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[bookmark: _Toc231648935]Abstract
Digital technologies and the widespread adoption of smartphones have revolutionized the marketing landscape, especially the fast food/quick-service restaurant (QSR) sector. Mobile marketing has become a crucial strategic weapon that can help organisations to enhance their customer engagement, build relationships, and foster customer loyalty by delivering personalised and convenient digital experiences. The dissertation used a qualitative secondary research method to study the influence of mobile marketing on customer engagement and customer retention.
The purpose of the study was to examine the impact of mobile marketing strategies (personalised communication, loyalty apps, push notifications, mobile ordering systems and integrated digital ecosystems) on customer behaviours and long-term relational outcomes. The research was interpretivist research philosophy and abductive research approach. Academic journals, industry reports, company publications, and business articles were the sources used for secondary qualitative data collection of McDonald, Starbucks, Domino’s, Burger King, and KFC. Recurring patterns and relationships between the mobile marketing, customer engagement and customer retention were identified using cross-case thematic analysis.
The results showed that mobile marketing is an effective tool for enhancing customer engagement, creating a sense of personalisation, convenience, loyalty rewards, and real-time digital interaction. Personalised offers, suggestions powered by Artificial Intelligence, and mobile ecosystems were key to boosting customer engagement and re-engagement among the organizations studied. The study also revealed that customer engagement has a positive impact on customer retention, which helps to build brand loyalty and drive engagement in the customer's ecosystem. But, if only engagement was enough, it would not be enough for long-term loyalty to be maintained without relational value creation, customer satisfaction, trust and emotional attachment.
The study also showed that customer engagement is a mediating variable between mobile marketing and customer retention outcomes. The results confirmed the Technology Acceptance Model and the Relationship Marketing Theory and extended the previous studies by introducing mobile marketing, engagement and retention into a single theoretical frame.
Overall, the dissertation makes a meaningful contribution to the academic knowledge and to managerial practices by making contributions to the understanding of the role of integrated digital ecosystems in the fast-food sector on the level of customer relationship management.


Table of Contents
Declaration	2
AI Use Acknowledgement	3
Acknowledgement	4
Abstract	5
List of Abbreviations	13
Glossary	14
CHAPTER 1: INTRODUCTION AND RATIONALE	15
1.1 Research Background	15
1.2 Research Rationale	16
1.2.1 Theoretical Justification	16
1.2.2 Practical Justification	17
1.3 Research Contribution and Motivation	18
1.4 Research Aim, Objectives, and Questions	19
1.4.1 Research Aim	19
1.4.2 Research Objectives	19
1.4.3 Research Questions	19
1.5 Dissertation Structure	19
2. CHAPTER 2: LITERATURE REVIEW	21
2.1 Introduction	21
2.2 Thematic Overview of the Literature	22
2.2.1 Mobile Marketing and Digital Interaction	22
2.2.2 Customer Engagement	23
2.2.3 Customer Retention	24
2.2.4 Integrated Relationship: Mobile Marketing → Engagement → Retention	25
2.3 Theoretical Foundation and Contribution	26
2.3.1 Technology Acceptance Model (TAM)	26
2.3.2 Relationship Marketing Theory	27
2.3.3 Justification of Theoretical Choice	27
2.3.4 Theoretical Contribution	28
2.4 Conceptual Framework	29
2.4.1 Purpose of the Framework	29
2.4.2 Framework Components	29
2.4.3 Relationships Between Constructs	29
2.4.4 Conceptual Framework Representation	30
2.4.5 Framework Justification and Theoretical Contribution	30
2.4.6 Role of the Framework in This Study	30
2.5 Summary Table of Key Literature	31
2.6 Conclusion	34
CHAPTER 3: METHODOLOGY	35
3.1 Introduction	35
3.2 Research Philosophy, Approach, and Design	36
3.2.1 Research Philosophy	36
3.2.2 Research Approach	37
3.2.3 Research Strategy	37
3.3 Justification for Case Study Methodology	37
3.4 Case Selection and Sampling Strategy	38
3.4.1 Sampling Strategy	38
3.4.2 Case Selection Criteria	39
3.4.3 Case Profiles	39
3.4.4 Justification of Case Diversity	40
3.5 Data Sources and Data Collection	41
3.5.1 Types of Secondary Data Sources	41
3.5.2 Data Collection Process	41
3.6 Data Analysis Approach	42
3.6.1 Analysis Framework	42
3.6.2 Within-Case Analysis	42
3.6.3 Cross-Case Analysis	43
3.7 Research Quality and Rigour	43
3.8 Ethical Considerations	44
3.9 Chapter Summary	44
CHAPTER 4: FINDINGS	45
4.1 Introduction	45
4.2 Case Study 1: McDonald’s	46
4.2.1 Introduction and Background	46
4.2.2 The Challenge or Opportunity	46
4.2.3 The Approach and Implementation	47
4.2.4 Outcomes and Results	47
4.3 Case Study 2: Starbucks	47
4.3.1 Introduction and Background	48
4.3.2 The Challenge or Opportunity	48
4.3.3 The Approach and Implementation	48
4.3.4 Outcomes and Results	48
4.4 Case Study 3: Domino’s	49
4.4.1 Introduction and Background	49
4.4.2 The Challenge or Opportunity	49
4.4.3 The Approach and Implementation	49
4.4.4 Outcomes and Results	50
4.5 Case Study 4: Burger King	50
4.5.1 Introduction and Background	50
4.5.2 The Challenge or Opportunity	51
4.5.3 The Approach and Implementation	51
4.5.4 Outcomes and Results	51
4.6 Case Study 5: KFC	52
4.6.1 Introduction and Background	52
4.6.2 The Challenge or Opportunity	52
4.6.3 The Approach and Implementation	53
4.6.4 Outcomes and Results	53
4.7 Data Sources and Citation	53
4.8 Chapter Summary	54
CHAPTER 5: DISCUSSION AND ANALYSIS	55
5.1 Purpose and Positioning	55
5.1.1 Introduction to the Chapter	55
5.1.2 Analytical Scope	55
5.1.3 Link Between Chapters	55
5.2 Analytical Framework and Logic	56
5.2.1 Reintroduction of Theoretical Framework	56
5.2.2 Reintroduction of Conceptual Framework	56
5.2.3 Analytical Structure of Chapter	57
5.3 Cross-Case Synthesis: Compare and Contrast with Literature	57
5.3.1 Theme 1: Mobile Personalisation and Customer Engagement	57
5.3.2 Theme 2: Loyalty Ecosystems and Customer Retention	58
5.3.3 Theme 3: Convenience and Technology Adoption	59
5.3.4 Theme 4: Engagement as a Mediating Mechanism	60
5.4 Integration with the Conceptual Framework	61
5.5 Robustness Considerations	62
5.6 Practical Synthesis and Chapter Summary	62
CHAPTER 6: CONCLUSION AND RECOMMENDATIONS	63
6.1 Introduction	63
6.2 Summary of Key Findings	63
6.2.1 Mobile Marketing and Customer Engagement	63
6.2.2 Customer Engagement and Retention through mobile marketing	64
6.2.3 Cross-Case Findings	64
6.3 Answers to Research Question	65
6.4 Theoretical Contributions	65
6.4.1 Contribution to TAM	65
6.4.2 Contribution to Relationship Marketing Theory	66
6.4.3 Contribution to Literature Gap	67
6.5 Managerial Recommendations	67
6.6 Limitations of the Study	68
6.7 Future Research Directions	69
6.8 Final Conclusion	69
References	70



List of Figures
Figure 1: Integrated Relationship: Mobile Marketing → Engagement → Retention	25
Figure 2: Technology Acceptance Model (TAM)	26
Figure 3: Relationship Marketing Theory	27
Figure 4: Conceptual Framework	30
Figure 5: Research Onion framework	36
Figure 6: McDonald’s	46
Figure 7: Starbucks	47
Figure 8: Domino’s	49
Figure 9: Burger King	50
Figure 10: KFC	52


List of Tables
Table 1: Summary of Key Literature	33
Table 2: Case Profiles	40


[bookmark: _Toc231648936]List of Abbreviations
	Abbreviation
	Full Form

	AI
	Artificial Intelligence

	CRM
	Customer Relationship Management

	CTR
	Click-Through Rate

	IT
	Information Technology

	KPI
	Key Performance Indicator

	QSR
	Quick-Service Restaurant

	RBV
	Resource-Based View

	TAM
	Technology Acceptance Model

	UX
	User Experience

	UI
	User Interface




[bookmark: _Toc231648937]Glossary
	Term
	Definition

	Behavioural Targeting
	The use of customer behaviour and preferences to personalise advertisements and recommendations in a digital marketing strategy.

	Customer Engagement
	The degree of interaction, participation, and emotional involvement that customers have with a brand via digital or offline mediums.

	Customer Retention
	An organisation's ability to retain customers and to get them to buy again.

	Digital Ecosystem
	A digitally connected space made up of applications, platforms, technologies and services that enable interactions and engagement with customers.

	Loyalty Programme
	A marketing strategy that is designed to incentivize repeat customers with rewards, discounts, or incentives.

	Mobile Marketing
	A digital marketing approach that leverages mobile devices, apps, mobile sites and SMS and push notifications to reach customers.

	Mobile Ordering System
	Online system where customers can order via their cell phone and/or app.

	Personalisation
	The ability to personalise marketing communication, offers and digital experiences based on the preferences and behaviour of customers.

	Push Notification
	A push message sent directly to a user's mobile device via an application to update, promote or remind.

	Relationship Marketing
	A marketing strategy that emphasizes longer-term relationships with customers based on trust, engagement and loyalty.

	Seamless User Experience
	The digital interaction process is smooth and frictionless, enhances convenience and customer satisfaction.

	Technology Acceptance Model (TAM)
	Theoretical construct that outlines the relationship between perceived usefulness and ease of use and technology adoption and use behaviour.




