LINA BIRMANTE
STUDENT NUMBER 2010698
MODULE LEADER TUSHARA BALENDRAN


[bookmark: _GoBack]Dissertation Proposal




THE IMPACT OF INTEGRATED MARKETING COMMUNICATION AND DIGITAL MARKETING ON THE FAST FOOD INDUSTRY OF THE UK

Table of Contents
Introduction	4
Research background	4
Rationale of the study	4
Problem of the research	5
Aim and objectives of the research	5
Aim	5
Objective	5
Questions of the research	6
Literature review	6
Concept of digital marketing in the fast-food industry	6
Critical review on the impact of digital marketing on the fast-food industry	6
Importance of market communication in digital marketing in the fast-food industry	7
Challenges faced by the organisations in the implementation of digital marketing communication	7
Recommendations or course of action for improving marketing communication	7
Theoretical framework	8
Digital marketing model implemented in fast food industries	8
Literature gap	9
Overview of research methodology	9
Research philosophy	9
Research design	10
Research approach	10
Data collection method	10
Sample size and sampling technique	10
Data analysis method	10
Timeline	10
Reference list	11



[bookmark: _Toc85896321]Introduction 
An increasing number of restaurants, as well as hotels in the UK, has accelerated the growth of the fast-food industry. On the other hand, globalization is one of the important reasons behind the growth of the fast-food industry in the UK. The research proposal will focus on the background, aims, and objectives of the particular research about the impact of digital marketing on the fast-food industry of the UK.                          
[bookmark: _Toc85896322]Research background 
As per recent information, the most popular fast-food chains in the UK are KFC, McDonald, Domino’s pizza, Subway, and others (Statista.com, 2021). Among these popular brands, most of them use digital marketing tools to communicate for business and marketing. Therefore, the utilisation of digital marketing has created a significant impact on the growth and profit of companies. Different fast food brands have a different strategies in marketing communication (Namin, 2017). For instance, KFC has adopted a strategy with swipeable marketing experiences for fast food consumers whereas Burgerfuel has started a quiz campaign for consumers to communicate with them (Nguyen et al. 2018). Thus, the research will focus on marketing communication as well as utilisation of digital marketing in the fast-food industry of the UK.                                              
[image: ]
Figure 1: Fast food brands of UK 
(Source: Statista.com, 2021)
[bookmark: _Toc85896323]Rationale of the study                         
In this era of social media most brands take digital marketing strategies for attracting consumers. The dramatic expansion of digital food marketing has been seen in the UK over a few years. The popularity of fast-food brands in the UK has expressed the utilization of digital marketing communication. According to Bala and Verma (2018), due to digital marketing, several small brands face challenges. Therefore, this research will address the issues and focus on the importance of using digital marketing. 
[image: ] 
Figure 2: popularity of fast food brands in UK
(Source: Bhagat and Sambargi, 2019)                                                     
[bookmark: _Toc85896324]Problem of the research 
Globalisation has created increased trends in using digital marketing. However, due to the trends of digital marketing small fast food business organizations are facing challenges as they are incapable of investing hugely in digital marketing. As opined by Bhagat and Sambargi (2019), without proper implementation of technology and investment businesses can face problems communicating with customers. Therefore, the research will also highlight the problems and issues of digital marketing that need to be encountered by business entities of the UK. 
[bookmark: _Toc85896325]Aim and objectives of the research 
[bookmark: _Toc85896326]Aim 
The prime aim of the study is to conduct an in-depth analysis of the fast-food industry of the UK in terms of understanding the impact of marketing communication and digital marketing. 
[bookmark: _Toc85896327]Objective 
· To understand the impact of digital marketing on the fast-food industry of the UK 
· To evaluate the importance of marketing communication and utilization of digital marketing in terms of accelerating growth of the fast-food industry
· To analyse the marketing communication issues that need to be encountered by the business entities of the fast-food industry of the UK.  
· To recommend the course of action for improving marketing communication by utilizing digital technologies in the UK
[bookmark: _Toc85896328]Questions of the research 
RQ1: What are the significant impacts of digital marketing and communication on the fast-food industry of the UK?
RQ 2: What is the importance of marketing communication as well as the utilization of digital marketing to accelerate the growth of the fast-food industry in the UK?
RQ 3: What are the issues that need to be encountered by the business entities of the fast-food industry?    
RQ 4: what course of action is needed to improve marketing communication in the UK? 
[bookmark: _Toc85896329]Literature review
[bookmark: _8304q686b2xc][bookmark: _Toc85896330]Concept of digital marketing in the fast-food industry 
Advertisement through digital media such as blogs, social media platforms, websites, or different search engines is referred to as digital marketing. In the current business scenario, going digital enhances the credibility of a brand (Minculete and Olar, 2018).  Reaching the targeted audience in the fast-food industry is crucial to understanding the taste and preferences of the customers. 
Marketing of fast foods has been currently done through diversified digital channels by sharing the images of foods to attract customers. For an example of Mcdonald's, the image of food has been shown on the Facebook wall of the customers when they pass through an outlet (Statista.com, 2021). It catches the attention of the customers to purchase from the store.  
