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[bookmark: _Toc228440020][bookmark: _Toc228446306]Abstract
This paper explores how digital marketing strategies can be used to attain competitive advantage in the international markets, using the case of Subway. The study is qualitative in nature, using a secondary methodology based on secondary literature, industry reports, and company data to understand the role of digital tools like social media, mobile applications, customer relationship management (CRM) systems, and data analytics in organisational performance. The paper is based on the Resource-Based View (RBV), where digital marketing capabilities are defined as strategic resources that can improve customer interactions, brand positioning, and operational effectiveness.
The results indicate that digital marketing enhances customer interaction significantly by personalisation and data-driven insights which further increase customer loyalty and market positioning. The paper however, reveals major obstacles in maintaining the competitive advantage such as the ease with which the competitors can imitate the business, the culture of the different international markets, the differences in technological infrastructure and the regulatory barriers. The study points out that digital marketing has short-term competitive advantages, but it needs to be integrated into more comprehensive strategic capabilities and innovation to provide a long-term advantage.
Generally, the research can add value to both theory and practice by showing that digital marketing is a critical but inadequate independent source of sustainable competitive advantage in the global QSR market.
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[bookmark: _Toc228446309]Chapter 1: Introduction
[bookmark: _Toc228446310]1.1 Background of the Study
Digital marketing is no longer a mere promotion tool; it has turned into a strategic asset that is extremely important in terms of a firm engaging in long-term relationships with the customers and enhancing its position in the marketplace. To a greater extent, organisations in modern service industries and quick-service restaurant (QSR) industry have come to rely on digital technologies like social media, mobile apps, and customer relationship management (CRM) systems to interact with consumers and increase brand awareness. The said digital platforms enable organisations to gather data on customers, tailor services, and create targeted marketing campaigns, enhancing customer loyalty and retention (Li, 2022; Sikder, 2024).

[image: Digital 2025: global advertising trends — DataReportal – Global Digital  Insights]
[bookmark: _Toc228419144][bookmark: _Toc228419473][bookmark: _Toc228420987][bookmark: _Toc228421048]Figure 1 Global Advertising Spend and Digital Share (2025)
(Source: DataReportal, 2025)

The latest trends in advertising world all over the world are characterized by the increased popularity of digital marketing in business. Above figure revealed that the total advertising expenditure around the world amounted to about $1.09 trillion, with the digital advertising amounting to 790.3 billion, which is a percentage of 72.7 of the total spending (DataReportal, 2025). This shows the major shift towards the digital platform influenced by the increased use of the internet, the adoption of mobile and social media. This increasing trend of digital advertising has reached an average growth per year of 10.3, indicating that it is very important in promoting brand awareness and customer experience. These trends highlight the need of the digital marketing strategies in gaining competitive advantage especially in highly competitive industry like QSR industry.
The QSR business is highly competitive in nature with low switching costs and low product differentiation. The customers find it easy to switch between brands basing on convenience and price or promotional activities. Thus, businesses should keep on being creative in their marketing approaches in order to be competitive. Digital marketing also gives companies a chance to get in touch with customers, offer them tailor-made offers, and design interactive brand engagement that enhances customer interaction and competitiveness (Margono, 2024).
Subway is among the biggest fast-food restaurants in the global sphere, which makes it an appropriate case to analyze the digital-based marketing strategies in foreign markets. With a presence across several countries, Subway makes use of different digital platforms such as mobile ordering applications, loyalty programmes and social media campaigns to engage customers and promote brand positioning. 
[image: Subway® Record-Setting Sales Results Continue Following 'Subway Series'  Launch - Oct 12, 2022]
[bookmark: _Toc228419474][bookmark: _Toc228420988][bookmark: _Toc228421049]Figure 2 Subway Same-Store Sales Growth (2022)
(Source: Subway Newsroom, 2022)

The performance data of Subway proves the success of its strategic initiatives, especially, digital and product innovation strategies. In 2022, the company has shown a strong increase in the same-store sales as shown in Figure 2, with a total of 7.4% increase, with a high of 11% and 18% in September and the most successful outlets, respectively (Subway, 2022). These changes were highly contributed by the introduction of the series Subway and improved customer engagement strategies. The overall increase in sales explains why creative marketing and customer-oriented approaches have been used to reinforce competitive positioning. This goes along with the claim that efficient digital marketing and brand interaction may help in a long-term business performance in the QSR market.
These technologies will help the company to provide convenient services and experiences tailored to the evolving consumer expectations (Ogundipe, 2024). But even with these attempts; Subway is experiencing problems to maintain competitive advantage in a very saturated market where other companies are constantly adopting the same technology and marketing strategies.
Moreover, multinational corporations usually face the presence of other challenges in the process of applying digital marketing strategies to diversified markets. The use of digital campaigns in a foreign environment may be affected by cultural variations, technological infrastructure, regulatory systems, and different consumer behaviours (Madureira et al., 2023). Consequently, companies are faced with the challenge of achieving global brand uniformity with that of the local markets to be competitive.
[bookmark: _Toc228446311]1.2 Research Aim
The ultimate goal of the project is to explore how digital marketing strategies contribute to attaining competitive advantage in global market using the case of Subway.
[bookmark: _Toc228446312]1.3 Research Objectives
The research will follow the following objectives in order to fulfill the research aim:
1. To examine digital marketing practices that Subway applied in foreign markets.
2. To assess the role of digital marketing in the customer interaction, personalisation, and brand positioning.
3. To investigate the issues affecting the success of digital marketing strategies in the international markets.
[bookmark: _Toc228446313]1.4 Research Questions
The questions that lead the research are the following:
1. What are the digital marketing strategies used by Subway in the foreign markets?
2. What are the ways through which digital marketing could generate competitive advantage in QSR industry?
3. What are the obstacles that affect the success of online marketing activities in foreign markets?
[bookmark: _Toc228446314]1.5 Problem statement
The fast growth of digital technologies has greatly changed the way business is conducted in the marketing field especially in the quick-service restaurant (QSR) industry. Businesses are turning to the use of digital marketing tools including social media networks, mobile apps, customer relationship management software, and data analytics to meet their customers and achieve brand awareness. Although these tools will provide a chance to better interact with customers and conduct more personalised marketing, they are mass-market and can be replicated by the competition. Consequently, digital marketing in terms of maintaining a competitive advantage in highly saturated and competitive international markets has become more difficult. 
Subway being a multinational fast-food restaurant that operates in various nations has embraced aggressive digital marketing as a way of positioning itself in the market. Nevertheless, the company is experiencing stiff competition with other major QSR brands like McDonalds and KFC that are equally applying the same digital technologies. This brings up a very important question of whether or not digital marketing strategies are effective in building and maintaining long-term competitive advantage.
Research to date has largely discussed the concept of digital marketing and competitive advantage on its own, but minimal studies have been conducted on the impact of digital marketing strategies in the creation of sustainable competitive advantage in international QSR settings and the specific case of Subway. Moreover, it lacks knowledge of the issues that organisations experience when adopting digital marketing strategies in different cultural and market contexts. Thus, the proposed study will fill this gap by analyzing the role, the effectiveness, and the constraints of digital marketing strategies in attaining a competitive advantage in foreign markets. 
[bookmark: _Toc228446315]1.6 Significance of research 
The research is significant since it highlights the possible consequences of engaging in the activities that pollute the environment. The study is of great importance to the academic and practical level. Academically, the research has added to the current amount of knowledge by incorporating the ideas of digital marketing strategy and competitive advantage in an international business environment. It gives a closer insight on how digital capabilities act as strategic resources and the roles of digital capabilities in organisational performance within the QSR industry. Furthermore, the research fills a significant gap in research since it is a case study of Subway; therefore, it provides context-specific information that, in general research, is mostly ignored. Practically, the results of this study can help managers and marketing experts within the QSR industry to come up with better digital marketing strategies. The recognition of the main elements of successful digital engagement and competitive positioning will help organisations to align their marketing actions with their expectations and market trends better. In addition, the paper also identifies the difficulties that come with a digital marketing strategy in foreign markets, including the cultural differences, technological differences, and legal restrictions. This can aid organisations in coming up with more flexible and local-based approaches without sacrificing global branding. In general, the study also offers useful knowledge that can be used in strategic decision-making and enhancing efficacy of digital marketing behaviors in creating sustainable competitive advantage.
[bookmark: _Toc228446316]1.7 Structure of the dissertation
The dissertation is structured into five major chapters, which cover a particular aspect of the research. In chapter 1, the study presents its introduction by giving the research background, aim, objectives, research questions, problem statement and significance of the study. Chapter 2 provides an overview of available literature on digital marketing strategies, the competitive advantage, and their use in international markets as the theoretical basis of the research. Chapter 3 explains the research methodology, the research philosophy, research design, data collection techniques and data analysis techniques to be applied in the research. The 4th chapter is devoted to the analysis and discussion of results, during which major themes are determined and discussed through the research goals and theoretical frameworks. Lastly, Chapter 5 is the conclusion of the study giving a summary of the main findings, discussion of the implications and recommendations on the way forward in research and practical application of the results. 
[bookmark: _Toc228446317]Chapter 2: Literature Review
[bookmark: _Toc228446318]2.1 Digital Marketing Strategy
Digital marketing involves using digital technologies and the internet in the process of marketing products, communicating with customers and providing them with personalised marketing experiences. It includes the social media marketing tools, mobile marketing tools, search engine optimisation tools and data analytics. The tools allow organisations to talk to the consumers directly and create insights into the customer behaviour that may form part of strategic decision-making (Li, 2022).
The QSR industry has been one in which mobile technologies have gained significance. Most companies unite the ordering systems, online payment and loyalty programmes in mobile applications through which customers can make orders in a short time and enjoy individualized offers. Also, such applications can create useful customer data that may be analysed to enhance marketing tactics and efficiency in operations (Madureira et al., 2023).
Subway can use digital marketing in an effective manner to increase customer experience and business effectiveness in its foreign markets. The mobile applications, online ordering systems, and loyalty programmes, including the Subway Rewards, are incorporated into the company to offer individualised offers and enhance customer experience. 
[image: Case study: designing an online shopping app for Subway India | by Navin |  Bootcamp | Medium]
[bookmark: _Toc228419475][bookmark: _Toc228420989][bookmark: _Toc228421050]Figure 3 Shopping application of Subway
Source: (Navin, 2021)

Moreover, Subway is keen on utilizing social media to market new products, communicate with clients and enhance brand presence. Such online applications enable Subway to gather client information and provide specific marketing campaigns, which will enhance customer loyalty and satisfaction (Ogundipe, 2024; Sikder, 2024). This shows the role of digital marketing as a business strategy of enhancing customer communication and business performance in QSR market.
Customer relationship management (CRM) systems also complement the digital marketing strategies because they help companies to monitor customer interaction and preferences. By using CRM platforms, organisations are able to segment the customers, customize communication and come up with targeted marketing campaigns. These functionalities can be used by firms to enhance their connections with their customers and overall marketing performance (Margono, 2024).

