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[bookmark: _Toc214008199]1. Introduction
The topic of this study is Digital marketing and customer experience. It explains what happens to the way companies reach their customers thanks to online tools. The study is centred around the use of digital platforms by McDonald's to serve people. It indicates how customers use mobile apps and social media daily. The goal is to understand the impact that digital marketing has on customer satisfaction levels. It also finds what are the problems companies face while using the digital marketing tools. This proposal contains the background, aim of the research, questions and study methods. It also describes findings, time plan, and limitations of this research study. The report will provide clear results of the digital marketing effects.
[bookmark: _Toc214008200]1.1 Background of Study
Digital marketing has transformed the way companies communicate and interact with their customers. It helps the brands to reach a big group of people faster and more easily. McDonald's utilises digital tools such as apps, websites and social media platforms (Tian, 2022). These tools help the company to share offers as well as help the company to understand customer choices in a better way. Customers can order food and write reviews at any given time and place they choose. It makes buying more rapid, easier and personal for the customers. The internet is also helpful for companies to gather data on customer needs and habits. This data helps to improve products and services to provide for better experiences. However, there are still issues present with digital marketing today. Some of the customers do not trust online platforms or sharing data. Others have bad connection, app errors or confused interfaces on occasion. Companies are also struggling to accommodate all customer needs in a short period of time (Hossen and Sheshir, 2025). So, studying these problems help to improve the digital marketing in the future.
[bookmark: _Toc214008201]1.2 Research Aim and Objectives
The main aim is to evaluate digital marketing’s effect on customer experience. 
Objectives: 
· To analyse key digital strategies used by McDonald’s today. 
· To examine challenges faced when applying digital methods. 
· To evaluate how digital marketing affects customer satisfaction and loyalty.
[bookmark: _Toc214008202]1.3 Research Questions
1. What key digital strategies are used by McDonald’s today?
2. What challenges are faced when applying digital marketing methods?
3. How does digital marketing affect customer satisfaction and loyalty?
[bookmark: _Toc214008203]2. Literature Review
Digital marketing assists companies in accessing consumers via the web. It incorporates tools such as social media, email, websites, and mobile applications (Sardjoni, Cholidin and Johan, 2023). Numerous studies indicate the effectiveness of digital marketing to build brand awareness and loyalty. These tools make attracting and engaging new customers simple for the companies. According to researchers, digital marketing enhances ease of communication and convenience for users. It enables the brands to provide quick service and personal encounters on the Internet. Studies indicate that it is also applicable in data collection of valuable information about customers. The information aids in better marketing and enhancing the services. The fast-food firms are utilizing digital technologies to stay in touch with their customers. Many brands are investing in social media campaign and mobile applications. They will be able to post promotions, offers and updates within a short time through these platforms. These measures have been discovered to increase customer satisfaction and sales. McDonald's has mobile applications where people can place their orders online and earn reward programs (Hossen and Sheshir, 2025). It also employs social media to establish a good relationship with the brand. Studies indicate that digital technologies enhance the loyalty of fast-food consumers. Such approaches make the customers feel special and associated with the brand. Customer experience defines the feelings of the people when they interact with brands. It is widely acknowledged among different scholars that digital marketing makes a significant contribution to this process. It aids in the establishment of efficient and rapid communication between the companies and the customers. Customers can respond by commenting immediately online (Rani, 2023). Personalization is also associated with increased customer satisfaction and confidence in the research. Customers love the idea of the online brands recalling their options and preferences. Research reveals that repeat visits and repeat purchases are caused by good digital experiences. Good emotions and fast reactions create loyalty among customers in the long run. Other researchers pay more attention to marketing tools rather than to customer feelings. There are others who talk about technology, yet they do not touch on the emotional aspect of the experience. The available studies on the fast-food brands, such as McDonalds, are limited in this region. There is limited research on the effect of digital marketing on the experience of the customers. The other challenge is that the preferences of the customers continue to change with time. There are also numerous studies that do not take into account cultural and regional aspects of analysis. This has left a knowledge gap in customer experience between markets. Thus, further studies can be conducted to understand these points in a more detailed way.
