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[bookmark: _Toc137489809]Abstract
Nando's is a fast food business in the United Kingdom, and this research looked at how the firm grew after the COVID outbreak by analysing their marketing methods. The study's overarching objective was to investigate the marketing departments of fast food chains in the United Kingdom (with a concentration on Nando's) in order to gauge their expansion. The research used a mixed method technique of data collection, a survey, and interviews to learn about how consumers feel Nando's marketing has affected them. The research from the surveys and interviews both confirm that Nando's has changed its marketing strategies in response to shifting market circumstances and customer tastes. Among them include providing sustainable and healthier menu alternatives, accommodating dietary restrictions and religious and cultural preferences, using online meal delivery services, and addressing concerns about ultra-processed meals. The study found that a sizable majority of respondents agreed or strongly agreed that Nando's marketing methods had a modest influence on recruiting and maintaining consumers. As a result of the research conducted here, it is clear that fast food companies need to use flexible marketing approaches to keep up with the ever-evolving needs of their customers.  Studies comparing different fast food franchises, looking into the influence of emerging digital marketing channels, tracking the effects over time, delving deeper into implementation challenges, and probing the impact of sustainability-focused marketing strategies are all possible directions this field could take in the future.
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[bookmark: _Toc137489810]Chapter 1: Introduction
[bookmark: _Toc137489811]1.1 Background/Introduction
The pandemic that was caused by the Covid-19 virus has had a tremendous effect on the fast food business all around the world, especially in the UK. To continue their rapid expansion with the introduction of COVID, quick-service restaurant franchises like Nando's have been forced to adjust their business models in response to the alterations in the external environment. According to Do et al. (2021), the ability to respond quickly and effectively to developments that have never occurred before requires agility in the supply chain. This was seen in the food supply chain in the United Kingdom during the Covid-19 crisis. This adaptability has made it possible for quick-service restaurants like Nando's to keep functioning, although with some modifications.

Over the pandemic, Nando's made several adjustments, one of which was to introduce new ordering options, including ordering via the Internet, delivery, and takeaway. Customers were able to keep enjoying Nando's products while still adhering to social distance norms and regulations imposed by the government thanks to these services. In addition, the corporation engaged in social media marketing to announce new projects, promote its products, and interact with its customers (Barr, 2020; Bennett et al., 2022). Nando's has been able to maintain its brand visibility and attract new consumers because of the marketing efforts that have been made.

However, as a result of the pandemic, some of the challenges that the fast food industry is currently facing have come to light, particularly those that are related to health and safety concerns. According to Galon (2021), workers in the fast food service industry in the Philippines have reported significant levels of perceived stress as well as health problems that are tied to their jobs. In a similar vein, Cummins et al. (2021) have shed light on the effect that Covid-19 has had on the dietary disparities that exist in the UK, particularly in metropolitan areas.

As a result of the difficulties posed by these issues, fast-food restaurants like Nando's have been forced to reconsider their corporate social responsibility and their approach to marketing (He & Harris, 2020). For instance, the corporation has made it a priority to provide customers with healthier food options and to lessen its impact on the environment by implementing efforts such as recycling and cutting down on food waste (Naylor, 2022). In addition, Nando's has been forced to take into consideration the influence that its marketing has on the views and actions of its customers (Myllyoja et al., 2020).

Post-Covid, the quick-service restaurant business in the United Kingdom as a whole, including Nando's, has gone through substantial transformations, with a particular emphasis placed on digital growth, supply chain agility, health and safety, and corporate social responsibility. Even though it has brought about a great deal of difficulty, the pandemic has also prompted a great deal of creativity and flexibility in the business world (Lin et al., 2021; Filimonau et al., 2022; Popkin, 2022). Fast food franchises such as Nando's will need to continue to be flexible and sensitive to the shifting requirements and tastes of their customers as the industry continues to undergo further transformation.

[bookmark: _Toc137489812]1.2 Problem statement
The global food business has been significantly impacted by the COVID-19 pandemic, which has led to changes in the supply chain as well as consumption habits. The purpose of this study is to investigate the effects of the pandemic on the fast-food sector in the Philippines, with a particular emphasis on the effects of the pandemic on occupational health, levels of perceived stress, and coping mechanisms of service staff in several fast-food restaurants located in the province of Iloilo. According to the findings of a study that was carried out by Galon (2021), employees who worked in fast-food restaurants reported high levels of perceived stress, and their methods of dealing with this stress were found to have a substantial correlation with their level of physical health at work.

Alterations in the food supply chain have also been brought about by the pandemic, which has caused disruptions in the food supply system in the UK. Do et al. (2021) investigated the flexibility of the food supply chain in the United Kingdom to determine how well it might adapt to the unprecedented changes caused by the pandemic. According to the findings of the study, having a flexible supply chain is essential for effectively responding to pandemic-related disruptions.

In addition, the epidemic has affected quick-service restaurants, leading some of them to be forced to close, either temporarily or permanently. Due to the pandemic, several of the locations of Nando's, a chain of independent fast-food restaurants in the United Kingdom, were forced to temporarily close their doors (Barr, 2020). On the other hand, the pandemic has increased the home consumption of food in the United Kingdom, which has repercussions for the food sector (Filimonau et al., 2022; Cummins et al., 2021).

The pandemic has also affected the business practices of fast-food restaurants and the way they sell their wares. For instance, as a result of the pandemic, the food industry has experienced shifts in both its approach to corporate social responsibility and its marketing strategy (He & Harris, 2020). According to Lin et al. (2021), the pandemic has also caused shifts in human resource practises within the sharing economy, which have an impact on employees who transport food.

Furthermore, the socioeconomic and geographical contexts in which the fast food industry operates have had an impact on the development of the industry. For example, Matejowsky (2020) investigated the effect that marketing to diasporas has on globalization and the fast-food business. In the research conducted by Bennett et al. (2022), the authors used Nando's as a case study to investigate the digital geographies of everyday diversity.

Finally, there has long been concern regarding the negative effects that eating an excessive amount of fast food can have on one's health. Popkin (2022) investigated the possible adverse effects on one's health that could result from eating an excessive amount of fast food and emphasized the significance of maintaining a diet that is both balanced and diverse.

[bookmark: _Toc137489813]1.3 Rationale
The fast food business in the UK has been severely impacted by the global spread of the COVID-19 pandemic. Galon's (2021) research attempted to learn more about the effects of the COVID-19 pandemic on the health, stress levels, and coping strategies of workers at a few fast-food establishments in the Iloilo region of the Philippines. According to the results, the pandemic had a major effect on the well-being of the workers. The workers' stress levels rose dramatically, and many turned to positive thinking, social support, and spirituality as coping techniques.

The food supply system was also severely impacted by the pandemic, especially in the United Kingdom. Do et al. (2021) examined the responsiveness of the UK food supply chain to the exceptional changes brought on by the pandemic. The results demonstrated that the responsiveness of the supply chain was fundamental to reducing the economic burden of the epidemic. The study suggests that digital technology be used to make the food supply chain more flexible in the future.

Nando's is one well-known fast-food restaurant that has closed because of the epidemic. Barr (2020) said that ten of Nando's locations in England reopened following the shutdown, showing that the chain's operations were affected by the epidemic. Naylor (2022) cited Nando's as a leader in the British food revolution, citing the chain's meteoric rise and success in the UK fast food sector.

Consumers' eating habits have shifted as a result of the pandemic. A study of how the pandemic affected home and restaurant eating in English households was published in 2022 by Filimonau et al. According to the research, as a result of the epidemic, people ate more at home and less at restaurants.

The fast-food sector workforce has been affected by the pandemic in more ways than one. Workers in the food delivery industry have been the focus of Lin et al.'s (2021) research on the sharing economy's impact on human resources. Worker hardships such as job uncertainty and inadequate social protection were highlighted, and policy solutions were proposed.

The epidemic has also affected the fast food industry's commitment to social responsibility. Together with Harris (2020), he investigated how the pandemic altered business ethics and advertising principles. The research concluded that to survive, businesses must shift their attention to corporate social responsibility and embrace a customer-centric marketing strategy.

When all is said and done, the COVID-19 pandemic has had far-reaching effects on the fast food industry, including changes to the workforce, food supply chain, consumer behaviour, and CSR initiatives. The research presented here highlights the importance of industry resilience, agility, and flexibility in light of the difficulties posed by the pandemic and the needs of the workforce and consumers.

[bookmark: _Toc137489814]1.4 Aim and Objectives
The aim of this research is “to explore the marketing divisions of the fast food chain restaurants and to determine the growth in UK post-Covid” with a special focus on Nandos. This research will strive to achieve the following objectives.
· To determine the current marketing strategies implemented by Nandos fast food chain in the UK.
· To investigate the opportunities and challenges encountered by Nandos in implementing the marketing strategies.
· To analyze the impact of evolved marketing approaches and their impact on the growth of Nandos fast food chain in the UK post-covid 

[bookmark: _Toc137489815]1.5 Research questions
This research will answer the following research questions:
· What are the current marketing strategies implemented by Nandos fast food chain in the UK?
· What are the opportunities and challenges encountered by Nandos in implementing the marketing strategies?
· What are the impacts of evolved marketing approaches and their impact on the growth of Nando’s fast food chain in the UK post-covid?
· What are some of how Nandos and other fast food chains in the UK can benefit from evolving marketing approaches?

[bookmark: _Toc137489816]1.6 Structure of the Dissertation
This dissertation has been divided into chapters to make it easier to read and follow along. The first chapter is the prologue. The history of the subject has been covered in this chapter. The research topics and objectives have also been outlined. The literature review for this topic is presented in Chapter 2 of this study. The procedures used to accomplish this study are described in Chapter 3. The rationale behind making use of such strategies will also be detailed in this section. The research data and analyses are presented in Chapter 4. The results are discussed in Chapter 5 by contrasting them with the results from the literature review. Chapter 6 contains the summary and suggestions.
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Fast food is an ever-evolving sector that has been forced to adapt to new circumstances, such as the recent COVID-19 outbreak. This calls for an analysis of the sector's existing health and the myriad factors that contribute to or hinder the sector's growth. This chapter offers a comprehensive literature analysis of the fast food sector in the United Kingdom, covering topics such as the effects of the COVID-19 pandemic, evolving marketing methods, digital marketing tactics, and CSR initiatives. This chapter will also highlight research gaps by examining models and ideas that apply to the fast-food business. This chapter will lay the groundwork for future empirical research by examining these essential aspects of the UK fast food business.

