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[bookmark: _heading=h.gjdgxs]1.0 Introduction

[bookmark: _heading=h.30j0zll]1.1 Research Background 
The establishment of strong brand recognition influences consumer loyalty and makes the use of digital marketing methods essential in the evaluation of a competitive fast-food industry. Customer loyalty strategies have experienced a significant move towards digital platforms because of the changing behaviour of consumers and the evaluation of their preferences. This has resulted in a transformation of the marketing and brand interaction and landscape. The coordination and combination of digital marketing contributed to additional networks for interacting with the target markets of fast-food organisations. 
However, different organisations can effectively read consumers with their approachable products and develop connections with the use of social media platforms as well as digital campaigns and mobile applications. Digital marketing helps to transform the first Food Industry in different ways. According to Cassidy et al., (2021), McDonald's is one of the top fast-food restaurants globally that use its 80 million Facebook and 4 million Instagram followers to publish interesting material. Also, as per the views of Wei, (2024) Subway has adopted digital marketing techniques to demonstrate their different menu preferences with the highlight of their commitment to use fresh products and develop introductions with consumers over 33 million Facebook followers and 2.3 million Instagram followers. 

Rationale of Analysing Fast-Food Industry 
This study aims to analyse the influence of digital marketing on branding and customer loyalty within the fast-food industry. This investigation actions to delve deeply into the complex ways in which digital marketing strategies can be optimized to strengthen brand value and cultivate a committed customer base. By exploring various dimensions of digital marketing's impact, this research aims to clarify pathways for fostering long-term success and sustainable growth for fast-food brands in the contemporary marketplace.

[bookmark: _heading=h.1fob9te]1.2 Research Aim 
This research aims to identify the role of digital marketing in increasing brand identification and establishing customer loyalty. This research explores the method of shaping brand reputation within the first Food Industry with a reflection of data extracted from companies like McDonald's, Subway as well and Tim Hortons. Also, the evolution of the effectiveness of diverse digital strategies and network establishment will be comprehensively identified through the research and also this proposal aims to use the race model in evaluation.
[bookmark: _heading=h.2jxsxqh]1.3 Research Objective
· To analyse the way brand recognition and awareness are affected through digital marketing approaches in the fast-food sector.
· To evaluate how different digital marketing platforms such as social media, and other email campaigns, as well as mobile apps, promote repeat business and client loyalty.
· To analyse the influence of individualised digital marketing on perceived brand value and satisfaction among consumers.
· To explore how the fast-food industry, user-generated content as well as internet reviews influence consumer trust and brand reputation.
[bookmark: _heading=h.z337ya]1.4 Research Questions 
· What effect do digital marketing tactics have on consumer brand familiarity and awareness in the fast-food sector?
· How effective are various digital marketing channels in establishing customer loyalty and encouraging repeat business in the fast-food sector?
· How much are the fast-food industry's perceived brand value and consumer satisfaction influenced by personalised digital marketing campaigns?
· How are consumer trust and brand reputation in the fast-food industry formed through user-generated content and internet reviews?
[bookmark: _heading=h.3j2qqm3]2. Literature Review
[bookmark: _heading=h.4i7ojhp]2.1 Digital marketing and Brand recognition in the Fast-Food Industry
In the food industry, digital marketing has become increasingly important as a potent instrument for boosting the development of brand recognition. As to Singh et al. (2024), fast-food companies can showcase their focus on distinct culinary offerings by utilizing various social media platforms such as Instagram, Facebook, and YouTube. 
[image: ]
Figure 1: RACE Model
Source: (Consuunt, 2024)
As per Chaffey and Smith (2022), businesses may enhance their image, create a strategic public relations plan, and optimize their return on investment by following the RACE model, which stands for Reach, Act, Convert and Engagement. In order to improve their image, develop strategic PR strategies, and maximize return on investment, fast food companies employ the RACE model Reach, Act, Convert and Engagement in their digital marketing and brand awareness efforts. Increased exposure and recognition of a brand may be achieved through tactics such as search engine optimization, influencer collaborations, and hashtag alliances.

