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[bookmark: _Toc220963092]ABSTRACT
The research analysed how content marketing affects brand awareness in the UK fast-food market. As competition intensifies and digital transformation becomes increasingly fast-paced, digital content strategies are gaining momentum in the quest to win and keep consumers by fast-food brands. The study itself focuses on the influence of four content marketing dimensions (informative, entertainment, emotional, and interactive) on consumer brand awareness. A quantitative research design has been used and a structured questionnaire to the fast-food consumers in the United Kingdom. The 50 valid responses were put through the analysis of SPSS with the application of descriptive statistics, the correlation analysis and simple linear regression.
The empirical evidence shows that all the four identified content dimensions have a statistically significant positive impact on brand awareness. Emotional and entertainment content showed the most evident impact suggesting that consumers respond better to communications that are engaging and emotional. Informative content also played a substantial amount of importance when reinforcing brand recognition containing clear and useful information, and interactive content helped boost consumer engagement and recall through participatory involvement.
This paper concludes with a finding that content marketing is a strategic tool that holds importance in the marketing and promotional setup of brand awareness in the competitive UK fast-food industry. The resolute is therefore that the findings can offer practical guidance to marketing professionals seeking to come up with efficient digital content practices even as it proceeds to bring about further insight into the scholarly understanding of the concept of content-driven brand development in modern marketing environments.
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[bookmark: _Toc220963096]CHAPTER 01. INTRODUCTION
[bookmark: _Toc213424475][bookmark: _Toc220963097]1.1. Background of the Research
In the past few years, content marketing has become an important tool for brands to build awareness, engagement and loyalty among their consumers, especially in very competitive industries, such as the fast-food sector. The United Kingdom fast food market is expected to show steady growth and will grow at a compound annual growth rate of 5.6% during the period 2022-2028 and is estimated to reach a valuation of about $64.68 billion by 2028; growth in the market is expected to be driven by robust consumer demand and large opportunities available in the market.
[image: UK Fast Food Market Size & Outlook, 2028]
[bookmark: _Toc220608335]Figure 1: UK Fast-Food Market Size (2017–2028) in US$ Million
(Source: Horizon Grand View Research (2025). UK Fast Food Market Outlook.  https://www.grandviewresearch.com/horizon/outlook/fast-food-market/uk)
Content marketing involves the targeted development and delivery of valuable, relevant, and coherent content for the purpose of gaining and retaining a well-defined audience with the goal of stimulating profitable consumer behaviour (Patil et al., 2024). The United Kingdom fast-food sector, worth more than GBP15bn a year, faces intense competition with the world's best-known brands such as McDonald's, KFC and Burger King, at the same time as it battles the rise of its local brands and delivery-focused rivals. Within the context of such an environment, effective digital storytelling and genuine representation of the brand becomes central to differentiation and achieving long-term sustainability (Fatorachian et al., 2025).
The rising of the digital platforms has radically reshaped traditional marketing practises. Specifically, social media, work with influencers, and user-created content have become crucial processes through which brand image and influence on consumer opinion can be enhanced. Influencer-packed campaigns do not disrupt the growth of brand social networks and increase customer interest faster as evidenced by Benevento et al. (2025) and conducted on social media platforms like Twitter or TikTok. Additionally, content marketing provides fast-food companies with the pivotal channel to deal with the social issues of the ethics, sustainability, and health, and thus transform the negative publicity into brand reinforcement opportunities. As a result, an in-depth understanding of the mutual impact between strategies of content marketing and brand awareness is essential towards strengthening brand competitiveness in the fast-food industry in the United Kingdom (AlFraihat et al., 2025).

[bookmark: _Toc213424476][bookmark: _Toc220963098]1.2. Research Problem
Despite significant digital investment, many fast-food brands operating in the United Kingdom still face obstacles to having consistent brand awareness, due to scattered marketing strategies, negative publicity and an oversaturated marketplace. Reports documenting unethical practices, such as mistreatment of employees and strikes over remuneration, have adversely impacted on the brand reputation and caused consumer trust, especially well-known fast-food chains (e.g. McDonald's and KFC). These scandals negatively affect the effectiveness of more conventional approaches to marketing and reinforce the urgent need to engage in genuine, consumer-focused online interaction (Fatorachian et al., 2025).
Additionally, while content marketing is widely used, a significant number of brands are not using it to achieve lasting differentiation. The main issue that is connected with such a phenomenon is the lack of consistency in the deployment of narratives, including the lack of custom content and correspondence to values that the consumers share. According to recent research done by AlFraihat et al. (2025), the findings describe how brand loyalty and behavioural engagement contribute to the defines of consumer brand loyalty through content-led brand precipitation; meanwhile, the application of content-led brand precipitation among fast food brands is less than sufficient. Furthermore, research from emerging markets demonstrates that the use of the marketing mix alone is not enough for building equity without integrated content approaches (Ahmed et al., 2024). The UK fast food industry is therefore presented with a challenge to make digital content matter into brand experiences that can be meaningful and trust based while helping to rebuild and strengthen awareness among ethically conscious and digitally active consumers (Fard et al., 2025).

[bookmark: _Toc213424477][bookmark: _Toc220963099]1.3. Research Rationale
This research is relevant because it contributes to a current need for evidence-based information that relates to the impact of content marketing on brand awareness in the UK fast food sector. By analysing digital marketing, influencer marketing and story-telling techniques, the research aims to inform practitioners on how to create a coherent and value-based communication that improves consumer perception and loyalty. Conclusions, Implications, and Theoretical Implications The results advance the academic and managerial understanding of the function of content marketing in facilitating sustainable brand positioning in an intensely competitive and negatively ethical marketplace (Patil. et al, 2024; Fatorachian et al., 2025).

[bookmark: _Toc213424478][bookmark: _Toc220963100]1.4. Research aim, objectives and questions
[bookmark: _Toc213424479][bookmark: _Toc220963101]1.4.1. Aim
The aim of this research is to examine the impact of content marketing strategies on enhancing brand awareness within the UK fast-food industry.

[bookmark: _Toc213424480][bookmark: _Toc220963102]1.4.2. Research Objectives
· To identify the key content marketing strategies used by fast-food brands in the UK.
· To analyse the impact of these content marketing strategies on brand awareness in the UK fast-food industry.

[bookmark: _Toc213424481][bookmark: _Toc220963103]1.4.3 Research Questions
· What is the key content marketing strategies used by fast-food brands in the UK?
· What is the impact of these content marketing strategies on brand awareness in the UK fast-food industry?

[bookmark: _Toc220963104]1.5 Chapter Structure
This dissertation is structured into several chapters to ensure a clear and logical flow of the study. Chapter One introduces the research background, problem statement, research aims, objectives, and significance of the study. Chapter Two reviews relevant literature, presenting the theoretical framework, key concepts, and the relationship between content marketing and brand awareness, while identifying literature gaps. Chapter Three explains the research methodology, including research design, data collection, and analysis methods. Chapter Four presents and analyses the findings. Finally, Chapter Five discusses the findings, presents a statement of conclusions, outlines the practical implications, and assumes future research recommendations.
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[bookmark: _Toc220963105]CHAPTER 02. LITERATURE REVIEW
[bookmark: _Toc220963106]2.1 Introduction
This chapter reviews existing academic literature related to content marketing and brand awareness within the context of the fast-food industry. This study outlines its theoretical groundwork through critical examination of salient constructs, theoretical constructs and extant empirical data relevant to digital marketing practices. Overall, this chapter provides a structured knowledge base to support the development of the research framework and hypotheses.

[bookmark: _Toc220963107][bookmark: _Toc213424487]2.2. Theoretical Framework- AIDA Model (Attention, Interest, Desire, Action)
The theoretical framework employed by this research project is the AIDA model (Attention, Interest, Desire, Action) to explain the impact of content marketing on brand awareness in the United Kingdom fast-food industry. The AIDA model describes the sequential cognitive and behavioural stages that consumers go through when engaging with marketing communications and therefore lends itself to be especially suitable for the analytical evaluation of digital and content cantered marketing strategies.
The first phase, Attention, involves the seizure of visual appeal and interesting media, such as social media posts, video materials, and partnerships with influencers, which have become popular strategies used by fast-food brands that do business in the United Kingdom. Effective content marketing helps brands stand out in markets where competition is fierce, thus helping brands with their existing recognition. It aligns with the empirical evidence that digital material induces an important effect on consumer attention in highly cluttered online environments (Tristanto et al., 2023; Patil et al., 2024).
The second stage, Interest, takes place when consumers start consuming and interacting with content that provides relevant information, entertainment or value and is exemplified by improvement in the menu for instance or in the promotional storytelling. Relevant and consistent content produces the effects of arousing consumer curiosity and improving brand familiarity, which in turn contribute towards brand awareness formation. Prior studies found that content relevance and engagement are fundamental deciding factors of consumer interest within a digital marketing context (Ganesh, 2020; AlFraihat et al., 2025).
The third stage, which is desire, represents the tendency that the consumers have towards a brand. In marketing of fast foods, content emphasising flavour, convenience, sustainability, or being lifestyle-enhancing can affect positive brand perceptions and preference among consumers. Empirical research shows that any meaningful engagement of content improves brand attachment and reinforces brand-related knowledge (Sarfraz et al., 2025; Anand, 2025).
Finally, Action refers consumer responses such as following their brand pages, share content or make purchase choices. Although action is commonly attributed to sales, a repetitive content response is equally attributed to enhancing brand recall, and long-term brand recall. The empirical investigations prove that digital inventions that are rich in content boosts sustained brand awareness in the fast-food sector (Abd Al et al., 2024; Zahra, 2025).
[image: The AIDA Model: What Is It & How to Use it?]
[bookmark: _Toc220608336]Figure 2: AIDA Model (Attention, Interest, Desire, Action)

[bookmark: _Toc213424483][bookmark: _Toc220963108]2.3. Content Marketing
Content marketing can be described as a branch of marketing where the primary concern is the development and distribution of the content that is valuable, relevant, and continual and is intended to acquire and maintain a well-defined audience, which will eventually lead to the accomplishment of lucrative consumer behaviours (Rahman, 2024). This is a strategy that focuses on building narratives, building brand authenticity, and developing consumer interactions mediated through digital platforms, which include social media, corporate websites, and video content. Within the fast-food industry, effective implementation of content marketing combines entertainment with advertising communications, thus strengthening the emotional and trust relationship between consumers (Patil et al., 2024). This is a strategic approach that helps to sustain consumer relations in the long run and increase brand visibility in the online competitive environment (Fatorachian et al., 2025).
In the modern digital era, content marketing includes all sorts of modalities such as social media posts, short video pieces, blog posts, partnerships with influencers, story-based campaigns, and interactional content all set up to stimulate consumer involvement. Food brands send out more visually appealing and emotionally important product perceptions, especially with younger demographics that have an increased online presence. It has been found out that digital food marketing is designed to rapidly engage with individuals; this is made to create a strong brand identity through the repetition of content (Driessen et al., 2025).
In the context of small and medium-sized food enterprises, content marketing is one of the key tools for increasing the visibility of the brand and promoting customer loyalty in highly competitive market settings. Targeted and creative content enables the process of conveying brand identity, values, and product distinctiveness to smaller businesses, which do not actually require huge advertising costs. According to studies, carefully created content strategies help small and medium-sized businesses (SMEs) reinforce the confidence of customers and maintain competitiveness, even when economic situations become uncertain (Novie, 2025; Hartanti, 2024).
The area of consumer behaviour and decision-making processes of the food industry has a tight connection with content marketing. The aspects of emotional appeal, values, and social identity can develop and manipulate preferences toward food, intentions to eat out, and brand selection. It has been shown in the literature that digital food content plays a huge role in motivating the consumer, especially based on social media and online platforms (Martinho, 2020; Fuste Forne et al., 2025).
Recent empirical investigations validate that content marketing strengthens engagement, smarts and consumers when communicating on digital food platform. This enables brands to maintain ongoing communication with customers, thus, promoting sustainable growth and bringing a market differentiation (Bubphapart et al., 2024; Hassan et al., 2025).

