the implementation of the integrated marketing communication channels supplies for creating a brand image for a business firm like KFC in fast food industry. The suggestive literary support by Valos  et al., (2016), asserts the fact that with the use of different digitalized communication channels, the marketing operations for a business firm has been improvised as they render for better connectivity among the various customers which the business firms like KFC try to target in the current fast food podium. On the other hand, the concept, which the IMC tools have reciprocated in the contemporary market, has interpreted for a higher advertising standards and this view has been quite evident in the viewpoint of the different employees working in restaurant like KFC. 

The use of digital communication channels in the current marketing functioning of an organization is seen to be integrating the communication network between the customers and business organization’s promotional approaches. This has been defined by Karjaluoto et al., (2015) in the various literatures as the main factors for creating a brand equity in front of the customers of a fast food restaurants like KFC. The various responses of the employees from the data analysis, is assertive of the fact that the tactics which is applied by KFC in current marketing podium is making them highly engage with the targeted audiences and this has been the major contributing factor for the company to build up a new brand image in front of the customers. The evidences of the literature suggest that advertising as one of the main common and widely used channels for promoting a product of a company, therefore forming up an integrated advertisement channel through use of digital channels propagated for higher audience connectivity with the brand. For the evidences of the data it has been approached which also provided for a positive answer where they can interpret for digitalized advertising channels is contemplating for a integrated connective channel between the customers and organizations which is helping the firm to create a higher brand resonance in front of the competitive podium. The connectivity of IMC channels of communication and conjecture of sales or revenue increment is seen to be a correlated matter according to the viewpoint of employees of KFC. This can be thoroughly supported by the literatures where it has been found that through integrated marketing communication channels, the story of a brand like is effectively communicated and this deciphers for a synergy between the brand’s recognized products and customer demands (Šerić et al., 2014). This ultimately enhances the sales of the company to be boosted as there is a huge brand awareness being interpreted between the brand and the customers of the company. 

It is mainly because of the fact that with the utilization of the integrated marketing communication channels, fast food restaurants like KFC are able to make their products and services to be more alluring to their targeted customers as they provide more information through these integrated channels. This in variably helps them to increase their sales percentage within a global economy. The theoretical perception of the IMC tools affecting brand equity of a company asserts the fact that in case of a company deciphering for applying to various marketing channels often makes a ground from where they can enact for information about their products and services to be directly conveyed to the customers. It is one of the biggest reasons, which has adhered for fast food restaurants like KFC to be thoroughly interfering in integration of different marketing communication channels (Schivinski, &Dabrowski, 2015). In most cases, it has been found that social media and social networking sites has stood out as an active communication podium for KFC trough which they have been able to decipher an interactive channel for the customers regarding their product or service feedback. This has been seen to be highly encompassing their boosting of sales in different countries of the world where they have been operating. The implication of the integrated communication channels interfered by business organization in current podium has been found to be a major factor supporting the overall business activities of a marketing plan of a company. From the analysis of the data, it has been supported by the views of KFC employees that with the integrated communication channels, the company has been able to decipher for a higher standard of business activity like they are able to interpret for coming up with more product and service portfolio which ultimately has enacted for brand resonance of the company in fast food sector.  The promotional strategies they have undertaken have created an immense opportunity for their products and services to be rightly served. From the opinions of Brunello, (2013), it has been found that a business organization contemplating for integrating their promotional channels with digitalized version, then there is a more probability for a fir to find on opportunities in their long run business strategies of creating new customer bases and retaining the sustaining customer bases for longer time. This can be mainly reciprocated through the customer’s inclination in buying of products from a company who are successful in rendering credible and influential information about their products and services in front of the customers.