[bookmark: _Toc137489819]2.2 The Fast Food Industry in the UK
The fast food industry in the United Kingdom is highly influential. McDonald's, Burger King, Subway, KFC, and Nando's are just a few of the international fast-food giants that have opened new locations in the country in recent years, contributing to the industry's rapid expansion (Garcia-Garcia et al., 2019). Over £23.8 billion was made in revenue by the fast food industry in the United Kingdom in 2018 (Power et al., 2020). The COVID-19 epidemic, however, has had a major effect on the UK fast food business, revealing its weaknesses and opening it up to public scrutiny.

According to Power, et al. (2020), dietary inequalities in the United Kingdom have been brought to light by the recent COVID-19 epidemic. Since many people are now unable to pay for nutritious and nutritious food, the authors note that food insecurity and hunger have increased as a result of the pandemic. Because of this, the fast food business now faces increased pressure to make its menu more accessible and economical to low-income people. The authors argue that the fast food sector must provide consumers with nutritional and wholesome options that don't add to the nation's obesity and diabetes crises.

Fast food has the potential for waste valorization, as pointed out by Garcia-Garcia et al. (2019). The writers point out that the sector produces a lot of garbage that can be recycled and turned into something useful. Food scraps can be recycled into biofuels or animal feed, for instance. The authors argue that the fast food business would do well to adopt waste valorisation practises because doing so will lessen their negative impact on the environment and open up opportunities for new forms of economic activity.

Customer satisfaction and loyalty in Chinese fast-food restaurants are studied by Zhong and Moon (2020). According to the authors, customers are most influenced by four factors: pricing, service quality, meal quality, and outside quality. Women are more affected by the nutritional value of the food and the physical surroundings than men, and the authors observe that this mediates the association between these parameters and customer happiness. Fast food franchises like Nando's can benefit from this research since it sheds light on the characteristics that are most likely to generate customer satisfaction and loyalty in UK fast food restaurants.

Managing uncertainty during a worldwide pandemic is discussed from a business perspective by Sharma et al. (2020). Businesses face new hurdles as a result of the epidemic, including supply chain disruptions and altered consumer behavior, as noted by the authors. The authors advise organizations to prioritize the security of their employees and consumers and to be flexible and responsive in the face of these threats. Fast food restaurants like Nando's can benefit from this research because they were required to make changes to their procedures to meet COVID-19 safety standards.

As a result of this growth, numerous international fast-food brands have established or expanded their presence in the United Kingdom. The COVID-19 epidemic, however, has shown the industry's weak spots, especially regarding food insecurity and waste management. The success of fast food restaurants like Nando's depends on their ability to maintain their customers' satisfaction and loyalty through competitive pricing, consistent quality, and environmentally and socially responsible operations.

[bookmark: _Toc137489820]2.3 The Impact of the COVID-19 Pandemic on the Fast Food Industry
Many fast-food establishments around the world have closed or drastically reduced their hours as a result of the COVID-19 pandemic. This literature review looks at how the pandemic has affected the fast food industry, specifically how it has changed consumer habits and how successful the sector has been as a whole.

Customer behavior as a result of the pandemic has been a major factor in the crisis performance of the fast food business. Undergraduate students' fast-food satisfaction and future behavior were studied by Ababneh et al. (2022) during the epidemic. Customers' impressions of a restaurant's cleanliness, hygiene, and personnel’s observance of safety protocols have a substantial effect on customer satisfaction and behavior intentions during the epidemic, as shown by their research.

Consumption intentions during the pandemic were studied by Keni and Wilson (2021), who looked at the impact of sales advertising on customers' perceptions of risk. They discovered that consumers' perceived risk had a much larger impact on their inclination to attend fast-food restaurants than sales promotions do during the pandemic. In light of these results, it is clear that fast-food restaurant owners and operators need to take measures to reduce customers' sense of danger before they set foot in their establishments.

The effects of the epidemic on Americans with low incomes have also been explored. During the epidemic, Cohen et al. (2022) looked at how low-income persons in the United States ate. They discovered that many of these customers relied on fast food outlets during the epidemic because of the difficulty of obtaining nutritious options. This research shows how crucial fast food establishments are for serving those with low incomes during a pandemic.

The effect of the pandemic on the tactical responses of fast food chains has also been studied. The uncertainty risks and strategic responses of Chinese restaurant companies were investigated by Kim et al. (2021). They discovered that eating establishments took measures including changing their menus, introducing contactless delivery, and embracing digital technologies to reduce vulnerability during the pandemic. These results indicate that fast-food chains will need to make certain changes to weather the pandemic.

Finally, research into how the pandemic affected the restaurant business has been completed. The early effects of the pandemic and stay-at-home orders on restaurant demand were studied by Yang et al. (2020). There was a considerable drop in the restaurant business after stay-at-home orders were implemented, which they attributed to the epidemic. These results point to the necessity of delivery and takeaway services for fast food chains during the pandemic.

The literature assessment as a whole suggests that the COVID-19 epidemic has had a major effect on the UK and international fast food industries. Customers' habits, low-income customers' access to nutritious foods, and fast food chains' strategic responses have all been impacted by the pandemic. These results point to the necessity of fast food chains investing in safety standards, digital technologies, and delivery and takeaway services to weather the effects of the pandemic.

[bookmark: _Toc137489821]2.4 Changing Marketing Approaches in the Fast Food Industry
Over the course of its history, the fast food industry has seen significant shifts in the marketing strategies that are employed. In recent years, the sector has been shaped by several causes, some of which include the proliferation of online meal delivery applications, the influence of the COVID-19 epidemic, and the rising anxiety surrounding ultra-processed foods.

The influence of online meal delivery apps is one of the most important factors contributing to the rapid evolution of marketing strategies used in the fast food business. According to Gupta (2019), online meal delivery applications like Zomato and Swiggy have had a substantial impact on the business of restaurants. The author contends that the proliferation of food-ordering applications has simplified the process for customers, which has resulted in an increase in revenue for quick-service restaurants.

In addition, the COVID-19 pandemic has had a considerable influence on the marketing strategies used in the fast food business. According to Hoekstra and Leeflang (2020), the pandemic has caused changes in consumer behavior. These changes include a preference for online ordering and an increase in the demand for contactless delivery. The authors argue that quick-service restaurants need to modify their marketing strategies to accommodate the shifting requirements of their customer base.

According to Reardon et al. (2021), companies operating in the food sector in underdeveloped countries have been forced to adapt to survive the COVID-19 pandemic. The authors say that some of the ways that businesses in the food industry might modify their marketing strategies to satisfy the needs of customers during the pandemic include the use of e-commerce and pivoting delivery intermediates as examples.

Concerns regarding the safety of ultra-processed foods have also affected the marketing strategies used in the fast food business. Baker et al. (2020) point out that ultra-processed foods are becoming increasingly popular, which has led to concerns over the influence these foods have on one's health. The authors propose that fast-food companies should embrace marketing strategies that offer healthier options to customers to compete in the current market.

In conclusion, Potvin Kent et al. (2019) point out that children and teenagers are exposed to the marketing of food and beverage products through the use of social media apps. The authors argue that fast-food companies should implement marketing strategies that encourage younger customers, particularly children and teenagers, to select products that are healthier for them.

In a nutshell, marketing strategies used in the fast food business have been subject to major shifts over the course of the past few years. Some of the elements that have contributed to these shifts include the effect of online meal delivery apps, the COVID-19 epidemic, the growing worry regarding foods that are highly processed, and the frequent exposure of children and adolescents to marketing for food and beverages with the use of social media applications.

[bookmark: _Toc137489822]2.5 Impact of evolved marketing approaches and their impact on the Growth of Nandos
A study conducted by Ababneh et al. (2022) among college students during the COVID-19 epidemic investigated the factors that determined customer satisfaction and behavioral intentions in fast-food establishments. According to the findings of the study, customers' perceptions of risk, service quality, and food quality all had a substantial impact on their level of pleasure and their intentions about future behavior. The authors of the aforementioned study, De Reuck and Bick (2020), investigated the expansion strategy of a fast-food firm expanding into traditional retail. According to the findings of the study, strategic brand management is critically important and has a significant impact on the expansion of fast-food brands.

Keni and Wilson (2021) explored the influence that consumers' perceptions of risk played in their intention to patronize fast-food restaurants during the COVID-19 epidemic. Specifically, the researchers looked at how customers reacted to sales incentives. According to the findings of the study, customers' perceptions of risk had a negative influence on their intentions to frequent fast-food restaurants, whereas sales promotions had a favorable influence on consumers' intentions to do so. Shin and Cho. (2022) researched the application of environmentally friendly technology in fast-food outlets in the Malaysian state of Selangor. According to the findings of the study, consumers who are both socially and ecologically conscious are particularly interested in the necessity of environmentally sustainable practices in driving growth in the fast food business.

Cohen et al. (2022) investigated the effect that the COVID-19 pandemic had on the frequency with which low-income persons in the United States ate out at restaurants. According to the findings of the survey, there was a considerable drop in the number of times people ate out in restaurants during the epidemic, particularly among adults with lower incomes who were under greater financial pressure. From the point of view of the consumer, MATIRINGE-TSHIANGALA (2022) investigated the influence that brand authenticity has on brand trust and the effectiveness of marketing that promotes causes The research showed that consumer confidence and commitment may be increased through cause-related marketing, which can contribute to the expansion of fast-food businesses.

Kim et al. (2021) conducted research in China to explore the uncertainty risks and strategic adjustments of restaurant companies amid the COVID-19 outbreak. According to the findings of the study, restaurant companies have implemented a variety of strategic responses, such as diversification, inventiveness, and collaboration with businesses operating in other sectors, to reduce the negative effects of the epidemic. Layton and colleagues (2022) investigated the development of neighborhood provision systems, paying particular attention to the part that marketing played in this procedure. According to the findings of the study, it is essential to have a comprehensive strategy regarding advertising that takes into account a wider range of interpersonal, cultural, and environmental elements to stimulate growth.

Yang et al. (2020) investigated the preliminary effects of the COVID-19 epidemic and orders placed from home on the demand for food in restaurants. According to the findings of the study, the global pandemic caused a considerable drop in consumer appetite for restaurants overall, with the impact on quick-service eateries becoming significantly greater than on full-service establishments. In their study on the adoption of halal food in non-Muslim nations, Wilkins et al. (2019) studied the role that religious belonging, national proof of identity, ethnocentrism among consumers, and consumer globalization play in this process. The study provided evidence that cultural influences can affect the expansion of fast-food companies that are aimed specifically at certain types of customers.