[bookmark: _Toc231648938]CHAPTER 1: INTRODUCTION AND RATIONALE
[bookmark: _Toc231648939]1.1 Research Background
The high growth rate of digital technologies has greatly altered the way organisations communicate and relate to customers. Mobile marketing is a powerful and unavoidable tool of real-time consumer-engagement through various digital marketing channels. It is the application of mobile devices, like smartphones and tablets, to send marketing communications via such channels as SMS, mobile apps, push notifications and location-based services. The popularity of smartphones and the growing use of mobile internet have empowered organisations to adopt more personalised, immediate, and interactive marketing approaches, which is fundamentally transforming the way customers and brands interact (Van Veldhoven and Vanthielen, 2021).
On an industry front, the business world has become mobile-first, through digital connectivity. The number of smartphone users is over 5 billion worldwide, with the figure projected to grow (Hier, 2024). More than half of the total web traffic is now dominated by mobile devices, which adds to their control as the main point of access to digital content (Chaffey, 2024). Moreover, the amount spent on mobile advertising across the globe has hit about 400 billion dollars, emphasizing the strategic role of mobile platforms in modern marketing (Dutta, 2026).
The potential of mobile marketing is that it provides personalised context-specific and real-time messages. This improves customer experience and builds customer relationships between companies and customers. Mobile marketing can be used to create a continuous interaction unlike traditional channels in that it provides tailored content depending on user behaviour and preferences. This feature helps facilitate customer engagement, which is the degree of interaction and emotive attachment of customers to brands (Daoud et al., 2023). Customer retention is also closely connected with sustained engagement as it demonstrates the capacity of an organisation to have long-term relationships and motivate customers to make a repeat purchase.
Topicality of this study is supported by the existing tendencies. Mobile devices are likely to account for about 66% of the purchases made by consumers, with the user spending more than three hours a day on mobile platforms (Dutta, 2026; Hier, 2024). Mobile marketing has increased even faster in such emerging markets as India where smartphone penetration is growing and data is relatively cheap (Fest, 2024).
Although it has grown, there is uncertainty as to the role of mobile marketing in engagement and retention. The current literature tends to study them individually, leaving a knowledge gap on how they interact. Thus, this paper will seek to examine the role of mobile marketing in customer engagement and retention in the long-term.
[bookmark: _Toc231648940]1.2 Research Rationale
[bookmark: _Toc231648941]1.2.1 Theoretical Justification
The current information on mobile marketing and digital consumer behaviour offers a lot of insight on the influence of mobile technologies on customer interaction. It is quite common knowledge that mobile marketing is one of the key aspects of digital marketing that allows organisations to provide customers with personalised and real-time communication via channels like mobile applications and notifications. The technology acceptance model (TAM) demonstrates that consumers will be more willing to adopt and use mobile technologies when they view them as easy to use and useful. Simultaneously, relationship marketing theory emphasizes the necessity to establish long-term relationships by means of ongoing interaction and value creation. Empirical research always demonstrates that customer engagement increases with mobile marketing activities, as they improve user experience and facilitate interaction (Musa et al., 2024). In addition, involved customers also tend to be loyal and stay with organisations in the long-run, creating a good connection between engagement and customer retention.
Nevertheless, there are still a number of weaknesses in the current literature. The major problem is that most researches consider customer engagement and customer retention as two distinct constructs, instead of looking at their connection in a single framework. Whereas there are studies that examine the effect of mobile marketing on engagement, others examine the effect of mobile marketing on retention separately. This disjointed methodology limits a holistic perspective of the way mobile marketing can lead to long-term customer results. Also, there is a tendency to find inconsistency between the empirical results on the effectiveness of different mobile marketing strategies in diverse settings (Barari et al., 2020). Such inconsistencies can be explained by the variations in the methodology, different industry contexts and the dynamism of the digital technologies, which constantly change the consumer behaviour.
The other weakness is the absence of mechanism-level explanations. Though it is generally accepted that mobile marketing can affect both engagement and retention, little focus has been on the role of engagement as a mediating variable of both engagement and retention. In addition, most studies are context-specific, meaning that they are specific to a particular industry or region, thus reducing generalisability. These relationships are further complicated by the increasingly complex digital ecosystems, which are marked by omnichannel interactions and data-driven personalisation (Ho and Chung, 2020).
It follows that this paper finds a significant gap in research: no consolidated study of mobile marketing, customer engagement and customer retention in one analytical theory exists. The theoretical relevance of filling this gap is that this will help to understand the impact of mobile marketing on engagements and how this, in turn, leads to retention and helps to build more elaborate theories of digital and relationship marketing.
[bookmark: _Toc231648942]1.2.2 Practical Justification
Practically, mobile marketing has gained prominence in the sense that organisations are investing heavily in digital platforms and mobile platforms. Mobile platforms are now at the heart of marketing strategies and significant investment in mobile advertising, applications, and personalised communication technologies. The mobile advertising spending is expected to be over 400 billion USD globally, which is an indicator of its strategic significance in the contemporary business settings (Dutta, 2026). In spite of this investment, organisations tend to struggle with measuring the success of mobile marketing, especially on its role on customer engagement and retention.
One of the problems is that there is no definite evidence that mobile marketing activities can be associated with the long-term customer outcome. On the one hand, companies have an opportunity to monitor short-term metrics, including the number of clicks and the number of uses of the apps, but, on the other hand, it is hard to determine whether these interactions will result in long-term engagement and customer loyalty. This leaves managers guessing as they find it hard to rationalize spending and maximizing marketing plans. Moreover, digital ecosystems, with their multi-channel and multi-touch access to customers, have a high level of complexity, making it difficult to identify the particular role played by mobile marketing in customer behaviour (Heerde, Dinner and Neslin, 2019).
The second key issue is that engagement should be transformed into retention. Mobile marketing is capable of producing high levels of interaction with its personalised notification and offers, but to maintain long-term relations, more knowledge is needed about customer preferences. Most of the time, intense engagement fails to result in high levels of retention, which illustrates a lack of connection between immediate interaction and loyalty in the long run (Nanta et al., 2025). This is a major managerial issue especially with organisations seeking to maximize customer lifetime value.
Moreover, poor strategies of mobile marketing may result in huge opportunity costs. Ineffective resource distribution can lead to loss of revenue, customer dissatisfaction and diminished brand loyalty within competitive markets. Thus, the practical implications of filling out this gap in research are significant. Greater insight into the role of mobile marketing in promoting engagement and retention can aid in making better decisions, improving the effectiveness of strategies, and overall organisational performance in a mobile-driven world (Tarnanidis, 2024).
[bookmark: _Toc231648943]1.3 Research Contribution and Motivation
The current research fills the identified gaps in the theoretical and practical realms by providing a comprehensive insight into the connection between mobile marketing, customer engagement, and customer retention. As the mobile technologies grow swiftly and people become more dependent on mobile platforms, there is a necessity to have a universal framework that describes interactions between these factors in the modern digital context (Heerde, Dinner and Neslin, 2019).
In terms of theory, the paper adds to the literature on digital marketing and consumer behaviour by combining customer engagement and customer retention in one analysis framework. Although previous studies have investigated the constructs separately, this study will investigate how the two constructs relate to each other and the ways in which mobile marketing leads to both results. It builds on the Technology Acceptance Model by testing the effect of perceived usefulness and ease of use in a mobile setting on engagement behaviours, and adds to the theory of relationship marketing by connecting the processes of engagement to long-term retention (Theodorakopoulos and Theodoropoulou, 2024). This methodology increases the conceptual clarity and offers a more complete view on customer behaviour.
The research also makes its contribution by filling the gap of explained mechanism at the level of explanation. It puts the customer engagement as a mediating factor between mobile marketing and retention, which can provide more insight into the causal nature of customer relationship development, better supporting more robust theoretical models.
The research will be empirically based, qualitative secondary design and will rely on academic and industry sources to allow cross-context comparison and pattern identification. Their application using thematic analysis enhances interpretation by revealing common themes and connections in the studies, which is appropriate to analyse the changing digital environments (Cheong et al., 2023).
In a practical sense, the research is helpful to organisations that invest so much in mobile marketing. Even with increased spending, companies tend to fail in turning engagement into retention (Heerde, Dinner and Neslin, 2019). This cleared relationship contributes to the research in helping to design strategies more effectively, allocate resources better, and customer lifetime value. Its uniqueness is in providing a modern, holistic approach to engagement and retention in mobile-driven markets.
[bookmark: _Toc231648944]1.4 Research Aim, Objectives, and Questions 
This part will provide a translation of the research rationale and gaps into practical and operational research design components, so that the purpose, analytical focus, and methodology of the study are aligned.
[bookmark: _Toc231648945]1.4.1 Research Aim
This research aims to discuss how mobile marketing affects customer engagement and customer retention.
[bookmark: _Toc231648946]1.4.2 Research Objectives
To achieve the above aim, the study is guided by the following objectives:
1. To examine the key mobile marketing strategies used by organisations and their effect on customer engagement. 
2. To examine how mobile marketing influences customer retention through customer engagement. 
[bookmark: _Toc231648947]1.4.3 Research Questions
Based on the research aim and objectives, the study addresses the following research questions:
· RQ: How does mobile marketing influence customer engagement and customer retention in the fast-food industry? 
Alignment Justification 
The research design, objectives and question are well concise and consistent with the existing gaps, as they are developed through mobile marketing strategies leading to engagement and retention to provide coherence, depth, and feasibility in the context of secondary-data design.
[bookmark: _Toc231648948]1.5 Dissertation Structure 
The rest of this dissertation will be organized in the following way:
Chapter 2: Literature Review
This chapter critically evaluates research on mobile marketing, customer engagement and customer retention. It constructs major theories and empirical evidence, reveals gaps in the literature and formulates the theoretical framework, on which the study is based.
Chapter 3: Research Methodology
The chapter describes the qualitative secondary research design, such as the data sources, data selection criteria, and the thematic analysis method planned. It also guarantees the alignment with the objectives of the research.
Chapter 4 Data Analysis and Findings
This chapter introduces the most important themes and patterns that have been found in the secondary data under analysis based on the research questions. It reports on findings about mobile marketing, customer engagement, and retention without interpretation in a systematic manner.
Chapter 5: Discussion
This chapter interprets the findings in relation to existing literature, highlighting key similarities and differences. It provides the theoretical and practical implications of the results.
Chapter 6: Conclusion and Recommendations
The chapter concludes with a summary of the findings, contributions, managerial recommendations, and limitations and future research direction.
[bookmark: _Toc226665768][bookmark: _Toc231648949]
2. CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc226665769][bookmark: _Toc231648950]2.1 Introduction
This chapter critically reviews the scholarly literature in the field of mobile marketing, customer engagement and customer retention in order to define the theoretical and conceptual framework of the study. The chapter is based on the research problem that was identified in Chapter 1, which indicated the fragmented comprehension of how these constructs relate to each other, thus synthesising the available knowledge and outlining key gaps that support the current research. The rise of mobile technologies as a key influence on consumer behaviour has elevated mobile marketing into a core element of digital marketing engines, with more than 7 billion mobile users worldwide and mobile gadgets representing over 57% of internet traffic (Dutta, 2026). The review centres on peer-reviewed scholarly literature, which is supplemented by pertinent industry facts in the field of digital marketing and consumer behaviour, but not conventional settings. In terms of structure, the chapter explores mobile marketing, customer engagement, and customer retention, and how they are connected to each other, creating a consistent background to the conceptual framework of the study.

