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Abstract

This dissertation was taken as part of a Bachelor of Arts Degree, the overall aim for this dissertation was to undertake an exploratory study on consumers attitudes to ethical fast food consumption using KFC as the chosen business to study. Looking into other aspects of the business such as Corporate social responsibility and including animal welfare. There has been little academic research in this topic, so the intentions for the researcher is to provide a greater understanding within this subject area. 

In the current globalised environment, Corporate social responsibility (CSR) has become more complexed. Reason suggest that this is because there is little agreement with the ideology and definition within this area. It is known that using other frameworks has been difficult when analysing corporate social responsibility as it can be interpreted inversely. By utilising other theories, the researcher can use the more common CSR model to identify what CSR impacts on KFC in relation to consumer ethical consumption and animal welfare, investigating what consumers find more important. KFC is one of the most successful food chains in the world and Is the worlds Favourite for selling fried chicken fast food meals and are known to have shown no interest in chicken welfare and the treatment of their animals. 

The researcher was able to gain understanding of consumer value and what these consumers want from fast food company’s such as KFC by creating a strong knowledge review of previous literature that is already available. Primary research was conducted to help the completion of this dissertation and for the researcher to gain a wider knowledge base within the chosen subject area to research. Identifying how consumer purchases are influenced and how ethical fast food consumption is viewed in they eyes of consumers, identifying what KFC is doing as an organisation for them to be deemed ethical or unethical as an organisation. All primate data was analysed thematically, the researcher used descriptive analysis for the broad picture and qualitative data for the specificities. 
Using relevant theory’s and models the researcher also collected research to help analyse the findings in the dissertation and concluding what research and data was found in this topic area recognising any limitations in the research that was gathered to make recommendations for those undergoing further research in the topic





Table of Contents
Declaration	1
1.0 Chapter 1 – Introduction	9
1.1 Introduction	9
1.2 Background Information on KFC	10
1.3 Rationale	10
1.4 Animal Welfare and KFC	11
1.5 Aims and Objectives	12
1.5.1 Aim	12
1.5.2 Objectives	12
2.0 Chapter 2- Literature Review	13
2.1 Introduction	13
2.2 Corporate Social Responsibility	13
2.2.1 Definition	13
2.2.1.1 Pyramid of Corporate Social Responsibility (CSR)	14
Figure 2.2.1.1: Pyramid of CSR.	15
2.2.2 Theories of CSR	18
2.2.2.1 Stockholder Theory (Milton Friedman)	18
2.2.2.2 Problems with Friedman’s Stockholder Theory	20
2.3 Stakeholder Theory (Edward Freeman)	20
Figure 2.3: Stakeholder Diagram	21
2.3.1 Criticisms of Stakeholder Theory	23
2.4 Stakeholder Map	24
Figure 2.4 Power/Interest Matrix	24
2.4.1 Limitations of Power/Interest Matrix	26
3.0 Chapter 3 - Research Methodology	27
3.1	Introduction	27
3.2 Methodology	27
Figure 3.2: Saunders Research Onion	28
3.3 Research Paradigm	28
3.4 Research Approaches	29
3.5 Methodological Choice	29
3.6 Research Strategy	30
3.7 Time Horizon	30
3.8 Research Data Collection	31
3.9 Research Data Analysis	31
3.10 Sampling	31
3.11 Survey Design	32
3.12 Pilot Study	32
3.13 Distribution of Surveys	33
3.14 Reliability and Validity	33
3.15 Limitations and Ethical Considerations	34
Chapter 4 – Data Analysis	35
4.1 Introduction	35
4.2 Data Analysis Process	35
4.3 Findings Background	35
4.4 Data Analysis	36
Figure 4.4: Graph of Results for Question 1	36
Figure 4.5: Graph of Results for Question 2	37
Figure 4.6: Graph of Results for Question 4	37
Figure 4.7: Graph of Results for Question 9	38
Figure 4.8: Graph of Results for Question 13	39
Figure 4.9 Graph of Results for Question 15	40
Figure 4.10 Graph of Results for Question 17	41
Figure 4.11 Graph of Results for Question 21	42
5.0 Chapter 5 – Conclusion and Recommendations	44
5.1 Aims and Objectives	44
5.1.1 Aim	44
5.1.2 Objectives	44
5.2 Main Findings	45
5.3 Implications of Findings	47
5.4 Recommendations	47
5.5 Research Limitations	48
5.6 Validity and Bias	48
5.7 Summary	49
6.0 Bibliography	50
7.0 Appendices	60
7.1 Interview Design	60


