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[bookmark: _gjdgxs]Chapter 1: Introduction
[bookmark: _46r0co2]1.1 Background of the study
In this context, because of the accessibility of enormous amounts of information and the development of new technology, marketing has undergone substantial change in the modern period. Many companies are using digital marketing, which has developed into a useful strategy to reach more customers as well as foster positive relationships with clients, as well as to effectively convey the brand as well as products (Alrawabdeh et al. 2020). KFC is an example of an organisation that uses demographic segmentation to service customers in accordance with consumer demands and supply. KFC is a well-known fast-food restaurant in India. The vast majority of KFC's patrons are young, immature adults who typically favour identical menus around the globe. KFC, therefore, uses a generic targeting strategy. This introduction focuses on how internet advertising have affected the fast-food industry in the India. KFC has recently modified and limited its pricing to establish a target population that is more suited to it. Because of this, KFC has been able to switch from a "product-based strategy" to one that is more "value-based strategy" (Chen, Riantama & Chen, 2020). Digital marketing is known that it can be a powerful instrument for enhancing brand value by eradicating brand errors through the exchange of ideas, attitudes, plus customer information that improves acquisition significance. Numerous techniques, as well as networks, were used, focusing primarily on children, to connect with new clients and affect their food purchasing behaviour in India. The aforementioned food marketing channels comprise cross-selling, intimacy, product assignment, kids’ clubs, university promotion, toys plus commodities with company signs, plus elevations geared at teenagers (Mkumbo & Mbise, 2022). Studies have revealed a connection between exposure to food advertising including young people's food choices including eating habits, showing the possible influence that advertising has on dietary preferences.
[bookmark: _2lwamvv]1.2 Research aim
The study's objective is to illustrate how digital marketing, as well as integrated marketing, connects in the fast-food sector in the India.
[bookmark: _111kx3o]1.3 Research objective
· To determine the function of digital as well as Digital advertising in fast-food restaurants in India. 
· To examine the KFC Company's in India experiences with digital marketing in India.
· To evaluate the difficulties the business has had with digital marketing.
[bookmark: _3l18frh]1.4 Research Question
1. What is the efficiency of digital advertising in the fast-food industry in India?
2. How does KFC in India use digital marketing to connect with its target market plus build their reputation?
3. What is the difficulties KFC in India has had developing digital marketing techniques?
[bookmark: _206ipza]1.5 Research rationale
Effective marketing tactics are now more crucial than ever for businesses looking to acquire a competitive edge in the fast-paced, fiercely competitive business world of nowadays. Fast food establishments in particular suffer fierce competition, which means effective marketing may be the difference between failure and success (Matiringe-Tshiangala, & Nhedzi, 2022). In recent decades, several of these tactics have become widely used, including digital marketing. The goal of this study is to examine how digital marketing have affected the fast-food sector, with a particular emphasis on the KFC Business in India. KFC has been a well-known company with a sizable market share in the fast-food sector, which makes it a good research topic. This study intends to investigate the function of "digital marketing in KFC's marketing strategy", assess how well it connects with and engages consumers, and pinpoint the difficulties the company has in putting these plans into practice (Amoako et al. 2023). It can better grasp the advantages and drawbacks of "digital marketing in the fast-food industry", notably in the setting of KFC in India, thanks to this study. The results of this study can assist fast-food establishments in enhancing their marketing plans and gaining an advantage over rivals in India. This study can also provide light on how marketing functions in the industries of fast food as a whole and how digital marketing tactics are applied in other sectors of the economy.
[bookmark: _4k668n3]1.6 Problem statement
[image: ]
Figure 1: food service Market size
(Source: Statista, 2023)
Fast food sales declined in 2020 as a consequence of the COVID-19 pandemic's substantial effects on the sector in India. Digital marketing strategies are expected to help the world's economy expand and come back in the next years. The widespread adoption of social media along with other online channels has made internet advertising increasingly essential in the past few years, plus the food & beverage industry has made great use of it (Anees et al., 2020). The food, as well as beverage industry, has successfully used online advertising via creative and unique strategies to draw in and keep customers in India. Digital marketing emergence additionally provided companies with a fresh way to collaborate on projects and reach customers with a clear, uniform message. However, because customer needs as well as expectations were constantly changing, implementing an approach that is customer-focused can be difficult. Studying the effects of online advertising on fast-food businesses, specifically using a case study of KFC in India, is necessary to understand how successful these tactics are in the sector. In order to better improve their general marketing efforts with reach a larger client base, organisations can benefit from knowing the benefits as well as obstacles that come with combining digital marketing (Zahoor, 2022). Furthermore, analysing the accomplishments of KFC's digital marketing methods can offer priceless insights as well as lessons to other fast-food companies in India. In general, the study can help create efficient marketing plans for fast-food restaurants, which will ultimately result in better client connections and higher profitability.
[bookmark: _2zbgiuw]1.7 Research Significance
For a variety of stakeholders, the research on the effects of online advertising on fast food companies like KFC, is quite valuable. Initially, the research will offer insights into the fast food sector on the function of digital marketing in promoting company growth (Fahy & Jobber, 2019). This will assist fast-food chains like KFC in India in recognising their digital marketing difficulties and creating workable solutions for them. Second, the research will help advertisers & marketing firms create fresh and successful fast-Food industry tactics. They are going to be ready to comprehend the effects of digital marketing on consumer behaviour and preferences, as well as how these tactics can be applied to sway consumers and raise brand awareness. Thirdly, by raising knowledge of how food advertising affects young people's food preferences and eating habits, the research will be helpful to consumers as well as society at large. It will contribute to the development of a responsible & healthy food environment (Rakwach, 2022). Finally, by examining its effects on the fast-food business, this research will add to the body of knowledge already available on digital marketing. It helps in developing a greater awareness of the efficacy of these forms of advertising in many industries, especially the fast-food business.
[bookmark: _1egqt2p]1.8 Thesis Structure
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Figure 2: Thesis structure
(Sources: Self-made)
The background information and introduction to the study's issue are included in Chapter 1 of this thesis. Additionally, it emphasises the significance of the research as well as makes clear its goals, objectives, plus research questions. In Chapter 2, key concepts from the literature review are discussed, along with its themes, knowledge gaps are noted, plus a conceptual framework has presented. "The research approach, design, data collection methods, and data analysis techniques" employed in the research project are described in Chapter 3's methodology section. The research results that look at the effects of digital marketing on fast-food restaurants are also presented in this section, along with a case study of KFC in India. Chapter 5 connects the study's results to its objectives and details any research limitations. The chapter concludes with recommendations according to the results of the research.
[bookmark: _3ygebqi]1.9 Summary
It is summarised that digital marketing has proliferated as a means of luring and keeping clients in the food service sector in India in the last few decades. As people spend greater amounts of time online & food delivery becomes immensely popular, "the COVID-19 pandemic" has sped up this pattern. In reaction to this trend, digital marketing has arisen as a cutting-edge advertising strategy whereby all the primary public relations operations are utilised to produce a synergistic outcome plus communicate with customers in a clear as well as consistent manner. However, given that consumer demands as well as expectations had been constantly shifting, putting into practice a customer-centric strategy might prove challenging. For attracting and retaining customers in the food business, "digital marketing" has grown in popularity over the past couple of decades. As people spend greater amounts of time on the internet and food delivery becomes immensely popular, "the COVID-19 pandemic" has sped up this pattern. In reaction to that trend, Digital marketing developed a cutting-edge advertising strategy whereby all the primary public relations operations are utilised to produce a synergistic outcome plus communicate with customers in a straightforward as well as consistent way. However, given that consumer demands as well as expectations had been constantly shifting, putting into practice a customer-focused approach might prove challenging. The study could assist fast food companies in developing digital marketing plans that will enable customers to reach more customers and develop stronger bonds with them.


[bookmark: _17dp8vu]Chapter 2: Literature Review
[bookmark: _2dlolyb]2.1 Introduction
Fast-food businesses have undergone tremendous change as a result of technological improvements and shifting tastes among customers. Fast food establishments have implemented digital marketing" as crucial approaches to reach their "target market" in order to remain competitive. This study of the literature intends to investigate earlier investigations and studies which investigate the effects of "digital marketing on fast-food" businesses, with a particular emphasis on the particular situation of KFC in India. Also, may learn a lot about how digital marketing tactics have helped fast-food businesses engage customers as well as navigate the volatile market environment by examining this subject. The academics, as well as industry practitioners within the fast-food business, must comprehend the impact of these techniques on a particular scenario such as KFC in India in order to gain useful knowledge as well as insights that will help them improve their marketing initiatives and be successful in the rapidly changing digital era.