[bookmark: _kuag3ws6azjx][bookmark: _Toc85896331]Critical review on the impact of digital marketing on the fast-food industry
Understanding the preferences of the customers has been crucial for organizations in the fast-food industry to deliver accordingly. As per the data of 2019, the number of active social media users has been 3.48 billion across the globe (Pai, 2021). Promotion of the food images through social media reaches a wide range of potential customers. 
Repeated contents of a particular dish with eye-catching images trigger people to purchase from the particular brand (Ledikwe et al. 2020). It results in revenue generation positively. The Revolution of marketing through digital media has currently played a significant role in revenue generation through the online selling of fast foods. 
In contrast, digital marketing creates issues in the presentation of foods with more attractive images which negatively impacts the customers. The difference between the perceived food and actual food creates dissatisfaction among the customers of different segments. 
[bookmark: _2d5yazptsc6t][bookmark: _Toc85896332]Importance of market communication in digital marketing in the fast-food industry 
The idea of the manufacturer has been communicated through the marketing communication of a brand. Relationships with the customers have been a substantial factor sustained in the market in its current condition (Dearlove et al. 2021). Marketing communication became easier through diverse digital channels and it reaches a wide range of customers in a shorter while. 
The creation of transparency of a brand is crucial which has been done effectively by social media. Social presence enhances market communication for fast food brands globally. Reaching the targeted audiences by a campaign requires professional marketing communication which has been done efficiently by digital marketing experts in the process.
Digital marketing has been utilized in different ways like influencer marketing, food blogs, and social media content creation (GC and Kirves, 2019). Influencer marketing refers to promoting the brand through local food influencers having more followers on social media. Swiping the food offers grabs the attention of the customers to complete a purchase. 
[bookmark: _r0g6haekgn2b][bookmark: _Toc85896333]Challenges faced by the organizations in the implementation of digital marketing communication 
The key challenges that have been faced by the fast-food industry in digital marketing strategy are the "selection of content”, “customer-oriented market”, and “omnichannel marketing strategy". Engaging customers through the right content has been the biggest challenge for the fast-food industry (Bhojaraja, 2018). Competition among the brands has been a critical factor that creates a shortage of appropriate content to stay in the competition. 
“Customer-oriented market” refers to the creation of approaches according to the expectation of the customers. As per the data, 66% of the customers have been dominated by the experience faced by them in communication with a particular brand (Statista.com, 2021). Carrying forward of the experience creates extra pressure on the other brands to stay in the competition. 
“Omni-channel marketing strategy" has been implemented by most of the organisations in the fast-food industry for the execution of digital promotion through their websites or email marketing (Bhojaraja, 2018). Customers searched multiple websites before the completion of a purchase. It has been a challenge for organizations to innovate content as it requires lots of investment. 
[bookmark: _p1k988c9dx7c][bookmark: _Toc85896334]Recommendations or course of action for improving marketing communication
The recommended strategies that can be implemented in the global fast-food industry to improve marketing communication have been "understanding of the audiences' ', “authentic information sharing”, “creation of brand recognition”, and “perception of insights”. 
Understanding the audience helps the fast-food brands to customize authentic information according to their preferences. Sharing authentic information enhances brand image which is a crucial process for the improvement of marketing communication (Widyastuti et al. 2021). It has created the recognition of the brand among the customers. Analysis of the strengths and weaknesses of the company has been recommended for improvement of communication. 
[bookmark: _vcwzetr9ibuj][bookmark: _Toc85896335]Theoretical framework 
RACE framework has been the important framework for the successful implementation of digital marketing. RACE stands for “Reach-Act-Convert-Engage” (Poole et al. 2021). Planning of the strategy has been done in the initial stage. Reach refers to the creation of awareness of the brand among the targeted customer base. Act refers to the interaction with the audience through digital channels. 
Convert refers to the conversion of potential customers to leads. Generation of revenue has been done in this stage (Poole et al. 2021). The last step is customer engagement. The repeated purchase has been done by the customers after a successful engagement with the brand. 
[image: ]
Figure 3: RACE framework 
(Source: Poole et al. 2021)
[bookmark: _kkzq6ygqun6n][bookmark: _Toc85896336]Digital marketing model implemented in fast food industries 
The honeycomb model has been currently the effective strategy of social media marketing. The model includes 7 blocks as “sharing”, “presence”, “relationship”, “identity”, “conversation”, “reputation” and “group” (Pietikäinen, 2020). The above-mentioned elements of the honeycomb model have been implemented by the markets in the food industry to overview the digital channel activities of the particular brand.
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Figure 4:  The honeycomb model 
(Source: Pietikäinen, 2020)