[bookmark: _Toc228446319]2.2 Competitive Advantage
Competitive advantage is the performance of a firm that is able to realize better performance than other firms. The strategic management literature suggests that competitive advantage can be attained through valuable, rare, and inimitable resources that help organisations to provide unique value to the customers. The intangible resources in service industries like brand reputation, customer relationship, and organisational knowledge are very important in maintaining competitive edge (Chen, 2025).
The digital capabilities have gradually gained importance as strategic resources of the contemporary business environment. Those organisations that make good use of the digital technologies can enhance efficiency in their operations, increase customer experience, and react better to changes in the market. Such features enable companies to develop more productive relations with clients and stand out against the competitors (Li, 2022).
Nonetheless, it is difficult to stay on top of the competition in the digital field, as technologies are easily duplicated by the rivals. This has forced organisations to keep up with the digital marketing constantly and modify their strategies to enable long term competitiveness. The ability of firms to integrate and reconfigure resources to adapt to changes in technology is known as dynamic capabilities and thus plays a crucial role in maintaining competitive advantage (Margono, 2024).
[bookmark: _Toc228446320]2.3 Digital Marketing in International Markets
The task of digital marketing is complicated in circumstances where organisations are working in a global market. When formulating marketing campaigns, multinational firms have to take into account the variations in cultural values, consumer behaviour, the level of technological use and regulatory environment. The strategies that have worked in one nation might not always be fruitful in a different country (Madureira et al., 2023).
As an example, cultural relevance is a significant part of digital engagement. Marketing should be culturally oriented as it has to capture the local cultural preferences and social norms. Simultaneously, multinational companies have to sustain one global brand in all international markets (Dewi and Rasyidah, 2025).
The global activities of Subway indicate the necessity of modifying digital marketing practices according to the market conditions. The company varies its digital campaigns as per the regions, cultural variations, and the level of adoption of technologies. The menu promotions and online ads offered by Subway can be used as an illustrative example since Subway modifies them to align with the local preferences, even though the global brand image remains unchanged. Also, the difference in the digital infrastructure and consumer behaviour in different countries necessitates Subway to have flexible approaches to stay competitive (Madureira et al., 2023; Dewi and Rasyidah, 2025). This is a balance between standardisation globally and local adaptation as it is necessary in digital marketing in the international market.
[image: Subway Target Market]
[bookmark: _Toc228419476][bookmark: _Toc228420990][bookmark: _Toc228421051]Figure 4 Subway Target Market Segmentation and Marketing Strategy
(Source: Business Model Analyst, 2024)

The effective market segmentation strategy has a strong impact on Subway in its international marketing strategy. As shown in above Figure, the firm uses demographic, geographic, behavioural and psychographic segmentation to appeal to various customer segments in the world market (Business Model Analyst, 2024). An example is that Subway aims at health-conscious people with its positioning of Eat Fresh and also serves the regional taste with the menu and promotional advertisements. This segmentation will help Subway to develop unique marketing plans and enhance customer interactions in various nations. This would underline the need to balance between the consistency of global brands and the adaptation to local markets in digital marketing strategies.
Thus, effective international digital marketing tactics need a degree of interconnection between international standardisation and localisation. Flexible digital initiatives need to be developed by the companies that preserve the branding and will comply with the local market needs and expectations at the same time.
[bookmark: _Toc228446321]2.4 Conceptual Framework
The theoretical framework of the present study is constructed in such a way that it describes the correlation between the competitive advantage and digital marketing strategies in the context of international quick-service restaurants (QSR) markets. The framework is based on the Resource-Based View (RBV) theory, according to which the organisations gain competitive advantage based on valuable, rare, inimitable, and non-substitutable resources (Aghazadeh et al., 2022; Chao et al., 2022). In this respect, digital marketing technologies including data analytics, social media interaction, and customer relationship management (CRM) systems are regarded as strategic resources that can support the performance of firms and their competitiveness.
Online marketing is very important in terms of customer interaction, brand positioning as well as personalised customer experiences. Artificial intelligence, big data analytics, and social media platforms are the technologies that help organisations to gain a better insight into customer behaviour and provide specific offerings (Wu and Monfort, 2023; Nilashi et al., 2025). Research has shown that the successful application of digital marketing tools is one of the effective methods of customer satisfaction, customer loyalty, and the overall performance of the business (Mustofa et al., 2024; Daradkeh et al., 2023). Mobile applications and online ordering services have become the digital solutions that are mandatory in creating convenience and the interaction with the customers within the QSR industry (Singh et al., 2024).
The mediating variable in this model is the customer engagement. The digital marketing strategies determine the level of interaction between the organisations and their customers and thus results in better brand relations and customer loyalty. The studies indicate that an increase in engagement by means of digital channels has a positive effect on purchase intention and brand perception (Meliawati et al., 2023; Wantah and Mandagi, 2024). Also, CRM systems and insights based on data allow companies to customise communication and build long-term relationships with clients (Nwabekee et al., 2024; Raeisi Ziarani et al., 2023).
[image: ]
[bookmark: _Toc228419477][bookmark: _Toc228420991][bookmark: _Toc228421052]Figure 5 Conceptual Framework
Source: (Self developed)