[bookmark: _sqyw64]2.2 Digital marketing in the Fast-Food Industry
In this context, using a variety of marketing tools as well as channels in concert to provide a cohesive plus consistent message for the brand is known as Digital marketing. Digital marketing is essential to promoting "customer engagement, brand loyalty", and awareness of the brand within the fast-food sector (Alrawabdeh et al. 2020). Fast food establishments can efficiently engage their target demographic and build a strong brand image by merging "advertising, public relations, sales promotions, and other communication" facets. Digital marketing capacity to improve brand visibility within the fast-food sector constitutes one of its main advantages. Fast food establishments can expand their audience reach plus brand awareness by integrating several marketing channels like "television, radio, print media", plus internet platforms. To strengthen brand identification and leave a lasting impression on customers, uniformity in messaging as well as branding among all media is important.
Digital marketing is essential for building fast-food consumer devotion to a certain brand (Chen et al. 2019). Fast-food establishments can develop a strong emotional bond with consumers by regularly communicating a coherent brand message which resonates with the target market. Increased customer devotion, return business, and favourable word-of-mouth referrals result from this personal connection. By delivering a fluid as well as integrated experience via several touchpoints, Digital marketing also increases consumer engagement. Fast food establishments can communicate with clients in real-time as well as offer customised experiences by integrating SM, mobile applications, websites, as well as other digital platforms (Mkumbo and Mbise, 2022). Consumers can actively interact with the company through this direct interaction, give feedback, as well as take part in campaigns or competitions, which promotes an atmosphere of community with involvement. For fast food companies to interact with their target customer, digital marketing is better. The fast-food industry's marketing strategies heavily rely on digital marketing techniques like SEO, SM platforms, mobile applications, plus websites (Amoako et al. 2023). These digital platforms allow for "data-driven decision-making, real-time customer" engagements, along with personalised as well as targeted marketing efforts.
Fast food chains can learn more about the interests, habits, as well as demographics of their patrons by utilising digital marketing. With the use of data-driven targeting, it is now possible to send pertinent and interesting information to particular client segments. Furthermore, fast food chains can use digital marketing to monitor and assess the results of their advertising initiatives, enabling ongoing optimisation and development. The fast food business is affected significantly by the merger of Digital marketing including digital marketing tactics in terms of brand recognition, consumer loyalty, including engagement (Matiringe and Nhedzi, 2022). Fast food establishments can successfully engage with their "target audience", remain competitive within the marketplace, and achieve sustained profitability by presenting a unified corporate identity across numerous marketing channels as well as utilising digital platforms. The case study of KFC in India adds to a wealth of expertise and informs upcoming marketing initiatives in the fast-food industry by offering insightful information about how these methods were used in a practical setting.
[bookmark: _3cqmetx]2.3 Digital Marketing Strategies in the Fast-Food Sector
Fast food companies need to use digital marketing more and more to reach out to their more tech-savvy patrons. Customers are very active on many internet-based sites in the current digital era, therefore fast-food businesses must have an effective online presence. Digital advertising strategies in the fast-food industry should include "SM platforms, websites, mobile apps, and search engine optimization (SEO)" (Anees et al. 2020). Fast food establishments now have a direct as well as engaging means to interact with their target audience thanks to social media sites like "Facebook, Twitter, Instagram, and YouTube". These websites let fast food businesses develop an audience of devoted followers as well as supporters by producing interesting content, disseminating special offers, along with responding right away to consumer questions as well as feedback (Zahoor, 2022). User-generated content was another opportunity provided by social media, whereby customers may offer their stories, images, as well as comments to further increase a brand's credibility as well as visibility.
Websites act as electronic shops for fast-food outlets, offering details on the menu products, locations, and business hours, plus alternatives for placing orders online. A great user experience is created through well-designed plus user-friendly websites, which also make it simple for consumers to research the brand plus place orders (Fahy and Jobber, 2019). Additionally, websites act as a central location for promotions, limited-time deals, plus loyalty programmes that encourage customers to interact with the "brand and make repeat purchases". In the fast food business, mobile apps are increasing in popularity as they provide customers with convenience plus personalised experiences. Consumers may quickly explore menus, personalise their choices, as well as place plus track either delivery or pickup requests via mobile apps. Additionally, apps enable personalised recommendations according to past purchases as well as client preferences, boosting the general user experience as well as encouraging loyalty. Another important component of "digital marketing for fast food" businesses is "search engine optimization (SEO)". Restaurants may increase their exposure in search results while clients are seeking fast-food alternatives in their neighbourhood by optimising their websites as well as their "content for search engine results" (Rakwach, 2022). This raises the likelihood of bringing in fresh clients and increasing traffic to their online or physical places.
Digital advertising's data-driven approach offers one of its key advantages. Fast food establishments can gather and analyse information on the interests, habits, as well as demographics of their patrons via digital platforms. With the help of this helpful data, restaurants may better understand their target market as well as focus their advertising campaigns on particular client segments. Fast-food restaurants may boost consumer loyalty as well as the rate of conversion by offering relevant as well as personalised content. Digital marketing also makes it possible to track and evaluate marketing initiatives in real time (Kurniawan and Silitonga, 2022). Key data including "website traffic, social media engagement, click-through rates, and conversion rates" may all be monitored by businesses. Fast-food establishments can use this information to make choices based on data that will enhance their marketing efforts for greater outcomes because it offers facts about the efficacy of marketing techniques. The marketing strategies used by the fast-food industry now must include online advertising. Fast food chains can reach their tech-savvy client's thanks in large part to "social media platforms, websites, mobile apps, and SEO". Restaurants may improve consumer experiences plus promote business growth by utilising these online platforms to build personalised plus campaigns of targeted marketing, interact with consumers in real-time, as well as make decisions based on data (Oros, 2022). Recognising the influence and efficacy of online advertising in the fast-food industry, such as the particular case study of KFC in India, offers beneficial insights for both industry practitioners along with researchers, assisting them in remaining competitive along with adapting to the fast-food business's changing environment.
[bookmark: _1rvwp1q]2.4 Role of digital advertising within fast food restaurant
The way businesses interact with their "target market" has changed thanks to online marketing. Digital marketing, as Tien, (2019) stated, enables firms to contact clients wherever there are, enabling people to make purchases at any moment of their lives and while engaging in diverse activities. Given the growth of digital advertising, businesses can now reach audiences who are actively looking for products or else services online. Being able to connect with consumers in their online environments has grown into an essential component of contemporary marketing strategy. The importance of Digital marketting in making sure a brand's values as well as messaging are consistent across every medium of communication cannot be overstated. Digital marketing aims to offer a consistent message which strengthens the brand's identity while merging various marketing techniques to produce a seamless as well as synchronised effect. Digital marketing has assisted fast-food goliaths like McDonald's as well as KFC establish themselves as well-known brands worldwide. For example, McDonald's has adopted a new marketing plan to highlight the idea of "healthy food" as well as restore its reputation. McDonald's has created a strong and successful advertising model by utilising Digital marketing, a strategy that has been widely accepted and successful in the marketplace (Gharmaoui, 2023). This strategy has helped McDonald's change people's perceptions of its brand as well as emphasise its determination in offering healthier meal options.
Fast food companies have adopted a number of cutting-edge methods via digital platforms along with digital marketing to set themselves apart and improve the consumer experience. These methods seek to better engage consumers and personalise the brand's offers. For instance, KFC has started campaigns where customers may vote on engaging panels to select their preferred menu items plus enter to win a vacation package by providing their personal information. These programmes increase engagement as well as help people feel a connection to the company. Digital marketing have an impact that goes beyond specific businesses. McDonald's, as well as KFC, are two well-known brands within the fast-food sector thanks to their employment of a variety of marketing strategies, such as advertising, advertising for sales, communications, plus sports sponsorship (Wilkins et al. 2019). They now have a "strong international presence" and are leaders within the fast-food industry thanks to their efforts. Fast food restaurants have realised how crucial it is to use digital platforms to stand out from the competition and convey to consumers their special value propositions. These companies may successfully differentiate their prices and offer while boosting customer understanding as well as engagement via utilising a number of imaginative and compelling digital techniques. Digital marketing were essential resources for businesses outside of the fast-food sector. They help companies "deliver consistent brand messaging", effectively reach their "target audience", and give consumers compelling experiences (Qureshi et al. 2023). Businesses like McDonald's & KFC in India have become global fast-food juggernauts through strong digital marketing strategies, constantly adapting to the shifting digital landscape in order to remain in front of rivals.