List of Figures

Figure 2.2.1.1: Pyramid of CSR.	14
     Figure 2.3: Stakeholder Diagram	20
Figure 2.4 Power/Interest Matrix	23
Figure 3.2: Saunders Research Onion	27
    Figure 4.4: Graph of Results for Question 1	35
Figure 4.5: Graph of Results for Question 2	36
Figure 4.6: Graph of Results for Question 4	36
Figure 4.7: Graph of Results for Question 9	37
Figure 4.8: Graph of Results for Question 13	38
Figure 4.9 Graph of Results for Question 15	39
Figure 4.10 Graph of Results for Question 17	40
Figure 4.11 Graph of Results for Question 21	41


[bookmark: _Toc8728631]1.0 Chapter 1 – Introduction 
[bookmark: _Toc8728632]1.1 Introduction

 The fast food industry is a multi-million-pound industry. The concept of fast food dining was deemed as a breakthrough within restaurants, with the idea that food is ready to eat within a couple of minutes of customers ordering was said to be “The future” (Wimalaratne, 2018). Fast food has played a large role within everyday life, dating back to 1921, eating out became less of a luxury and more of a “Common occurrence than a necessity” (Jacobs, 2014).  
The case study for this report is based on KFC and consumers attitudes to ethical fast food consumption. Consumer attitudes are very important to fast food organisations, or any organisation in general. A consumer attitude is defined as a general “Evaluation of a product or service that is formed over time” (Solomon, 2008). Furthering the definition, an attitude satisfies a personal motive; which can affect the shopping and buying habits of the consumers that are being targeted by fast food chains such as KFC (Perner, 2010).  Consumer value also plays a critical role within this industry and is defined as a “highly complex concept” regarding corporate social responsibility as an aspect of fast food quality (Schroder & McEachern, 2005). Consumer value is deemed important as consumers are the customers that fast food chains including KFC are targeting to purchase products from their restaurants.
The fast food agency has never shown full potential when it comes to ethics and sustainability, although fast food chains such as KFC have claimed to try and take credit for their downfalls by “revamping” their images in hope that they do become more sustainably and ethically responsible as businesses. They have been known to accredit low scores in different areas of their business which include Animal rights, Factory Farming, Environmental Reporting, Supply chain Management and so on (Del La Tore, 2018). 
Consumers are now asking more from fast food industries, as technology plays a very demanding role within these aspects, consumers are now retrieving more information about the fast food industry that they are trying to hide, such as Animal welfare practices and are demanding to see improvements. Constantly challenging fast food industries to listen to consumers demands, they are putting pressure on these organisations to improve their overall performance challenging them to become more ethical and sustainable (Chai, 2015). 





[bookmark: _Toc8728633]1.2 Background Information on KFC 

KFC is amongst one of the most successful fast food chains in the world and claims to be the world’s most popular chicken restaurant chain.  The first KFC store opened in 1952, by a man named Harland David Sanders, whom we all know today as Colonel Sanders. The Fast food chain has over 44,000 restaurants in 135 different countries. And 850 locations throughout the UK and Ireland. The main corporation is based in Kentucky, in the United States of America (kfc.co.uk, 2018). KFC is considered one to be one of the top leading global leaders in the fast food chicken industry. Britain was introduced to their first KFC restaurant back in 1965, the first store to open in the UK was a town called Preston. Since then, the brand KFC is competitively growing and is the location for an exceptionally strong training base for most of Europe. With sales having doubled within the last 10 years, having made profit over £1 billion a year (kfc.co.uk, 2018).  
The fast food chain set up a foundation back in 2015, this foundation is called the KFC foundation, this was set up, so they can help local charities and support young people by offering places for them to feel safe in. KFC have given young people a chance to better themselves by finding work and giving them people to speak to through mentoring programmes. Some of the foundations KFC help include London Youth Support trust, The Youth Association and the Childhood Trust (www.kfc.co.uk, 2017). 
  