Competitive advantage is the end result of a successful digital marketing strategy and customer engagement. Competitive advantage is also seen in better market positioning, better profitability, and sustainable business performance (Rodríguez et al., 2023; Mardiono et al., 2024). The digital capabilities enable organisations to react rapidly to the shifts in the market, innovate the marketing practices and outshine competitors (Hussain et al., 2023; Jung and Shegai, 2023). Nevertheless, due to the easy access to digital technologies, it is necessary to constantly innovate and change in order to maintain competitive advantage (Kano et al., 2022; Pratono, 2024).
Also, the framework includes the moderating aspect of international market factors including cultural differences, technological infrastructure, and regulatory environments. Such aspects determine the performance of digital marketing plans in various nations (Madureira et al., 2023; Kanellos et al., 2024). An example is that consumer preference and levels of digital adoption are different in different markets, and companies must strike a balance between international and nationalisation (Velentza and Metaxas, 2023).
This theoretical framework is especially applicable to Subway that delivers its services in various global markets and relies on digital marketing tools like mobile applications, loyalty programmes, and social media campaigns. Subway will be able to improve its competitiveness by incorporating digital marketing functionalities and customer engagement tactics into its business operations. The success of such strategies, however, relies on the capacity of the company to adjust to the conditions of the local market without losing its global brand image.
[bookmark: _Toc228446322]2.5 Critical Assessment of Digital Marketing and Competitive Advantage
The correlation between online marketing campaigns and competitive advantage has been greatly debated in the current literature, but further critical analysis is necessary. Although several scholars state that digital marketing improves the performance of the organisation, others point out that it is ineffective in creating long-term benefit.
Li (2022) notes that digital marketing provides companies with data-driven insights that can be used to enhance customer interactions and decision-making. This implies that organisations are able to attain high performance in terms of understanding consumer behaviour. But this argument presupposes that the availability of digital tools guarantees the strategic advantage. The success of digital marketing, in a real sense, is determined by the success of organisations to incorporate them in the overall organisational strategy.
Likewise, Margono (2024) asserts that digital marketing makes personalisation and target communication easier that enhances customer relationships and brand loyalty. Personalisation is especially applicable in the QSR sector, in which customer preferences are very dynamic. Nevertheless, it can be said that over-personalisation can result in privacy and data protection issues, particularly in global markets with a strong regulatory framework like the GDPR in Europe. Consequently, though personalisation will positively impact engagement, it can also present ethical and legal issues.
Moreover, the research including Singh et al. (2024) provides the idea that digital marketing enhances operational efficiency and customer convenience via mobile apps and online platforms. This is especially advantageous to companies such as Subway, which depend on the speedy and effective services provision. This view is however inclined to ignore the cost implication of using and sustaining digital technologies. Smaller companies or franchises might find it difficult to invest in technological state-of-the-art and achieve an equal competitive edge in the industry.
Conversely, Kano et al. (2022) note that digital marketing approaches can be easily copied thus restricting their capability to establish sustainable competitive advantage. This brings up a major flaw of the argument that only digital marketing can bring about long term differentiation. When similar strategies can be replicated by the competitors, the advantage will be short-lived, as opposed to sustainable. Thus, companies have to integrate digital marketing with other strategic assets, including brand identity and organisational capabilities to remain competitive.
Moreover, Wu and Monfort (2023) highlight the importance of artificial intelligence and data analytics to promote the effectiveness of digital marketing. The technologies enable companies to forecast consumer behaviour and optimise marketing campaigns. Nonetheless, this perception presupposes that organisations possess the technical skills and infrastructure that is necessary to effectively use such technologies. In reality, numerous companies struggle with the issues of skill shortages and technological restrictions, which can decrease the efficiency of online marketing campaigns.
Conversely, Hussain et al. (2023) emphasize that the aspect of digital marketing also helps to achieve competitive advantage as it facilitates real-time interaction and responsiveness. This enables organisations to respond swiftly to market changes. Nevertheless, this can be refuted by the fact that speediness of responsiveness can result in limited time-span decision making, which can be subject to long-term strategic planning.
All in all, the literature shows that although digital marketing has immense advantages, it is not a panacea to attaining sustainable competitive advantage. Its success is determined by factors like organisational capabilities, integration of strategy and external environmental factors. Thus, to be successful in the long run, a balanced strategy that integrates digital marketing with other strategic resources is important.
[bookmark: _Toc228446323]2.6 Customer Engagement in Digital Marketing
Customer engagement has become one of the primary concepts in comprehending the efficiency of digital marketing strategies. It means the degree of interaction, emotional engagement, and involvement customers possess with a brand in the digital world.
Meliawati et al. (2023) further indicate that social media platforms hold an important role in improving customer engagement as organisations can easily communicate with their consumers. This engagement facilitates trust building and enhances brand relationships. It is however also possible to argue that when one gets more involved there is no automatic transfer of that to sales or profitability. Brand popularity and customer loyalty might not be the same, as indicated by high levels of interaction. Equally, Wantah and Mandagi (2024) posit that the digital interaction has a positive impact on the brand perception and purchase intention. This implies that companies could employ online mediums to influence customer attitudes and behaviour. But this view could disregard the effect of negative engagement, including negative reviews or complaints posted online, which can damage brand reputation. Moreover, Nwabekee et al. (2024) say that customer relationship management (CRM) systems can lead to better engagement through their ability to facilitate personalised communication and long-term relationship development. This helps justify the notion that the engagement does not involve short-term interactions but helps to build long-term relationships with customers. The success of CRM systems, however, is limited to the accuracy of data and organisational capabilities, which can be different in firms.
Moreover, Daradkeh et al. (2023) emphasise that digital engagement enhances the value of customers by offering convenience, access, and personalised experiences. This applies especially in the QSR sector where speed and convenience are paramount among customers. Nonetheless, this argument presupposes that every customer is fond of digital interaction, and some of the segments might still appreciate the traditional service experiences.
Furthermore, the issue of engagement has to be critically examined within the framework of international markets. The cultural differences may impact the customer interface with digital platforms. Indicatively, the pattern and preference of social media usage differ among countries, and this can influence the effectiveness of the engagement strategies (Madureira et al., 2023). Thus, companies have to adjust their online interaction strategies to the regional market. All in all, customer engagement is important in connecting digital marketing strategies with competitive advantage. Its success however is influenced by a range of factors such as customer preferences, cultural backgrounds as well as organisational competencies.
[bookmark: _Toc228446324]2.7 Digital Marketing and Strategic Management
Digital marketing and strategic management are critical in realizing sustainable competitive advantage. Digital marketing can no longer be considered a separate operation but a part of the business strategy.
Chao et al. (2022) state that marketing capabilities are also a source of competitive advantage when the alignment between organisational goals and resources is provided. This implies that there should be digital marketing plans that are incorporated into broader strategic goals. But, in most organisations, digital marketing is viewed as an instrument as opposed to a strategic resource hence limiting its effectiveness. On the same note, Pratono (2024) highlights the significance of dynamic capabilities in adjusting to the evolving market environment. The digital marketing allows companies to react to environmental shifts very fast, and the success of digital marketing relies on the capability of the organisation to redesign resources and processes. This highlights the need for continuous innovation and learning. However, Yusuf et al. (2022) claim that competitive advantage is partially based on business agility. Agility is supported by digital marketing as it allows real-time communication and makes decisions based on the data. Nonetheless, agility can cause instability and a lack of strategic continuity when overemphasised. Moreover, Velentza and Metaxas (2023) emphasize that strategic positioning is promoted by digital marketing as it differentiates brands in competitive markets. Nonetheless, this distinction can be hard to be maintained when the rivals use the same strategies. Thus, companies need to work on the development of value propositions that are difficult to imitate.
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[bookmark: _Toc228419478][bookmark: _Toc228420992][bookmark: _Toc228421053]Figure 6 Alignment of strategic management
Source: (Faggella, 2020)

Digital marketing integration in strategic management is a key factor in organisational performance in competitive markets like the quick-service restaurant (QSR) industry. As shown in above image, digital marketing is no longer limited to marketing promotional activities but forms part of the organisational strategy, integrating customer relationships, processes and competitive strategy.
Strategically, digital marketing helps to create value by matching resources with opportunities in the market. Chao et al. (2022) highlight that marketing capabilities contribute to competitive advantage when they are aligned with organisational strategies and objectives. This means that digital marketing cannot exist in a vacuum but needs to be integrated with other parts of the organisation, such as operations, supply chain and customer service. For example, in the QSR sector, mobile apps for ordering and loyalty programs are not only marketing strategies but also operational strategies to enhance service quality and customer experience. Furthermore, dynamic capabilities is an important concept when examining the role of digital marketing in strategic management. Organisations need to constantly adapt, integrate and reconfigure their resources to accommodate market dynamics, as described by Pratono (2024). The real-time data analytics offered by digital marketing supports such flexibility and agility. This enables organisations to adjust their plans in response to consumer preferences, market dynamics and competitor movements, thus increasing agility. But the incorporation of digital marketing into strategic planning also poses some challenges. A significant challenge is the lack of alignment between digital activities and strategic goals. Organisations often implement digital technologies without considering their alignment with long-term strategies, leading to disjointed and ineffective initiatives. Also, the overuse of digital technologies can result in short-term thinking, with businesses focusing on short-term customer engagement measures rather than long-term strategic goals. Moreover, achieving integration demands organisational capabilities such as technological and data management skills and leadership commitment. The lack of these resources can limit the success of digital marketing efforts. This underscores the need for internal capabilities and resources to achieve effective integration. When it comes to global markets, strategic management is even more challenging. Companies need to achieve a balance between global integration and local responsiveness, and ensure their digital marketing efforts are aligned with the brand's overall strategy while appealing to local markets. This demands a dynamic strategic framework that takes into account cultural, technological and regulatory variations. In summary, digital marketing is a strategic tool that can improve business performance when it is well aligned with business strategies. The integration of digital marketing and strategic management is crucial for sustainable competitive advantage, enabling organisations to create value, adapt to environmental changes and maintain competitiveness.
In sum, strategic management, combined with digital marketing, is a key success factor in becoming a competitive company over a long period. The organisations need to make sure that the digital marketing strategies are in line with the overall organisational goals, and the capabilities of the organisation support them.
[bookmark: _Toc228446325]2.8 Research Gap
Although there is an increasing literature on digital marketing and competitive advantage, there are still several gaps that present grounds as to why this study should be conducted. Most of the available studies have mostly been on the overall effect of digital marketing strategies to the performance of businesses in different sectors (especially small and medium enterprises, SMEs) (Asikin et al., 2024; Bruce et al., 2023). These studies are quite insightful but fail to cover the unique dynamics of the quick service restaurant (QSR) industry which can be characterised by high competition, low switching costs and high dependence on customer interaction. Additionally, numerous works discuss digital marketing as a general notion and do not discuss the role of digital marketing as a strategic asset to develop the long-term competitive advantage. Even though the Resource-Based View (RBV) theory emphasizes the significance of internal capabilities, there is a lack of studies that focused on digital marketing using this approach in the international business environment (Aghazadeh et al., 2022; Chao et al., 2022). This makes it a gap in the knowledge of how digital marketing capacities lead to the long-term competitiveness, especially in the sectors where technologies are easily copied.
The next important gap is connected with the absence of concentration on multinational companies working in various cultural and market conditions. Although other studies also recognize the challenge of international marketing, empirical studies that explore the adaptation of digital marketing strategy to various countries are wanting (Madureira et al., 2023; Tourani, 2022). Such factors as cultural differences, technological infrastructure, and regulatory frameworks can also have a tremendous effect on the efficacy of digital marketing strategies, but none of these issues is well-explored in the current literature.
Moreover, the literature has a tendency of highlighting the advantages of digital marketing without critically analyzing the drawbacks of the same. To illustrate, although digital tools will improve the interaction with customers and the effectiveness of the operations, they can be easily copied by the competitors, and it is hard to retain a competitive advantage (Kano et al., 2022; Yusuf et al., 2022). Additional research that addresses the opportunities and challenges related to the digital marketing strategies in realizing long-term competitiveness is required.
Thus, the research will fill these gaps with a detailed analysis of how digital marketing strategies can contribute to the attainment of competitive advantage in the international QSR industry, and especially in Subway. The study will contribute to both theoretical and practical insights in the digital marketing and strategic management area by combining both theoretical insights with the real-life case analysis.