[bookmark: _4bvk7pj]2.5 Impacts of digital marketing within the fast-food sector
Obomwan, (2023) emphasise that visibility is equally as important as food quality within today's fiercely competitive business environment. Brands must persuade consumers that their goods were superior to those of their rivals plus offer something special. However, conventional word-of-mouth advertising is not anymore sufficient, since it is now crucial to spend time and money on online marketing. More and more customers were resorting to digital platforms to learn about and interact with food & beverage items. Consumers are spending more and more time each year on their cellphones, but the usage of "radio, TV, and print media" is falling. Budgets for advertising must be adjusted in light of this change. Social media has developed into a crucial component of every company's marketing plan over the last several years. It gives access to a sizable audience who may end up as clients and who have the ability to influence the expansion and prosperity of enterprises. Businesses can use these channels to promote their development and draw in new clients by taking advantage of "social media advertising", which has been shown to be beneficial. For instance, KFC in India has created a number of verified Instagram accounts as well as their homepage for various nations (KFC, 2023). Through the use of attractive photos of the food they serve, many online marketing tools offer businesses a means of luring clients. Lewis et al. (2020) point out that the brand interacts with customers by asking them questions regarding their present products, upcoming releases, as well as additional projects. Marketing professionals can influence customers using techniques that are supported by evidence by using digital marketing, which also opens up possibilities for more creative advertising campaigns. Uniformity, clarity, along with recognizability for the information being conveyed are some of the essential components of digital marketing. Furthermore, to set standards as well as avoid future conflicts, marketers may incorporate other Digital marketing techniques including sales promotion with direct marketing.
To sell their goods and establish a strong brand identity in the "fast-food industry", fast-food companies combine advertisements, sales promotions, sponsorships while packaging, and digital marketing. Companies are aware of how crucial it is to successfully connect with their "target audience" by utilising a variety of marketing methods & channels. Those companies ensure that their company messages were consistent across various channels as well as that consumers were receptive to them by utilising Digital marketing techniques (Lauber et al. 2021). Visibility and successful marketing tactics are essential for achievement in the highly competitive food sector. A potent tool for engaging customers, luring in fresh consumers, as well as fostering business expansion is digital marketing, especially on social networking platforms. Using INC, businesses may communicate a cohesive, consistent message over a variety of platforms, building brand awareness and encouraging loyalty from consumers. Fast-food companies like KFC in India have taken advantage of digital marketing to develop engaging campaigns, engage with their customers, and establish an effective brand image. Fast-food businesses may preserve their competitiveness as well as market share by regularly adjusting to changing consumer demands and utilising digital channels.
[bookmark: _2r0uhxc]2.6 Challenges faced by the company in digital marketing
As an increasing customer trend, the phrases "Buy Local" and "Go Local" have grown in popularity, emphasising the significance of assisting small companies in nearby communities. Consumers are more likely to support the economies of their area by spending their hard-earned cash at local businesses. Customer division has been on the rise, plus the difficulties caused by the COVID-19 epidemic have made it even more important to effectively use "digital advertising at the hyperlocal level" (Zulkipli and Ariffin, 2019). The degree of competition between businesses continues to rise as they adopt growth plans in the fast-food sector, regarded as among the most intensely competitive sectors in the world. Every company tries to set itself apart from rivals, which intensifies rivalry as well as competition in the marketplace. The use of "consumer-led positioning theory" in this situation is essential for figuring out what consumers want as well as want in terms of the good or service. Consumers can offer the team of designers insightful feedback by offering data on "values, product features, and purpose" (Widaningrum et al. 2021). Furthermore, the principle of digital marketing promotes efficient communication across numerous networks, creating consumers a consistent & unified brand experience.
Fast-food companies must create ways to not just satisfy consumer expectations but also set them apart from rivals if they want to succeed in a cutthroat industry. By utilising customer insights as well as putting them to use in the creation of products and advertising initiatives, this may be accomplished. Companies may customise their offers to match consumer preferences by discovering what consumers value as well as anticipate via fast-food businesses. Additionally, adopting an integrated strategy for digital marketting is essential for giving consumers a consistent as well as engaging brand experience (Zhang and Nekmat, 2023). With Digital markting, the company's positioning as well as values are reinforced across all touchpoints channels. The reliability encourages brand awareness and aids in creating a solid and devoted consumer base. Consumers have been increasingly interested in the idea of supporting neighbourhood companies and using "hyperlocal digital advertising". Businesses in the fiercely competitive fast-food sector must distinguish themselves via positioning strategies that are driven by consumers because of the sector's severe rivalry along with rivalry. Fast-food restaurants may create goods & services which live up to consumer expectations by investigating consumer preferences as well as aspirations (Grüwaz, 2022). By putting digital marketing into practice, you can guarantee a consistent message across all platforms, which creates a seamless brand experience. Fast food companies can successfully implement these tactics to help them negotiate the competitive market, build stronger client relationships, and experience sustainable growth.
[bookmark: _1664s55]2.7 Research Gap
The previous research concentrated on using the channel of digital marketing more broadly across different industries. The current research, however, limits its focus solely towards the fast-food restaurant industry. Although the preceding study offered a broad grasp of digital marketing, it lacked a thorough examination of a particular industry. The present research examines the particular effects and difficulties digital marketing methods have on the industries of fast-food restaurants. By concentrating their efforts, researchers may offer a more thorough analysis of the way digital marketing impact the fast-food industry in particular (Khan et al. 2021). This enables a deeper comprehension of the sector's distinctive traits, dynamics, and customer behaviour patterns. The researchers may provide advice as well as insights relevant to the business of fast-food restaurants by investigating the effects and difficulties within this sector. Its fast-food sector's practitioners as well as decision-makers will better comprehend the effects of digital marketing upon their operations including making educated strategic decisions thanks to this focused approach. The current research expands on earlier studies by focusing specifically on the fast-food restaurant industry (Wilkins et al. 2019). The researchers offer industry-specific findings which allow for a more thorough knowledge of how these forms of advertising may be used effectively across the fast-food setting by exploring the impacts plus limitations of digital marketing inside this business.
[bookmark: _3q5sasy]2.8 Summary
This literature review examines the effects of online advertising on fast-food establishments with a particular emphasis on the KFC in India case study. Digital marketing is essential to improving consumer engagement, visibility and brand loyalty, in the fast-food sector. Real-time conversations, data-driven decision-making, plus personalised as well as targeted marketing efforts are all made possible by digital marketing methods, which include social networking sites, websites, plus mobile apps. Digital marketing were effectively used by fast-food restaurants such as KFC in India to stand out from the competition and draw in customers. But there are obstacles, like the demand for localised advertising with fierce competition. When concentrating on particular impacts as well as difficulties inside the fast-food business, this analysis fills an analysis need. Digital marketing were useful instruments that allow fast-food chains to connect with their "target audience", offer consistent advertising, as well as create memorable customer experiences.
[bookmark: _25b2l0r]Chapter 3: Research design and Methodology
[bookmark: _kgcv8k]3.1 Introduction
The methodological portion examines the strategy and techniques used to examine the effects of online advertising on fast-food establishments, using a particular case study of KFC in India. "The research philosophy, research approaches, study design, research strategy, sample method, data collection method, data analysis plan, ethical considerations, research limitations", difficulties with accessibility, plus methodology are all briefly covered in this section.
[bookmark: _34g0dwd]3.2 Research Philosophy
In performing the study, the examiner will adhere to a positivist research philosophy. According to Srivastava, Paul & Bhanot, (2022), theory of positivism, factual data collected by "observation, measurement, and analysis" is trustworthy. The proposed methodology fits perfectly given the research's goal of analysing how digital marketing has affected the fast-food chain KFC in India. This research, which takes a positivist stance, tries to collect factual data as well as empirical proof that will clarify the impact of marketing at KFC in Inida. To gauge as well as quantify the effects of "KFC's digital marketing" initiatives, the researcher shall employ quantitative techniques including surveys including data analysis. With this method, correlations, patterns, as well as trends may be found that can help with an in-depth comprehension of the study's issue.