[bookmark: _Toc8728634]1.3 Rationale

The topic for this dissertation was chosen out of the researchers’ interest, as there was an interest in researching consumers attitudes to fast food consumption. The researcher wanted to gain more information and make people more aware about the ethical or unethical side to the business. Investigating different practices such as Corporate Social Responsibility and Animal Welfare and what role they play to consumers, in hope it creates awareness and gain knowledge on the factors that the businesses do not show to consumers. 
Technology plays a big role within these fast food sectors and within life itself, with a significant increase in day to day life, stating that over half of the world population are now currently using technology and are now online (Kemp, 2018). With the technology available, consumers are becoming more aware of current ethical issues that are surrounding them. Forcing companies to become more ethical and sustainable, changing policies and procedures they may have been able to “avoid” such as KFC and their Animal Welfare.
 In Addition, there is little academic literature on the impact of profitability in organisations through corporate social responsibility. Although more literature has become available in recent years, this dissertation seeks to see how well-informed consumers are now that technology is available, and the effect this has on ethical fast food consumption (Nohr, et al., 2001). 

[bookmark: _Toc8728635]1.4 Animal Welfare and KFC

The British Veterinary Association (BVA) defines animal welfare as both the “Mental health and the physical health of the animal” and is encapsulated by the five needs of the animal which include their needs for a subtle environment, a suitable diet, the need to be able to exhibit normal behavioural patterns, needing to be housed with other animals, making sure the space isn’t crowded and most importantly to be protected from pain, injury, disease and any suffering (BVA.co.uk, 2018). 
A second definition states that animal welfare is “How an animal is coping with the condition in which it lives” focusing on important key aspects they look for which include making sure that the animal is in a good state of welfare. Other recommendations suggested are making sure the animals are “Nourished and safe, and that the animal is not suffering from unpleasant states such as pain.” Furthermore, the American Veterinary Medical Association (AVMA) state that the Ensuring animal welfare is a human responsibility and covers all aspects of animal well-being including humane euthanasia when it is needed (AVMA.org, 2018). 
There are many association groups that are calling KFC to change their animal welfare policies, and due to increased pressure from consumers, they have listened are starting to improve Chicken welfare. This is because the treatment of chickens were inhumane and factory farms were being used. Having had chickens chemically pumped within the 6 weeks that they live for, living in cramped and dirty conditions, and being mistreated by humans that resulted in being tortured and treaded inhumanely. They are now working with World Animal Protection to improve their treatment of animals in hope that the treatment becomes morally correct and ethical. (www.worldanimalprotection.org.uk, 2018)
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[bookmark: _Hlk8596268][bookmark: _Hlk8673504]The Aim for this dissertation is an exploratory study evaluating how consumers attitudes are affected towards ethical fast food consumption. Looking at how Corporate social responsibility and other areas of businesses such as animal welfare impacts consumers perception of fast food restaurants, focusing the case study on KFC. 
[bookmark: _Toc8728638]1.5.2 Objectives

There are multiple objectives attached to the dissertation, these are being looked at so that the overall aim is achieved, these include: 

· [bookmark: _Hlk8596347][bookmark: _Hlk8674012]The first objective is to conduct a literature review to assess current understanding within the topic that has been chosen to be researched. 

· The second objective is to look at what corporate social responsibility and other aspects of business play regarding the impact they have within a business and how this affects consumers 


· [bookmark: _Hlk8596098]The third objective is to critically analyse why these areas of the business have an impact on consumers attitudes to ethical fast food consumption.


· The final objective consists of evaluating all research and data, making recommendations of other researches choose to investigate this topic further. 

Chapter 2 will consist of analysing the research already made available to this topic, looking at how consumers attitudes towards ethical fast food consumption has been impacting, using different models and Key theories to help analyse and support research that has been undertaken. 
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[bookmark: _Toc8728640]2.1 Introduction 

The purpose of this chapter is to conduct a researched review of available literature applying an exploratory study of ethical consumer attitudes and the effect this has on fast food consumption. Previous literature that has been researched will provide guidance to conduct primary research. Secondary researched data will be gathered from different academically approved resources to write the literature review, examples of these resources include research engines such as the internet, electronic journals, the UWTSD Library catalogue and different broadcast media including newspapers will be used if applicable.  
This chapter aims to accredit this literature review with the current knowledge and understanding on the topic chosen.  The aim for this chapter is to evaluate how CSR has an affect towards consumers ethical fast food consumption. Objectives consist of completing a literature review to assess a current understanding on the topic, analysing how CSR and other aspects of the business such as animal welfare have an impact on KFC, to critically analyse why these areas of the business have an impact on consumers attitudes to ethical fast food consumption and the last objective consists of evaluating all research and data, making recommendations of other researches choose to investigate this topic further. 