[bookmark: _Toc213424484][bookmark: _Toc220963109]2.4. Brand Awareness
Brand awareness refers to how well consumers identify and remember a particular brand in a particular range of products (Anand, 2025). It forms an important part of brand equity and greatly influences consumer preferences and intentions to buy. In the fast-food sector, companies with high brand recognition can maintain market dominance despite growing competition as depicted in the case of McDonald's or KFC (Fard et al., 2025). Marketing endeavours, such as advertising, social media campaigns, and endorsements from influencers, help in adding to the familiarity and trust factor among the target audiences (Sánchez Garza et al., 2024). Hence, brand awareness is the sedimentary pillar for long-term profitability and consumer loyalty.
Empirical investigations suggest that product quality and social media marketing interact to give rise to strong brand awareness in the food service sector. Superior product quality creates positive consumption experience whereas social media vehicles increase visibility and reaches out while enabling brands to keep consumers in mind. Sustained engagement on the internet strengthens brand recognition and keeps the business going in the long run (Utami et al., 2024).
The brand awareness has a positive intrinsic relationship with the brand identity and positioning based on sustainability. Academic inquiry on green food brands shows that the relationship between brand identity and brand loyalty is mediated by an increased level of consumer awareness. Consumers would be more prone to form positive perceptions and to repeat buying behaviour when they are aware of the environmental values and other forms of quality clues on a specific brand (Bui et al., 2025).
In international markets, brand awareness significantly enhances the effects of advertising, especially if combined with country-of-origin cues. Empirical data collected among the UK consumers of the Greek food products reveals that a high degree of brand awareness does boost the perceived credibility of messages and positively affects consumer attitudes toward the foreign food brands. This has highlighted the importance of consumer awareness in protecting against perceived risk and the role that consumer awareness plays in building trust in food marketing (Karagiannis et al., 2022).
Brand awareness also adds strength to positive word-of-mouth communication, in the context of fast-food industry. When the consumers are familiar with a brand, they become highly disposed to sharing personal experiences and recommendations with others, which increases brand reach through a process of organic expansion. Strategic initiatives to increase awareness thus reinforce both visibility as well as interpersonal brand communication (Arbulu Ballesteros et al., 2024).
Additionally, celebrity endorsement has been determined to boost brand awareness in young consumers. Public figures with a high level of recognition bring attention and increase memory resonance, thus making fast food brands more visible and attractive; increased attention has an indirect impact on consumer purchase intentions (Alejandro et al. 2025).

[bookmark: _Toc213424485][bookmark: _Toc220963110]2.5. The Relationship Between Content Marketing and Brand Awareness
Content marketing is a key element in boosting brand awareness with consistent communication of brand values, narratives and offerings through digital platforms (AlFraihat et al., 2025). Interactive and informative material enhances consumer memory, emotional bond, and trust which add to brand name. In the context of the Fast-Food Industry for example, visually appealing and relatable content sent out via the social media mechanisms went a long way to attract attention and subsequently to strengthen brand recall, especially for younger segments of consumers. Moreover, good content marketing contributes to behavioural engagement, which acts as a mediating variable in the relationship between exposure and long-term and strong brand attachment (Benevento et al., 2025).
By offering the substantive content instead of direct advertising, the brands can cultivate familiarity and recognition as time advances (Abd Al Rahman, 2024). Brand awareness refers to the ability of the consumer to both recognise and remember a certain brand and is therefore part of the foundation of the brand equity and, subsequently, purchasing behaviour. Content marketing supports this recognition, by systematically delivering brand messages in digital platforms, which increases recall and mind availability. Studies have proven that informative and interesting content is an important factor in structuring brand awareness in every industry (Anand, 2025; Patel et al., 2024).
This relationship is further enhanced by the digital and social media content which encourages behavioural participation; likes, shares and comments being the result, therefore increasing brand reach in an organic fashion. Recent research highlights the impact of digital content marketing, and attitudinal bonds and engagement that lead to strengthening brand awareness and brand defence (AlFraihat et al, 2025; Sanchez Garza et al., 2024).
Both fast-food and food-related industries are heavily affected by content marketing, mainly through its visual effects, storytelling, and influencer-driven approach. Resilient and proficient stimulation of brand growth and awareness among younger audiences using influencer-generated content and targeted social media campaigns (Benevento et al., 2025; Elliott et al., 2025). There is empirical data on fast-food SMEs that find that digitalisation and content-based interaction improve brand awareness and familiarity in consumers (Fatorachian et al., 2025; Francis et al., 2024).
Moreover, content marketing has an indirect impact on the repeat purchase intentions by building up brands awareness and image. Regular exposure of consumers to the controllable and worth generating content increases the emotional and cognitive access of the brands (Moayery Fard et al., 2025; Zahra, 2025). Sustainable and value-oriented content therefore builds further on brand equity and boosts consumer awareness, especially among sectors of consumers who are ethically more conscious (Ahmed et al., 2024; Guzman Valle et al., 2024).

[bookmark: _Toc213424486][bookmark: _Toc220963111]2.6. Literature Gap
While the role of social media and digital marketing in consumer behaviour has been covered extensively in the literature; empirical research examining the implications of content marketing for brand awareness specifically in the UK fast-food industry is limited. The studies analysed by Fard et al. (2025) and Patil et al. (2024) were largely concerned with broad-based digital engagement strategy but did not require the specific content-marketing processes including storytelling, influencer partnerships, and user-generated content. 
Benevento et al. (2025) also noted the use of influencer driven storytelling to increase engagement on platforms such as TikTok and Instagram; however, they failed to examine its long-term impact on recall of brands. In fact, AlFrait et al. (2025) discovered that despite an improvement in emotional attachment, the interactive digital content has not been examined effectively in mature markets regarding the measure of quantitative brand awareness. In addition, few studies involve research on the significance of digital narratives for promoting sustainable differentiation of brands in highly competitive market situations where consumers' concern for value and ethical considerations increasingly dominate. The current research aims to fill the above gaps by studying the degree to which content marketing and influencer-based campaigns, namely authentic storytelling and influencer-based campaigns, provide quantifiably positive effects of brand recognition and customer perception in the fast-food industry of the United Kingdom (Fatorachian et al., 2025; Patil et al., 2024).
[bookmark: _Toc220963112]2.7. Chapter summary
This chapter critically examined the literature related to content marketing and brand awareness, with a specific focus on the fast-food industry. The AIDA model was presented as a suitable theoretical framework to explain how content marketing influences consumer awareness through sequential cognitive and behavioural stages. The chapter discussed key dimensions of content marketing, the importance of brand awareness, and the strong connection between these two concepts in digital environments. Finally, a clear literature gap was identified, highlighting the limited focus on content marketing’s impact on brand awareness in the UK fast-food sector, thereby justifying the need for the present study.


[bookmark: _Toc220963113]CHAPTER 03: RESEARCH METHODOLOGY 
[bookmark: _Toc220963114]3.1. Introduction 
The chapter outlines the methodology used in doing the research on how content marketing affects brand awareness in the United Kingdom fast-food industry. It expounds on the philosophy of research, the research approach used, the research design and the research strategy used in the research. The chapter also elaborates the temporal coverage, target sample and sampling methodology, as well as tools to be used in data collection and data analysis. Besides, concerns related to validity, reliability and ethics are also considered in order to protect rigor and integrity of the study. 
[bookmark: _Toc220963115]3.2. Research Design
[image: ]
[bookmark: _Toc220608337]Figure 3: Saunder's onion model
(Source: Saunder, 2019)
The Saunders' research onion model is used in this study to provide the systematic structure of the research methodology. The model guides the research process in its outer and innermost layers, which include research philosophy, research approach, research design, research strategy, time horizon, and data collection and analysis methods. Employing Saunders Onion model, the study guarantees the logical alignment and coherence of the method in an examination of the impact of content marketing on brand awareness in the UK fast-food industry. The model simplifies the clear-cut decision-making and enhances the research design in general, making it more exhaustive and clearer.

[bookmark: _Toc220963116]3.3 Research Philosophy
[bookmark: _Toc220963117]3.3.1 Types of Research Philosophies (Positivism, Interpretivism, Realism)
The research philosophy represents a system of presuppositions about the production, interpretation and validation of knowledge in empirical researches. Among these frameworks, positivism, interpretivism and realism are the most widely used philosophical stance in the branches of business and marketing research. Positivism assumes reality as objective, quantifiable and independent of the researcher, which makes it especially suited for research that relies on numerical data and statistical analysis (Mwita, 2025). Interpretivism, on the other hand, focuses on subjective definitions, social meanings, giving precedence to qualitative knowledge, i.e. perceptions, experiences, and stories (May, 2025). Such philosophical position is commonly assumed in the research that aims to study human behavior in detail, but does not strive to measure relationships between variables (May, 2025).
Realism takes a middle stage because it accepts that reality is lodged and independent and simultaneously the social situations to be in the perception and interpretation of reality (Gamage, 2025). It is especially of use when the outcome as well as the underlying mechanism is of interest. Mixed methods research also incorporates philosophical attitudes by being composed of quantitative and qualitative views in order to obtain a holistic comprehension of complicated phenomena (Oranga et al., 2025). The choice of research philosophy can have a significant impact on the method used as a technique to collect data, the analysis method, and the general validity of the results in marketing and consumer behavior research (Mwita, 2025).

[bookmark: _Toc220963118]3.3.2 Rationale for Selecting the Positivism Research Philosophy
This study has adopted a positivist research philosophy in order to measure the influence of content marketing on brand awareness using objective and measurable data. Positivism enables hypothesis inclusion, strong statistical analysis, and systematic investigation of causal relationships which is in line with the study's focus on empirically based marketing variables (Gamage, 2025). Within a positivist framework, structured questionnaires can be used to effectively measure brand awareness indicators (brand recall, recognition, and familiarity) and analyze them statistically (Mwita, 2025). Besides such, positivism enhances the reliability and generalizability of results in the competitive market of the UK fast food, consequently making it acceptable in evidence-based marketing research (May, 2025).