[bookmark: _Toc214008204]3. Methodology
[bookmark: _Toc214008205]3.1 Research Philosophy
This study will adopt the pragmatism philosophy because it allows mixed research. Pragmatism is sympathetic both to qualitative and quantitative methods. It assists in finding practical solutions to solve actual problems. The researcher will be interested in useful outcomes rather than one universal truth. The aim is to learn about the digital marketing effect on customers in a profound way. It also helps to bring real data and customer opinions to the table for the meaning of life. Pragmatism enables the study to avail itself of wide leeway in using different tools and methods. It allows a margin for the application of flexible thinking while in the process of research. This is the concept that is ideal for business and customer-related studies. It is used to balance facts and opinions in one research model (Melnikovas, 2018). Hence the study will be conducted in accordance with pragmatism.
[bookmark: _Toc214008206]3.2 Research Approach
The study will use mixed method of research for more effective results. This is both qualitative and quantitative data for balance (Snyder, 2019). The qualitative approach will allow in-depth analysis of the customer's perceptions and feelings. The quantitative data will provide definite numbers and quantitative trends. Together they provide a broader perspective on the effects of digital marketing. The inductive part will find new findings from customer feedback. The deductive part will challenge the existing theories of online marketing. The results of both are stronger and more reliable in the aggregate. It makes sure that opinions and statistics balance each other reasonably. The mixed approach also is in line with the goal of gaining clear customer insight. This form is quite suitable for comparison of visualization views and real data.
[bookmark: _Toc214008207]3.3 Methodological Choice
A mixed method approach will be applied to this research work. It allows an association between the emotional and the factual data in order to draw conclusions. Qualitative and quantitative are complementary sources of understanding. It minimizes the research bias and makes the outcomes of research good (Mardiana, 2020). This option allows the research goal of in-depth customer behaviour studies. In addition, it gives clear information about how digital solutions help improve the level of satisfaction. The combination of the options results in more meaningful and comprehensive results.
[bookmark: _Toc214008208]3.4 Research Strategy
The survey strategy will be adopted as one of the ways the study will obtain valuable data from the population. Surveys are easy and enable a multitude of opinions to be gathered fairly quickly and easily. They provide the possibility to compare answers from different subjects at the same time. McDonald's case studies will be used as well to bring depth (Davidaviciene, 2018). Together these two approaches gives wide-ranging and in-depth results for analysis. The survey will be aimed at frequent customers of McDonald's that use digital platforms. The information will then be used to understand trends in digital use and satisfaction.
[bookmark: _Toc214008209]3.5 Time Horizon
This research study will take a cross-sectional time perspective for efficiency. A one-shot deal - it means that data will be collected only once, at a given point in time. This is very appropriate for studies with short duration but with strong goals (Sahay, 2016). It helps to obtain a snapshot of how customers are feeling and behaving today. Cross sectional studies are cheaper and easier to administer properly. It will aid in obtaining up-to-date information regarding McDonald's digital platforms today. This option will make online behavior clear at one point in time.
[bookmark: _Toc214008210]3.6 Data Collection and Analysis
Primary data will be gathered using survey questionnaires on the McDonald's customers. The questions will be brief and straightforward for an easy understanding and answers They will inquire about the use of digital platforms, the quality of services, and satisfaction. Secondary data will be obtained from company reports, journals, and websites. These sources will give background and strengthen core findings (Davidaviciene, 2018). Both of these sources will be used to ensure that findings are reliable and valid in general. The analysis will be cross-sectional which will use simple statistics and content evaluation methods. Quantitative results will be presented in tabular form and percentages for the sake of clarity. Qualitative data will be coded in the form of themes and patterns of meaning. The results will integrate both views to view issues holistically.
[bookmark: _Toc214008211]3.7 Sampling Strategy
To collect data, the sample that will be used in the study is random sampling of fair customer. This is to ensure that all people have an equal chance to participate easily. The participants will be the users of the online platform of McDonald's for accuracy (Gupta and Gupta, 2022). The total number of participants will range between half a hundred and one hundred. The number is appropriate for good data and meaningful analysis of results. The selected sample will be balanced with respect to customer backgrounds.
[bookmark: _Toc214008212]3.8 Ethical Considerations