The goal of positivist research aims to minimise biases as well as subjective interpretations while emphasising the value of objectivity. In order to reach generalizable findings, it aims to determine causal links among variables (Obomwan, 2022). To adopt this philosophy, the student hopes to add actual data to the collection of knowledge already available on "digital marketing" within the fast-food sector. Though a positivist approach can be very insightful into the measurable parts of a study issue, it may fall short in capturing the personal experiences and perspectives of those involved with advertising as well as consumer behaviour. For this reason, the researcher may additionally employ quantitative techniques, including focus groups as well as interviews, to obtain in-depth information and comprehend the intricacies and varying perspectives of the effect of digital marketing across KFC in Inida. Ultimately, this study intends to give a thorough holistic examination of the effect of digital marketing on KFC, taking into account all the objective as well as subjective components of the phenomena by integrating positivism (Rakwach, 2022). The rigour and reliability of the analysis's conclusions are improved by incorporating a variety of research philosophies, enabling a more complex knowledge of that study's issue.
[bookmark: _1jlao46]3.3 Research approaches
The effect of digital marketing within the fast food industry, including an emphasis on KFC specifically, will be examined in the present study using a deductive research technique. According to Gharmaoui, (2023), deductive research entails testing or else examining pre-existing theories or else hypotheses. It varies from deductive research in that it seeks to either develop new theories or confirm those that already exist. The deductive method can help in examining the primary causes of the way digital marketing affect the fast food industry in the setting of this research. Brands such KFC in Inida  need to persuade consumers that they provide something special as well as superior to what their rivals are offering if they want to succeed in the "fast food industry". This is consistent with the deductive method, that seeks to confirm or disprove accepted theories or else hypotheses. The research being conducted has advanced existing ideas and offered perspectives on how firms may successfully differentiate from one another in a cutthroat market by examining the impact of digital marketing in the "fast food industry" (Lewis, Bhoola & Mafofoi, 2020). Testing current theories as well as hypotheses about the effects of digital marketing in the fast food industry, as well as analysing the data gathered to draw conclusions as well as create generalisations, are all parts of the "deductive approach". This study seeks to give a systematic as well as thorough examination of the elements that improve the effectiveness of digital marketing in the fast food sector, especially at KFC, by using the method of "deductive research".
[bookmark: _43ky6rz]3.4 Research design
In this situation, the student has chosen to conduct their research using a case study methodology. The method of case study research has been particularly well-suited for examining the effects of digital marketing on fast-food establishments since it enables a thorough examination of a single instance, like KFC, outside its actual setting. Researchers may gain a thorough grasp of the way digital marketing methods are applied including their implications on the operations, marketing, and general profitability of fast-food chains like KFC by using a case study approach. Researchers may investigate the unique digital marketing strategies used by KFC in Inida via a case study of the corporation, including networking campaigns, internet advertising, smartphone applications, plus website optimisation (Xu, 2022). They can look into how these tactics have affected customer loyalty, perception of the brand, plus consumer behaviour, which will ultimately affect the success of the company. The case research format enables a comprehensive examination of the different features and aspects of KFC's digital marketing initiatives, such the methods used, "the target market", the method of communicating with consumers, plus the results realised. Researchers can also take into account contextual variables that might affect the efficacy of digital marketing within the fast-food sector through a case study approach. In regard to KFC's digital marketing strategies, factors like rivals, consumer preferences plus behaviours, technology breakthroughs, plus market trends may be examined. This enables the recognition of best practises, difficulties, as well as possibilities particular regarding the industry, providing a more thorough as well as detailed knowledge of the effect of "digital marketing on fast-food" businesses (Bagnato, 2022). In general, "the case study design" presents a useful method for examining how internet marketing affects fast-food chains like KFC. In order to enable academics to produce insights which can influence both theory as well as practise in the fields of digital marketing along with the fast-food business, it offers a platform for exploring the intricacies and nature of "digital marketing strategies" given the particular setting of an established company.
[bookmark: _2iq8gzs]3.5 Research Strategy
[bookmark: _xvir7l]3.5.1 Type of Investigation
An exploratory investigation has been the kind of investigation used in this study. "An exploratory investigation" tries to learn more about a research issue that has not been thoroughly examined or comprehended (Oros, 2022). The focus of this research is on the influence of "digital marketing on fast-food" businesses, a sector which is still developing and needs further investigation to understand its causes as well as effects. This study aims to uncover new information, spot trends, and suggest connections among digital marketing tactics with restaurant performance of fast-food via the examination of the KFC in Inida example.
[bookmark: _3hv69ve]3.5.2 Choices
The decisions taken during this study include settling on KFC in Inida as the subject of a detailed analysis. Because of its dominance in the fast-food sector and widespread application of digital marketing techniques, KFC in Inida was picked. The decision to concentrate on just one instance enables a thorough analysis of the "digital marketing strategies" used by KFC, the results obtained, plus the variables affecting their efficacy (De Jesus, & Fajardo-Ibarra, 2023). By focusing on a single instance, the research may provide detailed as well as complex insights into how digital marketing has affected a particular fast-food establishment and come to relevant conclusions that are transferable to other situations.
[bookmark: _1x0gk37]3.5.3 Time Horizon
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Figure 1: Time-Frame
(Sources: Self-made)
[bookmark: _4h042r0]3.6 Sampling method
[bookmark: _2w5ecyt]3.6.1 Sample type
The researcher may select participants over the questionnaire using a random sampling technique in this research. Every individual in the general population gets an equal probability of being selected for the sample when using the "random sampling technique". This method helps to reduce bias within the data gathering process as well as guarantees that the number of respondents is accurate to the general population (Grinberg, 2022). The study focuses on KFC in Inida business staff or participants in terms of sample type. Employees were chosen as the representative group type because they are the most familiar with the business's digital marketing strategies. Employees from various organisational divisions as well as levels are included in the research project in order to obtain a variety of viewpoints on the subject.
[bookmark: _1baon6m]3.6.2 Sample size
100 employees of the KFC Company in India shall serve as the sample size with this research. A suitable sample size must be chosen in order to guarantee the validity as well as generalizability of the study (Krishnan et al. 2022). The sample size must be adequate to yield relevant data for research while taking into account real-world limitations like time as well as resources. A feasible data gathering and analysis method is ensured while yet acquiring an important quantity of data by selecting 100 respondents.
[bookmark: _3vac5uf]3.6.3 Sampling method
[bookmark: _2afmg28]Random sampling has been the sample technique used, giving every worker of the restaurant chain KFC in India an equal likelihood of being chosen. This guarantees the sample's objectivity as well as population representation. To choose respondents at random, researchers can apply a variety of techniques, including a generator that generates random numbers, staff member assignment, as well as random selection procedures (Omran, 2021). The survey uses a random sampling technique to verify which the "sample of 100 respondents" chosen accurately represents every employee within the KFC Corporation in India. This method broadens the conclusions that may be drawn regarding how digital marketing affects fast-food businesses by increasing the validity as well as generalizability of the results. Although random sampling assists to reduce bias, this is crucial to keep in mind that there could still be restrictions and other causes of sample mistake. It is important to recognise these restrictions, and attempts might be taken to increase the sample's participation as well as representativeness. The results of the research have to be evaluated using the sample's characteristics plus any possible drawbacks in mind..
[bookmark: _pkwqa1]3.7 Data collection method
The methods used for collecting data were essential for obtaining proof for research needs. Primary are the two basic categories of data collection techniques (Nilsson & Abdulraham, 2022). The researcher has been mostly depending on "primary data collection techniques" for this investigation.
Collecting primary data entails getting information firsthand, straight from where it comes. It enables academics to gather information specifically related to its research goals and customise their questions. Primary data collecting techniques shall be used to gather pertinent and detailed information from the "target audience", including KFC in India customers, staff, as well as managers, during the research on the effects of "digital marketing on fast-food" outlets. "Surveys, interviews, observations, and experiments" are the main data collection techniques frequently employed in research (Li, Mirosa & Bremer, 2020). Surveys could be undertaken as part of the research to learn more about how customers feel about the impact of digital marketing upon their decision-making. KFC managers as well as staff can be questioned in interviews to learn more about the tactics the corporation uses to advertise its products. Studies of "KFC's digital marketing" initiatives and consumer interactions may also provide insightful qualitative information. The study intends to obtain firsthand information pertinent to its research objectives through primary data gathering techniques. This method enables a more thorough comprehension of how digital marketing has affected the fast-food sector, with particular significance for KFC in India (Pérez, 2020). The study can yield useful insights and add to the wealth of information already available on this topic by carefully using the technique of primary data collection.