[bookmark: _Toc220963119]3.4 Research Approach
[bookmark: _Toc220963120]3.4.1 Types of Research Approaches (Deductive and Inductive)
Research approaches define the relationships among theoretical frameworks and empirical data in a study. The deductive approach starts with facts of theories and existing literature and develops testable hypotheses and then tests them through empirical investigation (Mohammed, 2024). This methodology is mainly used in quantitative research contexts where variables are clearly defined and where relationships are queried through a set of analytical procedures (Gamage, 2025). Conversely, inductive methodology starts with facts and systematic observations, based on which visible trends and theoretical models are projected, which makes it especially suitable to explore and qualitative academic studies (Mohammed, 2024).
Masaad (2025) argues that inductive research is often used when the theories are limited or when new phenomena are being explored, allowing the theory to come directly from the empirical data. Nonetheless, deductive reasoning predominates in marketing and management scholarship, thanks to its ability to test known models and maintain its consonance with past studies (Robinson et al., 2025). While both methods of methodology have a lot of value, however, the choice of one over the other is based on the research objective, type of data and characteristics of the research problem (Mwita, 2025).

[bookmark: _Toc220963121]3.4.2 Rationale for Selecting the Deductive Research Approach
The research paper follows a deductive research design based on already existing theories on content marketing and brand awareness. The methodological position allows formulating specific hypotheses to clarify the correlation of different dimensions of content marketing and the results of brand awareness in the industry of the United Kingdom fast-food market (Mohammed, 2024). Deductive reasoning is the foundation for the systematic gathering of quantitative data and using statistical tests to ensure methodological rigor and objectivity (Gamage, 2025). By coming up with empirical test of theory-driven hypothesis, the present study adds to the validation of existing marketing frameworks and produces findings of generalizable interest for both practitioners and academics (Mwita, 2025).

[bookmark: _Toc220963122]3.5 Research Design
[bookmark: _Toc220963123]3.5.1 Qualitative, Quantitative, or Mixed Research Designs
Research design refers to the general plan that guides how a study is conducted in terms of data collection, measurement, and study analysis. Specifically, qualitative research design is designed toward the production and description of meanings, experiences, and subjective meanings written using non-quantitative information, i.e. interviews and participant observations; hence qualitative research design effectively serve to explore consumer perceptions and motivation through research grounded in data (Haq et al., 2025). Quantitative research design focuses on the use of numerical information, structured tools and statistical analysis as an approach to hypothesis testing as well as a method in systematic studies of relationship among variables in an objective way (Oranga et al., 2025). Within the field of marketing research, this design is commonly used to assess consumer behaviour patterns and outcomes pertaining to brands through the use of measurable indicators (Slater et al., 2024).
The hybrid research design unites the qualitative and quantitative approaches, thus providing a multifaceted understanding of research issues by integrating depth and generalizability (Obiorah et al., 2025). Even though mixed-methods explorations provide methodological flexibility, they equally require additional resources, time, and greater analytical complexity (Bhuvanasri et al., 2025). In the field of fast-food marketing studies, quantitative research designs are often used for their ability to gather consumer responses systematically on a large scale and derive statistically sound conclusions with applications to broad populations (Geng, 2025).

[bookmark: _Toc220963124]3.5.2 Rationale for Selecting the Quantitative Research Design
The study relies on a quantitative research design in determining the effects of content marketing on brand awareness utilizing the gathering of quantitative data and the statistical methods. This approach will help to objectively evaluate the variables of brand awareness such as brand recognition, brand recall, and brand familiarity using the structured questionnaires (Oranga et al., 2025). The approach helps in testing hypotheses and enhances the reliability, validity, and generalizability of empirical findings in the context of the UK fast-food sector (Slater et al., 2024). Moreover, quantitative methodologies are especially compatible with the objective evaluation of marketing efficacy in heterogeneous cohorts of consumers and competitive market settings (Bhuvanasri et al., 2025).

[bookmark: _Toc220963125]3.6 Research Strategies
[bookmark: _Toc220963126]3.6.1 Types of Research Strategies (Survey, Case Study, Archival)
Research strategies diagram the exact steps that are implemented in implementing a research design and acquiring relevant data. Survey research strategy involves the methodical provision of data concerning a large sample of population through structured questionnaires, which makes it appropriate in studies that aim at quantifying attitudes, behaviors and perceptions (Bhuvanasri et al., 2025). The case study strategy is an extensive examination of a single organization, brand or phenomenon within the natural setting, often using qualitative methodologies (Rosairo, 2022). While case studies produce rich contextual insights, there are limited generality based on case studies (Greenhalgh, 2025).
The archival research strategy relies on currently existing records, such as reports, databases, and digital information, in investigating past tendencies and secondary data (Slater et al., 2024). Archival data can be very inexpensive in terms of obtaining a large-scale dataset, yet it might not be compatible with particular research objectives (Haq et al., 2025). In the context of the marketing of fast food, surveys are widely used due to their ability to register simultaneous consumer responses to different brands and markets, which is often time-consuming (Teoh et al., 2024).

[bookmark: _Toc220963127]3.6.2 Rationale for Selecting the Survey Research Strategy
This research has incorporated survey research since it enables one easily to collect uniform data in relation to a large group of fast-food consumers in the United Kingdom. Using measurable and systematic measures, surveys, in turn, enable one to assess the extent to which individuals have been exposed to content marketing and its related effect on brand awareness (Oranga et al., 2025). The employed methodology facilitates thorough statistical analysis and cross-demographic comparison which in turn augments the representativeness of resultant findings (Slater et al., 2024). In addition, surveys are widely used in fast food marketing research because of their practicality and scalability (Teoh et al., 2024).
[bookmark: _Toc220963128]3.7 Time Horizon
[bookmark: _Toc220963129]3.7.1 Cross-Sectional or Longitudinal Time Horizons
Time horizon refers to the period of time of observation in a research study. A cross-sectional time horizon is defined by the fact that the data is obtained at one point in time, thus, allowing one to examine the inter-relationship of variables as they are expressed at that point in time (Li et al., 2025). This methodological approach is common within the marketing research paradigms, so as to easily assess the consumer attitude and outcomes related to the brand. On the contrary, the longitudinal time horizon involves the repetition of the observation of identical variables over an extended period of time, which can be used to investigate changes and trends over time (Pérez-Guerrero et al. 2024).
Although longitudinal studies may be more insightful in understanding the process of causation and behavior development, it requires a significant amount of temporal, financial, and retention resources of the participants (So et al., 2025). Cross-sectional research, in their turn, are especially effective in the context of the hypothesis testing and the exploratory comparisons within the competitive industries, including fast-food sector, where the preferences of consumers change quickly (Li et al., 2025).

[bookmark: _Toc220963130]3.7.2 Rationale for Selecting the Cross-Sectional Time Horizon
The research adopts a cross sectional temporal horizon in order to assess the contemporary impact of content marketing to brand awareness for consumers for fast food establishments in the United Kingdom. A cross-sectional approach allows the collection of data under stringent temporal and resource constraints and at the same time enables powerful statistical analysis of variable relationships (Li et al., 2025). The specified methodology fits the purpose of reflecting modern marketing practices and consumer attitudes in a quickly changing field as described by So et al. (2025). In addition, the use of cross-sectional studies in marketing and brand research is generally accepted because it is convenient and efficient (Pérez-Guerrero et al., 2024).

[bookmark: _Toc220963131]3.8 Research Instruments
[bookmark: _Toc220963132]3.8.1. Population of the Study 
The target population of the present investigation consists of fast-food consumers living within the confines of the United Kingdom subject to digital and content marketing interventions that are disseminated through social media platforms, corporate websites, and other advertising channels online. It is also important to note that the population in question is also relevant because consumers of fast food in the United Kingdom are highly involved in branded content and because their buying behaviors are influenced by the digital marketing messages (Geng, 2025; Oranga et al., 2025).

[bookmark: _Toc220963133]3.8.2 Sample Size and Sampling Size 
A sample of 50 respondents was chosen for this investigation using a convenience approach of the non-probability framework. This size of samples can be assessed as sufficient to conduct exploratory quantitative research and testing of the hypotheses in the framework of small academic studies. A sample with 50 participants makes it possible to use descriptive statistics, correlation, and regression analysis as well as being detectable within time and resource limits (Bhuvanasri et al. 2025; Slater et al. 2024).

[bookmark: _Toc220963134]3.8.3 Sampling Instruments
Sampling refers to the process of choosing a number of persons in a population with the aim of representing this population. There are two major types of sampling method probability sampling and non-probability sampling. In probability sampling, the members of the population are given an equal chance of selection thus increasing the generalizability of the results. It is, however, often time-consuming and costly (Oranga et al., 2025). Non-probability sampling methods have unequal selection probabilities and are often used in conditions where access to population registers is limited or due to the time and physical constraints (Haq et al., 2025).
The research design is a non-probability sampling, which is due to the challenge of obtaining a comprehensive sampling frame of consumers of the fast-food in the United Kingdom (Bhuvanasri et al., 2025). In particular, convenience sampling was carried out because the respondents were recruited based on their availability and willingness to respond. Convenience sampling is widely used in marketing research, and it supports the efficient collection of data from relevant segments of consumers (Oranga et al., 2025).

[bookmark: _Toc220963135]3.9. Data Collection Instruments (Questionnaire)
A structured questionnaire is used as the main data collection tool in this study. The questionnaire will be designed in such a way that it explores the exposure of the respondents to content marketing and the brand awareness they have. A 5-point Likert scale of strongly disagree to strongly agree is used to systematically measure attitudes and perceptions. Likert-scale questionnaires are useful in collecting people's opinions and performing statistical analysis in quantitative research (Oranga et al., 2025). The use of closed-ended questions improves the clarity of research, reduces bias on the part of respondents, and eases the data codification and analysis (Slater et al., 2024).
Operationalization for Questionnaire 
	Variable
	Indicator
	Scale
	Reference

	Informative Content (Independent Variable)
	Clarity of information
	5-point Likert Scale (Strongly Disagree – Strongly Agree)
	Abd Al Rahman (2024); Chowdhury et al. (2024)

	
	Usefulness of information
	5-point Likert Scale
	Elliott et al. (2025); Ahmed et al. (2024)

	
	Decision support
	5-point Likert Scale
	Abd Al Rahman (2024); Fatorachian et al. (2025)

	
	Content relevance
	5-point Likert Scale
	Chowdhury et al. (2024); AlFraihat et al. (2025)

	Entertainment Content (Independent Variable)
	Enjoyment
	5-point Likert Scale
	Chowdhury et al. (2024); Benevento et al. (2025)

	
	Engagement pleasure
	5-point Likert Scale
	Elliott et al. (2025); Fatorachian et al. (2025)

	
	Creativity
	5-point Likert Scale
	Benevento et al. (2025); Chowdhury et al. (2024)

	
	Following intention
	5-point Likert Scale
	AlFraihat et al. (2025); Chowdhury et al. (2024)