Analysis of the performance of digital marketing channels has been performed by the digital marketers by implementing the seven blocks of the honeycomb model in the process of digital marketing strategy development (Pietikäinen, 2020). It improves the identity of the brand in the market. 
[bookmark: _s0h026ij6cgk][bookmark: _Toc85896337]Literature gap 
The current research has covered all the prospects of digital marketing for fast food industries in the global market context. However, the different elements of digital marketing have been leftover in the process which is a gap in the literature. 
[bookmark: _Toc85896338]Overview of research methodology 
[bookmark: _Toc85896339]Research philosophy 
In order to analyse the impact of digital marketing as well as marketing communication on the fast-food industry of the UK, the research will utilise positivism philosophy. As per the view of Marsonet (2019), a positivist approach in research can provide authentic information that can be gathered from natural phenomena. Hence, taking positivism philosophy the research will understand the importance of using digital marketing.                                       
[bookmark: _Toc85896340]Research design 
This research will use descriptive design in terms of analysing the information about the trends of digital marketing and marketing communication in the UK. As opined by Hunter et al. (2019), descriptive design is effective to describe natural and authentic data. Thus, using descriptive design the research can describe the effectiveness of marketing communication. 
[bookmark: _Toc85896341]Research approach 
This research will follow a deductive approach for analysing the impact of digital marketing on the fast-food industry of the UK. Thus, this approach will be effective to generalise research findings to a certain extent.                                                                                       
[bookmark: _Toc85896342]Data collection method 
The Data collection method is important to gather authentic data for research. This research will follow primary qualitative and quantitative as well as secondary qualitative data collection methods. In order to obtain numerical information from a selected sample population including one-to-one authentic responses, this data collection technique will be effective. 
[bookmark: _Toc85896343]Sample size and sampling technique 
From this context, this research will collect primary quantitative data from 121 fast-food customers of the UK. In order to provide information, the right sampling size and technique choosing are important (Taherdoost, 2017). On the other hand, the research will collect primary qualitative data from 3 managers of fast-food brands in the UK. However, secondary data will also be collected from 8 peer-reviewed journal articles by using the self-selection non-probability sampling technique. 
The research will also follow the random sampling technique for conducting survey and self-selection non-probability technique for collecting primary data through interviews. 
[bookmark: _Toc85896344]Data analysis method 
In order to analyse data that will be obtained from several sources, the research will follow different methods. The research will use the statistical data analysis method to analyse primary quantitative data as well as use the content analysis method to analyse data of interviews. On the other hand, the research will follow thematic analysis to understand the author's opinion of 8 peer-reviewed articles.                  
[bookmark: _Toc85896345]Timeline 
[Refer to Appendix 1]
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Appendix: Timeline 
	Activity
	1st week- 2nd week
	3rd week - 4thweek
	5th week - 6th week
	7th week - 8th week
	9th week - 10th week
	11th week - 12th week
	13th week - 14th week
	15th week - 16th week

	Selection of topic 
	
	
	
	
	
	
	
	

	Identification of   research objectives and question
	
	
	
	
	
	
	
	

	Developing research proposal
	
	
	
	
	
	
	
	

	Providing an overview of the concept and scope of the research
	
	
	
	
	
	
	
	

	Selecting appropriate literary sources for drafting literature review 
	
	
	
	
	
	
	
	

	Selecting appropriate methodology
	
	
	
	
	
	
	
	

	Selecting interview and survey participants
	
	
	
	
	
	
	
	

	Selecting articles and journals
	
	
	
	
	
	
	
	

	Data collection
	
	
	
	
	
	
	
	

	Data analysis
	
	
	
	
	
	
	
	

	Writing findings
	
	
	
	
	
	
	
	

	Analysing the findings
	
	
	
	
	
	
	
	

	conclusion
	
	
	
	
	
	
	
	

	Suggesting recommendations
	
	
	
	
	
	
	
	

	Final drafting
	
	
	
	
	
	
	
	

	Final proposal submission through electronic media
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