[bookmark: _Toc226665770][bookmark: _Toc231648951]2.2 Thematic Overview of the Literature
[bookmark: _Toc226665771][bookmark: _Toc231648952]2.2.1 Mobile Marketing and Digital Interaction
Mobile marketing is defined as the application of mobile devices and platforms- smartphones, applications and messaging systems to deliver marketing messages in a personalised, real-time and interactive fashion. It is a shift to more contextually aware and user-oriented communication, facilitated by technology and the ubiquity of mobile devices, as compared to traditional and digital marketing (Salesforce, 2024).
Theoretically, mobile marketing is based on the theory of technology-enabled communication and digital marketing that focus on interactivity, personalisation and immediacy as the central factors in driving consumer response. Such attitudes imply that mobile platforms can increase the efficiency of communications since they allow organisations to customise content depending on user behaviour, preferences, and location (Tarnanidis, 2024).
Empirical research indicates that mobile marketing is very effective in promoting customer interaction. As an example, Haque (2024), demonstrates that the use of mobile marketing tools like push notifications, campaigns, and the functionality of apps has a remarkable impact on the level of engagement, and there are close statistical correlations between mobile interventions and consumer interaction, strong ones. Equally, research in the industry indicates that personalised mobile notifications can lead to high engagement and retention rates by providing relevant and timely content (Deloitte Insights, 2024). Other studies propose that direct messaging platforms like SMS and mobile apps are one of the most efficient digital marketing tools, and they have high response rates in the emerging markets (Kumar and Upadhyay, 2025).
Nonetheless, the literature has its flaws. One of the biggest problems is the excessive focus on short-term indicators of interaction, such as the number of clicks and the use of the app instead of long-term behavioural results. Although a few studies present a high level of positive outcomes of mobile marketing on engagement, others emphasise that the outcomes are strongly dependent on other factors including usability, the quality of personalisation and the number of communications. To illustrate, user satisfaction can decrease due to poorly timed or overly frequent notifications, meaning that mobile marketing success heavily depends on the context (Deloitte Insights, 2024). This implies discrepancies in the results especially on the sustainability of engagement with time.
Moreover, Haque (2024), pays attention to the use of technology as opposed to behavioural results but this restricts the comprehension of the role of mobile marketing in the long-term relationships with customers. As pointed out in the recent research, organisations do not always know how to convert investment in mobile marketing into the long-term engagement and loyalty.
Thus, an evident gap in the literature is that although mobile marketing is extensively discussed as a powerful communication instrument, there is a lack of awareness on how it affects customer engagement and retention in the long perspective, especially in integrated models.
[bookmark: _Toc226665772][bookmark: _Toc231648953]2.2.2 Customer Engagement
According to Ng, Sweeney and Plewa (2020), customer engagement is a multidimensional construct that captures the extent of cognitive, emotional and behavioural interaction between customers and brands. In comparison to the traditional methods of transaction, engagement focuses on continued participation, interaction and relationship development and is a key concept in modern marketing research.
Beginning with relationship marketing theory and customer experience frameworks, the theoretical basis of customer engagement is the value of continuous interaction and value creation in long-term relationship building. These theories position engagement as a key mechanism through which organisations can foster loyalty and enhance customer outcomes (Amitrano, Spena and Bifulco, 2021).
The empirical data is always able to show that customer engagement is a key factor that determines the performance of the organisations. According to Singh, Panigrahi and Shekhar, (2024), customer retention, trust and co-creation are the consequences of engagement, making it significant as a factor that drives long-term relationships. Likewise, studies conducted in the digital environment suggest that the perceived usefulness and ease of use play a critical role in engagement, which supports the applicability of models of interaction based on technology. The industry knowledge also indicates that proper mobile engagement tactics, including individualised user experiences, will improve the application use and decrease the churn rate, as well as customer retention and loyalty (Falguni, 2025).
Although it is important, the literature shows that there are some critical challenges. First, engagement has no single standard definition, with the literature defining it in different ways in the behavioural, emotional and cognitive levels. This lack of conceptual consistency complicates the ability to compare results among studies. Second, measurement methods differ greatly, and some studies utilize superficial ones, like clicks or time spent, which might not be a complete reflection of the engagement depth (Wittenberg et al., 2023).
Moreover, Nanta et al. (2025) noted the relationship between engagement and retention are inconsistent. Although there are some studies that show a high positive relationship, others indicate that engagement does not necessarily lead to long-term retention, especially in competitive or rapidly changing digital settings. It means that engagement will not perform alone and can be combined with other variables like satisfaction or perceived value.
The other important limitation is the absence of engagement as an intermediation. Whereas engagement is often placed as a midway result, not many of the studies directly investigate the connection between engagement and long-term customer behaviour in relation to marketing activities (Nanta et al., 2025).
Thus, the literature reveals a critical gap: the necessity of more integrated and clearer perception of customer engagement action in the overall marketing processes, especially in the connection of mobile marketing with retention results.
[bookmark: _Toc226665773][bookmark: _Toc231648954]2.2.3 Customer Retention
Dwivedi et al. (2024) define customer retention as the capacity of an organisation to have long-term relationships with customers and promote repeated interactions or purchases. It is commonly known to be one of the primary measures of organisational success because the retention can be usually cheaper than acquisition. In theory, retention is based on the relationship marketing theory and customer lifetime value models that focus on long-term relational implications of loyalty, commitment, and long-term interaction. These frameworks emphasize that satisfaction, trust and perceived value are some of the factors that affect retention.
According to Sahoo, (2024), there are various drivers of customer retention. Research indicates that digital interaction, user experience and personalisation have a great impact on retention. As an illustration, mobile-based engagement strategies like loyalty rewards, and push notifications have been identified to be very important in sustaining customer relationships. Likewise, the usability and quality of features of mobile apps have been demonstrated to affect the engagement and retention, especially in industries like banking.
The Ho and Chung (2020) however have significant shortcomings. An important problem is that the retention is frequently analysed as an independent variable, without giving enough attention to the mechanisms by which it is attained. Most of the studies address direct relationships between satisfaction and retention without considering the existence of intermediate variables like engagement.
Also, the measurement of retention is problematic. Measures like repeat purchase rates or frequency of use of the app might not be the most accurate benefit of long-term loyalty or relationship strength. Studies have also shown that it is quite challenging to retain users in online spaces, and users will leave quickly once they have interacted. This brings out the issue of sustaining long-term relationships regardless of the high initial engagement (Son et al., 2020).
Moreover, the impact of marketing strategies, especially mobile marketing, on retention via indirect channels is also poorly understood. Although there are studies that indicate that engagement is related to retention, the underlying mechanisms are not well known (Nanta et al., 2025).
In this way, the literature shows that an essential gap exists, namely, the necessity to comprehend the process of developing retention as the result of interaction, not as a direct outcome.
[bookmark: _Toc226665774][bookmark: _Toc231648955]2.2.4 Integrated Relationship: Mobile Marketing → Engagement → Retention
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[bookmark: _Toc226665790][bookmark: _Toc229917855]Figure 1: Integrated Relationship: Mobile Marketing → Engagement → Retention
(Source: Self-created)
The connection between mobile marketing, customer engagement and customer retention is a critical yet undeveloped field of marketing research. Although both the constructs are well researched, little has been done in integrating these variables into a single analytical system (Musa et al., 2024).
Mobile marketing conceptually can be considered as a force of customer engagement, which subsequently determines customer retention. Mobile platforms allow interaction to be maintained via personalised communication and thus, engagement processes which help to build long-term relationships. This sequential relationship is evidenced by empirical studies that demonstrate that engagement is a central result of mobile marketing and predictor of retention (Haque, 2024).
The literature is however fragmented. Most of the studies only concentrate on direct relationships, e.g., mobile marketing ℊ engagement or engagement �ac� retention, but not the entire pathway between all three constructs. This leaves a gap in the knowledge of the contribution of mobile marketing towards the long-term results. Moreover, there are inconsistencies in findings. Although certain studies indicate that engagement is a strong predictor of retention, others have shown that a high engagement does not necessarily result in long-term loyalty (Alwreikat and Rjoub, 2020). This implies that other elements like user experience, satisfaction or competitive forces might affect the relationship.
One of the primary shortcomings is that the authors do not focus on engagement as a mediating mechanism. Haque (2024), emphasizes the role of the engagement frequency as the mediator between mobile marketing strategy and customer results, but this point of view is not yet fully developed in the general literature.
Also, most of the studies are industry and location specific and thus cannot be generalised. With the blistering development of digital ecosystems, more integrative should be conducted that reflects the dynamic and interdependent character of these relations (Stremersch et al., 2022).
Thus, the most critical gap that can be observed is the lack of an in-depth framework outlining how mobile marketing can contribute to retention by engaging mechanisms. This gap needs to be filled to further theoretical knowledge and practice.
[bookmark: _Toc226665775][bookmark: _Toc231648956]2.3 Theoretical Foundation and Contribution 
[bookmark: _Toc226665776][bookmark: _Toc231648957]2.3.1 Technology Acceptance Model (TAM)
[image: Technology Acceptance Model - TheoryHub - Academic theories reviews for  research and T&L]
[bookmark: _Toc226665791][bookmark: _Toc229917856]Figure 2: Technology Acceptance Model (TAM)
(Source: Marikyan and Papagiannidis , 2020)
Technology Acceptance Model (TAM) is a popular model used to describe the adoption and interaction of users with technology that was developed by Davis 1989. It is founded on two fundamental constructs; perceived usefulness and perceived ease of use, which determine the intention of an individual using a system. The perceived usefulness is the degree to which a system improves the performance and the perceived ease of use is the degree to which the system is easy to use (Musa et al., 2024). TAM has been used in digital environments, such as e-commerce and mobile marketing. In mobile marketing, it describes consumer behaviour in terms of how they interact with apps, notifications, and customised ads, especially when they find these convenient and easy to use (Ngubelanga and Duffett, 2021).
[bookmark: _Toc226665777][bookmark: _Toc231648958]2.3.2 Relationship Marketing Theory
[image: Major Determinants of Relationship Marketing | Download Scientific Diagram]
[bookmark: _Toc226665792][bookmark: _Toc229917857]Figure 3: Relationship Marketing Theory
(Source: ResearchGate, 2024)
Sheth, Parvatiyar, and Uslay (2024) believe that relationship marketing theory is concerned with building and sustaining relationships over the long term, as opposed to short-term transactions. It has stressed trust, commitment, satisfaction and loyalty as key determinants of long lasting relationships. The theory emphasises on constant engagement, value co-creation, and personalised communication as critical in establishing good relationships. Technologies facilitate continuous and interactive communication in the digital world. In this context, customer engagement enhances relationships, since engaged customers tend to build emotional relationships, become loyal and experience repetitive buying behaviour, which promote long-term customer retention.
[bookmark: _Toc226665778][bookmark: _Toc231648959]2.3.3 Justification of Theoretical Choice
The choice of the TAM and the relationship marketing theory is suitable because they consider the opposing aspects of the research problem. TAM describes consumer adoption and engagement with mobile marketing technologies and offers an understanding of the technological factors that influence the engagement. Conversely, relationship marketing theory describes how such interactions build into long-term relationships, providing a guideline on how to understand the results of retention (Sheth, Parvatiyar, and Uslay, 2024). They combined allow analyzing engagement and retention comprehensively.
[bookmark: _Toc226665779][bookmark: _Toc231648960]2.3.4 Theoretical Contribution
The research will add to the existing literature by bringing TAM and relationship marketing theory together in a single framework as to why mobile marketing, customer engagement and customer retention have a relationship. It makes customer engagement a mediating process between technology-based marketing processes and long-term relational performance. The study goes further to apply TAM to more than adoption to engagement behaviours and refines relationship marketing theory by explaining how engagement leads to retention. It also concurs with the absence of a mechanism-level elucidation and outlines future research directions, such as personalisation and complexity of digital ecosystems (Sheth, Parvatiyar, and Uslay, 2024).
[bookmark: _Toc226665780][bookmark: _Toc231648961]2.4 Conceptual Framework
[bookmark: _Toc226665781][bookmark: _Toc231648962]2.4.1 Purpose of the Framework
The conceptual framework integrates important constructs and relations with one another to bring forth a systematic model of analysing the research problem. The literature is fragmented as it was found in Section 2.2. The framework fills this gap by describing the impact of mobile marketing on customer outcomes as a result of engagement and combines TAM and relationship marketing theory to inform analysis and interpretation.
[bookmark: _Toc226665782][bookmark: _Toc231648963]2.4.2 Framework Components
Mobile Marketing (Independent Variable)
Mobile technologies to communicate with customers using a personalised and real-time interaction (Naga, 2025). 
Customer Engagement (Mediation)
Engagement with and customer interaction with brands online (Van Den Heuvel et al., 2020).
Customer Retention (Dependent Variable)
Repeat behaviour and customer relationship maintenance in the long run (Alkitbi et al., 2020).
[bookmark: _Toc226665783][bookmark: _Toc231648964]2.4.3 Relationships Between Constructs
The model hypothesizes some of the crucial relationships based on empirical and theoretical evidence.
Mobile Marketing → Customer Engagement
The approaches to mobile marketing have a positive impact on customer engagement via personalised communication, mobile apps, and online interaction (Ishaque et al., 2024).
Customer Engagement → Customer Retention
Increased customer engagement leads to customer satisfaction, customer loyalty, repeat buying behaviour, and retention of customers in the long term (Deloitte Insights, 2024).
Mobile Marketing → Customer Retention
Customer retention is also directly and indirectly affected by mobile marketing by the means of constant communication, personal offers, and interaction on the basis of engagement.
[bookmark: _Toc226665784][bookmark: _Toc231648965]2.4.4 Conceptual Framework Representation
[image: ]
[bookmark: _Toc226665793][bookmark: _Toc229917858]Figure 4: Conceptual Framework
(Source: Self-created)
[bookmark: _Toc226665785][bookmark: _Toc231648966]2.4.5 Framework Justification and Theoretical Contribution
The connection between mobile marketing, customer engagement and customer retention is depicted in figure 4. The framework introduces mobile marketing as the independent variable that has a direct impact on customer engagement via personalised communication and digital interaction. Customer engagement is a mediating variable that can lead to the retention of customers and long-term customer relationships. The framework also illustrates how mobile marketing has either a direct or indirect impact on retention outcomes (Musa et al., 2024).
[bookmark: _Toc226665786][bookmark: _Toc231648967]2.4.6 Role of the Framework in This Study
The structure assists the organisation of the secondary data in Chapter 4 and interpretation of results in Chapter 5, so that it offers a structured approach to analysis and refinement.
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[bookmark: _Toc226665787][bookmark: _Toc231648968]2.5 Summary Table of Key Literature
	Author(s) & Year
	Theory / Framework
	Key Constructs
	Methodology
	Key Findings
	Limitations / Gaps
	Relevance to Study

	Haque (2024)
	Mobile Marketing / Digital Interaction
	Push notifications, app usability, engagement
	Quantitative
	Mobile marketing significantly increases engagement
	Focus on short-term interaction metrics
	Supports mobile marketing → engagement link

	Deloitte Insights (2024)
	Digital Marketing Practice
	Personalisation, user experience
	Industry report
	Personalised mobile content improves engagement and retention
	Lacks academic depth
	Supports engagement and retention relationship

	Kumar & Upadhyay (2025)
	Digital Communication Theory
	SMS, mobile apps
	Empirical study
	Mobile messaging has high response rates in emerging markets
	Context-specific findings
	Supports effectiveness of mobile marketing

	Ng et al. (2020)
	Relationship Marketing
	Cognitive, emotional, behavioural engagement
	Conceptual
	Engagement is multidimensional
	Lack of measurement consistency
	Defines engagement construct

	Amitrano et al. (2021)
	Customer Experience Theory
	Interaction, value creation
	Qualitative
	Continuous interaction builds engagement
	Limited empirical validation
	Supports engagement theory

	Singh et al. (2024)
	Engagement–Outcome Link
	Engagement, retention, trust
	Quantitative
	Engagement improves retention and loyalty
	Does not explain mechanism clearly
	Supports engagement → retention link

