




PROPOSAL: The impact of integrated marketing  communications and digital marketing on fast-food restaurants - a case analysis of KFC
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[bookmark: _Toc129854503]1. Introduction 
[bookmark: _9afe73ue5ac6][bookmark: _Toc129854504]1.1 Background of the study
In the contemporary era, numerous pieces of evidence are altering marketing infrastructures. Additional businesses accept the new idea of integrated marketing communications or IMC to take dependable communication regarding the brand and goods. Henceforth, IMC has played an influential part and industrialised into a valuable plan for a business to reach additional patrons and shape good client relations. KFC is a domestic name and is one of the main fast-food restaurants internationally (Shankar et al., 2022). KFC applies demographic division to serve the marketplace as per consumers' needs and supplies. The mainstream of customers is new and undeveloped grownups. They cast off to help alike menus internationally. So, the firm means an undistinguishable targeting plan. The essay denotes about the influence of IMC and digital advertising sector within the fast food sector. 
Though, lately, KFC continues to customise and restrict the tariff. This provided them with advanced suitability between the target spectators. Likewise, they altered the positioning plan from a "product-based strategy" to a further "value-based strategy". Digital marketing efficiently reinforces brand worth by removing brand mistakes through the conversation of thoughts, sentiments, and customer knowledge that lead to better acquisition meaning (KFC, 2023). Numerous methods and networks are cast off to reach new persons, initially as children, to lead to brand structure and affect food procurement behaviour. Such food marketing stations comprise television publicity, advertising in universities, product assignment, children's clubs, toys, and goods with brand signs, and elevations embattled at adolescence like cross-selling and closeness. There is also an indication connecting contact to food advertising with food selections and ingesting patterns of youths.
[bookmark: _vsrmyk5xmayq][bookmark: _Toc129854505]1.2 Aims and objectives 
Aim: The aim of the study is to demonstrate the influence of integrated marketing and digital marketing interaction within the fast food industry. 
Objective:
· To determine the role of IMC and digital advertising within fast food restaurant
· To examine the impacts of IMC and digital marketing with the KFC Company
· To evaluate the challenges faced by the company in digital marketing and communication 



[bookmark: _m7hc4hxi2df9][bookmark: _Toc129854506]1.3 Problem statement
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Figure 1: Market size of the food service
(Source: Statista, 2023)
The market size of the rapid service eatery sector internationally led to its highest in 2019 at 868.11 billion U.S. dollars. Though, because of the COVID-19 outbreak, the figure reduced to 736.15 billion U.S. dollars in 2020 (Statista, 2023). In 2022, the marketplace is predicted to increase to 826.89 billion. In current years, with the growth of digital marketing when nearly all functions are online, the food sector has developed no exclusion. The legislatures of food service manufacturing discovered that digital marketing methods and methods might be actually valuable and creative for the trade. Since individuals tend to spend a lot of time on social media and they are similar to part of their everyday life with one, distributing food online has become extremely prevalent (Kushwaha et al., 2020). Moreover, food service manufacturing traders use that detail to attract the attention of the clientele and involve new clientele. On the other hand, IMC is an emergent idea in advertising wherein all the main publicity doings are cast off to form a synergic production and send crossways a strong and reliable communication to the consumers. Implementing a customer-centric method is not an informal job, particularly seeing that client wants and prospects are continually developing. 


[bookmark: _ibuxisl46cn2][bookmark: _vqb019spa593][bookmark: _Toc129854507]2.2 Literature Review 
[bookmark: _a47c5m897j5q][bookmark: _Toc129854508]2.1 Role of IMC and digital advertising within fast food restaurant
As denoted by Rehman et al., (2022), digital marketing lets companies meet spectators where they are. Individuals are able to make choices regarding the products and amenities they purchase at all times of the diurnal, throughout all types of doings. With the numerary promotion, the company might reach addressees when they are glancing online for goods to purchase. The part of integrated marketing communication is to safeguard the synergic result amid the brand aligning and standards, procurement of a shared communication of all message methods, sent in a superior manner to brand the change amid goods. A fast-food business firm such as McDonald's, KFC has turned out to be the most recognised fast-food product internationally. It employs publicity, sale raise, public relations and sports backing to encourage KFC, and McDonald's as a worldwide copy. So, McDonald's uses a new publicity plan to bring strong and constant communication of "healthy food" along with re-establish its picture with the help of IMC (Kwangyong et al., 2021). The IMC plan has developed a real and fruitful advertising model that has been accepted as normal and attained commercial impartiality. Fast food casual restaurants have accepted a diversity of original plans across digital stations in an effort to expressively discriminate their tariff and knowledge with customers. In order to drive engagement across supported by KFC, admirers might vote for the couples by means of instinctive panels and succumb to their individual particulars to be in with the unintended to win a holiday package. 