[bookmark: _heading=h.7kznzzigj72i]2.2 The Role of Digital Platforms in Establishing Consumer Loyalty
The role of digital platforms depends on different social media landscapes to spread marketing awareness and build brand recognition. Brand awareness is a Foundation that involves developing a strong connection between the brand and its consumers. This makes it easier for customers to identify a company's best-selling items as well as its goods and services. Pathan et al. (2021) assert that social media marketing has emerged as a potent instrument inside digital platforms, leveraging the potential of Instagram, Facebook, and Twitter to enhance brand recognition. Social media marketing platforms share user-generated material with consumers and provide high-quality photographs of food products, claim Bragg et al. (2020). One digital platform that helps a business build customer loyalty is paid advertising. On websites like Google Ads or other social media, this is referred to as pay-per-click advertising. It targets particular keywords to a company's food-related goods or services. 
[bookmark: _heading=h.1pxezwc]2.3 Digital marketing and consumer perception of brand reputation management 
Social media platforms and online review sites contribute different powerful networks for customers to reflect on their perspectives and experiences as well. This approach of digital marketing directly influences brand reputation as it contributes feedback to the company. As per the views of Granheim et al., (2022) productive ways of digital marketing strategies incorporate proactive reputation management techniques that include optimisation of online conversations and positive reviews to demonstrate customer satisfaction. Also, the influence and marketing and crafting help fast food brands establish digital content with a strong online presence. This digital marketing strategy contributes to a responsive and customer-centric approach to maintain a positive friend reputation within leading companies like Subway McDonald and others. 
[bookmark: _heading=h.2p2csry]3.0 Research Methodology 
[bookmark: _heading=h.147n2zr]3.1 Research Philosophy 
A research philosophy is an idea about how data regarding a phenomenon should be gathered, analyzed, and applied, according to Tamminen and Poucher's study (2020). The positivist paradigm, which is grounded in measurement and reason, maintains that information can be found by impartial, objective, and quantitative observation of behaviour, action, or reaction. Something can only be known if it is quantitative in this sense, according to positivism (Holtz and Odag, 2020). Therefore, positivism is the research theory that most closely aligns with the study's objective—that is, identifying the part that digital marketing plays in customer loyalty and branding in the fast-food industry—the researcher will employ positivism in this investigation. Positivists prioritise subjective observation and measurement so much, the latter being important in studying things that can be quantified, like consumer behaviour and the effectiveness of a marketing strategy. Thus, methodology provides researchers with an opportunity to tackle the phenomenon based on a systematic and empirical belief, leading to research that is impacted by the principles of solid science.

[bookmark: _heading=h.3o7alnk]3.2 Research Approach 
According to the study by Rassel et al. (2020) A method for gathering, evaluating, and interpreting data is a research methodology. Deductive research is one kind of research that is used where the researcher begins with a theory, hypothesis or generalisation and the beginnings comes to an end with the elevation of data collection with the end word being observation (Mahat and Kandel, 2023). The researcher will consider the deductive research method since it will permit them to rest on the existing theories and research products as they test their hypotheses. By beginning with known theories concerning the effect of digital marketing on branding and customer engagement, the research could follow its sequential order of data collection and analysis to arrive at either confirmation or rejection of these theories (Forghani et al., 2021). The structured way in which this approach focuses on the study offers a foundation on which findings gain legitimacy through supporting the existing knowledge and contributing toward new developments in the field of theory.