[bookmark: _Toc228446326]2.9 Summary of Key Literature on Digital Marketing and Competitive Advantage
	Author(s)
	Focus Area
	Key Argument
	Critical Insight (Your Analysis)

	Li (2022)
	Digital marketing strategy
	Enhances customer interaction and decision-making through data
	Assumes access to tools = advantage, ignores integration issues

	Margono (2024)
	Personalisation & CRM
	Improves customer relationships and loyalty
	Overlooks privacy risks and regulatory constraints

	Singh et al. (2024)
	Digital tools in QSR
	Improves efficiency via mobile apps and online systems
	Ignores high implementation cost for firms

	Kano et al. (2022)
	Competitive advantage
	Digital strategies are easily imitable
	Strongly challenges sustainability of advantage

	Wu and Monfort (2023)
	AI & data analytics
	Improves targeting and prediction of customer behaviour
	Assumes all firms have technical capability

	Hussain et al. (2023)
	Market responsiveness
	Enables real-time decision making and agility
	May lead to short-term decision focus

	Madureira et al. (2023)
	International markets
	Cultural differences affect digital engagement
	Supports need for localisation

	Pratono (2024)
	Dynamic capabilities
	Continuous adaptation is key for competitiveness
	Supports long-term strategic perspective



Table provides a summary of the main findings of previous literature on digital marketing and competitive advantage, and some important lessons from this review. The table reveals that while the majority of research focuses on the benefits of digital marketing on customer interaction, efficiency and responsiveness, some shortcomings are also apparent. One of the assumptions of the literature is that the use of digital tools translates into competitive advantage, while in practice, the effectiveness of digital tools is contingent on their alignment with organisational strategy and capabilities. Furthermore, rivalry, regulations and cultural factors pose challenges for the sustainability of digital advantage. As such, the literature implies that digital marketing needs to be integrated with dynamic capabilities and strategic fit for sustainable competitiveness.



[bookmark: _Toc228446327]Chapter 3: Research Methodology
[bookmark: _Toc228446328]3.1 Research Philosophy
This paper uses the interpretivism research philosophy. Interpretivism involves the analysis of meanings, experiences and interpretation of social phenomena in the organisational setting. Within the scope of the current study, the interpretivist method allows addressing the topic of the role of digital marketing approaches in competitive advantage in international companies. The method enables the researcher to explain organisational practices and strategic choices through available literature and insights of the industry (Kadam and Kadam, 2022).
[bookmark: _Toc228446329]3.2 Research Design
The research design that is employed in the study is a qualitative case study research design with Subway as the chosen organisation. Case study research is considered to be common in strategic management and business research since it enables the detailed analysis of complex organisational phenomena within reality. With a narrow scope, the study can offer in-depth information on the digital marketing practices that the Subway Company has undertaken in the foreign markets.
The study has used only secondary data to collect information as opposed to primary data collection. The secondary sources are scholarly journal articles, published dissertations, industry reports, corporate publications and online communications concerning the marketing strategies of Subway.
[bookmark: _Toc228446330]3.3 Data Collection
The sources that will be used to gather data, in this case, will be openly available sources such as peer-reviewed academic journals, industry publications, and company reports. Such resources are informative regarding online marketing activities, management concepts, and competition in the fast-food business.
The secondary data has a number of benefits. It enables the researcher to gain a very large amount of knowledge and insights that already exists without having to put a big field work. Also, secondary sources present valid information that can be used in backing the theoretical review of digital marketing plans.
[bookmark: _Toc228446331]3.4 Data Analysis
The thematic analysis will be used to analyze the data collected in the study. Thematic analysis is the process of defining common occurrences, trends, and ideas in qualitative data. The systematic coding and categorisation will help the researcher to extract the main themes that are associated with the digital marketing strategies, customer engagement, and competitive advantage.
The strategic management frameworks that will be used to interpret the identified themes will be the Resource-Based View (RBV). The framework can be used to answer why digital marketing capabilities can work as useful and strategic organisational resources that drive sustained competitive advantage.
[bookmark: _Toc228446332]3.5 Validity, Reliability and Trustworthiness of the Research
In qualitative studies, it is important to establish the credibility and trustworthiness of the research. Qualitative research is concerned with interpretive validity, rather than the statistical validity of quantitative research. In this research, credibility, dependability, confirmability and transferability are used to enhance trustworthiness. Credibility is the degree to which the results are believed to be true. This study improves credibility through the use of multiple sources of secondary data, such as peer-reviewed journal articles, industry reports and company publications. This helps ensure triangulation, which enhances the credibility of interpretations by cross-checking information across multiple sources.
Dependability refers to the stability of the research process. Dependability is achieved in this research by adopting a thematic analysis approach, where coding and categorisation of data is systematic. The research process is well documented, ensuring that it can be traced and potentially repeated by other researchers. Confirmability confirms that the study findings are data-driven, not biased. The use of secondary data in this study minimises the chance of researcher bias. Also, the study's findings are backed by literature, so interpretations are not based on personal bias. Transferability relates to the transfer of findings to other settings. While the case organisation in this study is Subway, the learnings can be transferred to other organisations in the QSR industry and other service industries. The rich description of context and findings enables readers to evaluate the applicability to other contexts.
In general, these actions improve the quality and integrity of the research, and establish credibility, reliability and validity.
[bookmark: _Toc228446333]3.6 Ethical Considerations
Ethical considerations play a crucial role in any research, including secondary data research. This research is conducted ethically by using, citing and acknowledging all sources of information. This study uses data from publicly available and reputable sources, such as academic journals, industry reports and company newsletters.
A critical issue in research ethics is plagiarism. Plagiarism is avoided in this research by properly citing sources using Harvard referencing system. The ideas, concepts and findings of other authors are properly referenced to maintain integrity. Further, paraphrasing is used to ensure correct representation of the source's ideas. Another ethical aspect is the authenticity of the data. The research makes sure that the information used is accurate and comes from reputable sources. This minimises the potential for misinformation and increases the credibility of the results. Given that there is no primary research with human participants, concerns regarding informed consent and confidentiality do not arise. But ethical considerations are upheld in the study by respecting rights of ownership and providing transparency in data use. Also, the study does not involve any bias or manipulation of data to fit any preconceived ideas. The research is undertaken in an objective manner with results presented without bias.
In summary, the study adheres to ethical principles and professional standards, and meets academic standards.
[bookmark: _Toc228446334]3.7 Methodology Limitations
The research methodology used in this study offers insights into the research question but also has limitations. The first is the use of secondary data. While there is a wealth of information in secondary sources, it may not provide the most up-to-date organisational practices or market trends. The research relies on the data obtained from previously conducted studies which may not have been conducted in the same environment or time. Limited to a single case study of Subway, the research is also limited. This provides a detailed examination, but reduces the ability to apply the results to other organisations. Different firms in the QSR industry may have different approaches, resources, and difficulties that may impact their success. The lack of primary data also means the study does not include information from customers or stakeholders in the organisation. For example, primary data collection through interviews and/or a survey could have yielded more specific information about customer behaviour and organisational practices. The study's interpretivist philosophy also means that it's subject to subjectivity, in that it interprets existing data. While some measures have been taken to reduce subjectivity by sourcing information from various sources, it is not possible to achieve full objectivity.
However, the methodology is still suitable to achieve the research aim, as it enables an overview of digital marketing strategies and their impact on competitive advantage.


[bookmark: _Toc228446335]Chapter 4: Analysis and Discussion of Findings
[bookmark: _Toc228446336]4.1 Introduction
 This chapter includes the analysis and discussion of findings based on the thematic analysis of secondary data. This chapter is aimed at critically interpreting the role of digital marketing strategies in gaining competitive advantage in the international market with particular reference to Subway. It is analysed in accordance with the research objectives, research questions, and the conceptual framework generated in Chapter 2, especially based on the Resource-Based View (RBV) which highlights the significance of strategic resources in creating a sustainable competitive advantage .
[bookmark: _Toc228446337]4.2 Thematic Analysis Overview
The research used a thematic analysis method in order to analyse in a systematic way the qualitative secondary data collected in scholarly journals, industry reports and company-related material. Thematic analysis is the most suitable method in this study because it would allow establishing common patterns, ideas, and trends among qualitative data that would help to gain a better insight into the impact of digital marketing strategy in attaining competitive advantage (Velentza and Metaxas, 2023).
The data was analyzed by coding the data into categories relating to the important concepts that were identified during the literature review, including the digital marketing practices, customer engagement, and strategic management. These themes were further organized into themes that are broader and capture the essence of the research (Raeisi Ziarani, Janpors and Taghavi, 2023). Consequently, there were four significant themes, namely, adoption of digital marketing strategies, role of customer engagement and personalisation, digital marketing as a source of competitive advantage, and problems in international markets.
The first theme, adoption of digital marketing strategies, focuses on how Subway utilises various digital tools and platforms to enhance its marketing activities. The second theme investigates how customer engagement and personalisation can be used to enhance customer relationships and enhance brand loyalty (Sampe et al., 2022). The third theme is the role of digital marketing in competitive advantage through improved operational efficiency, positioning in the market, and customer experience. Lastly, the fourth theme brings out the difficulty experienced by organisations in adopting digital marketing strategies in different international settings such as cultural, technological and regulatory aspects.
[bookmark: _Toc228446338]4.3 Subway Digital Marketing in the International Markets
[bookmark: _Toc228446339]4.3.1 Use of Digital Platforms and Technologies
The results suggest that Subway has been using a variety of online platforms and technologies to promote its marketing performance and customer interaction to a large extent. These are social media, like Instagram, Facebook, and Tik Tok, mobile applications, online order system, loyalty programme and customer relationship management (CRM) systems (Sharabati et al., 2024). These online applications can help Subway to have a first-hand contact with customers, gather useful information about consumer behaviour, and provide individual marketing experiences.
[bookmark: _Toc228446340]4.3.2 Localisation and Global Standardisation.
One of the main conclusions of the analysis is that Subway pursues a moderate policy between internationalisation and localisation in the digital marketing practices. Although the company has a uniform global brand image, its marketing campaigns are tailored to local preferences and requirements of a particular local market (Chatterjee, Chaudhuri and Vrontis, 2024). This is especially relevant in the global markets where cultural variations, consumer behaviour and technological infrastructure are highly distinct.
[image: Subway Target Market]
[bookmark: _Toc228419479][bookmark: _Toc228420993][bookmark: _Toc228421054]Figure 7 Target audience of Subway
Source: (Business Model Analyst, 2025)