[bookmark: _msf8ggloibko][bookmark: _Toc129854509]2.2 Impacts of IMC and digital marketing within the fast-food sector
As quoted by Hanaysha and Momani, (2021), in an extremely modest business situation, visibility is similarly significant as food excellence.  In order to be fruitful, brands must persuade clientele that they suggest sole and improved in contrast to rivalries. Though, different in the historical, word-of-mouth promotion is no lengthier adequate. Investing adequate time and capital in digital marketing is also essential. Customers are progressively turning out to be conscious of food and beverage goods over digital stations. The amount of time customers devotes to their smartphones save growing annually. At the same time, possible clienteles spend less time listening to the radio, viewing TV, and reading newspapers. Consequently, due to this transformation, publicity funds are owed otherwise. Over the previous few years, social media turned out to be an extremely important part of each business marketing plan. Since in that talented stage, there is an enormous audience who are possible clientele and they have the control to be a portion of the growth and raise procedure of trades. 
Consequently, seeing the proven efficiency of social media advertising, trades can use it for their growth and involve new clientele over action on social media. For instance, KFC has numerous proven pages on Instagram for many republics and also its key page (KFC,2023). It uses such digital advertising stages mostly to entice customers by placing tempting images of food ingredients on its menu. As denoted by Marathe et al.,(2022), the brand also questions poles regarding their current proposals, new outlines, and other arrangements. integrated marketing communications reason the subsequent effects levels, at various standards and is not possible for them to influence consumers as evidence and form occasions for an extra creative movement; recognizability over suitable constancy and clearness of the sent communication. Furthermore, dealers might syndicate IMC methods such as sale promotion, and direct advertising instead of separate performances to form standards and evade possible battles In fast food manufacturing, fast food chains mix publicity, sale raise, backing, wrapping and Internet to indorse their goods along with constructing a brand picture.
[bookmark: _1cvoxqz4ut0l][bookmark: _Toc129854510]2.3 Challenges faced by the company in digital marketing and communication 
Indecision to Emphasis Advertising Dollars and Plan-The expressions "Buy Local" or "Go Local" have been around for a while and were turning out to be a general local customer trend. Customers are observed to devote their incomplete hard-earned cash to small businesses in their individual neighbourhoods to sustain their local economy. Customers have a rising sense of sectionalism and COVID-19 has led to challenges at another standard. Hence, it is at present a necessity to be able to perform digital advertising efficiently at the hyperlocal public standard (Dumitriu et al., 2019).
Rising Rivalry- The fast-food manufacturing industry is certainly one of the greatest modest industries internationally and the standard of competition amongst companies only strengthen with the application of growth plans. Every brand in such a marketplace is determined to distinguish itself from the contestants and hence upsurges the level of current rivalry and competition in the marketplace (Novytska et al., 2021). Hence, the application of consumer-led positioning theory would demonstrate the dealers' desires for the product or facility. The purchaser might suggest visions to the creative team by meeting information around values, creation characteristics, product purpose and so on. Besides, the theory of Integrated marketing communication would facilitate reliable communication around networks and lead to a united brand knowledge for clientele.
[bookmark: _i9i8jhhy00b8][bookmark: _Toc129854511]2.5 Research Gap 
The previous study focused on the broader aspect of IMC and digital marketing channels within the workplace. However, in the present study, the researcher focuses on a particular sector namely the fast-food restaurant sector. In the earlier study, the researcher was able to demonstrate the concept of IMC and digital marketing although could not demonstrate it in a wider aspect. In the current study, the researchers showed the impacts along with the challenges that the industry might face.