[bookmark: _heading=h.23ckvvd]3.3 Research Design 
In order to guide their investigation and determine the answers to their research questions, researchers use research designs as a framework. This research will use a descriptive research design. Measurable data from a sample population is gathered in descriptive research so that statistical analysis can be performed. These figures can reveal patterns, correlations, and trends over a period of time and can be identified through surveys, polls, and experiments (Mohajan, 2020). The researcher will be mainly concerned with analysing the experiences of humans in that context. Understanding the different patterns used by the companies to make their consumer loyal will be understandable using the descriptive research design. Researchers can gain knowledge about the different financial, and cultural factors about the consumers' loyalty towards the fast-food companies. 
[bookmark: _heading=h.ihv636]3.4 Research Method 
Research methods encompass the methodical techniques, protocols, or strategies employed to collect information or proof for examination in order to uncover novel insights or improve understanding of a topic (Dehalwar and Sharma, 2023). The main goals of quantitative techniques are the application of numerical, statistical, or mathematical data analysis along with objective metrics. Surveys, polls, and questionnaires can be used to gather this data, as can computer approaches to alter already-existing statistical data (Fellers and Kuiper, 2020). Here, the researcher will utilise the quantitative method. As the researcher will go with the quantitative research approach, data can be analysed as numbers, and the effect of digital marketing on the brand’s identification and the rate of brand loyalty can be seen statistically. This method helps determine what digital marketing strategy or activities would help a brand achieve its long- and short-term goals and keep its customers close to the brand.
[bookmark: _heading=h.32hioqz]3.5 Data Sampling
· Sample Size – 50 
· Sample Type - Demographic And Geographic
· Sample Method – Non-Probability Convenient Sampling

Data sampling is a prevalent statistical method that may be utilised in several scenarios, including the analysis of market trends, site traffic, or political surveys (Andri, Jasfar and Kristaung, 2022). The investigator intends to use a non-probability convenient sampling method to select and contact at least 50 subjects whose profiles and addresses fall under his chosen variables. This approach will make it possible to choose a sample which can be either easily accessed and situated at the most convenient sites or by selecting among people at random. A Microsoft Forms online survey offers the researcher a chance to get a sample of data from participants, which can be done through the use of 8 to 10 questions that combine both the closed and open-ended formats of question type. The advantage of this method is that it ensures the broad comprehension of participants' perspectives through the self-conducted short survey on the website, which lasts 10-15 minutes.
	
[bookmark: _heading=h.1hmsyys]3.6 Data Collection	
Gathering information about the research topic from various sources to develop the research is considered the data collection process. Primary data refers to the information gathered first from firsthand experiences or proof, specifically for study. It may also be called unprocessed data or primary information (Dou and Toth, 2021). Here the researcher will consider primary data collection and the researcher will also use an online Microsoft Forms survey that drove the data aggregation and analysis because of many interesting facts. First, it creates opportunities for convenient interaction with many of the study population (a minimum of 50 within the experiment design framework). Furthermore, among the features emphasising flexibility in the types of questions, these provided a platform with an excellent opportunity to measure the wide-ranging perceptions and experiences of the participants. Lastly, the online system allowed for data collection from various geographical locations, which helped create diverse samples. Finally, this period from 10 to 15 minutes is an economical approach for detailed responses and eliciting participant's interest, thus contributing to data quality.

[bookmark: _heading=h.41mghml]3.7 Data Analysis	 
Data analysis is a pivotal part of the research as it helps the researcher inspect and identify which data would be used in the research context. For this Research Quantitative data will be analysed using excel. Since it is highly prevalent, easy to use and has the most people registered. Excel has functions built up and designed to be perfect for survey data analysis; the standard functions are sorting, filtering, and pivot tables (Selwyn, 2019). This offers a means for the researcher to carry out a swift yet effective sum-up and grouping of the data, which can considerably assist in searching for patterns and trends. Excel also shows the way to create charts, which is, at the same time, a beneficial tool for explaining the data plotted. The Excel package is comprehensive and easy to use to analyse survey data. Therefore, this research project will select this platform.


[bookmark: _heading=h.2grqrue]3.8 Ethical Considerations 
Before enlisting the participants in the research study, the researcher will take their voluntary and informed permission into consideration. The study's participants gave their informed consent after being made fully aware of the study's goals, methodology, possible risks, rewards, and rights (Stewart, 2021). The researcher will make sure that each participant made an informed and anonymous choice to participate by using the informed consent ethic. Secrecy and anonymity constitute yet another crucial ethical principle that the researcher upheld. According to the ethical considerations of confidentiality and anonymity, the researcher will also make sure that the participants' identities and personal information would be kept private. The researcher also made sure that, if feasible, the participants' identities would remain anonymous throughout the study.
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Table No 1: Gantt Chart Source: (Self-Made)
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