Subway uses localisation strategies by using region-based digital campaigns, culturally-based advertising, and local menu promotions. Indicatively, the company localises its product offerings and advertising messages to suit local tastes and preferences without compromising on its main brand identity. This will make the brand relevant and attractive to a wide range of customers in various countries (Al Koliby et al., 2024).
This observation contributes to the argument that international marketing must feature a tactical equilibrium amid global uniformity and localization. Lacking this equilibrium can lead to inefficient marketing approaches not connecting with local consumers or blurring the global brand name.
[bookmark: _Toc228446341]4.3.3. Structure of Technology and Marketing Strategy
The analysis also indicates that Subway uses digital marketing tools as part of its overall business strategy and not as standalone marketing tools. The application of data-based decision-making, real-time marketing campaigns and alignment of digital initiatives with organisational objectives can be viewed as evidence of this integration.
Subway digital marketing is tightly connected with strategic management practices, as it allows the company to react fast on the changes that happen in the market and customer requirements (Gündüzyeli, 2024). As an example, data analytics can enable Subway to track customer behaviour in real time and modify its marketing strategies based on it. This increases the agility and capability of the organisation to stay competitive in a dynamic market environment.
Also, the introduction of mobile ordering platforms with promotion campaigns shows how the digital technologies are integrated in the operational activities of the company.
[bookmark: _Toc228446342]4.4 Role of Customer Engagement and Personalisation
The customer engagement and personalisation are established as the key processes in which digital marketing strategies affect competitive advantage in the quick-service restaurant (QSR) industry. 
[bookmark: _Toc228446343]4.4.1 Enhancing Customer Interaction
The review shows that the engagement with customers is one of the main results of digital marketing approaches undertaken by Subway. The company uses numerous online platforms, such as social media platforms, feedback options, and interactive campaigns, to improve customer engagement. Through these tools, there can be real-time interaction between the brand and the customers and hence a sense of belonging and participation is created (Mustofa, Wartiningsih and Sinaga, 2024).
[image: ]
[bookmark: _Toc228419480][bookmark: _Toc228420994][bookmark: _Toc228421055]Figure 8 Customer Journey Map
Source: (MoEngage, 2025)
The customer engagement process in digital marketing can be explained with the help of the customer journey model in above image. This framework illustrates the various points of interaction that customers have with a brand, beginning with awareness and consideration, then moving to ordering, service, and post-meal evaluation. For Subway, this process mirrors the way digital marketing channels like social media, apps, and loyalty cards are employed to engage customers at various points in the journey.
During awareness and consideration, digital marketing significantly impacts customer perceptions through social media, advertising and promotional strategies. This is consistent with the results of this study, which show that Subway uses social media platforms such as Instagram and Facebook to promote its brand. In the ordering and service phases, digital technologies like mobile apps and online ordering platforms streamline processes and improve service delivery, leading to a better customer experience.
In addition, the after-meal phase is crucial for customer retention and loyalty. Review and feedback mechanisms, personalised promotions and offers, allow organisations to keep customers engaged. This confirms the results that the customer engagement is a mediating factor between digital marketing strategies and competitive advantage. However, as discovered in this study, customer engagement does not always translate to profitability, and must be complemented with appropriate pricing, product quality and efficiency.
In conclusion, the customer journey model illustrates the ways in which digital marketing strategies build and maintain customer relationships and improve competitive advantage in the QSR sector (MoEngage, 2025).
Instagram, Facebook, and Tik Tok are social media platforms that are instrumental in customer interaction. In these channels, Subway markets its new products, posts brand stories, and communicates with customers with comments, likes, and shares. 
The results correlate with the existing literature, which implies that the digital platforms improve customer-brand interactions and relationships (Wu and Monfort, 2023). The enhanced interaction does not only enhance the brand awareness, but also leads to growth of trust and loyalty. It is noteworthy, however, that, though engagement raises visibility and interaction, it does not necessarily directly result in profitability. High levels of engagement may not necessarily result in increased sales, particularly if customers engage with content without making purchases .
[bookmark: _Toc228446344]4.4.2 Data Analytics-based Personalisation.
Another important aspect of digital marketing that greatly impacts customer engagement and satisfaction is personalisation. The results show that Subway relies on data analytics and CRM to provide personalised marketing experiences. The company can use customer data to personalise its offerings and communication plans to suit the preferences of individual customers (Nilashi et al., 2025).
Subway uses customer data to give individualised offers, including discounts on past purchasing behaviour. This is a targeted strategy, whereby the customers get promotions that are of importance to them, and this stands a better chance of converting. 
Customer satisfaction is also improved with the use of data analytics, which offers a more personalised and comfortable experience. When the marketing messages used are appropriate to the needs and preferences of customers, the customers are likely to respond in a favorable manner. This, in its turn, enhances the customer relationships and probability of having a repeat purchase.
On the whole, the data show that customer engagement and satisfaction are primarily facilitated by personalisation using data analytics. With the help of data-driven insights, Subway can develop better marketing solutions that can positively impact customer experiences and help the company position itself competitively.
[bookmark: _Toc228446345]4.4.3 Impact on Customer Loyalty
The results indicate that the level of customer engagement and personalisation is a major factor affecting customer loyalty. An increased level of involvement and customised experiences also leads to a rise in repeat purchases, brand loyalty and a positive brand image (Csordás et al., 2022).
Returning customers are a valuable measure of customer loyalty within the QSR market. Customers are motivated to purchase their products frequently on the use of digital tools like mobile applications and loyalty programmes. As an illustration, reward-based systems motivate customers to revisit the brand, and the rate of customer retention is enhanced.
Nevertheless, the results also point out that the customer engagement is not necessarily a profit-guaranteeing factor. Engagement and loyalty are essential but need to be reinforced with good pricing strategies, product quality, and operational efficiency in order to gain financial success. Besides, overutilization of promotional provisions can lower the profit margin, hence affecting the general business performance.
Therefore, although customer engagement and personalisation are vital to developing loyalty, they should be incorporated with more strategic plans to guarantee the sustainability of business results (Rezaei, Babazadeh and Simal-Gandara, 2023).
[bookmark: _Toc228446346]4.5 Digital Marketing as a Source of Competitive Advantage
[bookmark: _Toc228446347]4.5.1 Strategic Resources: Digital Capabilities.
The results show that digital marketing capabilities are strategic resources, which are the sources of competitive advantage. According to the Resource-Based View (RBV), these capabilities may be held as valuable, rare and difficult to imitate in case they are successfully incorporated in the organisation.
This helps validate the conceptual framework proposed in Chapter 2 that highlights the importance of digital marketing as a strategic resource that helps to generate competitive advantage by engaging customers and organisational capabilities.
[bookmark: _Toc228446348] 4.5.2 Improvement in Market Positioning
Digital marketing can help greatly in enhancing the market positioning of Subway. The results show that digital platforms increase brand exposure and brand equity and improve customer experience.
Online platforms enable Subway to gain increased market visibility because they enable it to reach to a larger audience. Digital adverts, social media campaigns, and applications allow the company to have a robust presence in the digital environment, thus enhancing brand awareness (Kanaan et al., 2023).
Improved customer experience also improves market positioning. Mobile ordering systems, personalised promotions and other digital tools make the customer experience convenient and more valuable, thus enhancing the overall experience. Positive customer experience leads to customer satisfaction, loyalty and positive word-of-mouth, which in turn improves the brand status in the market.
All these factors help in enhancing business performance with regard to customer acquisition, retention and customer satisfaction.
[bookmark: _Toc228446349]4.5.3 Advantage in short-term vs Long-term.
Although digital marketing offers great advantages, the results of the findings reveal that it has a low capability of generating sustainable competitive advantage. Digital marketing efforts usually offer short-term benefits, because they are easy to adopt and copy by the competitors.
The results are in line with the argument that digital marketing strategies can be easily copied and thus cannot be relied upon alone to maintain competitive advantage. Instead, organisations should concentrate on the creation of dynamic capabilities that would allow them to adjust to the ever-changing market conditions and constantly innovate (Nawangsari, Siswanti and Soelton, 2023).
To sum up, although digital marketing is important in improving competitiveness, its effectiveness in the long-term requires integration, innovation, and differentiation of the organisation strategies in a wider strategic context.
[bookmark: _Toc228446350]4.6 Problems in the application of digital marketing in the international markets
The results of this paper demonstrate that digital marketing strategies have a potent benefit, but their use in foreign markets poses a number of difficulties. These obstacles are due to cultural variations, technological support, laws and regulations, and the competitive environment of quick-service restaurant (QSR) industry. They are the limitations that impact the efficiency of digital marketing strategies and reduce their capacity to produce sustainable competitive advantage.
[bookmark: _Toc228446351]4.6.1 Cultural Differences
The impact of cultural differences on digital marketing is one of the most urgent issues that are identified during the analysis. The presence of cultural differences in the global markets has a profound impact on the customer interaction, the communication of marketing and the use of the platforms (Wantah and Mandagi, 2024). The behaviour, preferences and expectations of consumers vary across countries and it is hard to adopt a standard digital marketing approach across multinational organisations like Subway.
Moreover, the popularity and usage of digital platforms is also determined by cultural factors. Digital campaigns may not have an equal spread or success in different regions, as different social media might be popular there. To illustrate, in some countries, some platforms might prevail and Subway would have to adapt its platform approach (Alnoor, Atiyah and Abbas, 2024).
The results reinforce the thesis that cultural relevance is critical to effective digital marketing in foreign markets. Global brands and local adaptation have to co-exist in a company to make sure that its marketing strategies can be effective in various cultural backgrounds. The inability to take cultural differences into account can lead to the inefficiency of campaigns and decreased customer involvement (Singh, Singh and Dhir, 2024).