[bookmark: _39kk8xu]3.8 Data analysis plan
A crucial phase of study is data collection, which entails methodically and systematically acquiring and quantifying data on particular variables of relevance. Researchers use a variety of techniques, including quantitative ones, to acquire data. A quantitative survey technique has been used in the framework of this research to examine the effect of "digital marketing on fast-food" businesses. A quantitative survey technique uses closed-ended questions to gather information in a systematic and uniform way. This method enables the collecting of numerical information that might be statistically assessed (Dzirba, 2019). The researcher can collect data from a "large sample size" in a relatively brief period of time via a quantitative survey technique. The researcher has been use a Google form using the survey tool within the current research to gather quantitative data. A number of closed-ended questions with prepared response possibilities will be included in the "Google form for participants" to select from. With this method, the researcher may collect precise, standardised information that is simple to compare as well as assess across participants. The study uses a quantitative survey technique to collect numbers on several areas of "digital marketing in the fast-Food industry", with an emphasis on KFC. To find patterns, trends, as well as correlations in the survey data, statistical methods can be used to analyse it. Closed-ended quantitative survey questions enhance consistency as well as comparability of replies, facilitating effective data analysis plus the creation of insightful findings (Bui, 2020). This method will help to create a thorough understanding of how digital marketing affects fast-food businesses, offering insightful information to both academics and professionals in the field.
[bookmark: _1opuj5n]3.9 Ethical considerations
Ethics play a significant element in the present research in guaranteeing the rights plus welfare of those who take part. The moral concepts of voluntariness, informed consent, and privacy were next. Without any sort of obligation or compulsion, participants has to be free to decide if they wish to participate in the study. Participants will be made aware of the goals, methods, and any drawbacks or advantages of the study. Participants shall not be required to continue and will always have the option to stop or decline involvement. Participants are given all they need to know about the investigation, like its goals, methods, potential dangers, plus benefits, before taking advantage of the research (MUNAWIR, ALI & SUKOR, 2020). They have the chance to answer any uncertainties and answer questions. Every participant has been asked for their informed permission, confirming that they understand as well as are voluntarily participating. The study has been respect & preserve participants' privacy at all times. Any personal information gathered through the data collecting procedure shall be kept private as well as securely archived. To protect the privacy of the subjects, only approved researchers has been accessibility to the data, plus any identifiable information has been anonymised or pseudonymized.
The researcher has take the necessary precautions to guarantee that the ethical guidelines are respected throughout every step of the study. This entails receiving ethical authorization or permission from the appropriate authorities, abiding by data protection policies, and upholding the ethical standards of good behaviour in research (Razouk, 2021). This is crucial to remember which ethical considerations extend beyond all three aforementioned criteria. Additionally, the researcher has been think about additional moral issues like minimising participant damage, assuring data integrity plus accuracy, plus resolving any possible disputes of interest. It is important to recognise that keeping total control regarding ethical considerations could sometimes not be possible, particularly in the context of online surveys. This researcher plans to make every attempt to address these issues and guarantee the welfare as well as rights of the volunteers during the study.
[bookmark: _48pi1tg]3.10 Research limitations and Accessibility issues
The current research study has several limitations, plus it's crucial to realise that they include the following: time constraints, budgetary restrictions, plus a "limited scope of primary quantitative research".  It can comprehend that the study only uses traditional quantitative data collection techniques like surveys as well as interviews. Even though these techniques offer insightful information about the study issue, they might not fully capture its richness as well as complexity (Grinberg, 2022). A more thorough knowledge of participants' experiences plus perceptions may have been obtained through the use of qualitative research techniques like in-depth focus group discussions or interviews. Additionally, it has been shown that time constraints on the procedure for research can influence how in-depth and comprehensive the research is. There could be restrictions on the amount of participants who may participate, the scope of gathering and analysing data, plus the capacity to carry out follow-up investigations because of time constraints. This is crucial to be aware that time limits can make it impossible for the research to thoroughly explore some topics or look into additional elements (Krishnan et al. 2022). The study itself could be limited by financial restrictions that may have an impact on the funds that can be used for "data collection", analysis, plus subsequent research. This is a further drawback. Financial constraints may preclude the integration of additional data sources, prohibit the application of cutting-edge research techniques or technologies, or perhaps sample size limit. As an outcome, due to financial constraints, some parts of the topic has not been fully investigated in the results of the study. For a fair assessment of the study's findings, this is crucial to be aware of these constraints. Despite these limitations, the study is going to add to the body of knowledge about the effects of "digital marketing on fast-food restaurants", especially through the examination of KFC in India as an example (Omran, 2021). Future researchers may fantasise about overcoming these restrictions by extending on those constraints in order to better comprehend the subject.
[bookmark: _2nusc19]3.11 Conclusion
In conclusion, the importance of digital marketing tactics in promoting business achievement in the fast-food sector is highlighted by this case study on the effects of "digital marketing on fast-food restaurants", with a particular focus on KFC. The analysis of "KFC's digital marketing" strategies demonstrates how digital platforms have changed how fast-food restaurants interact with customers, market their goods, and establish their brand identity. The results of this case study highlight the significance of a thorough and digital marketing strategy that encompasses SM campaigns, internet campaign, mobile apps, as well as website optimisation. Fast food establishments like KFC in India can use these tactics to efficiently reach its target market, increase customer interaction, and create favourable brand perceptions. This case study also emphasises the requirement for ongoing innovation as well as adaptability in the field of digital marketing. Fast-food establishments must keep up with the newest trends as well as make use of cutting-edge digital platforms including technologies to keep its edge over rivals as technologies develops and customer tastes shift.


[bookmark: _1302m92]Chapter 4: Data Analysis
[bookmark: _3mzq4wv]4.1 Introduction
In this chapter of data analysis, understanding the effects of digital marketing methods on customer behaviour is essential for companies in today's quickly changing digital landscape, particularly in fiercely competitive sectors like the fast-food industry. The success of digital marketing over fast food chains has been examined in detail in this chapter, with particular attention paid to age demographics, how frequently people eat from fast food establishments, consumer perceptions of internet advertising, relationships with online advertising efforts, as well as the significance of having a strong online presence. Insights into the correlation between these factors and age are sought in order to help fast food restaurants improve their online advertising tactics as well as better cater to the wants and preferences of their target market. The complex relationships between age, customer behaviour, as well as digital marketing throughout the fast-food sector, are illuminated in this section by looking at correlations, and regression analysis, using descriptive statistics.
[bookmark: _2250f4o]4.2 Quantitative data analysis
[bookmark: _3fwokq0]4.2.1 Survey analysis
Correlation
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Table 1: Correlation
(Sources: Self-made)
Interesting information about the variables impacting consumer choices and the efficiency of digital marketing with fast food businesses can be found in the correlation table. Particularly, above the 0.05 or 0.01 level, the number of associations was determined to be of statistical significance. Subsequently, a weak yet positive association between age with the frequency of dining at fast food restaurants like KFC in India was discovered (r = 0.036, p = 0.684) (Kelley et al. 2022). This implies the frequency of fast-food consumption is not greatly influenced by age. Additionally, there was also a statistically significant moderately positive association between the frequency of dining at fast food restaurants with the characteristics that led them to choose KFC in India (r = 0.253, p = 0.004). This suggests that more specific considerations enter into the decision to choose KFC in India given how often people eat at fast food restaurants. Considering the significance of online marketing for fast food chains, a significant positive association between consumer perceptions of the value of internet marketing with the variables influencing their choice of KFC in India was found (r = 0.383, p = 0.000). This research suggests that those who view internet marketing as important are inclined to take certain criteria into account while selecting KFC in India. Interaction by in India online marketing campaigns was correlated with the efficacy of its digital advertising initiatives in a statistically significant manner (r = 0.430, p = 0.000) (Zahoor, 2022). This illustrates that users who interact with KFC in India internet marketing campaigns frequently believe their efforts are more effective. The relevance of a strong online presence among fast food restaurants as well as the frequency of completing food orders via KFC in India via their mobile application has a strong positive as well as significant link (r = 0.493, p = 0.000). This implies that users of KFC in India mobile app who frequently place food orders understand the value of an effective website for fast food restaurants.
Regression
[image: ]
Table 2: Descriptive Statistics
(Sources: Self-made)
The descriptive statistics table that is provided shows the mean & SD of each variable that affects consumer decisions as well as the effect of "digital marketing on fast food" businesses. Once age was taken into account, it was discovered that the average respondent was 1.815 years old, with an SD of 0.8922 (Scully et al. 2023). This suggests that, given a moderate amount of response variability, the mean age of the respondents was roughly 1.815. The mean value for the element "What is your 3?" was 1.521, indicating a tendency towards lower values. Responsive variability is moderate, as indicated by the SD of 0.6993.