[bookmark: _Toc129854512]3. Main Body
[bookmark: _6lfgp81o2x4q][bookmark: _Toc129854513]3.1 Methodology 
[bookmark: _xk4e5pcjoe43][bookmark: _Toc129854514]3.1.1 Research philosophy
In this research, the researcher would be using a positivist research philosophy for conducting study. As proposed by Kirongo and Odoyo, (2020), positivism follows the opinion that just "factual" information added over observation, comprising dimension, is dependable. In justification, it is denoted that the positivist research philosophy entails the IMC and advertising influence within the KFC Company. 
[bookmark: _gcw33583v2vr][bookmark: _Toc129854515]3.1.2 Research approach 
In this study, the researcher would be using a deductive research approach for conducting the study. As quoted by Mehrad and Zangeneh, (2019)), deductive research is a method of knowledge where scholars check current theories or test theories. Deductive research varies from inductive study as it focuses on making original philosophies or emerging current theories. In justification, it can be stated that the approach helps in demonstrating the main reasons how digital marketing and communication create an influence in the fast food sector. It also analysis that to be fruitful, brands must persuade clientele that they suggest something sole and improved in contrast to rivalries. 
[bookmark: _rx1mb89pblgd][bookmark: _Toc129854516]3.1.3 Data collection method 
Data collection approaches are methods and measures applied to fold evidence for research determinations. There are two types of data collection namely primary and secondary sources of data collection. In this study, the researcher would be using a primary source of data for conducting the study. 
[bookmark: _dkxyyxvjfnj2][bookmark: _Toc129854517]3.1.4 Sampling method 
In this study, the researcher would be using a random sampling method for conducting the study. The random sampling technique is the sampling technique where every good in the people has an equivalent opportunity of being chosen in the sample. In this study, a survey would be conducted where 100 respondents or employees would be chosen from the KFC Company. 
[bookmark: _o157lbkxika][bookmark: _Toc129854518]3.1.5 Data analysis procedures 
As commented by Sileyew, (2019), data collection is the procedure of meeting and measuring facts on variables of notice in a well-known methodical style that allows researchers to respond to specific research questions, and assess consequences. There is two processes of data collection namely qualitative and quantitative method. In this study, the researcher would be using a quantitative survey method with the help of Google form where closed-ended questions would be asked to the respondents. 
[bookmark: _qp62e73oq1k6][bookmark: _Toc129854519]3.1.6 Ethical review
· Voluntary contribution- Voluntary contribution denotes that all research topics are free to select to contribute deprived of any weight or compulsion. All members would be able to remove from, or permission, the study at any point deprived of feeling a duty to last.
· Informed consent- Informed consent denotes a state in which all possible members receive and comprehend all the evidence they essential to choose whether they famine to contribute. Hence, consent would be taken from the participants before starting the study.
· Privacy- All survey members would have a right to privacy and guard their personal details. 
[bookmark: _a6n55kegcz0o][bookmark: _Toc129854520]3.1.7 Limitations
· The research is restricted to primary quantitative research  and hence interview would also be done
· Due to a shortage of time, the study would not be completed within time and might lack certain facts in detail.
· Due to the restraint of budget, the study would not be done further with more evidence. 
[bookmark: _rjx371vj5a21]
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[bookmark: _186wqyssykru][bookmark: _Toc129854522]4. Conclusion 
By means of Internet stages, trades might make competitive benefits over numerous incomes. In order to reach the supreme possibility of digital advertising, companies use social media as their chief instrument to form a network of evidence. As such, businesses might form a scheme in which they are able to locate the social designs of customers and respond to their wants. It describes an idea that demonstrated a greater impingement on consumers who have a long-standing association with the company and are comparatively active social media workers. There are several habits brands can use digital marketing to advantage their advertising labours. The use of digital publicity in the digital era not just permits brands to market the goods and facilities, nonetheless also lets for connected customer provision over 24/7 facilities to make patrons feel reinforced and respected. The application of social media communication permits brands to obtain both optimistic and undesirable responses from clients along with identifying the media stages that work well for them. Consequently, digital marketing has turned out to be an augmented benefit for makes and trades.
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