[bookmark: _Toc228446352]4.6.2 Technological Infrastructure
The other significant challenge that has been identified is the difference in technological infrastructure among countries. Digital infrastructure discrepancies have a great influence on mobile app usage, online ordering environments, and effectiveness of digital marketing campaigns (Dahliah, 2022).
Nevertheless, low access to digital infrastructure may be a hindrance to the implementation of such strategies in the emerging or less technologically developed markets. Inadequate internet access, decreased smartphone adoption and access to digital payment systems can diminish the success of digital marketing programs. This poses a challenge to Subway in ensuring uniformity of its online marketing strategy in various markets (Margono, 2024).
The results emphasize the fact that technological infrastructure is significant in defining the success of digital marketing strategies. Organisations need to match their online efforts on the extent of technological advancements in a given market to make them effective.
[bookmark: _Toc228446353]4.6.3 Regulatory and Legal Constraints
Another major challenge in undertaking digital marketing in the foreign markets is regulatory and legal aspects. The laws and regulations (data protection, privacy, and digital communication) vary among different countries and directly affect the way organisations gather, store, and utilise customer data (Madureira, Sergeenko and Zaimeko, 2023).
Protection laws, including the laws of privacy and consumer rights, limit the data collection and personalisation strategies. These laws restrict the capacity of corporations to amass sensitive details about customers, which is crucial in targeted marketing and personalisation (Pramudhito and Tricahyono, 2025). E.g. stringent regulatory frameworks stipulate that organisations must seek customer approval prior to data collection and this may mitigate access to customer insights.
The results reveal that multinational organisations are given a complex environment due to regulatory constraints, which demand them to juggle between good marketing practices and legal adjustment. This is especially problematic in the global markets where the regulations in the countries are diverse.
[bookmark: _Toc228446354]4.6.4 Intense Competitiveness
Another key challenge facing digital marketing strategies is the extremely competitive environment of the QSR industry. The discussion reveals that competition can easily copy the digital marketing tools and strategies, constraining their capacity to develop long term differentiation (Sriwidadi and Qanita, 2024).
Other key market rivals like McDonalds and KFC also employ the same digital marketing methods, in the form of social media, mobile apps and loyalty programs. 
The results confirm the perception that digital marketing plans cannot be employed to attain sustainable competitive advantage because it can be easily copied. The QSR industry requires continuous innovation and strategic integration in order to be competitive.
[bookmark: _Toc228446355]4.7 Discussion of Findings in Research Objectives.
The results of this research will give clear information regarding the manner in which the research objectives are conducted.
Objective 1: Discuss Digital Marketing Practices.
The analysis establishes that Subway uses a vast array of digital marketing, such as social media platforms, mobile applications, and CRM, to improve its marketing performance (Li et al., 2025). The tools help the company to engage in communication with customers, gather information, and take up specific marketing strategies, thus enhancing the overall marketing effectiveness (Rodríguez et al., 2023).
Objective 2: Assess Role in Customer Interaction and Brand Positioning
The results prove that online marketing is a crucial factor in improving customer involvement, customisation and brand recognition. Using the interactive platforms and data-driven strategies, Subway can enhance customer relationships and position itself better in the market. The success of these strategies however, lies in their combination with the overall organisational strategy (Ogundipe, 2024). Unless this is  done, the possible advantages of digital marketing might not be realised.
Objective 3: Research on Problems in Foreign Markets.
The paper has outlined some of the major issues that influence the adoption of digital marketing approaches in the global market. These are issues of cultural differences, technological differences, regulatory limitations and competition. These challenges highlight the complexity of operating in global markets and the need for flexible and adaptive strategies.
[bookmark: _Toc228446356]4.8 Connections of Findings to Conceptual Framework.
The results of this research are a high-quality evidence of the conceptual framework created in Chapter 2. The analysis proves the fact that the use of digital marketing strategies impacts on customer engagement, which consequently leads to competitive advantage (Śmigielska and Orzeł, 2024). This can be expressed as:
Online Marketing Plans + Customer Interaction + Competitiveness.
Customer engagement is a mediating variable that can be used in this framework to associate digital marketing activities with competitive results. The results indicate that engagement and personalisation are known to increase customer satisfaction, loyalty, and brand perception, so they lead to better business performance (Sikder, 2024).
Also, moderating variables are international market variables like cultural differences, technological infrastructure and regulatory environments. These aspects drive the success of digital marketing initiatives and dictate the effect they have on customer engagement and competitive edge (Kadam and Kadam, 2022).
Therefore, the results confirm the theoretical relationships suggested in Chapter 2 and emphasize the need to focus on internal capabilities as well as external environmental factors when developing a competitive advantage (Mardiono et al., 2024).
These findings of the study are highly supportive and complementary to the conceptual framework created in Chapter 2 that is based on the Resource-Based View (RBV) and emphasizes the interdependence between digital marketing strategies, customer engagement, and competitive advantage in the context of international markets. Although the first discussion in Section 4.8 creates a direct relationship between these constructs, more detailed analytical interpretation demonstrates more complex causal relationships, feedback loops and moderating effects that define the success of digital marketing in practice.
The main idea in the conceptual framework is that digital marketing capabilities are strategic resources that can be used by organisations to create value. The results prove that digital channels used by Subway (social media, mobile applications, CRM systems, etc.) adhere to the RBV principles as the tools help to enhance customer communication and efficiency of operations. The results however go beyond this theoretical lens by showing that digital resources on their own are not enough to generate sustained competitive advantage unless they are properly combined with organisational processes and capabilities. In terms of the RBV, to be of long-term benefit the resources should be valuable, rare, inimitable, and non-substitutable (VRIN). Although the digital marketing potential of Subway is evident to be useful in customer engagement and brand recognition, the results show that it is not necessarily special and challenging to replicate. Other players in the QSR sector, including McDonalds and KFC use the same digital tools, thus making these capabilities less unique. The given observation narrows down the conceptual framework, indicating that digital marketing can be perceived as a necessary but not sufficient requirement of competitive advantage. That is, digital capabilities should be supported with other organisational resources like brand equity, quality of services, and capability to innovate in order to attain sustainability. Moreover, the results demonstrate the mediating role played by customer engagement to change digital marketing efforts to competitive results. The conceptual framework is based on the premise that digital marketing has an indirect effect on competitive advantage via customer engagement, and the empirical analysis provides a strong support to this premise. Interactive digital platforms, customised promotions, and loyalty programmes make Subway more customer-centric, satisfied, and emotionally involved with the brand. Such aspects, in their turn, result in higher customer loyalty and repeat purchase behaviour. Nevertheless, the results also bring about a more delicate concept of this mediating relationship. Although customer engagement helps in improving brand perception and customer loyalty, it may not necessarily translate into financial performance or profitability. This implies that there is no linearity between engagement and competitive advantage but a conditional relationship. An example is that a high degree of engagement can raise brand awareness without necessarily translating to an increase in sales provided that the customers fail to translate their interactions into purchases. Thus, the conceptual framework can be further developed to include the notion that customer engagement is a partial mediator whose effectiveness is conditional on other variables including pricing policies, product quality and efficiency of operations. The second significant expansion of the conceptual framework is due to the contribution of personalisation as a central mechanism of digital marketing strategies. The results indicate that Subway uses data analytics and CRM software to provide personalised marketing messages and make tailored offers that suit the particular preferences of customers. This increases customer satisfaction and relationship building thus enforcing mediation of the engagement. In this light, personalisation can be thought of as an operation sub-component of digital marketing capabilities that is directly related to the level of intensity and quality of customer engagement. However, the results also indicate the weaknesses and dangers of personalisation especially when operating in foreign markets. The scope of data collection and use by organisations is limited by regulatory limits surrounding data privacy and protection. This presents a boundary condition into the conceptual framework in that the effectiveness of personalisation, and therefore customer engagement, is subject to legal and ethical considerations. Thus, further development of the framework is possible by the understanding that digital marketing capabilities are limited by a rather narrow space defined by external regulations. 
Another essential element of the conceptual framework that is highly justified and elaborated by the findings is the moderating role of international market factors. The cultural differences, technological infrastructure, and regulatory environments play a significant role in determining the effectiveness of the digital marketing strategies. To use the example, cultural preferences can influence the reaction of customers to digital campaigns, and the technological infrastructure can define the accessibility and usability of digital platforms. These elements have direct influence on customer engagement capacity of organisations and attainment of competitive results.
The results indicate that these moderating factors do not merely dilute or enhance the relationship between digital marketing and competitive advantage, but they are the root cause of designing and implementing digital strategies. As an example, when the technological infrastructure of a market is highly developed, Subway can make an efficient use of mobile applications and data analytics to strengthen customer engagement. The same strategies might not work well in markets with less access to digital technology, however, and other strategies are necessary. This means that a dynamic outlook should be included in the conceptual framework whereby the digital marketing strategies are constantly adjusted to the local market requirements.