[bookmark: _Toc137489823]2.6 Changes to the marketing division and approaches of Nando’s fast food chain in the UK 
In an industry that is extremely competitive and often changing, marketing methods and strategies are necessary for the success of fast-food franchises. This literature study investigates the adjustments that Nando's fast food chain in the UK made to its marketing division and tactics. Particular attention is paid to the effect that these alterations had on the expansion of the business as well as the level of customer satisfaction.

Rahimi (2020) places a strong emphasis on the significance of the service delivery process in the hospitality business, noting that it is one of the most important factors that determine how customers view a certain brand. Nando has taken measures to improve its service delivery process by implementing digital technologies, such as mobile ordering and payment systems. These technologies have helped to speed up the ordering and payment process, which has improved customers' experiences and increased their level of happiness.

Given the connections between the marketing of unhealthy meals and the prevalence of childhood obesity, Mulrenan et al., (2023) assert that the marketing methods employed by fast food chains have a substantial influence on the health of children. Nando's decision to eliminate junk food brands from its marketing campaigns is a significant step towards promoting healthy eating habits and addressing the obesity crisis in the UK, given the circumstances in which this decision was made.

In their study, Wilkins et al. (2019) underline the importance of the fast food sector catering to varied cultural and religious preferences, particularly in nations with considerable heterogeneous populations like the UK. Nando's has made an effort to increase its client base by appealing to Muslim consumers by including halal food options on its menu. Halal food satisfies the dietary and religious requirements of Muslims. The company has been able to boost both its customer base and its revenue as a direct result of this decision.

According to Lever (2019), the industry of halal food is a rapidly rising market, with increased demand from consumers who are both Muslim and who do not identify as Muslim. Nando's has responded to this trend by introducing halal food options to its menu after recognizing it and taking the necessary steps to capitalize on it. This strategy has assisted in the diversification of the product offering provided by the company as well as the enhancement of its attractiveness to a larger population.

Polden et al., (2022) draw attention to the growing concern regarding the obesity pandemic in the UK as well as the requirement for effective strategies to address it. In this light, Nando's decision to include mandated calorie labelling on its menus is a step in the right direction towards promoting healthier eating habits and raising public awareness of the health repercussions of consuming fast food.

Overall, it appears from this examination of the relevant literature that Nando's has made proactive efforts to change its marketing tactics and strategies in response to shifting consumer preferences and trends. Nando's has positioned itself as a major player in the highly competitive UK fast food business by utilizing digital technology, catering to a variety of cultural and religious preferences, promoting healthy eating habits, and broadening its product range. All of these factors contribute to Nando's positioning as a leading player.

[bookmark: _Toc137489824]2.7 Models and Theories
McDonald's, KFC, and Burger King are just a few of the fast-food giants that have taken over the world. Fast food franchises that want to survive in today's market need to constantly update and enhance their offerings to attract and retain customers. This necessitates the application of models and theories to inform strategy and propel development. This research paper surveys the literature on the topic of fast food business models and theories.

Rajput and Gahfoor (2020) looked into the connection between happy customers and their intent to return to fast-food establishments. They employed a methodology based on the American Customer Satisfaction Index (ACSI), which evaluates a business based on how happy its customers are in several different ways. The significant of the importance of meeting customer expectations and delivering high-quality products and services was highlighted by the study's finding that customer satisfaction positively increases revisit intentions.

Customers' pleasure, loyalty, and overall mood in Chinese fast-food establishments were studied by Zhong and Moon (2020). They used the SERVQUAL approach, which evaluates businesses based on how well they meet customer expectations in five categories: dependability, certainty, tangibility, empathy, and responsiveness. Customer satisfaction, loyalty, and pleasure were found to be significantly influenced by factors such as price, service quality, food quality, and physical environment quality. The study also discovered that female customers are more sensitive to service quality than male customers, moderating the association between service quality and customer happiness.

To solve the fast food industry's sustainability issues, Arslan et al. (2021) used optimization methods. They employed a multi-objective optimization model to cut down on water use and carbon emissions while increasing revenues. Fast food businesses may drastically lower their environmental footprint while retaining profitability, the study found, by implementing measures such as reducing portion sizes, utilizing more sustainable ingredients, and optimizing the supply chain.

Expanding the framework of the Unified Theory of Acceptance and Use of Technology (UTAUT2), Lee, Sung, and Jeon (2019) studied what factors influence people's intent to use food delivery apps regularly. The UTAUT2 model already had performance expectancy, effort expectancy, social influence, enabling conditions, and hedonic motivation; they just added information quality as a new construct. The value of providing clients with accurate and relevant information cannot be overstated, as seen by the study's finding that information quality favorably increases continual intention to use food delivery applications.

The modern paradigm of corporate social responsibility (CSR) was analyzed by Nguyen et al. (2021) to determine how fast fashion companies in underdeveloped nations may improve sustainability. Economic, legal, ethical, and philanthropic components of Carroll's CSR paradigm were utilized. The research concluded that the sustainability of fast fashion can be improved by establishing better working conditions, decreasing waste, employing sustainable materials, and investing in local communities.

In conclusion, the fast food sector can take advantage of several models and theories that can aid in decision-making and promote expansion. The ACSI model, the SERVQUAL model, the MOOC model, the UTAUT2 model, and Carroll's CSR model are also examples. Fast food restaurants can reap numerous benefits from applying these models and theories, including higher customer happiness, lower environmental impact, and better long-term sustainability.

[bookmark: _Toc137489825]2.8 Research Gap
The literature study reveals a dearth of previous studies on the topic of recent changes in the marketing department of Nando's fast food chain in the United Kingdom. There is a dearth of studies that examine the development of Nando's marketing department, despite the availability of studies on the fast food business and marketing methods more generally. Therefore, the purpose of this research is to add to the existing literature by analyzing the growth of Nando's fast-food chain in the UK after COVID, as well as by analyzing the impact of the evolved marketing approaches that the company has implemented.

In addition, while there is some study on the effect of marketing techniques on the expansion of fast food chains, there is a dearth of studies that concentrate on the effect of Nando's evolving marketing approaches on the expansion of the chain in the UK after COVID. This research aims to fill that void in the literature and shed light on how fast-food restaurants like Nando's can reap the benefits of cutting-edge advertising strategies. Finally, the research will offer recommendations for how Nando's and similar fast-food restaurants in the UK may strengthen their marketing tactics to remain competitive in the current market. Overall, this research seeks to close a knowledge gap by examining Nando's marketing department and strategies in the UK, as well as the effect that shifting marketing paradigms can have on the company's expansion.

[bookmark: _Toc137489826]2.9 Chapter Summary
This study's literature review section analyses previous studies and analyses of fast food business models and theories. Several subsections of this chapter focus on various aspects of the fast food business. In the first part, we look at how satisfied and likely to return customers are at fast food chains. In China's fast food restaurants, several factors, including perceived price, service quality, food quality, physical environment quality, and the moderating role of gender, are examined in the second section. In the third segment, we look at how an optimization strategy can be used to address the issue of food sustainability. In the fourth part, we enhance UTAUT2 with information quality to investigate whether factors influence users' ongoing intent when using food delivery apps. In the final and fifth segments, we look at how the fast fashion business in developing nations might serve as a case study for improving sustainability in the current paradigm of CSR.

The chapter shifts gears to concentrate on the marketing departments of Nando's fast food chains in the United Kingdom. Several topics relevant to this study are discussed in the literature review. These include the impact of halal food acceptance in non-Muslim countries, the public's perception and awareness of mandatory calorie labelling in the out-of-home sector, and the role of service delivery processes in managing hospitality experiences.

The chapter concludes with a discussion of how the chain's marketing department and strategies have developed since the outbreak of chronic wasting disease (COVID) in the United Kingdom, as well as how these changes have contributed to the rapid expansion of Nando's fast food franchise. The literature analysis closes with recommendations on how Nando's and similar fast food businesses in the UK might take advantage of developing marketing strategies.



[bookmark: _Toc137489827]Chapter 3: Research Methodology
[bookmark: _Toc137489828]3.1 Introduction	
Research methodology includes all tools, methods, and approaches that are utilized to carry out a research study. Choosing the right research methodology is a highly significant step in conducting a research. To this end, research methodology in this case is chosen following Saunders’ research onion. This research onion has various layers going through which one can develop a suitable research methodology (Saunders et al., 2015). The research onion is presented below.
: [image: Understanding Research Onion for Research Methodology - The Innovidea]
Figure 3.1: Research Onion Model (Source: Saunders et al., 2015)

Purposive sampling will be used for the study, with online questionnaires directed at Nando's staff, managers, and customers who have felt the effects of the restaurant chain's expanding marketing strategies. There will be semi-structured interviews with the managers and owners of various UK Nando locations. In this mixed-method study, questionnaire responses will be subjected to quantitative data analysis, which will be visualized using fundamental statistical methods like frequency distribution and regression/correlation analysis. The comparison and contrast of the respondents' replies to various topics will be used to analyze the qualitative data from the interviews. Participants will receive comprehensive information about the study before they consent to participate, and the research will follow ethical standards. No one will be forced to take part in the research.

[bookmark: _Toc137489829]3.2 Research Philosophy
The researcher's assumptions and ideas about the world, the nature of knowledge, and the researcher's place in the world shape the research philosophy (Saunders, 2020). Assuming an objective reality that can be viewed and quantified, the positivist research philosophy will be used in this investigation. Since this research will require the collection and analysis of quantitative data through statistical methods, this stance is ideal (Sileyew, 2019).

The purpose of this research is to identify the factors that have contributed to Nando's success in the United Kingdom and how those factors might be changed in the future. Empirical methods like observation, experimentation, and measurement will be used to gather information for the study. Statistical methods will be applied to the gathered information to reveal trends in the data.

Additionally, a mixed-method research design will be used in the study, allowing for the collection and analysis of both quantitative and qualitative data. Qualitative data will be gathered through semi-structured interviews with Nando's employees, managers, and owners at various Nando locations in the UK, while quantitative data will be gathered using online surveys that will be analyzed using statistical methods (Pandey & Pandey, 2021).	