	Nanta et al. (2025)
	Engagement & Retention
	Engagement, retention
	Empirical
	Mixed results between engagement and retention
	Inconsistent findings
	Highlights contradiction

	Dwivedi et al. (2024)
	Relationship Marketing
	Retention, loyalty, CLV
	Conceptual
	Retention drives long-term value
	Over-generalised
	Defines retention concept

	Sahoo (2024)
	Digital Engagement
	Personalisation, UX, retention
	Empirical
	Personalised engagement improves retention
	Industry-specific
	Supports retention drivers

	Ho & Chung (2020)
	Retention Models
	Satisfaction, retention
	Empirical
	Retention often treated as direct outcome
	Ignores mediators
	Identifies gap

	Son et al. (2020)
	Digital Behaviour
	Retention rates
	Quantitative
	High user drop-off in digital platforms
	Limited explanatory depth
	Shows retention challenge

	Musa et al. (2024)
	Integrated Marketing
	Mobile marketing, engagement, retention
	Conceptual
	Need for integrated framework
	Lacks empirical testing
	Supports research gap

	Alwreikat & Rjoub (2020)
	Customer Behaviour
	Engagement, loyalty
	Empirical
	Engagement does not always lead to retention
	Contradictory findings
	Strengthens gap argument


[bookmark: _Toc227090895]Table 1: Summary of Key Literature
The literature review has shown that mobile marketing has a positive impact on customer engagement by personalising, creating convenience, and interactive communication. The studies also indicate that customer engagement helps in customer retention and long-term loyalty. But the literature is still disjointed since most studies look at engagement and retention in isolated terms and not when they are considered as a single construct. There are also contradictions as to whether the high level of customer engagement is always followed by long-run retention. These gaps warrant the necessity to conduct further research that will explore the compound relationship between mobile marketing, customer engagement, and customer retention.
[bookmark: _Toc226665788][bookmark: _Toc231648969]2.6 Conclusion
This chapter has critically reviewed the literature on mobile marketing, customer engagement and customer retention to develop a very strong theoretical and conceptual framework. It examined mobile marketing as an engine of personalised, real-time communication, discussed engagement as a multidimensional concept and discussed retention as a long-term outcome. The review revealed some of the gaps such as the lack of cohesion in research, inadequate integration of research and insufficient emphasis on engagement as a mediating process, and empirical discrepancies. To overcome these problems a conceptual framework using the combination of these constructs was created based on TAM and relationship marketing theory. Comprehensively, the chapter gives a background to the study and the following chapter gives a framework of the research methodology to analyse secondary data.


[bookmark: _Toc227089791][bookmark: _Toc231648970]CHAPTER 3: METHODOLOGY
[bookmark: _Toc227089792][bookmark: _Toc231648971]3.1 Introduction
This chapter outlines and explains the research methodology to be used to answer the research objective of investigating how mobile marketing affects customer engagement and customer retention. Based on the theoretical and conceptual framework presented in Chapter 2, this chapter details the methodological decisions, research design, sources of data, and the method of analysis used in the study.
This analysis only looks at organisations in the fast-food and quick-service restaurant sector to enable the consistent cross-case analysis of mobile marketing activities. This method is in line with the research question, which aim at understanding relationships and mechanisms as opposed to statistically quantifying variables.
The approach is organized in the form of the Research Onion framework that offers a systematic way to design research by connecting philosophical assumptions to practical methods (Dissanayake, 2023). The chapter therefore talks about research philosophy, approach and strategy and then justification of case study method.
The chapter ends by showing how the research methodology chosen guarantees rigour, transparency, and appropriateness to the objectives of the research, and offers support to the empirical analysis that will be provided in Chapter 4.
[bookmark: _Toc227089793][bookmark: _Toc231648972]3.2 Research Philosophy, Approach, and Design
[image: The Research Onion of Mark Saunders (Saunders et al., 2019); further developed incorporating the four Philosophical Assumptions, by the author of this publication; 2021.]
[bookmark: _Toc227089743][bookmark: _Toc229917859]Figure 5: Research Onion framework
(Dissanayake, 2023)
The given study is based on a systematic methodological framework that follows the Research Onion model, which conceptualises research design as a sequence of interlocked layers with philosophical assumptions on one end and data collection and analysis methods on the other end (Dissanayake, 2023). This makes sure that no methodological choices are made that do not have a logical connection with the research aim and objectives.
[bookmark: _Toc227089794][bookmark: _Toc231648973]3.2.1 Research Philosophy 
The research philosophy embraced by the study is an interpretivist research philosophy, which focuses on the real-life context of the phenomena. The notion of interpretivism is that reality is socially constructed and that knowledge is obtained not by objective measurement but by interpretation (Alharahsheh and Pius, 2020).
This philosophical position suits the current research, in that, it aims to investigate how organisations adopt mobile marketing strategies and its impact on customer engagement and retention. The research does not involve measuring predetermined variables but instead aims to gain insight into processes, interactions, and contextual variables in various organisational contexts (Alharahsheh and Pius, 2020).
In this way, interpretivism will allow seeing the relationships defined in the conceptual framework in a deeper and more nuanced way, especially the mediating effect of customer engagement.
[bookmark: _Toc227089795][bookmark: _Toc231648974]3.2.2 Research Approach 
The study follows the abductive method of research, which incorporates the deductive and inductive argumentation. The study opens with a conceptual framework based on the available theory (Chapter 2) which represents a deductive orientation. But it can be used to explore the empirical evidence of case studies as well, whereby new insights and patterns may be discovered inductively (Hulst and Visser, 2024).
This inductive and deductive cycle of theory and data is typical of abductive research and is especially applicable in the case of complicated phenomena like digital marketing and customer behaviour. This method enables the research to refine and expand the existing theoretical knowledge, as opposed to testing or creating theory in solitude (Hulst and Visser, 2024). Thus, the abductive methodology guarantees theoretical foundation and empirical adaptability, making the analysis of the work deeper.
[bookmark: _Toc227089796][bookmark: _Toc231648975]3.2.3 Research Strategy 
The methodology is a case study approach that is characterized by the in-depth examination of a phenomenon in its real world setting. Case study research is especially suitable when the boundaries between the phenomenon and setting are rather unclear, and the research aims to provide answers to the question of how and why (Quintao, Andrade and Almeida, 2020).
In this research, a case study approach allows analysing the way organisations adopt mobile marketing practices and how it affects customer engagement and retention rates (Quintão, Andrade and Almeida, 2020). Through comparison, identification of patterns and a deeper insight of relationships as presented in the conceptual framework, the study can be analysed using various cases. The application of firms within a similar industry enhances comparative analysis and contextual consistency.
[bookmark: _Toc227089797][bookmark: _Toc231648976]3.3 Justification for Case Study Methodology 
A case study methodology is suitable because it is highly correlated to the research aim and question, which are aimed at comprehending the role of mobile marketing in customer engagement and retention. Case studies are especially advanced to study complex, context-specific phenomena because it is possible to analyze the real-life scenario in detail and holistically (Quintão, Andrade and Almeida, 2020). The chosen cases involve effective real-life implementations of mobile marketing strategies, which is why they are appropriate to discuss the patterns of engagement and retention.
The main advantage of case study research is that it can give detailed and contextualised data about organisational practices. Case studies allow studying underlying processes, mechanisms and interactions in contrast to quantitative methods, which are concerned with generalisation and measurement. This is especially relevant to the current study where the correlation between mobile marketing, engagement and retention is not linear and can differ depending on contexts. (Quintão, Andrade and Almeida, 2020)
The secondary data also enhances the methodological approach. Company reports, industry analysis, and academic research are examples of secondary data sources that can be used to access the necessary information about actual implementations. This will enable the study to examine high profile organisations and practical application that might be unavailable through primary data collection. Also, triangulation can be achieved by using various sources, which increases the credibility and reliability of results (Rodriguez, 2021).
Multi-case design is to be employed that enables cross-case comparison and identification of patterns. A comparison of several organisations allows the study to determine similarities and differences, as well as contextual factors affecting the results, which improves the generalisability of the analysis (Drysdale, 2021).
Nonetheless, it is not denied that secondary data can be either biased or not detailed. The following limitations are tackled by an extensive selection of the sources and critical analysis.
The choice of organisations within the same industry also minimises the contextual variation and enhances reliability of cross-case comparison.
[bookmark: _Toc227089798][bookmark: _Toc231648977]3.4 Case Selection and Sampling Strategy 
[bookmark: _Toc227089799][bookmark: _Toc231648978]3.4.1 Sampling Strategy 
The current work uses a purposive (theoretical) sampling approach, which is suitable in qualitative research based on a case study. The study picks five organisations which are in the fast-food and quick-service restaurant sector i.e. McDonald’s, KFC, Starbucks, Domino’ss and Burger King. Purposive sampling will enable the researcher to select cases with rich information, which are most pertinent to the research problem and will likely provide insightful information about the relationship between mobile marketing, customer engagement, and customer retention (Campbell et al., 2020).
The companies chosen were selected due to the fact that they actively implement mobile marketing tactics including mobile applications, personalised promotions, loyalty programmes, push notifications and location based marketing. The sample of companies within the same industry provides the consistency of the context and enhances the cross-case comparison (Campbell et al., 2020).
[bookmark: _Toc227089800][bookmark: _Toc231648979]3.4.2 Case Selection Criteria 
To be relevant, rigorous, and analytical, there is a set of well-defined criteria that inform the selection of the case. 
First, relevance is one of the criteria, which entails that the chosen organisations must be actively involved in the mobile marketing strategies which include mobile applications, customised messages, or push notifications. This guarantees the specificity towards the research focus (Hancock, Algozzine and Lim, 2021).
Second, the companies possess an adequate amount of publicly available secondary data, such as company reports, marketing case studies and industry publications (Hancock, Algozzine and Lim, 2021).
Third, the range of the chosen companies are in the fast-food and quick-service restaurant industry, which enables closer contextual comparison between cases (Hancock, Algozzine and Lim, 2021).
Fourth, recency is upheld by concentrating on cases between 5-10 years of age, which reflect the current digital marketing practices and technological progress (Hancock, Algozzine and Lim, 2021).
Lastly, the chosen cases show good digital and mobile engagement practices that apply to customer engagement and customer retention.
These criteria were used to choose McDonald’s, Starbucks, Domino’ss, Burger King, and KFC because they exhibit effective application of mobile marketing techniques and offer rich and publicly available data.
[bookmark: _Toc227089801][bookmark: _Toc231648980]3.4.3 Case Profiles 
	Case
	Company
	Industry
	Geography
	Mobile Marketing Focus
	Key Data Sources

	Case 1
	McDonald’s
	Fast Food / QSR
	Global
	Mobile ordering, loyalty applications, personalised promotions
	Company reports, marketing case studies, industry reports

	Case 2
	KFC
	Fast Food / QSR
	Global
	Mobile coupons, app engagement, personalised offers
	Business articles, marketing reports, company disclosures

	Case 3
	Starbucks
	Coffeehouse / QSR
	Global
	Rewards ecosystem, mobile payments, app personalisation
	Company reports, digital marketing case studies, industry analysis

	Case 4
	Domino’s
	Pizza / QSR
	Global
	Mobile-first ordering, real-time tracking, personalised offers
	Industry reports, company disclosures, case studies

	Case 5
	Burger King
	Fast Food / QSR
	Global
	Location-based marketing, mobile coupons, app engagement
	[bookmark: _GoBack]Campaign case studies, marketing reports, business articles