	Emotional Content (Independent Variable)
	Emotional connection
	5-point Likert Scale
	AlFraihat et al. (2025); Anand (2025)

	
	Positive emotions
	5-point Likert Scale
	Elliott et al. (2025); Chowdhury et al. (2024)

	
	Value alignment
	5-point Likert Scale
	AlFraihat et al. (2025); Benevento et al. (2025)

	
	Memorability
	5-point Likert Scale
	Elliott et al. (2025); Abd Al Rahman (2024)

	Interactive Content (Independent Variable)
	Interaction encouragement
	5-point Likert Scale
	Fatorachian et al. (2025); Chowdhury et al. (2024)

	
	Customer engagement
	5-point Likert Scale
	AlFraihat et al. (2025); Benevento et al. (2025)

	
	Responsiveness
	5-point Likert Scale
	Fatorachian et al. (2025); Ahmed et al. (2024)

	
	Interest stimulation
	5-point Likert Scale
	Chowdhury et al. (2024); AlFraihat et al. (2025)

	Brand Awareness (Dependent Variable)
	Brand recognition
	5-point Likert Scale
	Anand (2025); Ahmed et al. (2024)

	
	Brand familiarity
	5-point Likert Scale
	Anand (2025); Benevento et al. (2025)

	
	Brand recall
	5-point Likert Scale
	Anand (2025); Chowdhury et al. (2024)

	
	Content-driven awareness
	5-point Likert Scale
	Abd Al Rahman (2024); AlFraihat et al. (2025)


[bookmark: _Toc220608311]Table 1: Operationalization for Questionnaire
(Source: Author, 2025)

[bookmark: _Toc220963136]3.10. Data Analysis Instruments
Statistical analysis of the data is carried out using the statistical package of programs (SPSS). Descriptive statistics including frequency analysis is used to summarize demographic characteristics and patterns of responses. Correlation analysis is performed to assess the magnitude and direction of the relationship between variables related to content marketing and brand awareness. Linear regression analysis will be used in order to assess the effect of content marketing on brand awareness and test research hypotheses.The SPSS has been frequently used in quantitative marketing research, thanks to its reliability, accuracy, and ability to deal with the large volumes of data (Slater et al., 2024).

[bookmark: _Toc220963137]3.11 Validity and Reliability
Validity and reliability are key pillars in ensuring the accuracy and consistency of empirical findings. The content validity of the instrument is strengthened by developing the items on the questionnaire with the information and knowledge from the existing literatures and validated theories on the contents marketing and brand awareness (Bhuvanasri et al., 2025). Face validity is achieved by people by reviewing the questionnaire and running pilot tests on the questionnaire before it is finally released into the market. To examine the reliability, internal consistency is assessed, and Cronbach alpha should be used to determine that the items in each scale are consistently related to the targeted constructs (Oranga et al., 2025). The reliability of data collection process is further promoted by explicit instructions and the application of standardized measures scales (Slater et al., 2024).

[bookmark: _Toc220963138]3.12 Ethical Considerations
Ethical considerations are strictly followed in the entire research process. All scholarly sources and references that are used in the current investigation are fully acknowledged in order to prevent plagiarism and to maintain academic integrity. Participation in the survey is totally optional, and the subjects are fully informed about the purpose of the study before data collection takes place. The research discourages any physical, psychological, and social injuries to the study subjects during the research process. By avoiding the gathering of personal identifiable information and limiting data use to the academic purpose, anonymity is confidently preserved without violating the legal regulations in the UAE. The ethical research standards also enhance the level of trust among the participants and heighten the validity of the research results (Haq et al., 2025).

[bookmark: _Toc220963139]3.13 Chapter Summary
This chapter outlines the research methodology used to examine the impact of content marketing on brand awareness in the UK fast-food sector. It further discusses the sampling strategy, instruments used in data collection and analysis, procedures to ensure validity and reliability and the ethical considerations taken in the research. Quantitative research design, which is justified by a survey plan and statistical analysis in SPSS was considered to be appropriate to achieve the objectives of the study. The comprehensive approach to methodology will ensure rigor and reliability and ethical adherence, which will provide a solid base of data analysis and interpretation, in the following chapter.
[bookmark: _Toc220963140]CHAPTER 04: DATA ANALYSIS AND FINDINGS
[bookmark: _Toc220963141]4.1 Introduction
This chapter includes the analytical study and subsequent final findings regarding the extent of influence created by the content marketing on brand awareness in the fast-food sector in the United Kingdom. This process begins with data screening then intensive investigations on the validity, reliability and descriptive statistics. Correlation and regression analysis based on the effects of informative, entertaining, emotional, and interactive content follows. Based upon the results of the regression analysis, hypothesis testing is attempted. The chapter concludes with a discussion of the findings which is critically compared with existing literature to establish both theoretical and practical relevance.

[bookmark: _Toc220963142]4.2 Missing Values
	Case Processing Summary

	
	Cases

	
	Valid
	Missing
	Total

	
	N
	Percent
	N
	Percent
	N
	Percent

	Informative Content
	50
	100.0%
	0
	0.0%
	50
	100.0%

	Entertainment Content
	50
	100.0%
	0
	0.0%
	50
	100.0%

	Emotional Content
	50
	100.0%
	0
	0.0%
	50
	100.0%

	Interactive Content
	50
	100.0%
	0
	0.0%
	50
	100.0%

	Brand Awareness
	50
	100.0%
	0
	0.0%
	50
	100.0%


[bookmark: _Toc220608312]Table 2: Case Processing Summary
Table 2 implies that the dataset is full-fledged as all 50 cases (100%) are considered valid in variables representing informative, entertaining, emotional, interactive content, and brand awareness. The fact that there are no missing values (0%) for the whole construct confirms the quality of the data and the efficiency of questionnaire design. The lack of missing data also means that imputation or the refusal of cases is unnecessary and it makes the further statistical analysis strong, well-founded, and based on a whole sample, without bias associated with the incomplete response.
[bookmark: _Toc220963143]4.3 Validity
	KMO and Bartlett's Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.916

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	510.060

	
	df
	10

	
	Sig.
	.000


[bookmark: _Toc220608313]Table 3: KMO and Bartlett's Test

	Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	4.788
	95.761
	95.761
	4.788
	95.761
	95.761

	2
	.110
	2.210
	97.971
	
	
	

	3
	.049
	.973
	98.944
	
	
	

	4
	.032
	.634
	99.578
	
	
	

	5
	.021
	.422
	100.000
	
	
	

	Extraction Method: Principal Component Analysis.


[bookmark: _Toc220608314]Table 4: Total Variance Explained
The Kaiser Meyer Olkin test produced a value of 0.916, indicating exceptional sampling adequacy and thus supporting the adequacy of the data used for factor analysis procedures. Moreover, the test of sphericity by Bartlett showed significant value (χ² = 510.060, df = 10, p < 0.001) that the pattern of correlation could not be an identity matrix. The results support the fact that there are large intercorrelations between the variables and hence confirm the construct validity of the measurement items used in the current study.
According to the table of Total Variance Explained, only one principal component, the one with a value of 95.761, explains the total variance (more than 95 percent). All the rest of the principal components possess values that are significantly lower than one. This finding is consistent with a strong unidimensional structure, which indicates that the items reliably measure some one-dimensional latent construct. Overall, the results provided can support the factual testimony to the factorial and construct validity of the measures related to the content marketing and brand awareness.

[bookmark: _Toc220963144]4.4 Reliability
	Variable
	Cronbach’s Alpha

	Informative Content
	0.950

	Entertainment Content
	0.961

	Emotional Content
	0.962

	Interactive Content
	0.962

	Brand Awareness
	0.968


[bookmark: _Toc220608315]Table 5: Cronbach’s Alpha
Table 5 shows that all constructs in the current study have very sound internal consistency as measured by Cronbach's alpha values significantly exceeding the traditional threshold of 0.70. The scale of alpha of the informative content (α = 0.950), the entertainment content (α = 0.961), the emotional content (α = 0.962), and the interactivity content (α = 0.962) show that scale of measurement is highly reliable. Brand awareness shows an internal consistency at α = 0.968, so brand awareness can be regarded as demonstrating its strong reliability within the items. These results show that questionnaire items are always able to measure their intended constructs thus providing the reliability of the data thus making sure that later statistical analyses and interpretations are based on consistent and coherent measures.

[bookmark: _Toc220963145]4.5 Demographic Analysis
[bookmark: _Toc220963146]4.5.1 Age Group
	Which of the following age groups do you belong to?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	18–24 years
	15
	30.0
	30.0
	30.0

	
	25–34 years
	12
	24.0
	24.0
	54.0

	
	35–44 years
	11
	22.0
	22.0
	76.0

	
	45 years and above
	12
	24.0
	24.0
	100.0

	
	Total
	50
	100.0
	100.0
	


[bookmark: _Toc220608316]Table 6: Age Group
The age distribution shows that 30.0% of the respondents belong to the age group of 18 to 24 years, thus the highest segment of the population or age category. The ages 25-34 years and ages 45 years and above, for each, constitute 24.0% of the sample, with the 35-45 years fall within the age group being 22.0% of the sample. Overall, the sample represents a comparably balanced age distribution that thereby ensures the inclusion of the perspectives from both younger and middle-aged consumers that are adequate to the United Kingdom fast-food sector.
[image: ]
[bookmark: _Toc220608338]Figure 4: Age Group

[bookmark: _Toc220963147]4.5.2 Gender
	What is your gender?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Female
	26
	52.0
	52.0
	52.0

	
	Male
	24
	48.0
	48.0
	100.0

	
	Total
	50
	100.0
	100.0
	


[bookmark: _Toc220608317]Table 7: Gender
The gender analysis shows that there is almost an equal distribution of respondents. The sample is made up of 52.0% of female, and 48.0% of male. These gender representations balance out gender facet and enable more generalisable findings with regards to considering content marketing and brand awareness in the conception in the United Kingdom fast-food industry.
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[bookmark: _Toc220608339]Figure 5: Gender

[bookmark: _Toc220963148]4.5.3 Frequency of Fast-Food Consumption
	How often do you purchase fast food?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1–2 times per week
	13
	26.0
	26.0
	26.0

	
	1–3 times per month
	10
	20.0
	20.0
	46.0

	
	3 or more times per week
	13
	26.0
	26.0
	72.0

	
	Less than once a month
	14
	28.0
	28.0
	100.0

	
	Total
	50
	100.0
	100.0
	


[bookmark: _Toc220608318]Table 8: Frequency of Fast-Food Consumption
The frequency of fast-food consumption is distributed comparatively evenly. 28.0% of the respondents purchase fast food less than once a month, 26.0% eat 1-2 times per week and another 26.0% consume 3 or more times per week. The other 20.0% buy fast food 1-3 times a month, showing that people have different consumption behaviours.
[image: ]
[bookmark: _Toc220608340]Figure 6: Frequency of Fast-Food Consumption