Also, the results indicate the significance of global standardisation and localisation in international digital marketing. Though Subway has developed an equivalent global brand image, it has tailored its online marketing to suit cultures and consumer tastes of the local market. This strategic balance buttresses the conceptual framework by showing how organisations are able to deal with the moderating influences of international market factors. It further says that flexibility and adaptability are essential skills that will improve the effectiveness of digital marketing strategies. The other important input of the results into the conceptual framework is the differentiation between short-term and long-term competitive advantage. The first assumption of the framework is that digital marketing has the potential to achieve sustainable competitive advantage by engaging the customers. The results however show that digital marketing tends to bring short-lived benefits as it is highly imitable. Differentiation can be easily realized because competitors can easily replicate similar technologies and strategies.
This understanding builds on this conceptual framework with the addition of highlighting the importance of dynamic capabilities in maintaining competitive advantage. In order to stay competitive, organisations have to keep on innovating, adjusting and restructuring their digital marketing strategies. This is consistent with the larger strategic management viewpoint that competitive advantage is not a fixed product, but a process of developing capabilities. Thus, dynamic capabilities can be added to the framework as the component that helps to link digital marketing strategies with long-term competitiveness.
In addition, the results indicate that there are feedback loops in the conceptual framework. As an example, effective online marketing will result in enhanced customer interactions and competitive advantage that subsequently create more customer information and insights. The insights can then be applied to improve the digital marketing strategies and form a continuous cycle of improvement. This positive feedback loop emphasizes that digital marketing is iterative, and the role of data-driven decision-making is critical.
Lastly, the results affirm that competitiveness in the digital age is multi-dimensional and is dependent on both internal and external influences. Even though the framework focuses on digital marketing capabilities and customer engagement, organisational capabilities, market conditions, and strategic alignment affect their effect. This holistic view emphasizes the importance of taking a comprehensive approach to digital marketing that integrates both technological innovation and strategic management practices.
Conclusively, the results of the present study do not only confirm the conceptual framework, but also complicate it by bringing more complexity and depth to it. They show that digital marketing strategies help in creating competitive advantage by intermediating customer engagement, however, the effectiveness of these strategies depends on factors like personalisation, regulatory limitations, cross-cultural variations, and technological infrastructure. Moreover, the results suggest that dynamic capabilities and sustained innovation are essential to maintain a competitive advantage in the long run. These insights offer a better explanation of the functioning of digital marketing in global markets as well as suggest some important implications to theory and practice.
[bookmark: _Toc228446357]4.9 Extended Literature supporting findings
The analysis conducted in Chapter 4 unveils such critical themes as the adoption of digital platforms, customer engagement and personalisation, competitive advantage, and problems in foreign markets. The existing literature supports these findings strongly and elaborates them further to give a theoretical and empirical base on which the results could be interpreted.
As the results of Chapter 4 show, Subway actively implements digital marketing based on social media, mobile apps, and CRM systems. This is in line with the literature that says digital platforms are no longer a solitary tool but are part of organisational strategy to improve the performance (Chao et al., 2022). Vitsentzatou et al. (2022) note that digital transformation in marketing allows companies to bridge the operations with customer-facing processes, resulting in a smooth experience. This substantiates the observation of Section 4.3.3 where Subway is combining mobile ordering systems with promotional efforts. This type of integration is a strategic alignment which is necessary to ensure efficiency and responsiveness. Moreover, Günduzyeli (2024) emphasizes that artificial intelligence and data-driven technology enable organisations to react to customer behaviour as it happens. This confirms the conclusion made in Chapter 4 that Subway dynamically applies data analytics to modify its marketing approaches. Thus, digital platform adoption is not presence but strategic use in order to improve organisational agility and decision-making. Nonetheless, literature also warns that effective integration is based on organisational capabilities. According to Paradi et al. (2022), companies that do not integrate digital tools with strategic objectives might not deliver the intended results. This supports the Chapter 4 result that digital marketing cannot be successful unless it is integrated into wider practices of strategic management.
[bookmark: _Toc228446358]4.9.1 Customer Engagement as a Mediating Variable
Chapter 4 recognizes customer engagement as a key element that connects the digital marketing strategies with competitive advantage. This is in line with the conceptual framework that was discussed in Chapter 2 and greatly backed by literature. Daradkeh et al. (2023) believe that the digital platforms add value to customers by offering interactive, personalised, and convenient products and services. This is corroborated by the results of Section 4.4.1 where Subway engages customers through social media applications such as Instagram and Facebook. Such communications create emotional ties and build brand relationships. Besides, Raeisi Ziarani et al. (2023) argue that customer engagement is a mediator variable between digital marketing and customer behavioural intentions. This is in line with the results of the study, which show that when customers are engaged, it increases their loyalty and repurchase. It validates that digital marketing does not create competitive advantage directly, but it affects customer interactions, which subsequently leads to customer loyalty and satisfaction. Nonetheless, there is a critical view presented in the literature as well. According to Mustofa et al. (2024), the high level of engagement does not necessarily reflect on financial performance. This corroborates the Chapter 4 result that engagement does not amount to profitability. Customers can engage with content without purchasing, which underscores the weakness of metrics of engagement as measures of success. In addition, cultural differences affect the effectiveness of engagement. The degree of consumer engagement with digital platforms, as noted by Madureira et al. (2023), differs across geographical areas. This supports the results in Section 4.6.1, in which customers react to digital campaigns in ways influenced by cultural differences. Thus, the engagement strategies should be localised to maximise their effectiveness.
[bookmark: _Toc228446359]4.9.2 Personalisation and Data analytics.
Chapter 4 revealed personalisation as an important theme especially in increasing customer satisfaction and loyalty. The importance of data analytics in facilitating personalised marketing strategies is well-supported in literature. Wu and Monfort (2023) highlight that artificial intelligence and big data analytics enable organisations to anticipate customer preferences and send targeted marketing messages to their customers. This corroborates the results in Section 4.4.2 where Subway employs CRM systems to offer customised deals depending on customer behaviour. Likewise, Yaiprasert and Hidayanto (2023) emphasize that machine learning tools enhance the effectiveness of marketing plans, as they are able to analyse the customer data trends. This is in line with the results of the study that data-driven personalisation enhances the relevance of marketing messages and customer experience. Nonetheless, there are also potential challenges related to personalisation that are outlined in literature. Pramudhito and Tricahyono (2025) believe that stringent data protection laws restrain the capacity of organisations to gather and utilise customer data. This also substantiates the results in Section 4.6.3, where personalisation strategies are affected by regulatory constraints. Also, excessive personalisation can cause discomfort and privacy issues to customers. Kano et al. (2022) suggest that overuse of customer information may decrease trust and have a negative impact on the perception of the brand. This implies that organisations need to strike a balance between personalisation and ethics, which supports the notion of ethical responsible data usage when emphasizing the role of responsible data usage in Chapter 4.
[bookmark: _Toc228446360]4.9.3 Competitive Advantage and Digital Marketing.
In Chapter 4, the findings suggest that digital marketing can be used to create competitive advantage through better positioning in the market, customer experience, and efficiency. This is congruent with literature of strategic management. According to Rodríguez et al. (2023), digital marketing helps firms to increase competitive advantage by allowing them to distinguish their businesses based on customer interaction and innovation. This aligns with the results in Section 4.5.2, where online channels enhance the visibility and brand positioning of Subway in the market.
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Source: Self developed
Additionally, Hussain et al. (2023) emphasize that marketing based on technologies increases flexibility and responsiveness, enabling companies to respond promptly to the shifts in the market. This is in line with the results of the study that digital marketing enhances organisational agility. Yet, temporary character of digital competitive advantage is also highlighted in literature. Kano et al. (2022) claim that competitors can easily imitate digital marketing strategies and, thus, cannot offer them long-term differentiation. This reinforces directly the results in Section 4.5.3, where digital marketing is recognized as a contributor of temporary benefit, but not lasting competitiveness. Also, Mardiono et al. (2024) propose that the combination of digital marketing with the other organisational capabilities, including innovation, branding, and operational efficiency, leads to the attainment of the competitive advantage. This solidifies the conclusion of Chapter 4 that digital marketing alone cannot be used as a long-term success.
[bookmark: _Toc228446361]4.9.4 International Selling Problems.
Chapter 4 sheds light on some of the challenges in adopting digital marketing in foreign markets, such as culture, technological infrastructure, regulation, and competition. The literature is very supportive of these challenges. Madureira et al. (2023) insist that cultural diversity has a strong influence on the effectiveness of marketing. The preferences of the consumers, the styles of communication and the usage of the platform differ among the regions and therefore the standardised strategies do not work. This agrees with the results in Section 4.6.1. Likewise, Dahliah (2022) emphasizes that technological infrastructure is crucial in defining the success of digital marketing strategies. The lack of internet and adoption of digital in some areas may compromise the success of digital campaigns. This is consistent with the results in Section 4.6.2. The issue of regulatory challenges is also extensively covered in literature. According to Pramudhito and Tricahyono (2025), variations in the laws on data protection among countries present complexities to multinational organisations. This confirms the results that the legal restrictions restrict the data collection and personalisation options. Lastly, a major challenge is the high competition in the QSR industry. According to Sriwidadi and Qanita (2024), the digital marketing strategies are easy to duplicate by the competitors, which diminishes differentiation. This supports the results in Section 4.6.4, where competition constrains digital advantage sustainability.
[bookmark: _Toc228446362]4.10 Summary of Key Themes, Findings and Strategic Implications
	Theme
	Key Findings (Subway Case)
	Link to Theory
	Strategic Implication