[bookmark: _Toc227090896]Table 2: Case Profiles
Each case study is extensively analysed in chapter 4, covering the background of the organisation, mobile marketing practices, implementation procedures, customer engagement and retention rates.
[bookmark: _Toc227089802][bookmark: _Toc231648981]3.4.4 Justification of Case Diversity 
Even though the chosen organisations all work in the fast-food and quick-service restaurant sector, the present cases offer diversity in terms of business models, customer-engagement strategies, and digital marketing strategies. The companies chosen apply various methods of mobile marketing like loyalty programmes, gamification, mobile ordering systems, personalised promotions, and location-based marketing. This managed diversity enhances cross-case analysis as it enables one to compare various practices of mobile marketing in a similar setting of an industry (Ely and Thomas, 2023). 
[bookmark: _Toc227089803][bookmark: _Toc231648982]3.5 Data Sources and Data Collection 
[bookmark: _Toc227089804][bookmark: _Toc231648983]3.5.1 Types of Secondary Data Sources 
To achieve depth, credibility and triangulation, this research is based on several sources of secondary data.
To begin with, official and audited data on organisational strategies, performance, and digital efforts can be found in company reports and investor presentations. These sources provide longitudinal evidence but might be less detailed with explanations of operations (Ajayi, 2025).
Second, business press and trade publications (e.g., financial news platforms and industry journals) offer independent views of organisational practices and performance. Such sources make it harder to be biased, but can differ in depth (Ajayi, 2025).
Third, market research and analyst reports (e.g., industry insights and benchmarking studies) provide useful data on digital marketing trends, customer behaviour and technology adoption. Nevertheless, this information is usually generalized and might not be case-based (‌Dale, Arber and Procter, 2025).
Fourth, vendor reports and white papers give us a lot of information about the mobile marketing implementations and tools as well as outcomes. Although these sources have practical insights, they might focus on positive results (‌Dale, Arber and Procter, 2025).
As an illustration, data on McDonald’s and Starbucks are retrieved using company reports, loyalty program analyses, and digital marketing case studies and examples on KFC, Domino’s pizzas, and Burger King are backed with campaign reports, business publications, and an industry analysis.
Lastly, direct access to organisational narratives and strategies can be done through company websites, press releases, and communications to the public though they might be biased in terms of promotion.
Triangulation is facilitated by the utilization of multiple data sources in which the evidence of various sources is cross-verified to improve the validity and credibility of the findings (‌Dale, Arber and Procter, 2025).
[bookmark: _Toc227089805][bookmark: _Toc231648984]3.5.2 Data Collection Process 
The data was collected in a systematic manner. Firstly, relevant cases were selected according to predefined selection criteria. Afterwards, publicly available resources, such as reports by companies, industry publications, and scholarly databases, were used to collect the data. The data obtained was then systematised in a systematic framework in accordance with the case study design. The categorisation of information was divided into several major themes: background, strategy, implementation, and outcomes, making sure that the cases remained consistent (Mazhar et al., 2021).
Such an organized methodology guarantees transparency and reproducibility whereby the research process can be well comprehended and assessed.
[bookmark: _Toc227089806][bookmark: _Toc231648985]3.6 Data Analysis Approach
[bookmark: _Toc227089807][bookmark: _Toc231648986]3.6.1 Analysis Framework 
The data analysis will be informed by the conceptual framework established in Chapter 2, where mobile marketing will be used as the independent variable, customer engagement as the mediating variable and customer retention as the dependent variable.
It uses an abductive methodology of analysis that enables the research to combine theoretical knowledge and empirical evidence. It allows identifying patterns and is open to new or unforeseen discoveries (Hulst and Visser, 2024).
The data are systematised in a structured case analysis template which involves four main elements, namely background, challenge, implementation, and outcomes. This guarantees that the cases are consistent and can be systematically compared (Hulst and Visser, 2024). Cases are analysed in connection to the conceptual framework, namely, how customer engagement is affected by mobile marketing strategies and how the latter leads to customer retention.
[bookmark: _Toc227089808][bookmark: _Toc231648987]3.6.2 Within-Case Analysis 
The analysis of the case that is within-case analysis is the analysis of the particular case that is conducted to come up with the in-depth understanding of the organisational practices and outcomes.
Multiple sources of data are used to create a consistent narrative of each case, whereby varying perspectives are incorporated. Through the process, identification of major themes and strategies, and organisational specific outcomes can be determined. Triangulation is implemented through comparing data in various data sources that improves the reliability and validity of results (Halkias and Neubert, 2020). This method will make sure that the conclusions are not made on the basis of one source but rather on the fact of converging evidence.
[bookmark: _Toc227089809][bookmark: _Toc231648988]3.6.3 Cross-Case Analysis
The application of companies operating in the identical industry enables a better definition of similarities and differences in mobile marketing approaches and customer-engagement practices.
This discussion aims at investigating the role of mobile marketing strategies in customer engagement and retention in various settings. The similarities and differences can help the study build more general understandings of the connections between the main constructs. Pattern matching and explanation building are some of the techniques that are employed to associate empirical evidence with theoretical propositions to enhance the strength of analytical rigour (Marissa, 2023).
The discussion and the interpretation in Chapter 5 is based on the results of this cross-case analysis.
[bookmark: _Toc227089810][bookmark: _Toc231648989]3.7 Research Quality and Rigour 
Qualitative case study research requires ensuring the quality and rigour of research to ensure credibility, transparency and reliability of findings. This research paper embraces the existing standards of construct validity, internal validity, external validity, and reliability as suggested in case study research (Ayton, 2023).
Construct validity is maintained by using various sources of evidence such as the reports of the company, industry analysis and literature. This facilitates triangulation whereby results are found in multiple data sources. Triangulation has been identified as one of the most important methods of improving the validity of case study research, as it helps to boost the validity of their interpretation by using convergent evidence (Ayton, 2023).
Internal validity will be secured by the systematic and structured analytical procedure with the conceptual framework designed in Chapter 2. Pattern matching and construction of explanations are used to make sure that the conclusions are logically drawn out of the information and that they are consistent with theoretical constructs.
Analytical generalisation is the foundation of external validity in case study research as opposed to statistical generalisation. Through the study of several cases, the replication logic is implemented, in which the results are compared between the cases to detect patterns of consistency and contextual differences (Quintão, Andrade and Almeida, 2020).
Transparency in research design and procedures is used to ensure reliability. Case selection criteria, data sources, and analytical processes are well documented in the study enabling replication and evaluation of the research (Quintão, Andrade and Almeida, 2020). This systematic method promotes the credibility and scholarly strength of the research.
[bookmark: _Toc227089811][bookmark: _Toc231648990]3.8 Ethical Considerations
Though this research is based entirely on secondary sources of data, it complies with the set of ethical standards in research. All the information utilized in the research is the publicly available information and it includes company reports, industry magazines and academic literature. Consequently, the problems of informed consent and confidentiality are not relevant (‌Hasan et al., 2021).
Nonetheless, ethical responsibility is vital in terms of proper and responsible utilization of data. All sources are adequately attributed and cited, which guarantees that the study does not violate academic integrity and avoid plagiarism (‌Hasan et al., 2021). Moreover, all the information is given without biased reporting and manipulation of results.
The research also acknowledges the sensitivity of the organisation, despite the utilisation of publicly available information. It is done with caution to provide information in a balanced and respectful way without misrepresentation that may adversely affect the organisational reputation (‌Hasan et al., 2021).
In addition, the study also adheres to the ethical standards established by the institutions and meets the approved ethics form provided before the study. This will make the research process conducted with integrity, transparency and accountability.
[bookmark: _Toc227089812][bookmark: _Toc231648991]3.9 Chapter Summary 
This chapter has identified and defended the methodology that will be used in this study. It described the application of an interpretivist philosophy, an abductive research method, and a multi-case study design (secondary data). The chapter also outlined the case selection, data sources, analysis procedures, and made sure that these methods are consistent with the conceptual framework that was developed in Chapter 2.
Furthermore, the chapter discussed important aspects of research quality such as validity, reliability and ethical compliance, which illustrates the rigour and transparency of the research design. This methodology is then applied to five chosen case studies (McDonald’s, Starbucks, Domino’ss, Burger King, and KFC) in the next chapter to produce empirical evidence.
In general, the research methodology offers a strong and methodological basis to the study of the correlation between mobile marketing, customer engagement and customer retention. The next chapter gives the findings of the research done in the chosen case studies.


[bookmark: _Toc227087585][bookmark: _Toc231648992]CHAPTER 4: FINDINGS
[bookmark: _Toc227087586][bookmark: _Toc231648993]4.1 Introduction 
This chapter reports the empirical results of the study based on five case-studies in the fast-food and quick-service restaurant (QSR) industry. The aim of the chapter is to explore the effects of mobile marketing strategies on the customer engagement and customer retention in various organisations within a similar industry setting. The results are informed by the secondary data by the way of company reports, investor disclosures, marketing case studies, industry reports, and business publications.
The chosen companies are McDonald’s, Starbucks, Domino’s, Burger King and KFC. The choice of these organisations was due to their high level of mobile marketing activities that include loyalty apps, customised promotions, mobile order systems, push messages and app-based engagement activities. The selection of the firms of the same industry enhances the cross-case comparison and enables a better analysis of the mobile marketing activities in the QSR industry.
The case studies are structured into four sections; introduction and background, challenge or opportunity, approach and implementation, and outcomes and results. The chapter is dedicated to factual results about mobile marketing approaches, customer interaction patterns, and retention results. The results of this analysis underpin the discussion and interpretation in Chapter 5.