Chapter 6: Conclusion and Recommendation

6.1 Conclusion

Integrated Marketing Communication is one of the most essential marketing strategies adopted by the global organizations. Large multinational fast food,  giants like KFC outshine their competitors and also survive in the extremely competitive market by adopting this technique. IMC tools help to accomplish the organizations’ objectives. For designing marketing communications that have an alignment with the preferences of the consumers, marketers of KFC and others have adopted the concept of Integrated Marketing Communication as their main marketing strategy, from where all other forms of marketing, that is advertising, promotion, branding, etc. and others originate. Therefore, as stated by Hardy, (2017), it can be said that Integrated Marketing Communication is the root of all the marketing strategies of brands all over the world. Being a global player in fast food,  sector, KFC has carved a niche with its unique marketing strategies among which Integrated Marketing Communication has played a key role. With the advancement in data analytics, and the rise of online advertisements, along with the implementation of cost-effective view of online advertisement has all made the concept of IMC a sound One. If marketers are able to depict the accurate message at the accurate time and to the accurate prospect, they would grab high chances of converting their prospects straightaway into consumers, along with a minimal cost. As per the survey conducted, it has been observed that most of the managers feel that Integrated Marketing Communications plays a crucial role to marketers all over the world in promoting about their products in the market. Not just promotions, but branding, advertising and other tools of IMC immensely help marketers in increasing their market share and most importantly, reach the global world better. With the dawn of globalization, advertisement has reached a different level altogether – from radio, television, magazines and e-marketing mediums have conveyed the thoughts of the marketers straight to the consumers. Besides this, content marketing has also found a way into the online channels of media for reaching out to their consumers. Marketers have also focussed on the consumers’ experiences since consumer is the king and it is them who helps to uplift the services industry. Owing to this reason, therefore, consumers are served better through the process of CRM (Customer Relationship Management) that help to measure the efficiency of the various IMC tools used by marketers (Harrington, et al, 2017). Integrated Marketing Communication also enables all the different marketing mix aspects working harmoniously with one another in promoting any specific goods or services efficiently among its end users. KFC has adopted different tools of Integrated Marketing Communication techniques for launching their varied products through the different social networking sites – Facebook, Twitter, and Instagram, radio advertising, TV commercials, their in-store promotional activities, and others. Besides these, they have also adopted Digitalization fully as a part of their unique marketing strategies. The Pay-Per-Click (PPC), Search Engine Optimization (SEO) and others are some of the most widely used IMC tools adopted by KFC. Through their Facebook pages, the brand can have an access to the feedback of their customers if any new product is launched and customers get their hands on that. Suggestions are also provided by them in case of any improvement. In this way the brand has successfully positioned itself in the minds of its customers. 

From the survey it has been observed that KFC has gained a competitive advantage over other brand by the use of their unique brand positioning strategy. As mentioned just above, brand positioning strategy of KFC has been possible by their ‘secret recipe’ of spices and herbs used in their Fried Chicken that it has not disclosed to anyone in the market. This unique strategy of KFC along with the various aggressive tools and techniques of Integrated Marketing Communication has paved the way for the brand gaining the ultimate competitive advantage in front of its rivals or competitors. It can be easily observed that KFC rolls out its IMC campaigns in all parts of the world in order to support its various product launches. South Africa has been a market where KFC has aggressively used its Integrated Marketing Communication tools and campaigns for creating a definite brand equity. For this, marketers have identified various objectives in order to fulfil their criteria. Firstly, they have tried to analyse KFC’s nature of market, how IMC tools would benefit them in their branding and advertising, the constraints or the hurdles involved, and to study the situational analysis of the market of South Africa (Luxton, et al, 2015). Strategies pertaining to sales promotion in , fast food market of South Africa has also been ascertained in order to successfully implement the IMC tools. However, the company has faced some of the public’s criticisms because of issues related to health owing to consumption of fast or junk foods, posing as a major challenge to the brand in retaining or maintaining its image worldwide. Therefore, it has associated itself in CSR campaigns and initiatives in South Africa and other under developed markets where hunger poses as a serious threat. With their social campaigns, therefore, the brand has been able to introduce schemes for reducing people’s hunger in different locations of SA (South Africa). The survey has also revealed that KFC’s Add Hope Campaign caters to people of all the age groups and advertised almost everywhere. Right from marking its presence in the counter strips within the store, to posters, to billboards and everywhere, it encourages its loyal customers and fans to add hope literally. The fund collected then finds its way to the people who are victims of hunger. In this way, as per the survey of the research it has been observed that KFC not only increases its sales and market share but has been able to fully exploit the different scopes of Integrated Marketing Communications in all parts of the world. Thus, the IMC tools have facilitated KFC in becoming the global player and a global leader in  fast food  sector. (Mueni, et al, 2018). 