All participants will be recruited to the study on a voluntary basis. Before a question is answered, the subjects will be informed of the purpose of the study. During and after the research, their private information will remain secret. The information collected will be used for this academic purpose only. The researcher will be honest and fair in collecting all the data. This will ensure that the process is ethical and trustworthy for all parties involved.
[bookmark: _Toc214008213]4. Expected Findings
The study is expected to demonstrate the way digital marketing changes the customer experience. It will open the door to realizing that online tools make services faster and more convenient overall. Many customers are going to find McDonald's digital platforms easy and fun to use. The results may show that people like the simple order and payment options (Thorn, Coast and Andronis, 2016). Digital tools can assist customers in saving time when purchasing their favourite food. They may also help in increasing the overall satisfaction with McDonalds services every day. The study is likely to find that stronger customer relations are created as a result of social media. People who follow McDonald's on the internet may have a stronger connection to the brand. Online platforms can make a process of communication between company and customers more personal. This personal connection can make people feel more belonging and brand loyalty. Digital engagement can help McDonald's to attract and retain more loyal customers with ease. It will also demonstrate that digital tools provide customers with greater control and choice. The result of the research may also discover customer trust is built by loyalty rewards (Terrell, 2022). Many customers may feel valued through their special digital offers/rewards. These small actions can have the customer come back and order more frequently. The findings may reveal that good communication leads to an improvement in trust and brand image. When customers feel heard they are more likely to remain loyal longer. However, the results may show some small problems or barriers as well. Some customers may lack the knowledge of using mobile apps or websites. A few may have problems with internet connection or app errors at times. This means that not all customers can enjoy all digital services to the fullest. The study may discover that frequent updates may contribute to a great deal of improvement for the user experience.
[bookmark: _Toc214008214]5. Limitation
This study is time bound due to the time constraints of data collection and analysis. The short time may result in a less in-depth findings and discussion overall. It may not prove possible to explore every customer view in great detail. A minor number of participants can make the results less complete (Terrell, 2022). The small sample of people may not reflect all McDonald's customers in the world today. Different regions may have different experiences which are not explored here. The study may also be challenged with limited access to company internal information. Some data might not be shared because of privacy or business rules. This can limit a better understanding of McDonald's digital strategies. It may prevent the researcher from monitoring how all systems are really working. Technology issues can arise during the distribution of online surveys and the collection of responses. Poor Internet or software errors may make it difficult to collect complete data (Greener, 2018). Some participants may also provide short answers or unclear answers to questions. This will potentially cause some weak spots in the quality of the data in general. Bias may also be the case when people surveyed are only offering good or safe opinions. Despite these problems, the study will seek to be fair and honest. The researcher will ensure that there will be clear steps on how to reduce the problems effectively.
[bookmark: _Toc214008215]6. Timeframe
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Figure 1: Gantt Chart
	Phase
	Activity Description
	Time Period
	Expected Outcome

	1
	Select topics and prepare research plan
	Week 1
	Approved research proposal

	2
	Conduct literature review and gather sources
	Week 2
	Completed literature summary

	3
	Design survey questions
	Weeks 3–4
	Ready research instruments

	4
	Collect data from selected participants
	Weeks 5–6
	Completed data collection

	5
	Analyse data and interpret results carefully
	Weeks 7–10
	Completed data analysis

	6
	Write first draft of dissertation report
	Weeks 11–13
	Draft dissertation ready

	7
	Edit, proofread, and submit final report
	Weeks 14–16
	Final dissertation submission





[bookmark: _Toc214008216]7. Conclusion
This research will be discussing how digital marketing affects the customer experience in the contemporary world. The objective is to understand the contribution it has made to the success of McDonalds. It will be aimed at the role of online tools in boosting the customer satisfaction level. There are also challenges associated with digital strategies that will be achieved in the research. This proposal contains a clear plan and research steps which can be attained. The mixed-method technique will make the results moderate and equal. The research study will be supposed to provide new knowledge of business research. It can also assist companies to formulate more suitable online customer strategies. In general, the study will have practical implications on the practice and theory. It will inform the future research in digital marketing and customer experience.
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