[bookmark: _Toc231648994]4.2 Case Study 1: McDonald’s
[image: McDonald's Appoints New Licensee for North, East Operations - Restaurant  India]
[bookmark: _Toc229917860]Figure 6: McDonald’s Logo
(Source: Nusra, 2020)
[bookmark: _Toc231648995]4.2.1 Introduction and Background
McDonald is a global quick-service restaurant (QSR) company that has over 100 countries across the world. The company has been moving towards a digital and mobile-first approach to enhance customer engagement and retention amidst the competitive nature of the fast-food industry. Mobile ordering, loyalty programs, and customised application-based communication have turned into the core elements of the McDonald’s digital transformation strategy (McDonald’s, 2026). The company competes in a highly competitive environment with companies like Burger King and KFC, where customer convenience and online engagement play a critical role in buying behaviour.
[bookmark: _Toc231648996]4.2.2 The Challenge or Opportunity
McDonald’s was under mounting pressure to retain customers and engage mobile in a competitive digital food-service sector. The increased customer demands of tailored and convenient mobile experiences, and competition with food-delivery apps and competitor QSR apps, resulted in the need to enhance digital loyalty systems. The company recognized mobile marketing as a potential to boost repeat purchasing, customer relationship, and increase digital sale channels (Kusuma, Mukhlis and Fatari, 2024).
[bookmark: _Toc231648997]4.2.3 The Approach and Implementation
As a method of data driven mobile marketing, McDonald’s introduced MyMcDonald’s rewards ecosystem. The mobile app combined loyalty rewards, targeted promotions, mobile orders, and push notifications in one customer platform. Personalised offers and enhanced engagement were provided with the help of AI-based recommendations and purchase history of customers. Mobile ordering and built-in delivery services were also added to make the application more convenient. McDonald’s also enhanced the interaction by constantly advertising app-only deals and loyalty offers. The company disclosures reveal that the loyalty programme had more than 170 million active users in 2024 worldwide, and the sales driven by the loyalty programme grew considerably in the major markets (Wassel, 2025). 
[bookmark: _Toc231648998]4.2.4 Outcomes and Results
The engagement and retention levels of customers were greatly enhanced by the mobile marketing strategy. Loyalty-related sales led to sales of about 30 billion dollars in 2024, according to McDonald’s, as compared to the prior year (PYMNTS, 2025). Digital platforms, such as mobile ordering and loyalty apps, added almost 35 percent of overall sales throughout the world. Repeat buying behaviour and a higher level of interacting with customers over time were enhanced by the integration of personalised recommendations and rewards via the mobile ecosystem (Pawar, 2025).
[bookmark: _Toc231648999]4.3 Case Study 2: Starbucks
[image: Starbucks India announces new menu to drive profitability]
[bookmark: _Toc229917861]Figure 7: Starbucks Logo
(Source: Ellichipuram, 2023)
[bookmark: _Toc231649000]4.3.1 Introduction and Background
Starbucks is a worldwide renowned coffeehouse and fast service restaurant chain with a robust mobile-first client base. To enhance the interaction with customers and their retention in the long term, the company has made significant investments in digital loyalty programmes, mobile payments, and ordering via apps. Being a company that operates in a very competitive coffee retail business, Starbucks relies on its mobile application as a hub of personalised communication, rewards management and digital convenience (Starbucks, 2026).
[bookmark: _Toc231649001]4.3.2 The Challenge or Opportunity
Starbucks had to struggle with the possibility of retaining and enhancing the frequency of engagement among digitally active consumers. The increasing need of convenience, quicker service, and customised online engagement put a strain on enhancing the efficiency of mobile ordering and loyalty engagement. Moreover, the coffee retail sector demanded Starbucks to enhance customer retention by providing a differentiated online experience (Kuek et al., 2024).
[bookmark: _Toc231649002]4.3.3 The Approach and Implementation
Starbucks created a very well-rounded mobile marketing approach, which is based on the Starbucks Rewards ecosystem. The app incorporated mobile payments, customised offers, order-ahead, and push notifications to enhance interaction and convenience. Customer data analytics was also applied to provide promotions and behavioural suggestions to the company. The gamified reward systems stimulated repeat purchases with the help of the points collection and the use of personalised incentives. Mobile Order & Pay service also created less friction in the service and enhanced customer convenience. The number of active members subscribing to Starbucks Rewards also indicates the magnitude of the digital reward system, reaching about 35.5 million in 2026 (Starbucks, 2024). 
[bookmark: _Toc231649003]4.3.4 Outcomes and Results
Starbucks mobile ecosystem greatly contributed to customer engagement and retention. The U.S. sales were made by the loyalty members that proved the significance of digital loyalty in generating revenue. Online ordering and app-based interaction also enhanced the customer frequency and repeat buying behaviour. It has been found that more than 61% of Starbucks clients use the application regularly to order and pay, and more than 30% of company transactions are made via mobile order systems. Combining rewards, convenience, and personalised interaction enhanced long-term retention of customers in the Starbucks digital ecosystem (Nguyen, 2024). 
[bookmark: _Toc227087597][bookmark: _Toc231649004]4.4 Case Study 3: Domino’s
[bookmark: _Toc227087598][bookmark: _Toc231649005]4.4.1 Introduction and Background
[image: Domino's India may shift business away from delivery firms Zomato and  Swiggy, ETRetail]
[bookmark: _Toc227087378][bookmark: _Toc229917862]Figure 8: Domino’s Logo
(Source: ET Retail, 2022)
Domino’s is an international food delivery firm that has evolved to be a technology-based organisation, with a heavy focus on the digital and mobile platform. The company is in a very competitive industry where convenience and speed are key success factors. Domino’s has established itself as a mobile-first company, where its app has become a key customer interaction and ordering system (Rashmi et al., 2025).
[bookmark: _Toc227087599][bookmark: _Toc231649006]4.4.2 The Challenge or Opportunity
The company had to deal with the challenge of expanding customer engagement and repeat purchase in the competitive market of food delivery. The customers tend to change the platform and retaining them becomes a challenge. The chance was to use mobile technology to develop a smooth and interactive customer experience that will promote repeat usage (Rashmi et al., 2025).
[bookmark: _Toc227087600][bookmark: _Toc231649007]4.4.3 The Approach and Implementation
Domino’s has adopted a mobile-first marketing platform which has been backed with data analytics and personalisation. The company has created an easy-to-use mobile application that includes the functions of real-time order tracking, personalised offers, and reordering (Bourne, 2020).
Moreover, Domino’s implemented AI-based targeting and performance marketing to provide the most timely promotions and enhance user engagement. The mobile platforms were made to be a major part of its sales and marketing strategy. It has been proven that mobile-driven strategy of Domino’s resulted in higher engagement and higher conversion rates, which were motivated by convenience and personalisation (Jonwal, 2025).
[bookmark: _Toc227087601][bookmark: _Toc231649008]4.4.4 Outcomes and Results
Domino’s recorded tremendous gains in engagement, conversion, and retention. Mobile optimisation helped to grow the revenue and cumulative buying, as the individual offers promoted loyalty amongst the customers. This company highlighted the success of its mobile marketing approach as it indicated a massive increase in mobile-generated earnings and client retention (Jonwal, 2025).
[bookmark: _Toc227087602][bookmark: _Toc231649009]4.5 Case Study 4: Burger King
[bookmark: _Toc227087603][bookmark: _Toc231649010]4.5.1 Introduction and Background
[image: Burger King Is Giving Away Free Cheeseburgers This Week]
[bookmark: _Toc227087379][bookmark: _Toc229917863]Figure 9: Burger King Logo
(Source: Dillard, 2024)
Burger, King is an international fast-food restaurant chain that competes in a highly competitive fast-food restaurant industry. Digital and mobile marketing initiatives have become more prevalent in the company as a way of improving interaction with customers and keeping up with the competition against large competitors like McDonald’s (Garcia, 2020).
As the mobile technology and ordering apps have become popular, Burger King has been working on exploiting mobile technologies to engage with their customers and implement digital and physical interaction (Garcia, 2020). Its mobile app is one of the major means of providing promotions, offers and customised experiences.
[bookmark: _Toc227087604][bookmark: _Toc231649011]4.5.2 The Challenge or Opportunity
The problem that Burger King encountered was the lack of mobile app usage and customer interaction in the competitive market. The conventional methods of marketing did not help to attract lasting interaction or usage of the app. The most important opportunity was the ability to use new mobile marketing tactics to attract more app downloads, engage customers better, and eventually retain them via online platforms (Zhu, 2023).
[bookmark: _Toc227087605][bookmark: _Toc231649012]4.5.3 The Approach and Implementation
Burger King was the first to use the location-based mobile marketing approach, the most notable campaign being the Whopper Detour. This campaign made use of geo-fencing technology in which a user was able to access a discounted offer when they were in close proximity of competitor locations.
The campaign entailed users having to download and use the Burger King mobile app in order to claim the offer, which directly boosted the use of the app (Jackson, 2024). The campaign was very relevant and personalised, with real-time, location-specific targeting.
Location-based advertising allows companies to provide contextual content depending on its location, which can greatly improve engagement, as it makes it more relevant and timelier. Also, digital promotion and amplification of the campaign on social media contributed to an even greater number of people contacted and interactions with users (Jackson, 2024).
[bookmark: _Toc227087606][bookmark: _Toc231649013]4.5.4 Outcomes and Results
The campaign had great outcomes concerning customer engagement and retention. In nine days, Burger King had more than 1.5 million app downloads, and the app has become the number one in the app stores (Oputa, 2026).
There was a significant mobile engagement, and the mobile order value grew by as much as 300, and the campaign provided 37:1 ROI (Rokt, 2019). Also, the level of mobile sales was considerably more elevated even post the campaign, which shows that the customers are retained.
The effectiveness of location-based mobile marketing in long-term retention and short-term interaction was also seen in the campaign that boosted customer spending and enhanced long-term engagement (Oputa, 2026).
[bookmark: _Toc231649014]4.6 Case Study 5: KFC
[image: The KFC Logo and the History Behind the Company | LogoMyWay]
[bookmark: _Toc229917864]Figure 10: KFC Logo
(Source: Joe, 2020)
[bookmark: _Toc231649015]4.6.1 Introduction and Background
KFC is a brand of fast-food restaurants in the world, which is in the highly competitive quick-service restaurant (QSR) industry. The company has continued to diversify its online ordering platform with mobile apps, delivery features, and personalised digital engagement platforms. With the changing customer needs to improve convenience and mobile interaction, KFC has enhanced its orientation on the app-based ordering and loyalty-based interaction strategies to enhance customer experience and stay competitive to its competing brands and online delivery systems (Yum, 2025).
[bookmark: _Toc231649016]4.6.2 The Challenge or Opportunity
KFC struggled to retain customers and grow the use of mobile applications in a more digital food-service industry. The booming online food delivery market and mobile-first competitors put a strain on the company to reinforce customer engagement frequency and digital retention. The company has found opportunities in mobile marketing to enhance repeat purchases, enhance app usage, and build more robust long-term relationships with customers by engaging with them on a personalised digital basis (Che Ishak et al., 2021).
[bookmark: _Toc231649017]4.6.3 The Approach and Implementation
KFC introduced a mobile-oriented marketing plan, that incorporated app-based ordering, mobile-promoting offers, loyalty campaigns, and personalised promotions. Frequent interaction with customers and repetitive purchases were promoted by the use of push notifications and special deals. The other gamified loyalty programs launched by the company include the KFC rewards arcade whereby clients will be rewarded immediately by the mobile engagement activities. KFC also enhanced its customers with convenience buying by allowing them to place orders digitally and by advising them with the help of AI systems aimed at making customer experience personal. Reuters reported that in 2026, KFC loyalty ecosystem by Yum China had over 590 million loyalty members, with about 55% of the sales being realized via loyalty programmes and digital platforms (Cunningham, 2026). 
[bookmark: _Toc231649018]4.6.4 Outcomes and Results
The mobile marketing strategy of KFC contributed greatly to the digital engagement and customer retention results. The firm witnessed significant growth in the use of apps, loyalty and repeat customer engagement with personalised offers and mobile based exclusive promotions. Customers also participated and engaged more in gamified engagement campaigns. It has been reported that KFC Rewards Arcade campaign helped KFC to boost the number of downloads in their app by 53% and the rate at which customers purchased their products by 24%. Loyalty programmes, digital convenience, and mobile engagement enabled the customer retention in the long term and boosted the sales performance via mobile (Kecsmar, 2025).
[bookmark: _Toc231649019]4.7 Data Sources and Citation
The results discussed in this chapter are founded on various sources of secondary data, such as company reports, investor disclosures, marketing case studies, industry reports, digital marketing analysis, and business publications. Secondary data were publicly available to analyse the mobile marketing strategies, customer engagement practices, and retention results among the selected companies. Triangulation was also facilitated by the use of various sources that enabled results to be confirmed by using similar evidence across various platforms and publications. The credibility, transparency, and reliability of the process were ensured throughout the analysis through academic referencing and comparison of sources.
[bookmark: _Toc231649020]4.8 Chapter Summary
To discuss the role of mobile marketing in customer engagement and retention, this chapter has reviewed five fast-food and quick-service restaurant companies. The results show that personalisation, loyalty programmes, mobile ordering systems, push notifications, rewards ecosystems, and app-based promotions are powerful mobile marketing techniques that impact customer interaction and repeat buying behaviour. Despite every company having embraced digital engagement strategies, there were variations in the implementation strategies, targeting of customers and rewarding mechanisms. The results also show that the relevance of customer convenience and personalised online experiences is influential in enhancing long-term retention rates. In general, the chapter presents empirically-based evidence about the relationships between mobile marketing, customer engagement and customer retention. Chapter 5 will further discuss and critically interpret these findings.