	Digital Marketing Adoption
	Use of social media, mobile apps, CRM, online ordering
	Digital marketing as strategic resource (RBV)
	Enhances customer reach and operational efficiency

	Localisation vs Standardisation
	Global brand with local adaptation in campaigns and menu
	International marketing theory
	Improves relevance in diverse markets

	Customer Engagement
	Interactive platforms (Instagram, TikTok, feedback systems) increase interaction
	Customer engagement as mediator
	Builds brand loyalty but not always sales

	Personalisation
	Data-driven offers using CRM and analytics
	Personalisation & data analytics theory
	Improves customer satisfaction and retention

	Customer Loyalty
	Loyalty programs and repeat purchase behaviour
	Relationship marketing theory
	Strengthens long-term customer relationships

	Competitive Advantage
	Improved visibility, customer experience, and positioning
	Resource-Based View (RBV)
	Provides short-term competitive advantage

	Sustainability of Advantage
	Easily imitable by competitors (McDonald’s, KFC)
	Dynamic capabilities theory
	Requires continuous innovation

	Cultural Challenges
	Different consumer behaviour across countries
	International market factors
	Need for localisation strategy

	Technological Challenges
	Infrastructure differences across markets
	Digital adoption theory
	Limits effectiveness in developing markets

	Regulatory Constraints
	Data privacy laws restrict personalisation
	Legal environment theory
	Requires ethical data usage

	Competitive Pressure
	High competition in QSR industry
	Porter’s competitive forces
	Reduces differentiation



The above table lists the major themes uncovered in this study and their theoretical and strategic connections, providing an overview of the themes identified by the thematic analysis. The table shows that digital marketing tactics, such as personalisation and customer engagement, are key drivers of competitive advantage for QSRs. It also highlights that digital marketing capabilities improve market positioning and customer experience, but their effectiveness is constrained by external factors, including cultural, technological and regulatory factors. In addition, the results suggest digital marketing offers short-lived competitive advantage as it is highly imitative, and the need for digital innovation and integration is essential. In general, the table offers a clear overview, linking empirical evidence to the theoretical discussion in Chapter 2.
[bookmark: _Toc228446363]4.11 Chapter Summary
This chapter has given a detailed explanation on how digital marketing strategies can help in attaining competitive advantage using Subway as a case study. The results indicate that digital marketing can boost customer engagement, personalisation, and market positioning, consequently, improving organisational performance. 
In general, the findings provided in Chapter 4 are well backed by the literature. The digital marketing as an element of organisational strategy, mediating impact of customer engagement and personalisation are always emphasized in the literature. Meanwhile, the literature offers insightful information on the drawbacks of digital marketing. It stresses that digital tools in themselves cannot ensure a long-term competitive advantage because of such problems as imitation, regulatory restrictions, and cultural differences. This conclusion proves that the results of the study are theoretically supported and are in line with the existing research. It also emphasises the need to use a holistic approach integrating digital marketing with strategic management, innovation, and organisational capabilities.


[bookmark: _Toc228446364]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc228446365]5.1 Introduction
This chapter offers a summary of the research analysis by summarising the findings discussed in Chapter 4. It reflects on the research aim, objectives and questions to assess their fulfilment. It also explores the practical and theoretical implications of the research and provides recommendations for managerial practice and future research. It ends with a discussion of the study's limitations.
[bookmark: _Toc228446366]5.2 Key Findings
The main purpose of this study was to investigate the use of digital marketing strategies in gaining competitive advantage in global markets, using the case of Subway. This study demonstrates that digital marketing is crucial in increasing customer interaction, optimising market positioning and contributing to business success. But it is only capable of delivering sustainable competitive advantage when complemented with other strategic capabilities.
First, the research revealed that Subway is heavily reliant on digital marketing platforms such as social media, mobile apps, online order management tools and customer relationship management (CRM) systems. These platforms allow them to engage with customers, gather data, and offer targeted marketing. This is in line with the Resource-Based View (RBV) which proposes that these digital tools can be used as resources for competitive advantage.
Secondly, personalisation and customer engagement were identified as key factors in the connection between digital marketing and competitive advantage. The application of data analytics by Subway enables it to personalise marketing and improve the customer experience, leading to greater satisfaction and loyalty. The research shows that digital engagement builds brand equity and enhances customer loyalty. But it also shows that engagement does not necessarily lead to profitability; it needs to be complemented with pricing, quality and efficiency (Ogundipe, 2024).
Third, the study suggests that digital marketing plays an important role in enhancing market positioning. Targeted marketing and increased online presence help Subway to improve its market position and stand out from the competition. The use of digital technologies in operational processes, including mobile orders and loyalty cards, also boosts customer convenience and competitive advantage.
However, the study highlights the difficulties in executing digital marketing initiatives in global markets. Cultural and technological infrastructure gaps, regulatory restrictions and competition restrict digital efforts. These are moderating factors that affect the link between digital marketing and competitive advantage.
Finally, the results indicate that digital marketing offers primarily temporary competitive advantage due to imitability. Other firms can easily copy technologies and approaches, limiting uniqueness. Thus, achieving competitive advantage over time requires constant innovation, alignment with business strategy and the building of capabilities.
[bookmark: _Toc228446367]5.3 Conclusion
The results of the study show that digital marketing is a valuable strategic opportunity that improves customer connection, efficiency and positioning in the QSR sector. For Subway, digital marketing has allowed the firm to engage customers, customise its offerings and position itself in the global market.
But digital marketing is not a sustainable source of competitive advantage. It must be aligned with organisational strategy and backed by dynamic capabilities. This research confirms that competitive advantage is not created through technology alone, but through the organisation's capacity to integrate digital marketing with other strategic resources like brand equity, organisational knowledge and innovation.
Moreover, the study shows the challenge of global implementation of digital marketing strategies. They need to strike a balance between globalisation and localisation to maintain cultural sensitivity and effectiveness. This can result in poor campaign performance and lower customer engagement rates.
Finally, digital marketing should be considered part of a holistic strategy. Companies such as Subway need to keep an eye on the market and constantly innovate in order to stay ahead of the competition.
[bookmark: _Toc228446368]5.4 Recommendations
This study offers several recommendations for Subway and other businesses in the QSR sector.
Digital Marketing Strategy
Businesses need to align digital marketing with their business goals instead of operating in a silo. Digital marketing strategies should support long-term business objectives. This involves integrating marketing efforts with operations, customer service and supply chain to deliver a consistent customer experience.
Innovation and Capability Building
To address the problem of imitation, companies need to build distinctive and dynamic capabilities. Innovation in digital technologies, customer engagement strategies and service delivery is crucial. Adoption of cutting-edge technologies like artificial intelligence, predictive analytics and automation can have competitive advantages.
Greater Personalisation with a Focus on Ethics
Personalisation enhances customer experience, but companies must also respect customer data privacy. Adherence to privacy laws and open data practices are essential. Businesses should follow ethical data practices to preserve customer trust and comply with the law.
Localisation of Digital Marketing Strategies
Due to the significance of cultural variations, companies should localise their digital marketing strategies. This means adapting the content, language, promotional tactics and use of platforms to suit the local market. A balance between global and local branding is needed.
Technological Investment
To implement successful digital marketing, organisations need to assess technological infrastructure in various markets. Investments should be made in line with the infrastructure to reach and engage customers. In emerging markets, other approaches like mobile simplification or offline integration may be required (Li, 2022).
Strengthening Customer Experience
Online marketing needs to be supported by superior products and services. Companies should prioritise providing seamless customer experience. This means faster service, better products and higher customer satisfaction.
Monitoring and Adaptation
Businesses should track the effectiveness of digital marketing initiatives through analytics. In-the-moment data can enable businesses to respond rapidly to market and consumer trends. This increases flexibility and facilitates decision-making.
[bookmark: _Toc228446369]5.5 Study Implications
Theoretical Implications
This research adds to the body of literature by linking digital marketing strategies to the Resource-Based View (RBV) in a global QSR. It underlines the digital capabilities as resources and the mediating role of customer engagement. It also fills the gap in knowledge of the limitations of digital marketing to achieve sustainable competitiveness  (Ogundipe, 2024).
Practical Implications
The research offers practical insights for managers on leveraging digital marketing for competitive advantage. It provides insights on integration, localisation and innovation strategies that can enhance marketing performance. These insights can help managers develop more responsive and customer-oriented digital marketing strategies.
[bookmark: _Toc228446370]5.6 Limitations of the Study
This study has limitations. Firstly, the study is based on secondary data, which may not provide as rich insights as primary data. The use of existing literature and reports may not reflect the current practices in organisations.
Secondly, it is a single case study (Subway) which may affect the broader applicability of the results. Other organisations may have different results due to their specific environment and abilities.
Thirdly, there is no quantitative assessment of the effects of digital marketing on performance (Li, 2022).
[bookmark: _Toc228446371]5.7 Future Research Directions
Our research can be extended with primary data such as comparisons or interviews and surveys. Comparing different QSRs like McDonald's or KFC would be beneficial.
Also, future research can investigate the use of new technologies like artificial intelligence, blockchain and augmented reality in digital marketing  (Ogundipe, 2024). Quantitative research can also be conducted to assess the effects of digital marketing on financial and consumer behaviour.
[bookmark: _Toc228446372]5.8 Chapter Summary
This chapter has outlined the overall conclusions and recommendations of the research, including a summary of the findings, implications, and recommendations. The study affirms that digital marketing is a critical element to gain competitive advantage but needs to be strategically aligned and constantly updated. To thrive in global markets, companies need to integrate innovation, localisation and strategy.
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