The factor "How often do you eat at fast food restaurants like KFC in India has a mean & SD of 2.277 & 1.0078, respectively. This shows that, on average, participants said they consumed at fast food restaurants a fair amount, via a lot of variation in their answers.
The mean value & SD for the component "Which of the following factors influenced your decision to choose KFC in India were 2.008 & 1.0536, respectively. This shows that a variety of factors, together with respondents' moderate level of answer variability, affected the way they made decisions. How important do you think internet marketing is for chains like KFC in India had a mean value of 2.126 with a standard deviation of 1.0131 (Ibrahim et al. 2023). This shows that respondents' perceptions of the importance of internet marketing varied only slightly from one respondent to the next. The mean & SD for the variable "How frequently do you interact with KFC in India online marketing campaigns?" were 1.975 & 0.9339, respectively. This indicates that respondents interacted with KFC in India online marketing activities on average to a modest extent, including a moderate degree of diversity in their participation. The mean value & SD for the perceived effectiveness of KFC in India digital marketing efforts were 1.824 & 0.8699, respectively. This indicates that respondents' opinions of KFC in India digital marketing efforts were generally somewhat successful, but a significant amount of variety. Which of the following digital marketing platforms must KFC in India prioritise? had a mean value of 2.202 with an SD of 1.0049 (Bui, 2020). This shows that respondents' preferences for particular digital marketing platforms were on average moderate but with a moderate amount of heterogeneity in their decisions.
The mean & SD for how frequently KFC in India customers order food through their mobile app were 2.176 as well as 1.0386, respectively. This implies that respondents placed food orders via the KFC in India mobile app approximately with a moderate frequency and a considerable degree of variability. The average rating for how important it is for fast food companies to have a strong online presence was 2.202, with an SD of 0.9879. This shows that respondents' attitudes were moderately variable, on average, and that respondents thought fast-food restaurants would benefit from having a strong online presence. Additionally, the standard deviation for the reasons that respondents were going to consider deciding on KFC in India was 0.9804, with the mean value being 2.235 (Xu, 2022). This implies that respondents' choices varied somewhat but were generally moderately impacted by a variety of factors while choosing KFC in India.
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Table 3: Variable entered/Removed
(Sources: Self-made)
The investigation provided a model with numerous characteristics connected to fast-food restaurants' digital marketing methods. It is significant to note that all the required variables were included in the model, showing that their significance was determined by their applicability to comprehending the relationship between age with the elements involved in fast food businesses' digital marketing tactics (Uddin, 2020). The "Enter" method had been one used specifically to enter the variables, indicating that every one of the variables was examined simultaneously.
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Table 4: Model Summary
(Sources: Self-made)
The model summary gives crucial details about how well the model explains the variation in age depending on the chosen predictors. According to the evaluation, the model's R-value was.321, which indicates a moderately positive correlation between the predictors with age. The R-square value of.103 shows that the included variables can account for roughly 10.3% of the variation in age. The corrected R-square value of.011 was estimated to reflect the model's complexity. The R-square value has been modified based on this value's evaluation of the total amount of predictors (Aporbo, 2022). when taking into consideration the intricate nature of the model, the modified R-square value of.011 shows that only a small proportion of the age variation can be understood by the given predictors. The mean variation between the real age with the age estimated by the model, or else the standard error of the estimate, was found to be.8873. A smaller value indicates a more accurate estimate, and this value gives an indication of the model's prediction accuracy.
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Table 5: ANOVA
(Sources: Self-made)
The ANOVA table lists the sources of variance in the analysis and evaluates the regression model's relevance in explaining age variability (Elliott, Truman & Black, 2023). The age variability that can be assigned to the predictors in the model is shown by the regression model's sum of squares, which is 9.684. 11 df in the model implies that 11 predictors were employed in the analysis. By dividing the total of squares by the corresponding degrees of freedom, the mean square, that is calculated, gives rise to.880. The average amount of age variability that every predictor in the framework can explain can be expressed by this number. Divide the regression's mean square by the residuals' mean square to get the F-value, which comes out at 1.118. The proportion of age-related explained variability to unaccounted-for variability can be seen by this number. The calculated F-value isn't statistically significant (p =.355), demonstrating that the model of regression as an entire fail to significantly account for age variability. The residuals' sum of squares, which reflects the age variation that cannot be stated, is 84.249 (Raj & Singh, 2021). The age differences between people that aren't taken into account through the model's predictors were made up by this unexplainable variability.
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Table 6: Coefficients
(Sources: Self-made)
The unstandardized and standardised coefficients for every predictor used in the regression model are shown in the coefficients of the table. The age change linked to a one-unit change for the predictor variable is shown by the unstandardized coefficients (B). The constant term within the predictors shows a coefficient of 1.170 (p =.001), indicating the fact that if every other predictor were held stable, the projected age typically rises by 1.170 units. The standardised coefficients (Beta) reveal the relative weights that each predictor contributes to the explanation of age variation (Bagnato, 2022). However, as shown through the matching t-values & p-values, neither of these predictors has statistically significant correlations with age.
To a standardised coefficient of.108 (p =.279), the indicator "What's Your Gender" indicates a marginally positive connection with age. Corresponding to this, additional predictors, including "According to the application of digital marketing the percentage of," have a standardised coefficient of -.178 (p =.103), which indicates a weakly negative association with age that is getting close to statistical significance. The values of the coefficients study shed light on the connection between age as well as other digital marketing techniques used in the fast-food sector. All of the factors do not, however, exhibit statistically significant associations with age (Phang, Ng & Fam, 2021). To fully comprehend the effect of online advertising on ageing in fast food chains, more study plus exploration of many aspects might be required.
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Table 7: Residuals Statistics
(Sources: Self-made)
Several metrics are shown within the residual statistics table to assess how well the regression model predicts age. The residuals show the discrepancies between the respondents' real ages with the expected ages. The model forecasts an age of 1.815 on average based on the anticipated values, which have a mean value of 1.815. The range that the model's predictions fall into may be seen by comparing the least as well as maximum expected values, which were, respectively, 1.086 as well as 2.593.
The anticipated values have a standard deviation of 0.2865, meaning that they typically differ from their mean by about 0.2865 units (Tshuma, Msimanga & Tshuma, 2022). The range of the differences among the anticipated with actual age values may be seen in the residuals' standard deviation, which is 0.8450.
The mean of the residuals is near zero (0.0000), indicating that the model's predictions often match the age values in a good way. The estimate for the average difference between the anticipated age values and the actual age values is also provided by the standard error of the predicted values (0.275).
The Mahalanobis distance calculates how far apart every observation is from the information centroid. The Mahalanobis distance reveals that the dataset contains several outliers or atypical data points using a mean value of 10.908 along with a standard deviation of 5.254 (Hafidz & Huriyahnuryi, 2023). The residuals analysis offers important insights into the precision and dependability of the regression model's age forecasts in the fast food sector. All things considered, the model seems to work fairly well, with projected values closely matching the actual age values. Although the existence of outliers as well as the comparatively large residual standard deviation point to a requirement for additional research and model improvement.
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Figure 1: Regression Standardised Residual
(Sources: Self-made)
The Regression-Based Standardised According to residual values displayed in the histogram graphic, the range spans from -2.545 to a high of 30.845. The residuals mean value, 4.93E-16, which is quite close to zero, shows that the residual values were frequently centred around zero. The dispersion or variability among the residuals can be observed by the residuals' 0.952 standard deviations (Busta, 2022). The examination also comprised a total of 130 individuals, as may be seen.
[bookmark: _1v1yuxt]4.2.2 Discussion
Frequency
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Table 8: Frequency
(Sources: Self-made)
Valid responses for every query ranged from 126 to 129, representing the 129 respondents that participated in the poll. The descriptive statistics reveal the general patterns, degree of variation, as well as range of the responses. The mean displays the replies' median value. The mean values for "What is your age?" along with the other questions range from 1.805 to 2.230. The average degree of agreement or else disagreement regarding the assertions is shown by these values. For instance, respondents generally see the value of internet advertising for fast food chains favourably (mean = 2.125) and think that having a strong online presence is essential (mean = 2.213) (Folkvord et al. 2019).