[bookmark: _Toc220963149]4.5.4 Primary Platform Used to View Fast-Food Content
	Which platform do you most frequently use to view fast-food brand content?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Facebook
	9
	18.0
	18.0
	18.0

	
	Instagram
	15
	30.0
	30.0
	48.0

	
	TikTok
	12
	24.0
	24.0
	72.0

	
	YouTube
	14
	28.0
	28.0
	100.0

	
	Total
	50
	100.0
	100.0
	


[bookmark: _Toc220608319]Table 9: Primary Platform Used to View Fast-Food Content
The most common platform is Instagram, where 30.0% of respondents are active, and YouTube comes right behind with 28.0%. There is 24.0% Tik Tok and 18.0% Facebook short-video penetration. This distribution demonstrates the importance of platforms of a visual nature and video content in the fast-food content marketing.
[image: ]
[bookmark: _Toc220608341]Figure 7: Primary Platform Used to View Fast-Food Content

[bookmark: _Toc220963150]4.6 Descriptive Analysis
	Descriptive Statistics

	
	N
	Mean
	Std. Deviation
	Variance
	Skewness
	Kurtosis

	
	Statistic
	Statistic
	Statistic
	Statistic
	Statistic
	Std. Error
	Statistic
	Std. Error

	Informative Content
	50
	3.7550
	1.19362
	1.425
	-1.173
	.337
	-.160
	.662

	Entertainment Content
	50
	3.6800
	1.24442
	1.549
	-1.114
	.337
	-.318
	.662

	Emotional Content
	50
	3.6100
	1.25271
	1.569
	-.973
	.337
	-.579
	.662

	Interactive Content
	50
	3.6600
	1.24822
	1.558
	-1.060
	.337
	-.407
	.662

	Brand Awareness
	50
	3.7000
	1.29756
	1.684
	-.995
	.337
	-.549
	.662

	Valid N (listwise)
	50
	
	
	
	
	
	
	


[bookmark: _Toc220608320]Table 10: Descriptive Statistics
Table 10 outlines the descriptive statistics for all the principal study variables which demonstrate that mean scores exceed the midpoint level for the five-point Likert scale. It can be observed that informative fast-food content obtained the best mean score (M = 3.76), which means that all respondents tend to have a positive opinion. The entertainment (M = 3.68), interactivity (M = 3.66), emotional content (M = 3.61) and brand awareness (M = 3.70) constructs had moderately high mean scores, and thus positive perceptions on the overall basis.
The observed values of the standard deviation or 1.19-1.30 can be interpreted as a medium dispersion of responses hence illustrating some form of change or variation in the individual opinions held. All variables show negative skewness, which means that responses are slightly skewed towards more agreement. Kurtosis values close to zero and in acceptable ranges are indicative of approximately normal distribution for the distributions. Overall, the dataset meets the assumptions of normality, thus bringing the use of the parametric methods of statistics its rightful place to assess the impact of content marketing on brand awareness.

[bookmark: _Toc220963151]4.7 Correlation Analysis
	Correlations

	
	Informative Content
	Entertainment Content
	Emotional Content
	Interactive Content
	Brand Awareness

	Informative Content
	Pearson Correlation
	1
	.924**
	.911**
	.927**
	.913**

	
	Sig. (2-tailed)
	
	.000
	.000
	.000
	.000

	
	N
	50
	50
	50
	50
	50

	Entertainment Content
	Pearson Correlation
	.924**
	1
	.962**
	.979**
	.959**

	
	Sig. (2-tailed)
	.000
	
	.000
	.000
	.000

	
	N
	50
	50
	50
	50
	50

	Emotional Content
	Pearson Correlation
	.911**
	.962**
	1
	.964**
	.968**

	
	Sig. (2-tailed)
	.000
	.000
	
	.000
	.000

	
	N
	50
	50
	50
	50
	50

	Interactive Content
	Pearson Correlation
	.927**
	.979**
	.964**
	1
	.961**

	
	Sig. (2-tailed)
	.000
	.000
	.000
	
	.000

	
	N
	50
	50
	50
	50
	50

	Brand Awareness
	Pearson Correlation
	.913**
	.959**
	.968**
	.961**
	1

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	

	
	N
	50
	50
	50
	50
	50

	**. Correlation is significant at the 0.01 level (2-tailed).


[bookmark: _Toc220608321]Table 11: Correlations
Table 11 shows the Pearson correlation values between the dimensions of content marketing and brand awareness. All the relationships show positive and robust and statistically significant relationships at the p 0.01 level, thus, explaining the presence of substantive inter-variable relationships. Informative content displays a narrow but strong positive correlation with brand awareness (r = 0.913), meaning that informative fast food material plays a great role in improving the consumer cognizance of the brand entities. On the same note, the entertainment dimension (r = 0.959), emotional dimension (r = 0.968), and the interactive dimension (r = 0.961) have very strong relationships with brand awareness.
Moreover, the dimensions of content marketing shows large intercorrelations which range between 0.911 and 0.979. This fact implies that those forms of content often come together and reinforce one another in the fast-food marketing plans. Overall, the findings provide solid preliminary evidence suggesting that content marketing has a significant influence on brand awareness in the United Kingdom's fast food sector and thus qualifies to be treated with analyses of regression in the analysis of the predictive effects.

[bookmark: _Toc220963152]4.8 Simple Linear Regression Analysis
[bookmark: _Toc220963153]4.8.1 The impact of informative content on brand awareness in the UK fast-food industry
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.913a
	.833
	.829
	.53584

	a. Predictors: (Constant), Informative Content


[bookmark: _Toc220608322]Table 12: Model Summary - Informative Content
The model summary shows that there is a strong relation between the informational content and brand awareness as propagated by a correlation coefficient (R) of 0.913. In this regard, the coefficient of determination (R2) = 0.833 which means that 83.3% of the variability of brand awareness is explained by informational content. The adjusted R2 of .829 supports the reliability of the model while the low standard error of .536 indicates positive predictive power.
	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	68.718
	1
	68.718
	239.333
	.000b

	
	Residual
	13.782
	48
	.287
	
	

	
	Total
	82.500
	49
	
	
	

	a. Dependent Variable: Brand Awareness

	b. Predictors: (Constant), Informative Content


[bookmark: _Toc220608323]Table 13: ANOVA - Informative Content
The results of the ANOVA show that the regression model is statistically significant at 0.05 level (F = 239.333, p = 0.000 < 0.05). The results showed that the informative content was found to be a significant explanation for the observed differences in brand awareness across consumers of fast-food establishments within the United Kingdom. As a result, the complete regression model shows that it is valid and suitable to investigate how informative content affects brand awareness.
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	-.025
	.252
	
	-.101
	.920

	
	Informative Content
	.992
	.064
	.913
	15.470
	.000

	a. Dependent Variable: Brand Awareness


[bookmark: _Toc220608324]Table 14: Coefficients - Informative Content
The table of coefficients shows that informative content has a positive and significant effect on brand awareness at 0.05 confidence level (β = 0.913, p = 0.000 < 0.05). The coefficient (B = 0.992) is not standardized to state that one unit increase in informative content corresponds to a one unit rise in brand awareness. The constant term does not reach statistical significance (p > 0.05) suggesting that brand awareness is more of an effect of informative rather than baseline content.

[bookmark: _Toc220963154]4.8.2 The impact of entertainment content on brand awareness in the UK fast-food industry

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.959a
	.920
	.918
	.37095

	a. Predictors: (Constant), Entertainment Content


[bookmark: _Toc220608325]Table 15: Model Summary - Entertainment Content
The summary of the model indicates that the relationship between the entertainment content and brand awareness is very robust based on the R statistic provision of 0.959. The value of R2=0.920 implies that approximately 92.0% of the variance of brand awareness is explained by the entertainment content. The fact that the adjusted coefficient of determination (R2 = 0.918) is high speaks of the model reliability, but the fact that the standard error (0.371) is low means that the model has a high predictive accuracy.
	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	75.895
	1
	75.895
	551.546
	.000b

	
	Residual
	6.605
	48
	.138
	
	

	
	Total
	82.500
	49
	
	
	

	a. Dependent Variable: Brand Awareness

	b. Predictors: (Constant), Entertainment Content


[bookmark: _Toc220608326]Table 16: ANOVA - Entertainment Content
The results of the ANOVA show statistical significance of the regression model at the 0.05 level (F = 551.546, p = 0.000 < 0.05). This observation reveals that the overall effect of entertainment content on brand awareness in UK fast-food industry is significant which supports the suitable nature of the proposed model in explaining variations in brand awareness.
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.020
	.165
	
	.119
	.906

	
	Entertainment Content
	1.000
	.043
	.959
	23.485
	.000

	a. Dependent Variable: Brand Awareness


[bookmark: _Toc220608327]Table 17: Coefficients - Entertainment Content
The table of coefficients shows that entertainment content has a positive and statistically significant effect on brand awareness at the 0.05 level of significance (β = 0.959, p = 0.000 < 0.05). The unstandardized version of the coefficient (B1.000) means that a one unit change in the value of entertainment content is linked to a single unit change in brand awareness. The intercept term is not statistically significant (p > 0.05) thus confirming that brand awareness is mainly affected by entertainment content effects.

[bookmark: _Toc220963155]4.8.3 The impact of emotional content on brand awareness in the UK fast-food industry

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.968a
	.937
	.935
	.32976

	a. Predictors: (Constant), Emotional Content


[bookmark: _Toc220608328]Table 18: Model Summary - Emotional Content
As shown in the model of the summary, the relationship between emotional content and brand awareness is extremely strong with a value of 0.968 in the R coefficient. The coefficient of determination (R2) obtains a value of 0.937 that determines 93.7% variance for brand awareness is due to the emotional content. The adjusted R2, which stands at 0.935, supports a great model fit whereas the standard error of 0.330 implies a high level of predictive accuracy.
	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	77.280
	1
	77.280
	710.691
	.000b

	
	Residual
	5.220
	48
	.109
	
	

	
	Total
	82.500
	49
	
	
	

	a. Dependent Variable: Brand Awareness

	b. Predictors: (Constant), Emotional Content


[bookmark: _Toc220608329]Table 19: ANOVA - Emotional Content
The ANOVA show that the fitted regression model is statistically significant at the conventional a level of 0.05 level, with the F value being 710.691 and it correspond p-value (0.000) less than 0.05. This confirms that emotional content is an important factor explaining differences in brand awareness amongst consumers of UK fast-food, which implies that the model is suitable and sound to evaluate the effects of emotional content.
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.081
	.144
	
	.564
	.575

	
	Emotional Content
	1.003
	.038
	.968
	26.659
	.000

	a. Dependent Variable: Brand Awareness


[bookmark: _Toc220608330]Table 20: Coefficients - Emotional Content
The Table of Coefficients shows emotional content has a positive and significant effect on brand awareness at the 0.05 level of significance (β = 0.968, p = 0.000 < 0.05). The coefficient (B = 1.003) is not standardized since it reveals that the unit change (emotional content) is accompanied by a slight increase in brand awareness. The intercept is not statistically significant at p > 0.05, suggested brand awareness is driven mainly by emotional content.