6.2 Recommendation:

Through this particular research project the concept of integrated marketing communication has been understood. However within the KFC food chain the integrated marketing communication can be improved and enhanced through the following strategies. The key strategies for enhancing the approach of integrated marketing communication are mentioned accordingly in this segment- 

Giving importance to the customers:  the plan and strategies regarding IMC need to be created by keeping in mind the customers and their needs. The buying behaviour  and buying process of the customer needs to be focused upon before selecting the suitable communication process for the organization. The customer needs have to be identified and understood by the organization properly. This is an extremely important aspect that can provide the organization with great future benefit in the long run. 

Identifying goals and the potential limitations: the KFC food chain needs to evaluate and identify the basic goals of the organization in the short term as well as long term. This is essential for understanding the resources that have to be accessed and how the marketing issues can be addressed properly. Also the purpose of the IMC campaign has to be keeping in mind by the organization. In addition, the limitations and the potential issues need to be detected by the organization for avoiding unwanted interruption and difficulties within the communication process in the organization. This is one of the most important plan for being successful within the market in an effective and easy way without less interruption and difficulties.

Identifying the target audience:  the organization of KFC must identify and recognize their target audience before starting the selecting the appropriate IMC strategy. Appropriate strategy needs to be created on the basis of the target audience and their preferences. This must be conducted very carefully as the effectiveness of the 

Maintaining a good relation with the stakeholders of the organization: 

This particular approach is highly recommended, for the food chain of KFC organization, this approach helps in keeping the customers satisfied with the brand; also the customer retention is ensured through this particular strategy (Blakeman, 2018). This is a great strategy for securing customer relation. Hence, the organization is strongly recommended to keep a positive relation with their customers, this can even lead to high reputation of the organization within the operating market in the long run. Good relation with the customers as well as with the other stakeholders ensures a profitability and good return in the long run. Hence, the organization of KFC is strongly recommended to hold an appropriate relationship with not only the customers but also with other stakeholders to keep them satisfied and ensuring the smooth execution of the future operations within the business organization. 

Having a clear strategy for the organization:

 In case of implementing integrated marketing communication having a clear and specific strategy is highly essential. Through this approach a common platform can be created in order to render advertisements and sales promotion with the consumers of the organization. The overall operation can become smoother and easier for the organization.  The organization needs to have a clear vision and goal for the future, on the basis of their goals the particular strategy needs to be created and implemented. The strategy helps and contributes in obtaining the particular goal or the objective without many difficulties. Hence, this is very important factor that needs to be prepared by the food chain of KFC before initiating any approach of integrated marketing communication within the organization for promoting the products or the brand in front of the customers. 

Selecting the appropriate channel:

According to the target audience and their perspective the appropriate channel needs to be selected accordingly. The platforms and channels that the audience uses, needs to be identified by the organization. This is highly helpful for executing and establishing an effective integrated marketing communication and reaching to the audience in a significant way. The impact of the approach highly depends upon the channel or medium of communication. Digital platform can be effective way of conducting the IMC within the organization. A common platform selection can be promising for the organization and it can offer the organization with immense benefits through enhanced communication and customer engagement. 

Effective marketing team: before executing a campaign of integrated marketing communication it is recommended to have a strong and effective marketing team within the organization. Appropriate market evaluation and analysis is strongly recommended for obtaining an efficient and significant outcome for the organization of KFC food chain. Marketing evaluation or market analysis is essential for understanding the needs and the way of communication preferable for the customers within the particular sector. The KFC food chain needs to develop an efficient team of marketing to gain the appropriate outcome from the approach of integrated marketing communication (Luxton,2015).

Reviewing the selected plan: 

This is a very significant and essential step for effective result through the approach of IMC. The organization must evaluate the effectiveness of the selected plan accordingly to obtain appropriate and desired outcome from the particular plan. Proper reviewing is very important for obtaining an improved result from the approach of integrated marketing communication system. The KFC food chain needs to have an efficient team for reviewing and giving proper feedback for the selected plan regarding the organization. 

Through the above mentioned strategies and approaches the organization of KFC food chain can gain effective outcome through the implementation of integrated marketing communication. The recommendations have been made by understanding the current situation and case study of the organization. In addition, existing literature and collected data has been utilized for coming up with effective and significant ideas for improving the IMC approach within the food chain of KFC. Hence, it can be stated appropriate application of these mentioned strategies can provide the organization with great benefits and advantages regarding promotion and sales through effective communication regarding the brand. 
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