[bookmark: _Toc231649021]CHAPTER 5: DISCUSSION AND ANALYSIS
[bookmark: _Toc231649022]5.1 Purpose and Positioning
[bookmark: _Toc231649023]5.1.1 Introduction to the Chapter
This chapter critically interprets the findings presented in Chapter 4 concerning the impact of mobile marketing on customer engagement and customer retention within the fast-food and quick-service restaurant industry. Unlike Chapter 4, which focused on presenting empirical evidence from the selected organisations, this chapter adopts an analytical perspective by examining how the findings support, extend, or challenge the literature and theoretical frameworks discussed in Chapter 2. The purpose of this chapter is therefore analytical interpretation rather than descriptive reporting. The discussion is guided by the Technology Acceptance Model (TAM), Relationship Marketing Theory, and the conceptual framework developed in Chapter 2. TAM explains how perceived usefulness and perceived ease of use influence customer interaction with mobile technologies, while Relationship Marketing Theory focuses on long-term customer relationships, loyalty, and continuous engagement (Ngubelanga and Duffett, 2021). These theories provide the analytical lens through which the empirical findings are interpreted and evaluated. 
[bookmark: _Toc231649024]5.1.2 Analytical Scope 
This chapter synthesises findings across all five case studies and focuses on identifying recurring cross-case patterns concerning mobile marketing, customer engagement, and customer retention. The analysis evaluates similarities, contradictions, and mechanisms influencing customer behaviour and long-term relational outcomes across McDonald’s, Starbucks, Domino’s, Burger King, and KFC. However, the chapter does not repeat the individual case narratives presented in Chapter 4. Instead, the analysis focuses on thematic interpretation by comparing empirical findings with the academic literature reviewed in Chapter 2. Particular attention is given to the role of personalisation, loyalty ecosystems, convenience, and customer engagement mechanisms in shaping retention outcomes within mobile-driven digital environments. 
[bookmark: _Toc231649025]5.1.3 Link Between Chapters 
Chapter 4 presented empirical findings regarding mobile marketing practices, customer interaction patterns, and retention outcomes in the selected organisations. Building on these findings, Chapter 5 interprets the evidence in relation to the literature, theories, conceptual relationships, and research objectives developed earlier in the dissertation. This analytical transition is important because it positions the findings within wider academic debates concerning digital marketing, customer engagement, and relationship management.
[bookmark: _Toc231649026]5.2 Analytical Framework and Logic
[bookmark: _Toc231649027]5.2.1 Reintroduction of Theoretical Framework
Technology Acceptance Model (TAM)
The perceived usefulness and perceived ease of use of the mobile technology affect the adoption of behaviour based on the TAM. Chapter 2 supports that if the app is easy to use, does it what it promises to do, and is it easy to access (convenient), customers are more likely to use mobile platforms. This theory is particularly relevant to mobile ordering systems, usability of mobile apps, integration with digital payments, personalised notifications, and convenience-based engagement strategies. 
The results obtained in Chapter 4 were quite illustrative of these. Starbucks could offer more interaction with the consumer through mobile payments and mobile payment interface seamless with their mobile app, while Domino’s took the mobile first route in its food ordering app, which is far more convenient for their customers. Similarly, McDonald's reward system is integrated into a single digital environment, including delivery and mobile ordering, which leads to increased participation and re-app usage. 
Relationship Marketing Theory 
It is based on long term relationship building which is based on Trust, Commitment, customer Loyalty and interaction (Sheth, Parvatiyar and Uslay, 2024). Loyalty ecosystems and personalised engagement strategies have shown to be effective in enhancing the relationship with customers in digital marketing, thereby boosting repeat interaction and ultimately repeat value creation. 
The results from Chapter 4 were in good agreement with this perspective. Others were developed on the basis of a relationship, such as Starbucks Rewards or MyMcDonald’s Rewards, where the goal is to create personalized rewards and ongoing interaction to develop customer loyalty. Hence, the evidence suggests that mobile marketing can be utilized to maintain not only a transaction with customers but a relationship. 
[bookmark: _Toc231649028]5.2.2 Reintroduction of Conceptual Framework 
The conceptual framework was backed up by the following link: Customer Engagement → Customer Retention → Mobile Marketing (as presented in chapter 2). 
As a result, mobile marketing is the one factor which impacts the customer's engagement, personalisation and loyalty ecosystems via the mobile convenience. Customer engagement is between digital interaction and long-term relational outcomes and the ultimate behaviour is customer retention. For this conceptual relationship, the results of Chapter 4 were relevant in particular for the concept of personalised engagement systems, loyalty incentives and multiple mobile interactions.
[bookmark: _Toc231649029]5.2.3 Analytical Structure of Chapter
The analysis in this chapter is done in a thematic way instead of discussing the individual companies. The discussion is organised around four major analytical themes:
1. Personalisation and Customer Engagement on mobile devices 
2. Loyalty ecosystems and customer retention 
3. Convenience/Technology Adoption 
Engagement as a mediator was examined. The role of engagement as a mediator was tested. 
This thematic organization allows for a direct comparison of the results obtained from Chapter 4 and the theoretical and empirical literature discussed in Chapter 2.
[bookmark: _Toc231649030]5.3 Cross-Case Synthesis: Compare and Contrast with Literature
[bookmark: _Toc231649031]5.3.1 Theme 1: Mobile Personalisation and Customer Engagement
Literature Anchor
Personalisation was a key factor in customer engagement in digital marketing environments identified in Chapter 2. By leveraging mobile marketing, organisations can send personalized messages, make data-driven suggestions, and offer contextually relevant promotions based on consumer actions (Haque, 2024). According to Deloitte Insights (2024) and Musa et al. (2024), personalised mobile experiences are more convenient, relevant and perceived as valuable, which enhances customer engagement and engagement.
Evidence from Chapter 4
These views were well supported by the results of Chapter 4. McDonald's implemented AI-powered recommendations and custom loyalty promotions, and Starbucks implemented app-based suggestions into their mobile app. Burger King and KFC also employed customised promotions and digital coupon systems to boost engagement and promote reoccurring use. Communication that is relevant, timely and convenient was well received by customers.
Compare–Contrast Analysis
Convergence with Literature
The results were consistent with the literature and showed that, personalised and contextual communication increased customer engagement and ongoing digital interaction.
Divergence / Nuances
The data also showed that over-engagement, through excessive notifications and inappropriate timing of promotions, can lead to customer dissatisfaction, meaning quality of engagement is more important than volume of engagement.
Mechanisms and Conditions
The results showed that personalisation was most effective when it was part of a wider loyalty program that was supported by an easy-to-use application and valuable incentives. Customers were more consistent when there was a link between personalised communication and convenience, behavioural familiarity and long-term relational value.
Interim Takeaway
When combined with integrated digital ecosystems, convenience and perceived customer value, personalised mobile communication has a major impact on customer engagement.
[bookmark: _Toc231649032]5.3.2 Theme 2: Loyalty Ecosystems and Customer Retention
Literature Anchor
According to Relationship Marketing Theory, the building of customer retention is based on trust, commitment, and ongoing interaction (Sheth, Parvatiyar and Uslay, 2024). Chapter 2 also indicated that loyalty ecosystems can help to increase customer lifetime value by fostering repeated interactions and behavioural loyalty. Dwivedi et al. (2024) and Sahoo (2024) stated that customised digital interaction enhances satisfaction, relational value, and ongoing involvement, which leads to better retention.
Evidence from Chapter 4
These views were well expressed in the findings. Starbucks Rewards and MyMcDonald’s Rewards were examples of integrated loyalty ecosystems that would bolster retention with customized rewards and mobile convenience. Domino’s also bolstered retention efforts with reordering programs and ongoing digital interactions. In all cases, a clear trend emerged of customers interacting with applications that provided rewards, convenience, and customization.
Compare–Contrast Analysis
Convergence
Results confirmed the Relationship Marketing Theory as the continuous engagement of the customer increased the outcomes of customer loyalty and retention.
Divergence
But, while engagement was a prerequisite for retention, so was the quality of the reward, convenience, and customer satisfaction.
Mechanisms and Conditions
Retention was greatest when there was a high degree of engagement, personalised reward and increased switching costs through ecosystem integration. Digital ecosystems, when they can offer convenience, behavioural familiarity and value creation in the relationship, led to greater commitment of customers.
Interim Takeaway
Loyalty ecosystems bolster customer retention when mobile engagement becomes a long-term relational value.
[bookmark: _Toc231649033]5.3.3 Theme 3: Convenience and Technology Adoption
Literature Anchor
According to the Technology Acceptance Model (TAM), customer adoption is related to the perceived usefulness and ease of use. The convenience, usability of the app, and ease of ordering through a mobile app are seen as positive drivers of customer engagement, as consumers value the convenience of speed and accessibility (Ngubelanga and Duffett 2021; Musa et al. 2024).
Evidence from Chapter 4
These views were well supported by the findings. Starbucks boosted engagement with integrated mobile payment and ordering system, while Domino’s integrated mobile ordering and delivery system. McDonald's also integrated loyalty rewards, order and delivery capabilities in the same app ecosystem. In each of the cases, customers had more contact with systems that were easy to use, convenient, and integrated.
Compare–Contrast Analysis
Convergence
The results confirm TAM as customers were more active with systems which they felt were easy, convenient and efficient. The evidence showed that simplicity and usefulness had a positive impact on mobile engagement and repeated digital interaction, which is similar to what Ngubelanga and Duffett (2021) found.
Divergence
But the results indicated that technology is not a sure sign of engagement or retention. Convenience may not be enough to drive uptake if the user experience is poor or the technology is complex. In addition, convenience that didn't mean anything in terms of emotions or relations seemed to be inadequate to retain loyalty over time.
Mechanisms and Conditions
The results showed that both usefulness and simplicity had an impact on technology adoption. The convenience became a catalyst of engagement as it made transactions easier and increased the frequency of customer interaction. But the effect was greatest when combined with convenience and the creation of personalised rewards and emotional value.
Interim Takeaway
Perceived usefulness and usability are known as key motivators for mobile engagement; however, emotional and relational value are also essential to long-term retention.
[bookmark: _Toc231649034]5.3.4 Theme 4: Engagement as a Mediating Mechanism
Literature Anchor
Chapter 2 pinpointed an area of interest around the correlation of Customer Engagement and Customer Retention. Nanta et al. (2025) proposed that engagement has a positive impact on retention, and Ho and Chung (2020) proposed that engagement is an under-studied mediating mechanism. Musa et al. (2024) thus highlighted the need for a converging approach between mobile marketing and mobile engagement and retention approaches.
Evidence from Chapter 4
This relationship was confirmed by the results. Loyalty ecosystems and personalised offers, as well as convenience-driven ordering platforms, helped McDonald's and Starbucks improve engagement, respectively, while Domino’s engagement grew through greater interactions. Repeat purchasing behaviour, ecosystem participation and customer retention outcomes were boosted by increased engagement.
Compare–Contrast Analysis
Convergence
The results further validated the conceptual model proposed in Chapter 2, as engagement was considered as the intervening variable between mobile marketing and customer retention. As suggested by Musa et al. (2024), mobile marketing had an indirect impact on retention by boosting customer engagement and behavioural participation.
Divergence
But engagement was not always followed by loyalty. Retention was still driven by competitive market conditions and shifting preferences, especially in competitive fast-food markets.
Mechanisms and Conditions
The results indicated that if emotional attachment, convenience, and perceived value were consistent over time, engagement would turn to retention. Engagement was found to be best achieved when customers saw long-term relational value, but not short-term promotions.
Interim Takeaway
Customer engagement acts as a mediating mechanism between mobile marketing and retention, but is affected by the perceived value, convenience and competitive intensity.
[bookmark: _Toc231649035]5.4 Integration with the Conceptual Framework
Results were overwhelmingly in favour of the mobile marketing-customer engagement connection. McDonald’s and Starbucks engaged more with their users by providing customised offers, loyalty apps and digital environments, which aligned with the arguments of Chapter 2 on relevance and convenience (Haque, 2024).
This relationship between engagement and retention was partially confirmed as retention was influenced by customer expectations and competitive conditions. While engagement helped to drive repeat purchasing behaviour, it did not always ensure long-term loyalty (Ho and Chung, 2020).
The results also revealed that mobile marketing had the greatest impact on retention by way of engagement mechanisms like convenience, and personalised interaction (Musa et al., 2024).
The revised conceptual understanding can therefore be understood as:
Mobile Marketing → Personalisation and Convenience → Customer Engagement → Relational Value Creation → Customer Retention.
The results also contributed to the development of the theoretical knowledge of TAM and Relationship Marketing Theory. The effects of TAM were not limited to technology adoption but also included continued behavioural engagement as customers continued to engage with applications that they perceived as useful and convenient (Ngubelanga and Duffett, 2021). In a similar manner, Relationship Marketing Theory was reinforced in the digital ecosystem context, as the loyalty applications facilitated ongoing communication, value creation in the relationship, and customer interaction (Sheth, Parvatiyar and Uslay, 2024). 
Comprehensively, the results endorse the conceptual framework designed in Chapter 2 in that, mobile marketing can facilitate customer engagement by means of personalisation, convenience, and digital interaction features. The results also show that customer engagement is a significant factor in enhancing customer retention, hence justifying the hypothesized links between mobile marketing, engagement, and retention in the fast-food industry.
[bookmark: _Toc231649036]5.5 Robustness Considerations
The secondary data sources used for this study was a large proportion of company reports, industry publications and business articles. Thus, the results could be subject of promotional bias and selective disclosure as successful engagement outcomes are often highlighted by the organisations. However, triangulation served to enhance the credibility of the research by cross-checking academic sources, company disclosures, and industry evidence from various sources (Farquhar, Michels and Robson, 2020). The results could have been affected by factors beyond just the brand such as the price and quality of the products.
[bookmark: _Toc231649037]5.6 Practical Synthesis and Chapter Summary
The findings provided important managerial indications on digital customer relationship management. Personalisation had a significant impact on customer engagement as a result of targeted communication and AI-driven recommendations, which led to increased customer engagement and participation (Deloitte Insights, 2024). Retention initiatives such as loyalty programs, like MyMcDonald's Rewards or Starbucks Rewards, also helped ensure loyalty by encouraging repeat transactions and continued electronic interaction. Overall the results were consistent with the theories of TAM and RM theory and presented the mediation between mobile marketing and customer retention.
Overall, the chapter has illustrated that mobile marketing is a potent medium for increasing customer engagement and has a strong indirect effect on customer retention, providing enhanced convenience, customisation and customer retention through integrated loyalty ecosystems. The findings were quite favourable to TAM and Relationship Marketing Theory and added to the literature on engagement as a mediator. The final conclusions, as well as management implications, limitations and recommendations for further research, are then presented in the next chapter.