[bookmark: _Toc137489830]3.3 Research approach	
This research will be carried out as a primary research. Benefits of the primary data collection include the fact that this data is specifically collected for a particular research, so it answers all research questions in detail. Secondary data will also be used in this research to some extent. The benefits of secondary data in this case include that this data will provide the background information to the researcher (Pandey & Pandey, 2021). The research strategy for this study will be a mixed-methodologies approach, which will combine both qualitative and quantitative research methods (Nigg et al., 2020). This decision was made based on the research design that was mentioned above. The quantitative method will be applied to the task of analyzing the data obtained from the online surveys. These data will then be subjected to statistical analysis to generate numerical data on the responses of the participants to the various themes. The data obtained from the semi-structured interviews with managers and owners of Nando's outlets in the UK will be analyzed using the qualitative method. 

The purpose of this study is to gain a more in-depth understanding of the marketing techniques utilized by Nando and how those efforts have developed to meet the challenges posed by the COVID-19 epidemic through the use of these interviews. The study will be able to provide a more comprehensive analysis of the research issue if both methodologies are used. This will be accomplished by combining quantitative data with the personal experiences and observations of Nando's employees, managers, and customers. Both approaches will be used.

[bookmark: _Toc137489831]3.4 Strategies	
This investigation will employ a mixed-methods strategy, combining quantitative and qualitative techniques. To get quantifiable data, we will survey Nando's employees, managers, and customers using online questionnaires (Peterson, 2019). Basic statistical methods will be used for the questionnaire data, including frequency distribution and regression/correlation analysis. To collect qualitative data, we will conduct semi-structured interviews with the owners and managers of different Nando restaurants around the United Kingdom. The qualitative data from the interviews will be analyzed by contrasting and comparing the respondents' responses to various questions. The study will be able to shed additional light on how the post-COVID modifications to Nando's marketing techniques have affected the fast food chain's growth in the UK thanks to this mixed-methods approach. The method also permits data triangulation, which strengthens the study's validity and dependability.

[bookmark: _Toc137489832]3.5 Choices/Methods	
This study will use a mixed-method approach, which means it will gather and analyze data using both qualitative and quantitative techniques. This strategy will allow for a more thorough and in-depth investigation of the study problem by combining the advantages of qualitative and quantitative approaches while avoiding their drawbacks. In-depth insight into the marketing strategies and their effect on Nando's expansion in the UK post-COVID will be gleaned by in-depth, semi-structured interviews with the managers and owners of various Nando's restaurants. The data obtained in this case will be both qualitative and quantitative. Depending on the nature and objectives of a research, qualitative and quantitative data both have their own advantage. Quantitative data presents the findings in numbers and statistics and studying the trends is possible through data visualization (charts and graphs etc.). In case of qualitative variables, qualitative data is beneficial as it helps in studying the qualitative trends in details. In this case, benefits of both will be reaped. 

[bookmark: _Toc137489833]3.6 Time horizon
Time horizons take into account how often a person will do a data collection activity. There are two sorts of studies available to researchers: longitudinal and cross-sectional. When a study involves multiple components that the researcher plans to gather data on at different dates, a longitudinal time horizon is typically employed (Butler et al., 2022). When analyzing many or consecutive changes to a topic, this is a common avenue of inquiry. But the researcher used a cross-sectional approach, meaning that she gathered all of her information at once, rather than gradually. Researchers often resorted to this method when they ran out of time. Using a cross-sectional approach, the investigation can be completed quickly. The research funding was minimal, therefore this approach also saved money. Because of this, the researcher was able to assemble information from more people and places.
	
[bookmark: _Toc137489834]3.7 Techniques and Procedures for data collection and analysis
Data gathering and analysis tools are explained in detail in the methodologies and procedures section. In this case, qualitative data is collected through semi-structured interviews and quantitative data is collected through online questionnaire. Qualitative data for this study came from in-person interviews. Semi-structured interviews with Nando's managers and owners will be conducted to collect qualitative data, which will be analyzed using a content analysis methodology. Participants will be given detailed information and asked to provide their consent before the study even begins. Ethical rules will be followed throughout the study to protect the confidentiality and privacy of the participants. These semi-structured interviews will generate qualitative data. Data analysis will be carried out by comparing and contrasting the information gather from various participants of the study. The analysis will be descriptive. On the other hand, link to the online questionnaire was shared with the chosen sample. Online questionnaire provided quantitative data. Analysis of this data was carried out by applying simple statistical tools including frequency distribution and regression/correlation analysis. 

[bookmark: _Toc137489835]3.8 Sampling 
Sampling is the process of choosing a representative section from a whole population under study so that the trends in that population can be studied by studying only the sample (Butler et al., 2022). In this case, the employees and managers of Nandos in the UK are the chosen sample. Purposive sampling approach has been applied in this case. This approach is preferred because as per the nature and requirements of this research, it is a suitable approach. The sample size in this case is 50 or more for filling out online questionnaires. These questionnaires will be filled out by the employees of Nandos in the UK. 5-10 semi-structured interviews with the management and leadership of Nandos in the UK will be carried out. 

[bookmark: _Toc137489836]3.9 Ethical consideration	
The ethical standards in scientific study will be followed. Before giving their consent, participants will be fully apprised of the study's aims, methods, and any associated risks. No personal details will be included in the research report, and all responses will be treated as confidential. Before beginning their research, the team will make sure they have all the proper clearances from the appropriate bodies. Participants will not be harmed in any way, nor will they be compelled to take part. At any time during the study, the volunteers might choose to stop taking part.

[bookmark: _Toc137489837]3.10 Summary	
This chapter concluded with a discussion of the methods employed to assess the effect of Nando's marketing strategies on the expansion of the fast food chain in the UK after COVID. This study employed a mixed-methods research strategy, which integrated both qualitative and quantitative techniques. Employees, supervisors, and customers of Nando's will be recruited using a purposeful sample strategy. Methods such as online surveys, semi-structured interviews, and statistical analyses like regression and correlation, as well as theme analysis, will all be used in this study. This analysis takes a cross-sectional approach in terms of time. Participants will be provided with detailed information about the study before giving their informed consent, and ethical considerations will be taken into account at every stage of the research process. In sum, this chapter lays out the study technique in great depth, which will be crucial in producing useful insights that can aid in Nando's expansion and success in the UK fast food industry after COVID.