The centre value of a distribution is represented by the median. It is interesting to observe that the median responses for the majority of questions, including age, fall between 2 and 3. This shows that the vast majority of respondents have views that are similar to their own, leaning either way on the spectrum. The median values typically coincide with the mode, that is, the reaction that occurs most frequently. The standard deviation calculates how widely the responses deviate from the mean or how variable they are. Greater standard deviations suggest greater responder diversity or else disagreement. The standard deviations in the study range from 0.698 to 1.0636, suggesting different degrees of dispersion among the items. For example, the question asking respondents how often they eat at fast food restaurants like KFC in India has a standard deviation that is relatively high (1.0031), indicating a larger range of replies (Abdi et al. 2023). The lowest, as well as highest answers, are represented, respectively, by the minimum & maximum values. The minimum & maximum responses in this questionnaire, which ranged from 1 to 4, indicated that the answers and choices had been on a "Likert-type scale with four levels". These values shed light on the variety of attitudes & perspectives that the respondents stated.
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Table 9: What is your age
(Sources: Self-made)
There were 130 respondents who provided information for the survey. The bulk of respondents (43.1%) who provided valid responses belonged to the age group of 1.0. 37.7% of respondents, who resided in the age category 2.0, are not far behind. There were 11.5% & 6.2% of responders in the age groups 3.0 and 4.0, correspondingly (Martino et al. 2021). According to the total percentages, the first three ages contained 93.8% of the people who responded.
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Table 10: What is your gender
(Sources: Self-made)
According to the data analysis, 75 people, or 57.7% of the 130 respondents, selected response choice 1.0 for the "What is your Gender" category. The next response option was 2.0, which was picked by 38 responders (29.2%) (Alshreef et al. 2023). Response choice 3.0 was selected through the 15 respondents who were left out (11.5%). As can be seen from the total percentages, almost all of the respondents (88.3%) chose either option 1.0 or else option 2.0.
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Table 11: How frequently do you eat at fast food joints like KFC in India
(Sources: Self-made)
The statistics show that 33 people (25.4%) out of the 130 total respondents reported dining at fast food restaurants such as KFC in India at a frequency of 1.0, suggesting a less frequent consumption habit. In addition, a moderate frequency of 2.0 was observed by 43 responders (33.1%). A somewhat greater frequency of 3.0 was recorded by 35 more respondents (26.9%) (Shamsudin et al. 2020). The greatest frequency of 4.0 was recorded by 18 respondents (13.8%), indicating frequent visits to quick food restaurants. According to the total percentages, nearly all of the respondents (86.0%) fall into the category of intermediate to significant frequency of intake.
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Table 12: Which of the subsequent factors influenced your decision to select a specific fast-food business, like KFC in India
(Sources: Self-made)
The findings show that 51 respondents (39.2%) stated that particular criteria affected their choice of fast food restaurants with a value of 1.0. 41 more respondents (31.5%) gave a rating of 2.0 for the effect of variables. Furthermore, the effect of factors given a grade of 3.0 was cited by 18 respondents (13.8%) (Ahn et al. 2020). Lastly, the highest impact caused by variables was rated at 4.0 by 19 respondents (14.6%). The total percentages show that the choice of fast food restaurants was influenced in some way by a majority of those who participated (85.3%).
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Table 13: How crucial do you believe internet marketing is for chains like KFC in India
(Sources: Self-made)
The statistics show that 44 respondents (33.8%) gave a value of 1.0, indicating that they thought online marketing was extremely important for chains. In addition, 38 respondents, or 29.2%, gave it a 2.0 grade for importance. In addition, 32 respondents (24.6%) gave internet marketing a 3.0 rating for importance (Li, Mirosa & Bremer, 2020). Finally, it received a 4.0 rating from 14 responders (10.8%), who deemed it to be of high importance. According to the total percentages, the vast majority of respondents (89.1%) are aware of the importance of online advertising for chains.
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Table 14: How crucial do you believe internet marketing is for chains like KFC in India
(Sources: Self-made)
Online marketing campaigns for KFC in India receive a score of 1.0. A grade of 2.0 was also recorded by 46 additional respondents (35.4%) who had frequent interactions. Additionally, moderate engagement was reported by 29 respondents (22.3%) with a value of 3.0 (Chen, Riantama & Chen, 2020). Finally, 8 respondents (6.2%), who had little interaction, gave it a rating of 4.0. The total percentages indicate that most respondents (93.8%) participate to some degree in KFC IN INDIA's internet marketing initiatives.
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Table 15: Which of the subsequent factors would encourage you to select KFC in India over its rivals
(Sources: Self-made)
In this aspect, 32 respondents (24.6%) were influenced by one particular element, which was given a rating of 1.0, according to the data. A grade of 2.0 is also provided by 47 respondents (36.2%) who list numerous criteria, indicating a wider range of elements to take into account. Additionally, according to 33 respondents (25.4%), some characteristics are more significant than others, rating them at 3.0 (Iqbal, Sadiq, & Nasir, 2022). Lastly, 4.0 is the significance rating given by 14 respondents (10.8%), which is a lesser level of significance. The total percentages show the variety of reasons that encourage consumers to choose KFC in India over its competitors.
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Table 15: According to their use of digital marketing, what percentage of your friends & family would you suggest KFC in India to
(Sources: Self-made)
The statistics show that 55 respondents (42.3%) gave digital marketing a score of 1.0, believing it to be extremely important. Additionally, it received a 2.0 grade from 40 responders (30.8%), who recognise its significance. Additionally, with a grade of 3.0, 27 respondents (20.8%) believe that digital marketing is of moderate importance. The final grade of 4.0 was given by 7 respondents (5.4%) who believe it to be of low significance (Omran, 2021). According to the total percentages, the majority of respondents (94.6%) acknowledge the importance of digital marketing for companies.
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Figure 2: What is your age
(Sources: Self-made)
In this section of the frequency chart, it can be understood that 56 people are the age between 18-24 years old and 49 people are the age between the ages 25-35 years old. It can also be found that 36-60-year-old people are almost 15 people and above 60-year-old people are 8 people who participate in the survey (Sayed, Attia & Mohamed Hussein, 2022). It can also be found that the mean value is 1.8 and Std Dev is .879 and N is 128.
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Figure 3: What is your Gender
(Sources: Self-made)
It is clear from the above graph that this survey included 75 male participants, 38 female participants, plus 15 transgender participants. According to the histogram graphic, the mean value is 1.53, the standard deviation is.698, as well as the N value, is 128. 
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Figure 4: How frequently do you eat at fast food joints like KFC in India
(Sources: Self-made)
In this histogram chart, it can be understood that 33 people reply that "Very frequently" they do eat at fast food joints like KFC in India and 43 participants reply that somewhat frequently they do eat at fast food joints like KFC in India (Singh & Kaushal, 2020). It can also be found that 35 people reply "rarely" they do eat at fast food joints like KFC in India and 18 people reply "never" they do eat at fast food joints like KFC in India. It can also understand that the mean value is 2.29 and Std Dev is 1.003 and the N value is 129.
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Figure 5: According to their use of digital marketing, what percentage of your friends & family would you suggest KFC in India to
(Sources: Self-made)
In the above histogram chart, it can be understood that 55 people reply that "Very likely" to eat at fast food joints like KFC in India. 40 people are reply that "somewhat likely" to eat at fast food joints like KFC in India. 27 participants are reply that "Not very likely" they do eat at fast food joints like KFC in India and 7 participants are reply that "not at all likely" they do eat at fast food joints like KFC in India (Ajidagba, 2022). It can also be found the mean value is 1.89 and Std Dev is .921 and N is 129.
[bookmark: _haapch]4.3 Conclusion
In conclusion, the data study in Chapter 4 offers insightful information on the variables impacting consumer choices plus the efficiency of "digital marketing for fast food" companies, with an emphasis on KFC in India. A number of important conclusions were drawn from the correlation analysis. The frequency of dining at fast food restaurants has been shown to have a weakly positive connection with age, indicating that age has little bearing on fast food consumption. However, there was little positive correlation between the factors driving people to select KFC in India and how frequently they consumed at fast food restaurants, suggesting that when people eat at fast food restaurants more frequently, some criteria become more important when choosing KFC in India. Strong relationships between the factors driving people to select KFC in India and the significance of online advertising for fast food businesses show that people who believe that internet marketing is significant are more inclined to take certain aspects into account. Additionally, those who engage using KFC in India online advertising initiatives usually view them as more effective, demonstrating a link between participation in online campaigns & perceived effectiveness. The correlations between age & the factors connected to digital marketing tactics in the fast-food business were not statistically significant, according to the regression analysis. This implies that the listed factors could not have a significant effect on age in this situation. To fully comprehend the relationship between age plus digital marketing within the fast-food sector, more investigation and consideration of different factors are advised.