[bookmark: _Toc220963156]4.8.4 The impact of interactive content on brand awareness in the UK fast-food industry

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.961a
	.924
	.922
	.36214

	a. Predictors: (Constant), Interactive Content


[bookmark: _Toc220608331]Table 21: Model Summary - Interactive Content
The summary of the model shows that there is a very high positive correlation of interactive content with brand awareness, and the correlation stands at 0.961. The R2 value of 0.924 shows that 92.4% variance in brand awareness is explained by interactive content. The model is strong as the adjusted R2 of 0.922, whereas the small standard error of 0.362 indicates precise predictive results.
	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	76.205
	1
	76.205
	581.077
	.000b

	
	Residual
	6.295
	48
	.131
	
	

	
	Total
	82.500
	49
	
	
	

	a. Dependent Variable: Brand Awareness

	b. Predictors: (Constant), Interactive Content


[bookmark: _Toc220608332]Table 22: ANOVA - Interactive Content
The ANOVA results show that the regression model has a statistical significance threshold of five per cent (F=581.077, p = 0.000 <0.05). Its results support the idea that interactive content resonates significantly to explain the differences in the brand awareness in the context of fast-food consumers in the United Kingdom, which proves the overall soundness of the conceptual model.
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.043
	.160
	
	.271
	.788

	
	Interactive Content
	.999
	.041
	.961
	24.106
	.000

	a. Dependent Variable: Brand Awareness


[bookmark: _Toc220608333]Table 23: Coefficients - Interactive Content
The coefficient estimates show that interactive content has a positive, statistically significant impact on brand awareness at the 0.05 level of significance (β = 0.961, p < 0.05). The unstandardized coefficient (B = 0.999) shows that one unit change of interactive content is correlated with a one unit change of brand awareness. The constant term is not statistically significant (p > 0.05), suggesting that interactive content influences brand awareness are a much larger share.

[bookmark: _Toc220963157]4.9 Hypothesis Testing
H01: There is not a significant impact of informative content on brand awareness in the UK fast food industry.
H11: There is a significant impact of informative content on brand awareness in the UK fast food industry.
According to the coefficient table 14, the P value of informative content is 0.000 which is below significant level 0.05. Thus, reject H01. Therefore, there is a significant impact of informative content on brand awareness in the UK fast food industry.

H02: There is not a significant impact of entertainment content on brand awareness in the UK fast food industry.
H12: There is a significant impact of entertainment content on brand awareness in the UK fast food industry.
According to the coefficient table 17, the P value of entertainment content is equal to 0.000 which is below significant level 0.05. Therefore, reject H02. Finally, there is a significant impact of entertainment content on brand awareness in the UK fast food industry.

H03: There is not a significant impact of emotional content on brand awareness in the UK fast food industry.
H13: There is a significant impact of emotional content on brand awareness in the UK fast-food industry.
By analyzing coefficient table 20, the P value of emotional content is 0.000 which is less than significant level 0.05. Thus, reject H03. Therefore, there is a significant impact of emotional content on brand awareness in the UK fast-food industry.

H04: There is not a significant impact of interactive content on brand awareness in the UK fast food industry.
H14: There is a significant impact of interactive content on brand awareness in the UK fast food industry.
According to the coefficient table 23, the P value of interactive content is equal to 0.000 which is less than 0.05. Therefore, reject H04. Finally, there is a significant impact of interactive content on brand awareness in the UK fast food industry.
	Hypothesis
	p-value
	Decision on H₀ 
	Result

	H11: There is a significant impact of informative content on brand awareness in the UK fast food industry.
	0.000
	Reject H₀
	Supported

	H12: There is a significant impact of entertainment content on brand awareness in the UK fast food industry.
	0.000
	Reject H₀
	Supported

	H13: There is a significant impact of emotional content on brand awareness in the UK fast food industry.
	0.000
	Reject H₀
	Supported

	H14: There is a significant impact of interactive content on brand awareness in the UK fast food industry.
	0.000
	Reject H₀
	Supported


[bookmark: _Toc220608334]Table 24: Hypothesis Testing Summary

[bookmark: _Toc220963158]4.10 Discussions of Findings
[bookmark: _Toc220963159]4.10.1 Discussion of the First Finding: Informative Content and Brand Awareness
The first result of this study confirms that the content aimed to provide information has statistically significant positive impact on brand awareness in the fast-food sector in the United Kingdom. This hypothesis was confirmed by a p-value of 0.000, which indicates there is a strong statistical linking of informational content with brand awareness. This indicates that the fast-food brands will be better recognized and remembered in case consumers are exposed to the content that delivers clear, useful, and relevant information, including menu facts, prices, nutritional information, and promotional options.

[bookmark: _Toc220963160]4.10.1.1 Comparison of the First Finding with Literature
The results support current scholarship on content marketing and brand awareness. Previous investigations highlight the fact that the informational content plays a substantial role in facilitating consumer attention and building a better brand memorization by reducing the notion of informational uncertainty and increasing perceived transparency. Abd Al Rahman (2024) argues that the creation of meaningful and useful content is an essential part of the effective content-marketing strategies that should help to retain audiences and strengthen brand loyalty. Similarly, Patil et al. (2024) stated that there is a strong positive relationship between content-marketing activities and brand awareness, particularly in case content focuses on practical use and intelligibility.
Empirical work carried out in the fast-food sector supports such observations. Ahmed et al. (2024) showed that aspects of the marketing mix, especially information-rich digital communication had a significant impact on the brand equity in online food-service scenarios. Utami et al. 2024 further validated the notion of informative social marketing is effective to boost brand awareness among food service enterprises. Consequently, the current investigation is compatible with the current literature emphasizing informative content as a basis for driving brand awareness in competitive food markets.

[bookmark: _Toc220963161]4.10.1.2 Reasons for Similarities or Differences with Literature
The strong correspondence between the current study and the prior literature can be explained by the fact that consumer information needs remain constant over time and geographic factors. Specifically, the consumers of fast-food by the developed economies, especially the United Kingdom, demonstrate the growing demand towards transparency on the part of ingredient composition, disclosure of price, and nutritional content. In contrast to previous decades, today's consumers have increased health awareness and digital literacy, which further boosts the power of informational materials compared to past decades. In addition, methodological similarities among studies provide evidence of approximate similarity of findings, considering that many preceding studies have used quantitative, cross-sectional survey design methods that are similar to the current study. Moreover, standardization of product offerings in the fast-food sector contributes to increased effectiveness of informational content in strengthening brand identity and memory in the digital sphere.

[bookmark: _Toc220963162]4.10.2 Discussion of the Second Finding: Entertainment Content and Brand Awareness
The second finding shows that entertainment content has a relatively positive effect on brand awareness in the fast food market of the United Kingdom where the corresponding hypothesis is supported at a p-value level of 0.000. This result indicates that entertainment content, such as satirical videos, creative visual presentations, memes, and storytelling, significantly enhances the consumers' ability to access and remember fast food brands.

[bookmark: _Toc220963163]4.10.2.1 Comparison of the Second Finding with Literature
This result is consistent with other studies which have asserted the significance of entertainment in digital marketing. Bubphapant et al. (2024) argue that entertaining content helps build on engagement and emotional attachment, thus creating brand recall. Zahra (2025) found a positive effect of entertainment-oriented social media marketing on brand knowledge and engagement in the fast-food market. Likewise, Alejandro et al. (2025) have found that creative and entertaining promotional strategies are found to substantially augment brand awareness among younger consumers.
AIDA model supports this relationship further, saying that the role of entertainment plays a leading role in drawing the attention of the consumer, thus making it the first step in forming consumer consciousness. The investigations done by Ganesh (2020) and Chakrabarti (2023) determine that entertaining stimuli have increased efficacy in attention capture in cluttered digital milieus. As such, the results have been observed in accordance with current frameworks, both theoretical and empirical.

[bookmark: _Toc220963164]4.10.2.2 Reasons for Similarities or Differences with Literature
The alignment between current exploration and available literature could be attributed to the changing dynamics in social media consumption. Modern-day consumers receive a large amount of content daily and, therefore, this makes entertainment a crucial factor in brand visibility. The fast-food market in the United Kingdom with a younger, digitally minded customer base is notably susceptible to entertaining media formats. Differences between studies, where present, might be attributable to the variation in the use of the platforms or cultural preference for humour. However, the overall positive impact of entertainment contents keeps being consistent because of its universal appeal and how it delivers higher engagement rates than purely informational messages.

[bookmark: _Toc220963165]4.10.3 Discussion of the Third Finding: Emotional Content and Brand Awareness
The third result proves that emotive material has significant positive influence on brand awareness in the United Kingdom fast-food industry with p-value of 0.000 which supports the hypothesis. In turn, emotionally coloured content, such as themes of happiness, nostalgia, family, or comfort, deepens the affective attachment of consumers to fast-food brands and increases brand recognition.

[bookmark: _Toc220963166]4.10.3.1 Comparison of the Third Finding with Literature
This result is significantly supported by the existing literature on emotional branding and digital marketing. Anand (2025) says that emotive associations are critical to continued brand awareness and memory trace stabilization. Benevento et al. (2025) found how a campaign with emotional appeal significantly improves brand extension on social media platforms. In the fast-food industry, the study by Francis et al. (2024) resulted in revealing that emotional-based social media marketing has a positive impact on consumer behaviour, as well as brand perception.
In addition, the literature on food marketing highlights the effectiveness of emotional appeals in that they are especially efficacious because of the big sensory and experiential nature of food consumption. Martinho (2020) argues that emotions play a crucial role in food-related decision-making and consequently makes the relevance of emotive information within fast-food branding stronger. This research therefore aligns with the existing information which shows that emotional content increases brand awareness.

[bookmark: _Toc220963167]4.10.3.2 Reasons for Similarities or Differences with Literature
The coherence of the results of the current exploration with the recorded experiences from earlier scholarship can be explained by the ever-present affective attraction of culinary products and the universality of consumption related experiences. Fast-food enterprises often orient their branding strategies toward notions of comfort, pleasure and social affiliation, as a result, for them, emotionally resonant messaging can be particularly efficacious in a wide range of cultural milieus. The differences between generations or cultures can determine the occurrence of emotional triggers. However, the multicultural and digitally knowledgeable consumer group in the United Kingdom might improve the effectiveness of emotive narration as compared to more traditional markets. An agreement with prior quantitative studies also supports the reproducibility of the findings.

[bookmark: _Toc220963168]4.10.4 Discussion of the Fourth Finding: Interactive Content and Brand Awareness
The fourth finding shows that interactive content has a statistically significant positive effect on brand awareness in the United Kingdom fast-food sector, which has been supported with the p value of 0.000. Interactive content is operationalized as polls, quizzes, comment driven posts, contests and other direct engagement mechanisms that foster user participation.