[bookmark: _Toc137489838]Chapter 4: Data presentation and analysis
[bookmark: _Toc137489839]4.1 Chapter Introduction
Nando's is a prominent UK fast food business, and this section studies survey data relevant to their marketing teams. Fifty-one customers, specialists in the field, and Nando's staff members participated in the survey. In order to better understand Nando's growth in the UK after Covid, this chapter will study survey data collected at that time. This report will analyse Nando's marketing strategies, discuss the impact they had on public perception and brand loyalty, and highlight key trends and concerns in the fast food sector.
[bookmark: _Toc137489840]4.2 Data Presentation
[bookmark: _Toc137489841]4.2.1 Questionnaire data
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Figure 4.1: Time’s the participants visit Nandos
Several interesting patterns emerged from the study of the survey data. While a sizable minority (15.7%) claimed weekly visits to Nando's, the vast majority (37.3%) reported monthly visits, showing a strong and loyal consumer base. This would indicate that Nando's has a loyal client base, with a large percentage of responders who are regulars.
 While the majority of respondents eat at Nando's at least once a year, 11.8 percent eat there less than once a year, and 31.4 percent had never eaten there. This reveals opportunities for growth in attracting and keeping these clients. The key to identifying ways to boost consumer engagement and promote more regular visits is understanding the causes for the irregular visits or non-visits. All in all, the study of the survey results on frequency of visits gives significant insights on customer behaviour and preferences about Nando's in the UK after Covid. These results may be used by Nando's marketing departments to create more effective campaigns that foster brand loyalty, boost repeat business, and attract new customers.
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Figure 4.2: Age Group
There were several interesting patterns in the age distribution among Nando's customers that emerged from the data research. Four-nine percent of respondents classified oneself as members of Generation Z, while 43.1% said they were part of the Millennial generation. The other survey takers all belonged to Generation X. These findings suggest that Millennials and Generation Z make up a significant portion of Nando's consumer base, despite the fact that these age groups are generally overlooked by fast food restaurants. Nando's seems to have been effective in recruiting and engaging the millennial generation based on the huge number of Generation Z consumers. Nando's marketing tactics and campaigns would benefit greatly by taking into account the age range of the company's clientele. Nando's marketing departments may better appeal to their consumer base by catering to their interests and values by catering to the preferences and habits of customers across many generations. Insights about the generational make-up of Nando's UK customers post-Covid may be gleaned from a study of the survey results on age group brackets. These results may improve Nando's competitive stance in the fast food business, guide age-specific marketing initiatives, and foster deeper relationships with the target demographics.
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Figure 4.3: Changes in Nandos marketing strategies
Trends in respondents' opinions on recent shifts in Nando's advertising campaigns have been discovered via an examination of the survey findings. While 51 percent of respondents did not have a strong opinion either way, 11.8 percent firmly agreed that they had observed changes. In addition, 35.3% of respondents believed that Nando's marketing techniques had evolved. None of the remaining respondents agreed or strongly disagreed that they were able to see a difference.
This data hints to a diversity of opinion among respondents over recent changes in Nando's promotional tactics. Having so many people answer with apathy suggests that they might not have paid notice to, or observed, any changes in how Nando's advertises. However, the total proportion of respondents who concurred or strongly concurred with the statement indicates that a sizeable subset of the sample has seen shifts in Nando's advertising.
Nando's marketing efforts and their influence on consumer perception and engagement may be better understood by an examination of these impressions. The marketing departments at Nando can use the feedback from the focus groups to evaluate and adjust their plans to better meet the needs of their target audience and fuel the company's expansion. Survey answers about recent adjustments to Nando's advertising campaigns provide interesting data for research. Nando's may use these results to tailor their marketing to what their customers want and improve upon what works.
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Figure 4.4: Changes observed in Nando’s marketing strategies
Additional insight into the rumoured shifts in Nando's approach may have been gleaned through an analysis of the participants' accounts of specific modifications to Nando's marketing strategies. Since the vast majority of those surveyed were agnostic, it's possible that the changes were either overlooked or poorly explained. Nando's marketing staff may gauge the success of their communication of brand-new marketing efforts by studying customer responses. How well the new changes are conveyed to and experienced by consumers may also be gauged using this information.
Research is aided by survey responses on recent adjustments to Nando's advertising initiatives. Despite the reality that a lot of respondents did not have an opinion, these results show that further study and communication is required to effectively explain any modifications that have been made. Nando's will soon be able to better serve its consumers by responding to their tastes according to the data gleaned from this investigation.
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Figure 4.5: Influence on marketing strategy changes
These comments suggest that many respondents had ideas about what may have caused the changes they saw, even though those ideas weren't explicitly included in the research. In order to make educated choices and adjust to changing market dynamics, businesses must have a thorough understanding of the elements that impact changes in marketing strategy. Nando's marketing departments may improve their strategy by taking customer feedback into account and learning more about the perceived effects their campaigns face.
While the participants' lack of agreement or a unified view is reflected in the proportion of neutral replies, the overall level of agreement indicates that some external force is responsible for the observed shifts. More research and analysis into these areas would help shed light on what's driving Nando's recent shifts in marketing approach. Analysis of survey answers on the factors that prompted Nando's to shift its marketing approach reveals interesting consumer perspectives. While many claimed to be neutral, the research shows that there are factors at play that have led to these shifts. Based on the perceived influences and consumer feedback, Nando's will be able to fine-tune their marketing tactics with the use of these insights.
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Figure 4.6: Effectiveness of Nando’s marketing approaches
It is crucial for firms to evaluate the results of their marketing strategies and make educated choices based on that evaluation. Nando's marketing departments may learn about the initiatives' strengths and areas for development by listening to what the public has to say about them. While the aggregate agreement percentages reflect a sizeable amount of participants believe in the efficacy of Nando's marketing techniques, the neutral replies indicate the absence of consensus or clear perspective among the participants. It would be helpful to have a deeper knowledge of the strengths and shortcomings of Nando's marketing strategy by analysing and exploring the causes behind these views.
Participants' thoughts and feelings about Nando's marketing strategies may be gleaned via an examination of their replies to a survey. While many respondents were ambivalent, the data suggests that a sizeable percentage thinks Nando's advertising works. Nando's may use these findings to improve their marketing strategies in response to consumer input and the perceived efficacy of such strategies.
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Figure 4.7: Suggestions to improve marketing strategies
This shows that many respondents were unaware about the best ways to improve Nando's marketing efforts or did not make specific advice. According to these comments, a sizeable fraction of respondents provided helpful suggestions that would aid Nando in achieving its marketing goals.
Businesses may learn where there is room for growth and new ideas by listening to and analysing client feedback. Nando's marketing departments may improve their strategy by listening to customer feedback and acting on the recommendations they hear. While the aggregate agreement percentages indicated that a large fraction of the participants gave helpful comments, the neutral replies indicate that there was a lack of consensus or clear proposals. Extra research into these ideas is needed to extract useful insights that can be used to increase sales and customer loyalty.
Survey respondents were asked for ideas on how Nando's marketing may be improved, and the results have been analysed to reveal some interesting observations. A significant percentage of respondents were ambivalent about Nando's marketing, but those results also show that many people offered constructive criticism. Nando's may use this details to strengthen their marketing campaigns in response to client comments and suggestions.
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Figure 4.8: Covid 19 impact on Nando’s marketing strategies
This suggests that many respondents were unable to form a firm view or were uncertain as to how the epidemic might affect Nando's advertising. As a result of the epidemic, it seems that a sizeable percentage of respondents saw a shift or an adjustment in Nando's advertising strategy. For organisations to successfully react to the shifting market and customer preferences, an understanding of how COVID-19 will affect marketing plans and tactics is essential. Nando's marketing departments may learn about how the epidemic is being felt by participants and make decisions based on that information.
When taken as a whole, the number of respondents who agreed with each statement suggests that COVID-19 has had a significant impact on Nando's marketing techniques and plans, while the proportion of respondents who were indifferent indicates that there was no consensus or clear view among the participants. Understanding the alterations made in response to the pandemic would benefit from more research and analysis of the precise changes or adaptations.
Examining how respondents to our study felt COVID-19 affected Nando's marketing efforts revealed interesting insights into their perspectives. While many respondents said they had no opinion, the data shows that some think the epidemic has had a major impact on Nando's advertising. Nando's might use these findings to adjust their marketing efforts in response to the perceived effect of COVID-19 and consumer feedback.
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Figure 4.9: Response to challenges by Nando’s
This indicates that many people who were surveyed either did not have an opinion on Nando's conduct or were uncertain as to what those acts were. Based on these comments, it seems that a significant percentage of COVID-19 participants found Nando's response to be adequate in resolving their concerns.
It is essential to evaluate a company's resilience and flexibility by studying how it reacts to adversity. By taking customer feedback into account, Nando's leadership can learn how customers rated their response and where the company excels and where it can make improvements.
The total agreement percentages reflect that a large number of individuals saw Nando's reaction to the issues posed by the epidemic favourably, while the indifferent replies indicate that there is no consensus or clear position among the participants. Nando's reaction to the threats presented by COVID-19 might be better understood with more in-depth research and analysis of the precise activities and efforts it has done. Survey answers on Nando's approach to the difficulties posed by the COVID-19 outbreak provide interesting information about respondents' beliefs and attitudes. While many were ambivalent, the data show that a sizeable percentage think Nando's handled the situation well. These findings may help Nando's make better strategic decisions and improve their reaction time based on consumer input and their impressions of Nando's efforts.
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Figure 4.10: Growth of Nando’s due to evolved marketing approaches
This indicates that many people were unaware about how Nando's marketing strategies affected their business or did not have an opinion. Based on the comments, it seems that many people think Nando's marketing strategies were crucial to the company's success during this time period. Evaluation of marketing strategies requires an appreciation of the role that various tactics play in driving company expansion. Nando's marketing departments may use the feedback they get to better understand how their advanced methods are received by customers.
Nando's developed marketing methods may have contributed to the expansion of the fast food chain in the UK after COVID, according to the combined agreement percentages, despite the neutral replies indicating a lack of consensus or clear view among the participants. To fully grasp the dynamics and efficacy of Nando's marketing efforts, a deeper dive into the relationship between individual marketing activities and growth is necessary.
Insights into the attitudes and beliefs of the survey's respondents may be gleaned by examining how they rated Nando's developed marketing methods to the fast food chain's expansion in the UK after COVID. While many respondents were ambivalent, the data suggests that a sizeable minority thinks Nando's marketing strategies contributed to the company's expansion. Nando's may use these findings to improve their marketing strategy in response to consumer input and the role they see themselves playing in the company's growth.
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Figure 4.11: Specific marketing approaches
This shows that many respondents were uncertain of the exact techniques that have driven development, or did not have a firm view on the matter. These results suggest that a significant proportion of respondents believed that certain promotional initiatives contributed to Nando's expansion within the mentioned time frame. In order to assess the efficacy of marketing strategies and isolate successful efforts, it is essential to have a firm grasp on the effects of individual tactics. Nando's marketing departments may improve their plans by listening to customers' feedback on the effectiveness of current campaigns.
While the overall agree percentages indicated that some marketing methods have been viewed as contributing to Nando's fast food chain's expansion in the UK post-COVID, the neutral answers reflect a lack of consensus or clear viewpoint among the participants. It would be helpful to have a deeper knowledge of Nando's development strategy by analysing and exploring these particular tactics in more depth.
Insights about the attitudes and beliefs of the survey's respondents may be gleaned by an examination of their replies to a question on the precise marketing strategies that have led to Nando's fast food chain's rise in the UK after COVID. While many were agnostic, the data clearly suggest that some people do think that Nando's success during this time period may be attributed to their advertising strategies. Nando's may use these findings to improve their marketing efforts based on client feedback and more authoritative techniques, as well as to make strategic decisions.
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Figure 4.12: Learning of other fast food chains from Nando’s
This shows that many respondents were undecided or uncertain about what lessons might be drawn from Nando's tactics. Based on these replies, it seems that many people think other fast food restaurants can learn something from Nando's methods. It is essential for companies to learn the lessons and best practises from successful initiatives in order to successfully traverse difficult times. Participants' feedback will help other fast food restaurants in the UK learn from Nando's possible methods and approaches that helped them thrive throughout the epidemic.
While the overall percentage of agreement suggests that Nando's marketing tactics are seen to carry useful lessons for other fast food businesses, the indifferent answers reflect a lack of consensus or clear view among the participants. A greater understanding of the tactics that may be beneficial during trying times can be gained via further research and examination of these lessons and their application in the context of different chains.
Insights into the attitudes and beliefs of the survey's respondents may be gleaned from a study of their replies about what other fast food restaurants in the UK can learn from Nando's marketing techniques in light of the recent COVID-19 outbreak. While many were ambivalent, the data shows that a sizeable minority thinks Nando's tactics may teach other fast food franchises anything. Such knowledge may aid in strategic decision making and help other fast food businesses learn from Nando's methods for dealing with adversity.
[bookmark: _Toc137489842]4.2.2 Interview data
There were 6 semi-structured interviews conducted for this research. The findings from these interviews are presented below. 

Participant 2 responded that the marketing division of Nando's has undergone a transformation in recent years, with a heightened focus on digital platforms and increased engagement on social media. In addition, participant 5 organisation acknowledged the increasing impact of digital channels and has established a robust online presence on various platforms, including Facebook, Instagram, Twitter, and YouTube. However, participant 5 said that transition has enabled them to engage directly with their intended audience, disseminate captivating content, and foster a sense of camaraderie centred on their brand.

Participant 1 said that proliferation of social media adoption among consumers has impacted Nando's marketing tactics. Through the utilisation of social media platforms, Nando's has successfully established a connection with their intended audience, specifically the younger demographic who frequently engage with these digital mediums. Participant 3 added that it means of social media, the organisation has disseminated content created by users, stimulated engagement through competitions and trials, and addressed customer inquiries and feedback. Particpant 5 said, “This methodology has proven effective in enhancing brand allegiance and augmenting customer involvement.”

For question 3, participant 2 said that Nando's has implemented distinct marketing strategies in the United Kingdom, which have played a significant role in their expansion and accomplishments. A pivotal strategy employed by the organisation involves the utilisation of comical and clever promotional initiatives. Participant 1 added that Nando's has established a reputation for astute and pertinent communication, utilising wit to differentiate itself in a saturated industry. However, participant 4 added that aforementioned strategy has garnered a positive response from the intended demographic and contributed to the solidification of Nando's as a brand that embodies a playful and cheerful demeanour.