[bookmark: _319y80a]Chapter 5: Conclusion
[bookmark: _1gf8i83]5.1 Linking with objective
Objective 1: To determine the function of digital as well as Digital advertising in fast-food restaurants in India.
This study's goal is to ascertain the role of digital & digital advertising in Indian fast-food establishments with an emphasis on KFC in India. Analysing the significance of endorsements from famous people in digital advertising techniques might give significant insight into the efficacy of such efforts for fast-food firms like KFC in India, which comply with this purpose (Ahn, Nelson & Ferguson, 2020). Because of the extensive usage of social media channels plus the effect of stars on consumer behaviour, celebrity endorsements are now more common in digital advertising initiatives. The present research is aimed at shedding light on the efficacy of this form of advertisement in the fast-food sector by specifically studying the influence of famous endorsements on "KFC in India digital advertising efforts". The study is also going to look into the way KFC in India brand awareness, improved image, plus an increase in sales are impacted by digital advertising, such as celebrity endorsements. Analysts can assess the degree to which celebrity endorsements assisted the business in expanding its reach, interacting with consumers on social media, & gaining an unfair advantage in the fast-food industry by examining the digital marketing methods used by KFC in India. The research also aims to pinpoint any potential downsides or restrictions connected to endorsements from celebrities in the setting of digital advertising (Li, Mirosa & Bremer, 2020). The study attempts to offer suggestions for corporations like KFC in India in choosing suitable celebrity partnerships for its internet advertising efforts by assessing the suitability of prominent endorsers with KFC IN INDIA's beliefs and objectives along with their likelihood for criticism.
Objective 2: To examine the KFC in India Company's experiences with digital marketing in India.
Examining KFC in India Company's achievements using digital marketing in India is the goal of this research. Knowing the function of celebrity endorsements in KFC in India digital marketing efforts will help achieve this goal by illuminating how effective these strategies are for the fast-food chain. KFC in India promotional activities now include digital marketing as a crucial component because it enables the company to communicate with a large audience and develop effective campaigns (Chen, Riantama & Chen, 2020). The research project intends to identify the methods and tactics used by the corporation to increase brand visibility as well as meet marketing goals by investigating KFC in India experiences using digital marketing, such as their use of endorsements from famous people. The research project will specifically look at the way KFC in India has used digital platforms as well as technologies to advertise its goods, interact with consumers, and increase Indian market sales. The analysis of KFC in India experiences using digital marketing is going to disclose how well different digital platforms, including social media places, mobile apps, websites, as well as digital advertising, work to reach plus sway the target demographic. Additionally, the research will look into how "KFC in India digital marketing campaigns" use celebrity endorsements. Researchers may evaluate the effectiveness as well as achievement of famous endorsements in KFC in India digital marketing campaigns by looking at the procedures used to choose endorsers, and the advertising techniques used, including the overall influence on brand perception as well as customer engagement. This study attempts to learn from KFC in India experiences using digital marketing in order to offer useful guidance and knowledge to the business and other comparable brands competing in the "Indian market" (Iqbal, Sadiq & Nasir, 2022). The results will aid businesses like KFC in India in refining their online advertising efforts to successfully reach plus resonate among their target demographic and will also inform upcoming digital marketing initiatives.
Objective 3: To evaluate the difficulties the business has had with digital marketing
This study's goal is to assess the challenges the company has faced using digital marketing. Knowing the difficulties that businesses, like KFC in India, have had developing successful digital marketing strategies will help future initiatives be more successful. Digital marketing are now essential parts of an organisation's entire marketing strategy since they provide chances to interact with customers, increase brand recognition, and boost sales. Although businesses frequently run into a number of issues when trying to use digital platforms plus technologies efficiently. This study intends to investigate the particular difficulties that KFC in India as well as related companies have encountered in their efforts at digital marketing (Omran, 2021). Studies can pinpoint the challenges and difficulties faced by studying KFC in India experiences, like technological limits, resource shortages, an absence of knowledge, or challenges adjusting to fast-changing digital trends. The investigation will also explore how these challenges affect the general efficacy and achievement of "KFC in India digital marketing initiatives". Researchers will assess the degree that these difficulties have impeded the business's capacity to communicate brand messages, engage its target audience, plus generate desired marketing results. This study attempts to shed light on the obstacles that KFC in India is now facing and offers helpful suggestions for addressing them. It will provide useful tips and best practices that KFC in India along with other companies can use to improve their work in digital marketing. In the end, the results of this research will further knowledge of the complexities as well as subtleties involved in digital marketing in a company setting (Sayed, Attia & Mohamed Hussein, 2022). This study can assist organisations such as KFC in India in streamlining their digital advertising approaches and raising the effectiveness of their entire marketing efforts by recognising the problems and outlining viable remedies.
[bookmark: _40ew0vw]5.2 Limitation
This study's primary drawback is its exclusive attention to KFC in India experiences using digital marketing. The findings might not be completely applicable to other firms that operate in various settings or industries because they focus on the challenges encountered by one company. The study's narrow focus makes it difficult to draw generalisations about the difficulties faced by enterprises as a whole. The possibility of prejudice in a method of data collection is another drawback. The research project is based on the experiences plus viewpoints that KFC in India staff members or other stakeholders engaged in digital marketing have self-reported. It raises the prospect of subjective interpretations as well as biases which can affect the precision and dependability of the collected data. The study can also be constrained by the knowledge's accessibility & availability. It can be difficult to obtain thorough and precise information because KFC in India internal strategies as well as practices relating to digital marketing can be secret or private (Singh & Kaushal, 2020). This constraint might restrict the scope of the investigation plus the capacity to focus on particular parts of the problems identified. Additionally, the study might not have taken into account outside variables that could affect KFC in India experiences using digital marketing. The difficulties that firms confront may be significantly shaped by elements like rivalry in the market, market developments, regulatory changes, or technology breakthroughs. Lack of consideration of these outside factors restricts the thorough comprehension of the challenges encountered by KFC in India in particular.
[bookmark: _2fk6b3p]5.3 Recommendation
Future research should think about looking at several companies within the fast-food industry as well as several industries in order to get over the limitation of concentrating only on KFC in India. With a wider perspective, it might be possible to comprehend the challenges that organisations confront when it comes to digital marketing in greater detail (Ajidagba, 2022). Another suggestion is to employ a mixed-methods strategy. It may be understood that future studies should take into account using a mixed-methods strategy in order to improve the validity of its findings. Researchers may gather richer, broader data through the combination of qualitative as well as quantitative methodologies, leading to a deeper grasp of the problems and more firm findings. Another suggestion is to get different viewpoints. Additionally, it is clear that including other viewpoints is advantageous along with getting ideas from firm stakeholders or personnel. Engaging with customers, business leaders, as well as digital marketing specialists can offer a more comprehensive understanding of the challenges that organisations encounter when using digital marketing. Additionally, it has been discovered that longitudinal studies may be carried out to accurately reflect the changing dynamics of digital marketing difficulties (JAUHARI, 2020). Researchers may identify developing challenges and assess the efficacy of company plans by tracking trends as well as changes as time passes.
[bookmark: _upglbi]5.4 Conclusion
In conclusion, this study emphasises the value of digital marketing, especially in the setting of KFC in India, within the fast-food industry. Digital marketing is now a potent tool for luring in customers, keeping them interested in your business, and building relationships with clients that last. Digital platforms including social media, websites, plus mobile apps provide real-time, and decision-making based on data, including individualised marketing campaigns. The case study on KFC in India digital marketing tactics shows the profound influence that digital platforms have on customer relationships, product promotion, along with brand identification. The results highlight the significance of thorough digital marketing approaches which involve social media promotions, online promotion, mobile apps, plus website optimisation. Fast food restaurants like KFC in India may efficiently target their customers, increase consumer interaction, and foster favourable brand attitudes by utilising these strategies. Continuous innovation as well as flexibility were essential in this quickly changing digital environment because firms must keep up with new trends and technology to be competitive and satisfy shifting consumer expectations. Additionally, the examination of consumer characteristics as well as the efficiency of digital marketing within the fast-food sector offers insightful information for future study and emphasises the importance of further investigation of various issues to fully comprehend the connection between age as well as digital marketing within this industry.
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