[bookmark: _Toc220963169]4.10.4.1 Comparison of the Fourth Finding with Literature
The result is in line with the current literature pointing to the relevance of consumer engagement in online marketing. AlFraidat et al. (2025) discovered that engaging online material acknowledges brand commitment via interaction and behavioural involvement that consequently focuses on brand knowledge. According to Fatorachian et al. (2025), social media interactivity has a significant impact of increasing brand presence in relation to fast-food small and medium-sized enterprises.
The research by Sánchez Garza et al. (2024) also records that interactive marketing programs that social networking sites carry-out positively affect brand awareness and brand image. Deontologically, the AIDA model supports the role of interaction by maintaining consumer attention and stimulating involvement in the brand. Therefore, the empirical findings presented herein are significantly concise with the past theoretical and empirical findings.

[bookmark: _Toc220963170]4.10.4.2 Reasons for Similarities or Differences with Literature
The factor of concurrence with extant literature may be attributed to the interactive nature of current social media platforms, which focus on engagement-centric algorithms. Within the UK's fast-food sector, interactive content is proving to develop recurrent exposure and active participation to strengthen brand recall. The differences of the studies can be explained by the characteristics of a platform or the different degree of digital literacy of the consumers. However, in the United Kingdom, where the social media penetration is high, and the awareness of the interactive digital tools is very common, the role played by the interactive content is significantly intense.

[bookmark: _Toc220963171]4.11 Chapter summary
This chapter provided an in-depth analysis of data that investigated how content marketing affects brand awareness in the UK fast food sector. The results supported the fact that the dataset had evidence of completeness, validity, and high reliability and can support reliable statistical inference. Descriptive, correlation and regression analysis showed that informative content, entertainment content, emotional content as well as interactive content had a significant positive correlation with brand awareness. All four hypotheses were supported, thus suggesting that every type of content showed significant influence on brand awareness. Overall, the results provide substantial empirical information that content marketing plays a critical role in supplementing brand awareness among fast food consumers in the United Kingdom.


[bookmark: _Toc220963172]CHAPTER 5: CONCLUSIONS & RECOMMENDATIONS
[bookmark: _Toc220963173]5.1 Introduction
The chapter outlines the last conclusions remaining out of the investigation of the impact of content marketing on brand awareness in the fast-food industry of the United Kingdom. It incorporates the findings obtained because of data analysis and discussion chapters, and criticizes the extent through which the research aim, research question, and the objectives were achieved. Additionally, this chapter outlines tangible suggestions for fast food companies to enhance their content marketing strategies, offers suggestions for further research, and highlights the key academic and managerial contributions stemming from the study. The chapter concludes with a summary that serves to enclose the general importance of the studies.

[bookmark: _Toc220963174]5.2 Coverage of the Research Question, Aim and Objectives
The main aim of the research was to examine how content marketing affects brand awareness in the fast-food industry in the United Kingdom. In that regard, the study focused on four major aspects of content marketing informative, entertainment, emotional, and interactive content. The question of the study was to determine whether and to what extent these content marketing strategies determine the awareness of the brand among the consumers of the fast-food establishments in the United Kingdom.
The findings clearly suggest that all four types of content have a statistically significant positive impact on brand awareness. Analysis results support strong relationships between the content marketing practices and the brand awareness indicators, thus answering the research question satisfactorily. Moreover, the analysis ensured a sound evaluation of each goal of the research, thus ensuring that the research was carried out with the purpose it was set out for.

[bookmark: _Toc220963175]5.2.1 Coverage of the First Objective
To identify the key content marketing strategies used by fast-food brands in the UK
The first research objective was to establish the most common content marketing practices adopted by the fast-food chains in the United Kingdom. The research findings point to the fact that fast-food brands deliberately use a fusion of informational, entertainment-based, affective, and interactive content across digital channels, such as Instagram, YouTube, TikTok, and Facebook.
One of the key strategies found to be central include informational content, whereby brands consistently share information regarding menu items, pricing and changes, promotional, nutritional, and new products. Such content enables consumers to make well-informed decisions and simultaneously promotes the credibility and transparency of a brand. Use of entertainment content was rampant, and it entailed funny videos, innovative visual presentations, brand related characters and trend oriented short videos which appeal to the younger generations. Emotive content was intelligently used to develop strong affective attachments by highlighting thematic constructs such as familial interactions, affective wellbeing, culinary conviviality and collective social engagements. Interactive media, such as polls, competitions, comment-dependent posts and user-created posts were actively used to encourage direct participation and interaction.
The results show that the brands operating within United Kingdom fast food industry are using a diversified approach to their content marketing strategy rather than using only one form of content. Using a multi-dimensional strategic framework will help consumers to attract the attention of the consumer, to keep the attention during the whole process of consumer journey and brand recall in a highly competitive marketplace.

[bookmark: _Toc220963176]5.2.2 Coverage of the Second Objective
To analyse the impact of these content marketing strategies on brand awareness in the UK fast-food industry
The second research objective was to discuss the implications of identified content marketing strategies for brand awareness. The results of the correlation and regression were categorical proof of the idea that all the four content dimensions have an enormous effect on brand awareness.
The results showed that informative content has a significant positive impact on brand awareness, which means that consumers are more likely to recognize and remember brands that offer clear and helpful content and information. The effect of entertainment content was even greater which is evidence that entertaining and enjoyable content is significant in increasing brand memory and attention. Emotional content was found to be amongst the most important predictors of brand awareness which supports the importance of emotional storytelling and affective connections in food-related marketing. Interactive content also displayed a significantly positive impact, which, on the one hand, confirms the assumption that the involvement and engagement of consumers contribute to the visibility of the brand and the increase in its memory.
Collectively, these findings support the view that content marketing is a significantly efficient tool for developing brand awareness in the fast built-up sector in the United Kingdom. The results highlight the fact that brand awareness is not merely an effect of exposure but, instead, it depends on the quality, relevancy, and level of engagement of the content received by consumers.

[bookmark: _Toc220963177]5.3 Final Conclusion
The present investigation concludes that the method of content marketing is a pivotal component in shaping the awareness of brands in the fast-food industry of the United Kingdom. It has been empirically proven that informative, entertainment, emotional and interactive content all play an important role in increasing brand awareness. Among those factors, the content of emotion and entertainment aspects had the greatest effect, indicating that consumers react to content that triggers affective resonance and allows for enjoyment at maximum levels.
The research also finds that a balanced and combined approach is required to ensure successful content marketing. Brands that successfully make information provision accessible, engaging on an emotional level, entertaining and interactive are more likely to achieve higher levels of brand recognition and recall. In a fast-food and competitive market that is increasingly digital, content marketing is no longer an additional promotional tool, as it has become a key performance determinant of the brand.
In sum, the research provides remarkable evidence to prove the thesis that the concept of content marketing is an indispensable part of the contemporary fast-food branding strategies within the United Kingdom.

[bookmark: _Toc220963178]5.4 Recommendations for Improvements
Based on the results, discussed herein, several practical suggestions can be proposed to fast-food businesses working in the United Kingdom.
Firstly, fast-food establishments should invest resources on production of quality informational materials, which are truthful and provide product specifications, pricing structures, and nutritional data. Transparency and clarity should be put forth as a priority to build trust and improve brand credibility.
Second, brands should increase their attention on entertainment-driven content, especially short-form videos and educational formats that are visually engaging and aligned with the online trends. Creative storytelling, humour and culturally relevant themes should be encouraged in order to draw attention and stand out in oversaturated social media environments.
Third, the integration of emotional storytelling should be well-planned in terms of content marketing campaigns. Brands should focus on mutual experiences, comfort, families related with their consumption of food and enjoying moments of indulging with food so that they can develop deeper emotional attachment with clients.
Fourth, brands should supplement interactive content strategies by encouraging user participation through tools like polls, quizzes, contests and user-generated content campaigns. Proactive respond to comments and feedback can serve as an active measure to boost the engagement parameter and increase brand recognition.
After all, brands should have a platform-specific content strategy. Since, there are different consumer behaviours across different content platforms like Instagram, TikTok, and YouTube, it's important that content is tailored to the intrinsic properties of any given platform rather than a one-size-fits-all approach.

[bookmark: _Toc220963179]5.5 Recommendations for Further Research
Despite the knowledge that was obtained with the help of this research, there are many future research possibilities. Future studies may aim to increase the sample size and improve generalizability and include a wider range of demographic cohorts. Longitudinal research could further be followed aiming to investigate how content marketing affects brand awareness through time.
Further outcome variables like brand loyalty, purchase intention, customer engagement, and brand trust can be studied in future up to more optimum results. The analysis of mediating or moderating effects explained by variables such as consumer involvement, age or platform utilization may also provide some important insights.
Moreover, cross-national comparative research, and even comparisons of fast-food industry to another type of food-service business might determine cultural and industry-related variations in the success of content marketing. Qualitative techniques, such as interviews and focus groups, can be used to gather more in-depth knowledge about consumer perceptions and affective responses to content marketing.

[bookmark: _Toc220963180]5.6 Research Contributions and Limitations
Study contributes to study in a number of ways. It has an academic nature by building upon the existing knowledge by empirically investigating various aspects of content marketing and the influence it has on brand awareness in the UK fast-food scene. The research is also able to provide a systematic analysis structure which can be used in similar research processes in disparate industries.
From a managerial perspective, the results provide empirically grounded information that is relevant to marketing professionals and brand managers attempting to enhance brand awareness through digital content approaches. The research clarifies which modes of content have the most significant effect and provides guidelines to the best use of marketing resources.
However, there are some limitations in the study. The research was conducted using a cross-section design and as a result, it limited the inferences on causal relations in temporal dimensions. The reliance on self-reported data would also create bias in the response. Furthermore, the research only focused on brand awareness and did not include an assessment of downstream results such as actual purchasing behaviour.
Despite the limitations mentioned above, the current study provides the solid empirical foundation to explain the role of content marketing in the UK fast-food industry.

[bookmark: _Toc220963181]5.7 Chapter Summary
This chapter stated the last conclusions and recommendations that were drawn from the study. It reinforced the fact that content marketing has an important impact on brand awareness among the UK's fast-food sector and that all four dimensions of content make a substantial contribution to this effect. The research provides practical suggestions that would improve the content strategies of the fast-food brands and, on the other hand, suggests possible research paths in the future. The chapter further highlighted on the academic and managerial contributions of the study, whereas admitting its limitation. In general, the study explains that content marketing plays a strategic role in fostering strong and iconic fast-food brands.
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THE IMPACT OF CONTENT MARKETING ON BRAND AWARENESS IN THE UK FAST-FOOD INDUSTRY
Questionnaire
Dear participants, 
You are invited to take part in this research study titled “The Impact of Content Marketing on Brand Awareness in the UK Fast-Food Industry.” The purpose of this study is to understand how different types of online content influence customers’ awareness of fast-food brands. Your participation is completely voluntary, and you may withdraw at any time without any consequences. All information provided will be kept confidential and used only for academic purposes. Your responses will be analysed in aggregate form, and no individual will be identified. By completing this questionnaire, you indicate your informed consent to participate in this study.
Dhiraj.