Participant 5 responded that the utilisation of experiential marketing has been a pivotal factor contributing to the success of Nando's in the United Kingdom. The organisers have orchestrated events and partnerships that transcend conventional dining, thereby generating distinctive and noteworthy encounters for their patrons. In addition, Participant 6 said Nando's has established collaborative relationships with music festivals, sports events, and cultural celebrations as a means of augmenting brand visibility and cultivating favourable connotations. Through the provision of such experiences, However, participant 3 said, Nando's has effectively fostered a more profound level of engagement with its target demographic, thereby facilitating the generation of word-of-mouth marketing.

For Question 5, Participant 1 added that Nando's has prioritised the implementation of loyalty programmes and targeted promotions as a means of fostering customer retention and encouraging repeat patronage. The Nando's Card loyalty programme provides incentives to its members in the form of exclusive offers, complimentary items, and celebratory treats on their birthdays. Similarly, participant 6 said that his practise serves as a motivation for customers to opt for Nando's instead of its rivals, thereby fostering a feeling of allegiance. Furthermore, participant 4 added that, Nando's regularly implements temporary marketing strategies, such as novel additions to their menu or bundled meal offerings, that elicit a perception of time-sensitivity and motivate patrons to patronise their dining establishments.

Nando's responded to the effects of the COVID-19 pandemic on the fast food sector by modifying its marketing approaches to align with evolving consumer habits and predilections, as reported by Particpant 5. The company augmented their digital footprint and prioritised virtual transactions, home delivery amenities, and touch-free interactions. Nando's has fortified its alliances with food delivery platforms, thereby facilitating the seamless placement of meal orders for delivery or pickup by customers. In addition, participant 3 said that, social media platforms were utilised by the organisation to disseminate information regarding safety protocols, including improved hygiene practises and contactless alternatives, with the aim of fostering a sense of trust among consumers.

Participant 6 said, “The marketing department of Nando's is confronted with various obstacles, including heightened rivalry, shifting consumer tastes, and the need to remain pertinent in a swiftly evolving digital environment.” In order to surmount these obstacles, participant 3 added that the team utilises a multifaceted strategy. Market researchers and analysts carry out surveys and research on customers to gain insights into changing trends and preferences. In addition, they engage in the surveillance of advancements within the industry and emerging technologies with the aim of recognising prospects for expansion and differentiation. However, participant 2 and 4 said that, the Nando's marketing team can maintain a state of agility and adaptability, which enables them to consistently engage in experimentation with novel approaches. This experimentation is measured through metrics such as sales growth and customer feedback, and the team subsequently refines their strategies based on the results obtained.

[bookmark: _Toc137489843]4.3 Data Analysis
The survey's findings on Nando's marketing methods in the post-COVID era paint a complicated picture. Nando's marketing methods have undergone certain changes, which was recognised by some respondents (11.8 percent strongly agreed, 35.3 percent agreed, and 51.1 percent were indifferent). This suggests that there is a general lack of understanding or information among the participants about the precise modifications Nando's has made. The lack of enthusiasm might be due to a lack of familiarity with or an inability to grasp the nuances of marketing campaigns. This emphasises the importance of Nando's marketing departments doing a better job of getting the word out about the adjustments they've made and why they've made them.
A similar trend was also seen in the participants' assessments of the individual marketing strategies that had contributed to Nando's expansion in the post-COVID era. While a third (31%) or even a quarter (21%) of respondents said they thought targeted marketing helped fuel Nando's expansion, a sizable minority (41%) had no view either way. This implies that although many were aware of the role marketing played in Nando's success, many were unsure of the particular techniques that led to that success. This highlights the need for Nando's to elaborate on and expand the reach of the effective marketing campaigns that contributed to the company's development despite the epidemic.
The data from interviews also confirmed the findings from the questionnaires. Nando's marketing department has seen a dramatic shift in recent years, with a greater emphasis placed on digital channels and a more active presence on social media. This change is in keeping with the organization's objective of having one-on-one interactions with its target demographic as the influence of digital platforms grows. Nando's has built a strong online presence on social media sites including Facebook, Instagram, Twitter, and YouTube, where the company regularly posts engaging content and encourages brand-related community building. Both brand loyalty and consumer participation have increased significantly because to this tactic. According to the participants, covid-19 has impacted Nando’s marketing strategies too. In the UK, they have shifted their focus towards online presence too. 
When asked if they thought Nando's marketing strategies were good at drawing in and keeping repeat business, 41.2% of respondents said they had no opinion while 29.4% said they agreed and 19.6% said they strongly agreed. As a result, it's clear that the marketing departments at Nando need to take a hard look at their approaches and figure out where they can make some changes. While some survey takers did provide positive feedback, the majority's indifference suggests they should be doing more to bring in new business. Nando's has to pay attention to what its customers want, how it can best provide them, and the current and future state of the market in order to succeed.
There was a consistent theme running through the recommendations for how Nando's should boost their advertising to reach a wider audience and secure a larger consumer base. While 45.1% of respondents remained indifferent, a sizeable minority agreed (35.3%) or strongly agreed (17.6%) that there was room for improvement. Nando's marketing departments may use this advice as a chance to listen to their customers and make changes based on what they hear. Nando's will be able to better align their tactics with consumer preferences and, as a result, attract a bigger client base if they take some of the advice below to heart and implement some of the ideas like increasing digital marketing efforts, boosting customer interaction, and investigating novel promotional programmes.
Interview respondents have commented on the marketing strategies and efforts of Nando’s in the UK. The rapid rise in social media use on the part of customers has had a major effect on Nando's advertising strategies. Nando's has reached their target market, especially the younger generation, via the use of social media. The company has made use of social media to spread user-generated content, encourage participation in contests and trials, and respond to questions and comments from customers. Nando's was able to build favourable word of mouth because to the deep interaction they fostered with their target audience using this method.
Respondents were asked how they thought the COVID-19 outbreak had affected Nando's marketing efforts. A sizeable minority disagreed with Nando's marketing strategies (29.4% dissented, 27.5% agreed), while a sizable majority was ambivalent (41.2%). Businesses such as Nando's were not immune to the effects of the epidemic, and they, like many others, were obliged to quickly respond to new realities by moving operations online, enacting new safety procedures, and retooling marketing campaigns. However, the lack of enthusiasm for the new Nando's suggests that customers either didn't notice or didn't care about the changes. To bolster consumer trust and showcase their capacity to adapt to changing events, Nando's marketing departments should emphasise the company's proactive answers to the problems provided by the epidemic.
In conclusion, the survey's findings provide light on respondents' thoughts and feelings about Nando's post-COVID advertising campaigns. These results stress the need of better communication, clarification of the modifications made, and promotion of effective marketing activities on the part of Nando's marketing departments. Moreover, if Nando's wants to thrive in the fiercely competitive fast food sector, it must consider the ideas for enhancement, align with consumer preferences, and adapt effectively to problems brought on by the epidemic.
[bookmark: _Toc137489844]4.4 Chapter Summary
The results of a survey performed to evaluate Nando's fast food chain restaurants' marketing departments and establish post-COVID growth in the UK are presented in the data analysis chapter. Fifty-one consumers, specialists in the field, and Nando's staff members filled out the survey. This chapter analysed the survey's findings critically, pointing forth salient discoveries and overall patterns. Nando's marketing methods and their effect on expansion were met with mixed reviews in the study. Some respondents were positive about the impact that new marketing approaches were having on growth, while many others were unsure or ambivalent. Participants also suggested ways in which Nando's may boost its marketing techniques to appeal to a wider audience.


[bookmark: _Toc137489845]Chapter 5: Discussion
[bookmark: _Toc137489846]5.1 Chapter Introduction
The objective of the discussion chapter is to provide a comprehensive examination and evaluation of the survey results pertaining to the marketing tactics executed by Nando's quick-service restaurant in the United Kingdom. The present chapter aims to examine the prospects and obstacles faced by Nando's while executing its marketing strategies. Additionally, it intends to evaluate the influence of the company's refined approaches on its expansion.
5.2 [bookmark: _Toc137489847]Discussion
[bookmark: _Toc137489848]5.2.1 Marketing strategies implemented by Nandos fast food chain
Combining the results of the survey and interviews with an in-depth examination of the fast food sector, it is clear that Nando's has used a variety of techniques to successfully adapt to the ever-changing market circumstances. Fast food restaurants have been hit hard by the rise of food delivery apps (Gupta, 2019). Nando's has seen this trend and is using strategies that take use of these platforms to make it easier for customers to place their food orders. Survey respondents who praised Nando's services for their convenience tended to like the restaurant's focus on online ordering and delivery.

Hoekstra and Leeflang (2020) argue that the far-reaching consequences of the COVID-19 pandemic on consumer behaviour have necessitated considerable modifications to the marketing techniques of the fast food business. Respondents to the survey said that Nando's has shown flexibility in meeting the evolving needs and preferences of its customers as a result of the epidemic. Changes in customer behaviour, such as the rise of online ordering, contactless delivery, and safety standards, are comparable with those seen during the epidemic. Nando's ability to adapt to difficult circumstances and provide a safe and quick dining experience is on display in the aforementioned measures.
Nando's success in the UK may be attributed in large part to their use of experiential marketing. Nando's has developed unique and memorable interactions for its customers by coordinating events and collaborations that go beyond traditional eating. The brand's awareness has been increased, and positive associations have been formed, via its partnerships with music festivals, sporting events, and cultural festivities. Word-of-mouth advertising has been enabled and audience engagement has increased as a result of these events.

The importance of implementing e-commerce and delivery intermediates in less developed countries during the epidemic is highlighted by the survey results, as stated by Reardon et al. (2021). Nando's focus on online sales and its expert use of digital distribution channels are in step with the times. Nando's can contact more people and meet the increased demand for virtual meal ordering thanks to the widespread use of these communication platforms, which is especially important in these times of heightened incarceration and social isolation.

Baker et al. (2020) observe that the fast food industry is increasingly concerned about the health effects of ultra-processed meals. Nando's may stand out from the crowd by offering more nutritious options in response to these worries. Marketing strategies that emphasise the nutritional content and quality of Nando's goods may help the company attract health-conscious customers and meet the growing demand for better meal alternatives.

Also, the findings highlight the relevance of marketing strategies targeted at younger groups, especially teenagers and minors, which is also seconded by research (Potvin Kent et al., 2019). Nando's can promote healthier options and encourage contact with this demographic by capitalising on the widespread influence of social media apps on people's eating habits. By implementing novel and engaging marketing strategies that emphasise the benefits of eating healthful food, Nando's has the opportunity to build a good brand image among its younger customers.