[bookmark: _Toc231649038]CHAPTER 6: CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc231649039]6.1 Introduction
The purpose of this dissertation was to explore the role of mobile marketing on customer engagement and customer retention in the fast-food and quick-service restaurant (QSR) industry. The study examined the role of mobile marketing techniques like personalised communication, loyalty applications, mobile ordering systems and convenience-driven digital ecosystems on customer behaviour and long-term relational outcomes. The objective of this research was to investigate the relationship among mobile marketing, customer engagement and customer retention in the theoretical framework of the Technology Acceptance Model (TAM) and Relationship Marketing Theory.
Mobile marketing has become increasingly crucial due to the growing dependence of organisations on digital channels to enhance customer engagement, convenience, and foster long-term loyalty. The study was based on secondary qualitative data from McDonald's, Starbucks, Domino’s, Burger King, and KFC to examine the integrated mobile ecosystem in the context of customer relationship management. Therefore, the aim of this chapter is to summarize the significant findings of the study, offer theoretical and management implications, outline the limitations of the study, offer recommendations, and suggest future research avenues.
[bookmark: _Toc231649040]6.2 Summary of Key Findings
[bookmark: _Toc231649041]6.2.1 Mobile Marketing and Customer Engagement
The findings demonstrated that mobile marketing significantly improves customer engagement through personalisation, push notifications, loyalty applications, and convenience-focused digital interaction. Personalised communication strategies such as AI-driven recommendations, contextual promotions, behavioural targeting, and application-based rewards consistently increased customer participation across the selected organisations. McDonald’s and Starbucks particularly demonstrated how personalised loyalty ecosystems strengthen digital interaction by delivering relevant and timely communication to customers. The findings also highlighted the importance of convenience in encouraging customer engagement. Mobile ordering systems, digital payment integration, seamless application usability, and delivery integration improved customer interaction because consumers preferred frictionless and time-efficient purchasing experiences. Domino’s mobile-first ordering system and Starbucks’ integrated payment ecosystem strongly reflected the importance of convenience in increasing digital participation. Furthermore, loyalty applications significantly strengthened engagement by encouraging continuous customer interaction with organisational ecosystems. The findings therefore demonstrated that customer engagement increased most effectively when organisations combined personalisation, convenience, loyalty systems, and seamless digital experiences within integrated mobile platforms. 
[bookmark: _Toc231649042]6.2.2 Customer Engagement and Retention through mobile marketing 
The findings further demonstrated that customer engagement positively contributes to customer retention outcomes. Customers who engaged continuously with mobile applications and loyalty ecosystems were more likely to participate repeatedly in purchasing activities and remain within organisational platforms. Loyalty programmes such as Starbucks Rewards and MyMcDonald’s Rewards particularly strengthened repeat purchasing behaviour by increasing behavioural familiarity and relational interaction. However, the findings also revealed that engagement alone is insufficient for sustaining long-term customer retention. Retention depended not only on interaction frequency but also on customer satisfaction, emotional attachment, perceived value, and trust. Some customers actively interacted with mobile applications without necessarily developing long-term loyalty, particularly within highly competitive fast-food markets. Consequently, the findings demonstrated that customer retention developed most effectively when engagement generated sustained relational value rather than short-term promotional interaction. This indicates that organisations must combine technological convenience with meaningful customer relationship strategies to strengthen long-term retention outcomes.
[bookmark: _Toc231649043]6.2.3 Cross-Case Findings
There were a number of commonalities in McDonald's, Starbucks, Domino’s, Burger King, and KFC. First, mobile ecosystems, leveraging personalisation, convenient access, loyalty incentives and integrated ordering systems, were crucial to boost customer engagement for all organisations. Second, convenience always mattered for digital participation, and customers favoured systems that would minimize the effort required to transact and make it more accessible.
Thirdly, loyalty ecosystems enhanced customer retention by fostering repeat purchases and ensuring digital engagement. Lastly, the study results repeatedly showed that customer engagement was a mediating variable between mobile marketing and customer retention results. Although the organisations' strategies were different, all five organisations shared the emerging strategic significance of integrated mobile ecosystems in digital customer relationship management.
[bookmark: _Toc231649044]6.3 Answers to Research Question
RQ: How does mobile marketing influence customer engagement and customer retention in the fast-food industry?
Results showed that there was a positive and significant relationship between mobile marketing and customer engagement. All the selected organisations experienced improved customer engagement through the use of personalised communication, mobile convenience and push notifications, as well as real-time interaction. Applications that enabled personalised rewards, behavioural targeting, and frictionless experiences were able to engage customers more interactively, due to their ability to make things more relevant, convenient, and accessible. The results are well in line with the literature that Deloitte Insights (2024) presented, which shows that personalised digital experiences are crucial to improve customer interaction.
The results also showed that convenience had a significant impact on engagement results. The use of mobile ordering, integrated payment systems, delivery integration, and seamless application usability also facilitated repeat customer interaction by decreasing the effort of transactions and increasing the customer's control over the purchasing process.
The results showed that a mobile marketing influence on customer retention is not only through the direct technological interaction but also through the mechanisms of customer engagement. Customer loyalty was bolstered through the loyalty ecosystems, personalised rewards and repeat digital engagement, which fostered repeat purchases and participation in the loyalty ecosystems. This discovery aligns with Musa et al. (2024) who proposed that the engagement acts as the mediator between mobile marketing and retention outcomes.
But, the retention results were very dependent on the relational value creation, customer satisfaction, emotional attachment and trust. Competitive market conditions and customer switching behaviour still had an impact on retention results, meaning that engagement did not automatically lead to loyalty.
[bookmark: _Toc231649045]6.4 Theoretical Contributions
[bookmark: _Toc231649046]6.4.1 Contribution to TAM
This dissertation has contributed to the ongoing development of the Theory of the Technology Acceptance Model (TAM) by moving it beyond technology adoption to include the concept of digital engagement behaviour. Previous TAM research has mainly focused on the perceived usefulness and perceived ease of use as the drivers of customers' willingness to use technological systems. However, the findings of this study highlighted that these factors also influence repeated interaction, behavioural participation and involvement in mobile marketing in the ecosystem. Customers were more inclined to use products that were easy to use, efficient and convenient, particularly in the digital ecosystems of Starbucks, Domino’s and McDonald's. The results are in line with Ngubelanga and Duffett (2021) who conclude that perceived usefulness and ease of use have a positive effect on digital behavioural interaction.
The study revealed that, in addition to capturing initial technology adoption, TAM can capture interaction behaviour over time. The mobile apps brought convenience, ease and smooth experiences to the customers, which they appreciated time and again. The dissertation thus extended the TAM to make it a framework for current digital participation and customer interaction in integrated mobile ecosystems.
[bookmark: _Toc231649047]6.4.2 Contribution to Relationship Marketing Theory
Furthermore, the dissertation contributed to the concept of Relationship Marketing Theory by showing that through the use of mobile ecosystems, long-term customer relations can be strengthened by using personalised communication, loyalty programmes and continuous interaction. The literature of relationship marketing is devoted to the three components of trust, commitment and interaction. The results of this study showed that the digital environment is becoming the environment in which these relational processes are created and nurtured.
The findings showed specifically that an impact on customer retention depends on the creation of behavioural familiarity through loyalty apps, personalization of rewards, and multiple ecosystem engagement of the customers, such as the Starbucks Rewards or My McDonald's Rewards. Customers were gradually accepting that the mobile application would no longer just be a convenience; it would also be a choice that would generate loyalty, and as such, it had to be part of an organisation's platforms. The findings of the present study are also similar to the findings of Sheth, Parvatiyar and Uslay (2024) who stated that relationship marketing is more than just communicating constantly with customers, it is also to engage constantly with customers.
Furthermore, the dissertation demonstrated that a customer-centric ecosystem, that can offer relational value through making things convenient, personalised and seamless to interact with, plays an important role in customer retention in today's digital world. In this regard, the study has advanced the field of Relationship Marketing theory by providing a justification for the digital ecosystem to promote long-term relational commitment and customer loyalty in mobile marketing environments. (Sheth, Parvatiyar and Uslay, 2024).
[bookmark: _Toc231649048]6.4.3 Contribution to Literature Gap
The dissertation also explored the significant gap in literature of synchronizing mobile marketing, customer engagement and customer retention under the same light. Many studies focused on these topics individually, and there is only a small amount of research which has investigated the role of engagement in the mobile marketing retention relationship. There was a lack of integrated explanations in the existing literature linking mobile marketing and customer loyalty indirectly, particularly.
Results indicated that customer engagement is the mediator between mobile marketing and customer retention. Mobile marketing strategies that personalised communication, convenience, loyalty apps, and contextual promotions, boosted interaction leading to repeat purchase behaviour and retention results. This finding supports the findings of Musa et al. (2024) who suggested that there is a need for integrated frameworks related to engagement and retention in the context of digital marketing.
The study also enhanced the concept of engagement by showing that engagement is not enough to keep people in for a long time. Other factors associated with retention were customer satisfaction, emotion, perceived value and customer trust. This led to an improvement of the academic knowledge, by possibly giving a better understanding of the contextual mechanisms that are related to the engagement and the outcome of the customer retention (Musa et al., 2024).
[bookmark: _Toc231649049]6.5 Managerial Recommendations
Recommendation 1
By engaging customers in a personalised way, customer engagement is greatly improved, and organisations should budget for personalised mobile ecosystems, which can deliver AI-based recommendations, behavioural targeting and context-specific communication. The findings revealed that digital communication (DC) that was relevant and timely gained better customer responses, particularly for the McDonald's and Starbucks systems. This recommendation aligns with Haque (2024), who recommended using contextual and personalised communications for better customer engagement in digital environments.
Recommendation 2
Loyalty programs and engagement in the ecosystem must be built with business to drive repeat sales and retention and provide valuable incentives. The findings indicated that the loyalty ecosystems have a high degree of influence on customer retention when customers use the applications more often, which provides them with convenience, reward and relationship value. So, organisations must ensure their loyalty programs are designed to create an emotional connection, and a long-term commitment to the behaviour, rather than a ‘sales’ interaction (Marques, 2021).
Recommendation 3
Interacting without friction would have a profound effect on engagement and accessibility for customers and make it just as crucial for organisations to improve the usability and convenience of their mobile apps, payment integration and the digital experience. Results indicated that convenience encouraged customers to become more involved with digital: when digital systems reduce the level of effort involved in transactions, customers appreciate it and streamline their purchasing decisions. This recommendation is a strong continuation of the principles of TAM (Ngubelanga and Duffett, 2021).
Recommendation 4
Click-throughs and downloads aren't the only measures of customer engagement that businesses can use. It was found that the involvement of the customers in the ecosystem, their satisfaction and their retention, are signs of good customer relationship, and not only technological activity. Therefore, organisations need more advanced engagement measurement tools that are able to assess the degree of relationship-building that has been performed over time (Boujena et al., 2021).
Recommendation 5
Engagement should be part of a wider retention strategy, available via a series of easy and attractive engagement tools such as loyalty programmes, personalisation and user experience, all in the one digital environment. In each instance, it was discovered that engagement, which generated ongoing value to the customer as a relationship, led to the creation of ongoing interaction (Boujena et al., 2021).
[bookmark: _Toc231649050]6.6 Limitations of the Study
Company reports, business publications, and industry articles were heavily used to gather secondary qualitative data for this study. The results may, therefore, be subject to reporting bias and selective disclosure, as companies are more likely to report positive outcomes from engagement. The study covered only the quick-service restaurant industry and thus results may not be generalised to other industries and sectors. The results also might be limited in scope when applied to other geographies as customer behaviour and mobile engagement differs from market to market.
[bookmark: _Toc231649051]6.7 Future Research Directions
Primary research techniques, including customer interviews, customer surveys and focus groups, should be used in future research to gain direct feedback from customers regarding their experiences with mobile marketing. The conceptual relationships that were found in this dissertation could also be examined in larger populations using quantitative studies.
Finally, future studies are needed to assess the effectiveness of mobile marketing in various industries and international markets for better generalisability. Further research is needed on AI-powered mobile marketing techniques, new technologies, and consumer privacy issues.
[bookmark: _Toc231649052]6.8 Final Conclusion
Finally, this dissertation proved that mobile marketing is a powerful tool to enhance customer engagement, and, consequently, to indirectly reinforce customer retention in the context of integrated digital ecosystems. The most relevant factors that facilitated customer involvement and the development of relational aspects in the fast food sector were: personalisation, convenience, loyalty applications and continuous interaction.
The results underscored the mediating role of customer engagement between mobile marketing and long-term retention results. In summary, this dissertation adds to the body of knowledge and practice of digital marketing by combining the concepts of mobile marketing, engagement and retention in a single framework and by offering key managerial and theoretical implications for future customer relationship strategies.
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