Section 1: Demographic Information
1. Age Group
Which of the following age groups do you belong to?
☐ 18–24 years
☐ 25–34 years
☐ 35–44 years
☐ 45 years and above

2. Gender
What is your gender?
☐ Male
☐ Female

3. Frequency of Fast-Food Consumption
How often do you purchase fast food?
☐ Less than once a month
☐ 1–3 times per month
☐ 1–2 times per week
☐ 3 or more times per week

4. Primary Platform Used to View Fast-Food Content
Which platform do you most frequently use to view fast-food brand content?
☐ Instagram
☐ Facebook
☐ TikTok
☐ YouTube

Section 2- Questions for variables
In the following questions, please think about a fast-food brand you have recently engaged with through its marketing content (such as social media or online advertising). Please base your answers on that experience.
Section A: Informative Content (Independent Variable)
	Statement
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	The fast-food brand’s online content clearly explains its menu items and prices.
	☐
	☐
	☐
	☐
	☐

	The brand’s content provides useful information about ingredients and nutritional value.
	☐
	☐
	☐
	☐
	☐

	The brand’s social media or website content helps me make informed food choices.
	☐
	☐
	☐
	☐
	☐

	The brand regularly shares up-to-date and relevant information through its content.
	☐
	☐
	☐
	☐
	☐



Section B: Entertainment Content (Independent Variable)
	Statement
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	The fast-food brand’s content is fun and entertaining to view.
	☐
	☐
	☐
	☐
	☐

	I enjoy watching or reading the brand’s advertisements and social media posts.
	☐
	☐
	☐
	☐
	☐

	The brand uses creative visuals and videos that capture my attention.
	☐
	☐
	☐
	☐
	☐

	The entertaining nature of the brand’s content encourages me to follow the brand online.
	☐
	☐
	☐
	☐
	☐



Section C: Emotional Content (Independent Variable)
	Statement
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	The brand’s content makes me feel emotionally connected to the brand.
	☐
	☐
	☐
	☐
	☐

	The brand’s advertisements evoke positive feelings such as happiness or comfort.
	☐
	☐
	☐
	☐
	☐

	The brand’s content reflects values that I can relate to.
	☐
	☐
	☐
	☐
	☐

	Emotional storytelling in the brand’s content makes it more memorable to me.
	☐
	☐
	☐
	☐
	☐



Section D: Interactive Content (Independent Variable)
	Statement
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	The brand encourages interaction through comments, polls, or contests.
	☐
	☐
	☐
	☐
	☐

	I actively engage with the brand’s content by liking, sharing, or commenting.
	☐
	☐
	☐
	☐
	☐

	The brand responds to customer feedback and interactions online.
	☐
	☐
	☐
	☐
	☐

	Interactive content increases my interest in the fast-food brand.
	☐
	☐
	☐
	☐
	☐



Section E: Brand Awareness (Dependent Variable)
	Statement
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	I can easily recognize this fast-food brand among competing brands.
	☐
	☐
	☐
	☐
	☐

	I am familiar with the logo, colours, and slogans of this fast-food brand.
	☐
	☐
	☐
	☐
	☐

	I can quickly recall this brand when thinking about fast-food options.
	☐
	☐
	☐
	☐
	☐

	The brand’s online content has increased my awareness of the brand.
	☐
	☐
	☐
	☐
	☐
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		Which of the following age groups do you belong to?		What is your gender?		How often do you purchase fast food?		Which platform do you most frequently use to view fast-food brand content?		Informative Content1		Informative Content2		Informative Content3		Informative Content4		Entertainment Content1		Entertainment Content2		Entertainment Content3		Entertainment Content4		Emotional Content1		Emotional Content2		Emotional Content3		Emotional Content4		Interactive Content1		Interactive Content2		Interactive Content3		Interactive Content4		Brand Awareness1		Brand Awareness2		Brand Awareness3		Brand Awareness4

		18–24 years		Male		1–2 times per week		YouTube		4		5		3		4		5		4		4		5		3		4		3		3		5		4		5		5		4		4		3		3

		25–34 years		Male		1–2 times per week		Instagram		3		5		5		4		4		3		5		5		4		4		5		5		3		3		4		5		5		5		5		5

		18–24 years		Male		Less than once a month		Instagram		4		5		4		5		4		4		5		3		3		3		4		4		4		3		4		3		3		4		3		4

		18–24 years		Male		3 or more times per week		Instagram		5		3		5		3		5		4		3		4		4		2		2		3		3		4		3		4		4		3		3		2

		18–24 years		Male		1–2 times per week		Instagram		1		2		2		1		1		1		1		1		1		1		1		1		1		1		1		1		1		1		1		1

		18–24 years		Female		1–2 times per week		Instagram		4		4		3		4		3		4		4		4		3		3		4		4		4		3		4		3		5		5		5		5

		25–34 years		Male		3 or more times per week		YouTube		5		3		4		3		1		1		1		1		1		1		1		1		1		1		1		1		1		1		1		1

		35–44 years		Male		Less than once a month		Instagram		5		5		5		5		4		4		4		5		4		5		4		4		5		5		4		5		5		5		5		4

		25–34 years		Female		1–3 times per month		Facebook		4		5		4		5		4		5		5		4		4		4		5		4		4		4		4		4		4		4		4		4

		18–24 years		Female		1–2 times per week		TikTok		1		1		1		2		2		2		1		1		2		2		1		1		1		2		1		2		2		1		1		2

		45 years and above		Female		3 or more times per week		Instagram		5		4		5		4		4		4		5		4		5		5		5		4		4		5		4		5		4		5		4		5

		45 years and above		Female		3 or more times per week		Instagram		4		5		4		5		4		5		4		5		4		5		4		5		4		5		4		5		4		5		4		5

		18–24 years		Male		1–2 times per week		Instagram		2		1		2		2		2		2		2		1		2		1		2		1		2		1		2		1		1		1		2		2

		18–24 years		Male		Less than once a month		Facebook		4		4		4		5		5		5		4		4		4		5		4		5		5		4		5		4		5		4		5		5

		45 years and above		Female		3 or more times per week		TikTok		2		1		2		1		2		1		2		2		2		2		2		1		2		2		2		2		2		2		1		2

		35–44 years		Female		1–3 times per month		Facebook		5		4		4		5		4		4		5		5		5		4		5		4		4		5		5		4		5		5		4		4

		18–24 years		Female		3 or more times per week		TikTok		4		5		4		5		5		4		5		4		4		4		5		5		4		5		4		5		4		4		5		5

		18–24 years		Female		Less than once a month		YouTube		5		4		4		5		5		4		5		4		5		5		4		5		4		5		4		5		5		4		5		4

		25–34 years		Male		1–3 times per month		Facebook		4		5		4		5		4		4		5		5		5		4		5		4		5		5		4		4		4		4		5		5

		35–44 years		Male		Less than once a month		Facebook		5		4		5		4		5		4		5		4		4		4		5		5		4		4		5		5		5		4		5		4

		18–24 years		Male		3 or more times per week		YouTube		2		2		1		1		1		2		1		2		2		2		1		1		2		2		1		1		1		1		2		2

		25–34 years		Female		1–2 times per week		YouTube		3		3		4		4		3		4		3		4		3		3		4		4		4		4		3		3		3		4		3		4

		25–34 years		Female		1–2 times per week		TikTok		4		4		5		5		5		5		4		4		5		4		5		4		5		4		5		4		4		5		4		5

		18–24 years		Male		Less than once a month		YouTube		5		4		5		4		5		4		4		5		5		5		4		4		4		4		4		5		4		4		4		4

		35–44 years		Male		1–3 times per month		TikTok		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4

		25–34 years		Female		1–3 times per month		TikTok		5		5		5		4		5		5		5		4		4		5		5		5		5		5		5		4		5		4		5		5

		45 years and above		Female		Less than once a month		Facebook		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2

		45 years and above		Male		1–2 times per week		YouTube		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5

		35–44 years		Male		Less than once a month		YouTube		4		4		4		5		5		4		4		4		4		4		4		5		4		5		4		4		4		4		5		4

		35–44 years		Male		Less than once a month		Instagram		1		1		2		1		1		1		1		2		1		1		1		2		1		2		1		1		2		1		1		1

		35–44 years		Male		3 or more times per week		YouTube		4		5		5		5		5		4		4		4		4		4		4		5		4		5		4		4		5		5		4		5

		45 years and above		Female		Less than once a month		Facebook		4		4		4		5		5		4		4		4		4		4		4		4		4		5		4		4		4		4		5		4

		25–34 years		Female		1–3 times per month		TikTok		5		4		4		4		4		5		4		4		4		4		5		4		4		4		4		5		5		4		4		4

		18–24 years		Male		1–3 times per month		YouTube		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2

		45 years and above		Male		3 or more times per week		TikTok		3		3		4		4		4		4		3		3		4		3		4		3		3		4		3		4		3		3		4		4

		45 years and above		Female		3 or more times per week		TikTok		4		5		4		4		4		4		4		4		5		4		4		4		4		5		4		4		4		4		5		4

		45 years and above		Female		3 or more times per week		Instagram		5		5		5		5		4		5		4		4		5		4		4		4		5		5		5		5		5		5		5		5

		25–34 years		Male		3 or more times per week		Instagram		4		5		4		4		5		4		4		4		4		4		4		5		4		5		4		4		4		4		5		4

		25–34 years		Female		1–2 times per week		YouTube		2		1		1		1		2		1		1		1		1		2		1		1		1		1		2		1		1		1		1		2

		35–44 years		Male		Less than once a month		TikTok		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2

		25–34 years		Female		1–3 times per month		YouTube		4		4		5		4		4		4		4		5		4		4		5		4		4		5		4		4		4		4		4		5

		35–44 years		Male		3 or more times per week		Instagram		5		4		4		4		4		4		5		4		4		4		4		5		4		4		5		4		5		4		4		4

		25–34 years		Female		Less than once a month		TikTok		4		4		4		4		4		4		4		4		5		5		5		5		5		4		4		4		4		4		4		5

		45 years and above		Female		1–3 times per month		YouTube		4		5		5		5		5		5		5		5		4		5		5		5		5		4		5		5		5		5		5		5

		45 years and above		Female		1–3 times per month		Facebook		4		5		5		5		4		4		5		4		4		5		4		4		5		5		5		4		5		5		5		4

		35–44 years		Female		Less than once a month		Facebook		4		4		4		4		4		5		4		4		4		3		4		4		4		5		4		4		4		4		4		5

		18–24 years		Female		1–2 times per week		Instagram		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2		2

		35–44 years		Female		1–2 times per week		TikTok		4		5		5		5		4		5		5		5		5		4		5		5		5		5		5		4		5		5		5		4

		45 years and above		Male		Less than once a month		Instagram		4		4		4		4		5		5		5		5		4		4		4		5		4		4		4		5		5		4		5		5

		18–24 years		Female		1–2 times per week		YouTube		5		4		5		5		5		5		5		5		5		4		5		5		5		5		4		5		5		5		4		5
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