Finally, Nando's advertising strategies conform to industry norms for the fast food industry as a whole. The company has recognised the importance of reaching younger demographics through social media, understood the need to accommodate electronic commerce and delivery intermediaries in less developed nations, addressed concerns about highly processed food products, and incorporated the widespread use of digital meal delivery platforms. Successful fast food chains, like Nando's, keep expanding by adapting their marketing strategies to reflect the tastes of their customers.
[bookmark: _Toc137489849]5.2.2 Opportunities and challenges encountered by Nandos in implementing the marketing strategies.
By comparing results of questionnaire data and interviews with relevant research, we may draw conclusions about the efficacy of Nando's marketing plan execution. Effective marketing approaches and strategies are crucial to the success of franchises like Nando's in the fast food business, which is typified by fierce rivalry and frequent changes. The results of the survey shed light on the opportunities and challenges Nando's has in its marketing efforts.

In the hotel business, Rahimi (2020) sees a gap in the literature about the significance of the service delivery process. To better serve its consumers, Nando's has recognised and used modern technology including mobile ordering and payment systems. Because of this strategic move, we have seen an uptick in client satisfaction and an improvement in their entire experience. For Nando's, this is a once-in-a-lifetime chance to set itself apart from the competition.

Childhood obesity in particular has arisen as a major problem that has to be addressed (Mulrenan et al., 2023) due to the impact that marketing strategies may have on public health. Nando's decision to stop promoting bad food products in its ads is a sign that the company is serious about promoting healthy eating and combating obesity. This preventive action is in line with the growing awareness of the health risks associated with eating fast food. Nando's takes a responsible marketing stance in order to establish a reputation as a company that cares about its consumers.

Nando's has placed a premium on loyalty programmes and specific incentives as a method of retaining customers and enticing them to come back. Customers are encouraged to pick Nando's over its competitors via the Nando's Card loyalty programme, which provides them with exclusive discounts, free food, and goodies to celebrate special occasions. at addition, the company often employs seasonal marketing methods, such as limited-time menu items and meal bundles, to create an impression of scarcity and encourage customers to dine at their restaurants.

Nando's adapted their marketing strategies in the wake of the COVID-19 outbreak to reflect customers' shifting tastes. They increased their online presence, placing an emphasis on online purchases, services like home delivery, and interactions that did not need physical contact. The establishment of solid partnerships with meal delivery services simplified the ordering process for clients. Nando's did a good job of using social media to get the word out about their new safety procedures, their efforts to improve cleanliness standards, and their acceptance of contactless payments. The goal of this strategy was to give people confidence in a brand even when things were unclear.

It is crucial to respect people's many cultural and religious practises, especially in countries like the United Kingdom with such a diverse population (Wilkins et al., 2019). Nando's effort to appeal to the tastes of the Muslim population is reflected in the restaurant's choice to provide halal options. This shrewd move will attract new customers and highlight the restaurant's commitment to providing full-service meals. Nando's has increased its competitiveness by strategically capitalising on the growing portion of the market by accommodating customers with religious dietary restrictions.

Additionally, the demand for halal cuisine has increased, leading to a boom in the business (Lever, 2019). Nando's has expanded its customer base by catering to a wider demographic by providing more halal meal choices in response to rising consumer demand. Nando's has chosen a strategic move that positions the company as inclusive and adaptable to the needs of its target market, giving it a great opportunity to grow.

Nando's recent implementation of mandatory calorie labelling on its menus is indicative of its dedication to advocating for healthier dietary practises and enhancing public consciousness on the matter (Polden et al., 2022). This is in line with the growing apprehension regarding the obesity epidemic in the United Kingdom. By providing honest nutritional data about its menu items, Nando's helps customers make educated choices. This effort mirrors the societal shift towards a more healthful lifestyle by responding to the rising demand for healthier options.

In conclusion, the results of the survey and the analysis of the relevant literature provide valuable insight into the many opportunities and challenges that Nando's must overcome in the course of implementing its marketing strategies. Possible directions for growth include promoting healthy eating habits, utilising the halal food industry, accommodating a variety of cultural and religious preferences, and increasing the availability of accurate nutritional data. Nando's strategic efforts not only help the company remain competitive, but they also reflect broader cultural norms and consumer tastes. By seizing these opportunities and overcoming associated challenges, Nando's can maintain its growth in the fast-food business and meet the changing wants and expectations of its customers.

[bookmark: _Toc137489850]5.2.3 Impact of evolved marketing approaches and their impact on the growth of Nandos 
The results may be interpreted in light of the findings from the literature to assess the effect of Nando's more sophisticated marketing strategies on the company's expansion. Insights into customers' perspectives are gleaned from their survey responses, while broader factors like expansion strategies, consumers' risk perceptions, environmentally sustainable practises, the impact of the COVID-19 pandemic, and cultural influences are highlighted in the literature review.

The literature study provides useful information on the aspects that affect fast food patrons' happiness and business growth plans. Perceived risk, service quality, and food quality are all highlighted as crucial in predicting customer satisfaction and future behavioural intentions by Ababneh et al. (2022). According to the above study, Nando's efforts to enhance service delivery may have a salutary effect on customer happiness and ultimately lead to the expansion of the brand.

Strategic brand management is crucial to the growth of fast food companies, according to De Reuck and Bick (2020). Incorporating digital technology and offering halal alternatives are both consistent with the strategic brand management strategy, both of which Nando has taken. These steps highlight Nando's flexibility in responding to market shifts and meeting the needs of a wide range of customers; both are key factors in the company's continued success.

Nando's marketing team has to deal with stiff competition, fluctuating customer preferences, and a constantly developing digital landscape. Nando's uses a variety of tactics to meet these difficulties front on. In order to better understand how consumer tastes are evolving, market researchers and analysts undertake surveys and other forms of research. They keep an eye on the industry and new technology to spot growth and differentiation possibilities. The marketing team's capacity to try out new strategies depends on its ability to remain flexible and adaptable. These methods may be continuously improved by tracking relevant KPIs like sales growth and consumer sentiment.

The influence of customers' risk perceptions is shown by Keni and Wilson (2021), who focus on the COVID-19 pandemic. In general, respondents were indifferent to positive about how Nando was handling the difficulties posed by the outbreak. This data reveals that consumers' intentions to frequent Nando restaurants improved as the company implemented safety precautions and adapted to customers' shifting expectations throughout the epidemic.

Shin and Cho (2022) note that the fast food business also has to focus on environmental sustainability. According to the research, customers who care about social justice and the environment place a premium on eco-friendly products and services. Nando's efforts to encourage healthy eating habits and provide accurate nutritional information are consistent with the rising desire for ecologically friendly practises, however this was not directly addressed in the survey replies. Nando's expansion, particularly among ethical shoppers, may benefit from this dedication.

The literature also discusses how the COVID-19 epidemic has affected the food service sector. Cohen et al. (2022) emphasise the decline in eating out as a result of the epidemic, especially among those with lower incomes. Mixed feelings were expressed in the poll on how COVID-19 might affect Nando's advertising strategies. To continue expanding, Nando's must successfully meet the hurdles posed by the epidemic and adjust their marketing tactics appropriately.

In conclusion, the survey results and literature study provide light on how Nando's development has been influenced by modern marketing strategies. According to the results, Nando's has implemented certain key strategies to improve service delivery, healthy eating promotion, cultural acceptance, and nutritional transparency. These efforts are in line with larger concerns that affect environmental sustainability, consumer risk perception, and loyalty. However, in the dynamic and competitive fast food sector, it is crucial for Nando's to meet the issues provided by the COVID-19 epidemic and guarantee the efficacy of their marketing strategies.

5.3 [bookmark: _Toc137489851]Chapter Summary
The purpose of this discussion chapter was to analyse and evaluate the survey data collected and the interviews conducted on Nando's fast food restaurant chain's marketing strategies in the United Kingdom. The purpose of this chapter was to analyse Nando's marketing opportunities and challenges. It also plans to assess how the company's revised methods have affected its growth. This discussion is based on the results of the questionnaire and interview responses. The findings from the primary data have been compared with the findings from the literature too. 

[bookmark: _Toc137489852]Chapter 6: Conclusion
[bookmark: _Toc137489853]6.1 Conclusion
In conclusion, the purpose of this research was to examine the development of marketing departments in UK fast food chains, with an emphasis on Nando's, after Covid. The goals were to learn what kinds of marketing methods Nando uses now, what kinds of obstacles the company has run across, and how the company has fared since its marketing tactics have changed.

The data provides valuable insight into several facets of Nando's advertising campaigns. Nando's has a reliable client base, as many survey takers reported making weekly or monthly visits. Even while most people said they observed Nando's new marketing approach, many were agnostic, indicating that the changes may not have been generally appreciated.

The incorporation of halal cuisine alternatives and the focus on healthy eating habits were considered as good developments by customers when evaluating the advantages and disadvantages of Nando's marketing techniques. However, the research also showed that Nando's has to address price and promotional strategy worries and take advantage of the rising need for ecologically friendly business methods.

From the interview results, it was deduced that Nando's has used a number of successful marketing initiatives in the UK that have contributed to the company's growth and success there. The company relies heavily on the use of witty and amusing advertising campaigns. Nando's has been able to stand out in a crowded market because to this strategy, which has earned the company a reputation for clever and timely messaging. Nando's has established itself well in the minds of its target audience by projecting a lighthearted and optimistic persona.

Nando's rapid expansion was directly attributed to more modern methods of advertising. Service quality and customer satisfaction both increased with the introduction of digital technology like mobile ordering and payment systems. Nando's dedication to encouraging healthy eating habits and responding to customer concerns was evident in their decision to remove junk food brands from marketing campaigns and add calorie labelling to menus.

When these findings are compared to the current literature, it becomes clear that the fast food business has experienced major modifications in marketing methods due to influences such online meal delivery applications, the COVID-19 epidemic, and the growing worries about ultra-processed meals. Nando's modifications, such as embracing new technology, accommodating customers of many ethnic backgrounds and religious beliefs, and focusing on wellness, are consistent with market tendencies.

In conclusion, this research delves deep into the marketing departments at Nando's and the effect they've had on expansion in the UK after Covid. The results underline the significance of strategic brand management, customer happiness, sensitivity to changing consumer preferences, and constant adaptability in the fast food business. These findings will help Nando's improve its marketing strategy, get new consumers, keep existing ones, and expand in an increasingly competitive industry.

[bookmark: _Toc137489854]6.2 Recommendation
The first step Nando's should take to improve the customer experience is to keep using digital tools. The use of mobile ordering and payment systems has been shown to hasten the delivery of services and boost customer satisfaction. The business should do more to innovate in this space by, for example, combining online customer loyalty programmes with targeted marketing campaigns.

Second, Nando's should reply to the questions and comments customers had about the restaurant's pricing and special offers in the poll. To attract clients who are price-conscious, the firm may run targeted promotional programmes, such as providing discounts during off-peak hours or presenting value meal alternatives. In order to improve customers' perceptions of value and affordability, it's important to emphasise transparent and competitive pricing.

Nando's, on the other hand, has to keep pushing for healthier options and more open menus. The dedication to promote healthy options is shown in the decision to remove junk food companies from marketing campaigns and to add calorie labelling to menus. The organisation may do more to educate and empower its consumers by providing more nutritious menu selections, including more plant-based alternatives, and effectively communicating nutritional facts.

Nando's could also engage its multicultural customer base by consistently meeting the needs of those with different faiths and cultural backgrounds. Having halal food alternatives has been shown to increase business from Muslim customers. To better meet the requirements and tastes of its customers, the firm should investigate ways to expand its menu to include vegetarian, vegan, and gluten-free alternatives.

Nando's, to appeal to customers who care about social justice and the environment, should implement eco-friendly policies and get the word out. This involves using eco-friendly packaging, minimising waste, and using materials sourced in a sustainable manner. Nando's can improve its brand image and reach a wider audience by taking environmental responsibility in the same way that it takes care of its chicken.

[bookmark: _Toc137489855]6.3 Limitation
First, the research relied on survey answers from a select group of people, who may not have been a representative sample of the community at large. Convenience sampling was used to obtain the survey answers, which may introduce biases and reduce the results' transferability to other settings. The findings may not be as statistically significant or as reliable as they might be because of the small size of the sample employed in the survey.

Second, the Nando's fast food business in the United Kingdom was the only subject of the research. While this did make it possible to analyse the company's marketing efforts in depth, it did restrict our ability to draw broad conclusions about the fast food sector as a whole or compare and contrast other companies within it. Extrapolating the results to the whole fast food business in the UK or elsewhere requires care.

Self-reported survey data was also heavily used, which is vulnerable to response bias. Participants' replies might have been impacted by variables like memory bias or personal perspectives, or they could have been influenced by the desire to produce socially acceptable answers. Additional data gathering techniques, such as interviews or observations, might be used in future studies to overcome this shortcoming and give a more in-depth knowledge of the marketing tactics and their effects.

Finally, the research only covered the time after Covid, so it may not have captured all of the ripple impacts of the new marketing strategies. Fast food marketing techniques may need to be adjusted over time due to the ever-changing nature of the sector and external variables such shifting customer preferences and market circumstances. Nando's and other fast food businesses' marketing strategies may not be sustainable or have long-term effects without taking the time context into account and doing further research.

[bookmark: _Toc137489856]6.4 Future Research
To begin, it would be interesting to compare and contrast the advertising approaches of various fast food businesses in the United Kingdom or in other geographical areas. This will provide a deeper comprehension of prevalent tendencies, gold-standard procedures, and room for development across all sectors of the business. Research that compares various chains' techniques for acquiring and maintaining consumers may provide light on why some are more successful than others.

Second, given the dynamic nature of customer tastes and habits, it would be interesting to see how new marketing channels and technology are influencing fast food franchises in the future. Researching the impact of social media advertising, influencer partnerships, and individualised marketing strategies on consumer engagement and revenue development is one example. If you want to keep up with changing consumer preferences, it may be essential to have a firm grasp of the function and influence of digital marketing techniques on client perceptions and loyalty.

In addition, research on the impact of marketing tactics on the development and longevity of fast food franchises over the long term is desperately required. To further understand the efficacy and sustainability of evolving marketing methods, it is important to look at their effects beyond the immediate post-Covid era. Research with a longer time frame may also help us understand why and how we need to adjust our marketing tactics to meet the shifting demands of the marketplace.
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[bookmark: _Toc137489859]Interview Protocol

1. How has the marketing division of Nando's fast food chain changed over the past few years, and what factors have influenced these changes?
2. What specific marketing approaches has Nando's adopted in the UK, and how have these approaches contributed to the chain's growth and success?
3. With the impact of COVID-19 on the fast food industry, how has Nando's adapted its marketing strategies to continue to attract customers and remain competitive in the market?
4. What are some of the biggest challenges faced by Nando's marketing division, and how does the team overcome these challenges?
5. How does Nando's differentiate itself from other fast food chains in the UK, and what role does marketing play in this differentiation?
6. What new marketing approaches has Nando's recently implemented or plans to implement in the near future, and how does the team determine the effectiveness of these strategies?
7. Based on your experience and knowledge of the fast food industry, what emerging trends do you see in marketing approaches, and how can Nando's and other fast food chains take advantage of these trends?



[bookmark: _Toc137489860]Sample Transcript
1. How has the marketing division of Nando's fast food chain changed over the past few years, and what factors have influenced these changes?
In recent years, Nando's marketing department has been more active on the web and in social media. They're now concentrating on building a strong online community, using user-generated material, and developing interesting content. The growing importance of social media, shifting consumer tastes towards more digital interactions, and the need of constant reinvention in the face of intensifying competition are all factors driving these shifts.

2. What specific marketing approaches has Nando's adopted in the UK, and how have these approaches contributed to the chain's growth and success?
Nando's has tried a number of different marketing strategies to increase its popularity in the United Kingdom. In their marketing efforts, they have prioritised employing wit and humour to connect with their target audiences. Nando's has also put an emphasis on experiential marketing by hosting events and forming partnerships to provide consumers memorable experiences. They have also used loyalty programmes and tailored marketing to keep customers coming back.

3. With the impact of COVID-19 on the fast food industry, how has Nando's adapted its marketing strategies to continue to attract customers and remain competitive in the market?
Nando's shifted their advertising towards e-commerce, delivery, and contactless payments after COVID-19. They publicised easy-to-use services like curbside pickup and augmented their presence on meal delivery apps and websites to reassure customers about food safety. Nando's kept their brand visible and their customer relationship strong throughout lockdowns by using digital channels to engage consumers with virtual events and interactive content.

4. What are some of the biggest challenges faced by Nando's marketing division, and how does the team overcome these challenges?
The marketing team at Nando's must contend with stiff competition in the fast food business, shifting customer tastes, and a constantly expanding digital world. The group is able to overcome these obstacles by maintaining a flexible and adaptable strategy, as well as by constantly experimenting with new ways to engage clients via market research, consumer surveys, trend tracking, and so on.

5. How does Nando's differentiate itself from other fast food chains in the UK, and what role does marketing play in this differentiation?
The South African-inspired peri-peri flavour of Nando's, the restaurant's focus on grilled and healthier alternatives, and the upbeat and inviting ambiance set it apart from other fast food restaurants in the UK. Promoting the brand's authenticity and conveying the brand's ideals of quality, flavour, and a pleasurable eating experience are essential functions of marketing.

6. What new marketing approaches has Nando's recently implemented or plans to implement in the near future, and how does the team determine the effectiveness of these strategies?
To maintain its position as an industry leader, Nando's is always looking into promising new avenues of promotion. They might use techniques like data-driven targeted advertising, partnerships and endorsements to expand their reach, and the incorporation of AR/VR technologies into their online presence to attract new customers. Sales growth, customer satisfaction, social media participation, and campaign performance statistics are some of the ways the team measures the success of these methods.

7. Based on your experience and knowledge of the fast food industry, what emerging trends do you see in marketing approaches, and how can Nando's and other fast food chains take advantage of these trends?
Increased attention to sustainability and eco-friendly practises, the use of artificial intelligence and machine learning for personalised marketing, and the use of augmented reality or virtual reality to create immersive brand experiences are all examples of emerging trends in the marketing strategies of fast food companies. Nando's and other fast food restaurants may benefit from these developments by switching to eco-friendly packaging and procedures, personalising their marketing efforts based on their clients' preferences, and experimenting with cutting-edge technology to boost sales.
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Part 1: Demographics

1. How often do you visit Nando's fast food chain in the UK?
a) Once a week b) Once a month c) Once a year d) More than once a week e) Never
2. Which age group bracket do you belong to?
a) Generation Z (18-26 years) b) Millennials (27-41 years) c) Generation X (42-56 years)
Part 2: Changes to Nando's Marketing Division and Approaches

1. Have you noticed any changes to Nando's marketing strategies in the past year?
a) Strongly agree b) Agree c) Not sure d) Disagree e) Strongly disagree

2. If yes, what changes have you noticed in Nando's marketing strategies?
a) Strongly agree b) Agree c) Not sure d) Disagree e) Strongly disagree

3. In your opinion, what could have influenced these changes in Nando's marketing strategies?
a) Strongly agree b) Agree c) Not sure d) Disagree e) Strongly disagree

4. How effective do you think Nando's marketing approaches are in attracting and retaining customers?
a) Strongly agree b) Agree c) Not sure d) Disagree e) Strongly disagree

5. What suggestions do you have for Nando's to improve their marketing strategies and attract more customers?
a) Strongly agree b) Agree c) Not sure d) Disagree e) Strongly disagree

6. In your opinion, how has COVID-19 impacted Nando's marketing approaches and strategies?
a) Strongly agree b) Agree c) Not sure d) Disagree e) Strongly disagree

7. How has Nando's responded to the challenges brought by COVID-19 pandemic?
a) Strongly agree b) Agree c) Not sure d) Disagree e) Strongly disagree

8. Do you think Nando's evolved marketing approaches have contributed to the growth of the fast food chain in the UK post-COVID?
a) Strongly agree b) Agree c) Not sure d) Disagree e) Strongly disagree

9. If yes, what specific marketing approaches have contributed to the growth of Nando's fast food chain in the UK post-COVID?
a) Strongly agree b) Agree c) Not sure d) Disagree e) Strongly disagree

10. In your opinion, what can other fast food chains in the UK learn from Nando's marketing approaches in response to the COVID-19 pandemic?
a) Strongly agree b) Agree c) Not sure d) Disagree e) Strongly disagree
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