[bookmark: _Toc8728641]2.2 Corporate Social Responsibility 
[bookmark: _Toc8728642]2.2.1 Definition

Corporate Social Responsibility (CSR) has experienced a journey that is almost unique to a pantheon of ideas in the management literature. The phenomenal rise in CSR has become increasingly noticeable since the 1990’s suggesting that the academically researched subject is relatively new, although scholarly articles have dates to the 1950’s with commentators such as Archie B Carroll writing detailed explanations to what CSR is for considerably longer (Crane., 2008). Analysing this further, the concept of social responsibility refers to the general belief that modern businesses have responsibilities to society that extend beyond their obligations (Visser, 2010).
The definition of CSR has evolved over the last few decades, it is becoming more precise as to the types of activities and practices it should entail, McWilliams view on the definition of the term abound to the extent that ‘There is no strong consensus on a definition for CSR’ (McWilliams, 2006) as CSR is growing, there are different views as to what Corporate social responsibility is, and what it requires. 
An earlier definition states that ‘Social responsibility is the obligation of decision makers to take actions which protect and improve the welfare of society with their own interests’ (Davis, 1975). Expanding on this, CSR has typically understood all policies and practices that people in business employ to ensure that stakeholders and society are protected when it comes to their business strategies and operations. 
Baker states that corporate social responsibility is a way in how ‘Companies manage their business processes to produce an overall positive impact on society’. Exploring this further, Baker states that CSR includes sustainability, social impact and ethics and if done correctly it should be about the core of the business and how they make their money so for the purpose of the literature review the case study chosen is KFC and how ethical they are as a business, showing what barriers the business may face (Baker, 2004). 
By analysing Carroll’s Definition of CSR, he states that ‘The social responsibility of businesses encompasses the economic, ethical, legal and discretionary expectations that society has of organizations at a given point of time.’ Going further into detail, society will determine what they would consider to be socially responsible by demanding different categories from businesses voicing their opinions on what demands they feel they need typically putting them into four different categories such as Economic, Legal, Ethical and Philanthropic. (Carroll, 1991)  Furthermore, by meeting the demands and needs of consumers attitudes towards ethical fast food consumption, consumers could be persuaded by looking at different motivators and barriers that KFC must face, overcome and convince these ethical attitudes towards fast food consumption. 
[bookmark: _Toc8728643]2.2.1.1 Pyramid of Corporate Social Responsibility (CSR) 

The Pyramid of Corporate Social Responsibility (CSR) should be framed in such a way that the entire range of business responsibilities are embraced for this CSR framework to be accepted by a conscientious business person (Carroll, 1991). 
 The pyramid is made up of four components and is known as a four-part hierarchy of needs framework that considers what is important and necessary for an organisation to be regarded as socially responsible (Carroll & Buchholtz, 1999). Analysing further, Carroll’s pyramid creates a ‘Business centred’ understanding of CSR which implies what responsibilities take precedence over other responsibilities providing a well-structured framework for a descriptive analysis of the model (Carroll & Buchholtz, 1999). 
[bookmark: _Toc1726087][bookmark: _Toc8728113][bookmark: _Toc8728644] Carroll suggests that although the components are not necessarily mutually exclusive, it helps managers of organisations to ‘See that the different types of obligations are in a constant tension with one another’ (Carroll, 1991) stating that although they are separate levels based on the pyramid, the responsibilities all play a crucial role to organisations and are at the same level of competency when it comes to organisations become successful (Visser, 2006). 
There are four kinds of social responsibilities that constitute a CSR pyramid (see figure 2.2.1.1), the first element that is at the base of the pyramid is Economic responsibilities meaning companies should be profitable. The second component is Legal responsibilities, an important necessity as organisations need to obey the law. The third Element is Ethical responsibilities, so organisations need to be ethical and do what is right and fair to them, lastly is Philanthropic responsibilities, which is to be a good corporate citizen and give back to the community (Iwannanda, et al., 2017). 
The pyramid of Corporate social responsibility is a wider view of CSR, although still a method that is used regularly when analysing corporate social responsibility, the pyramid poses a view that focuses more on a practical application instead of fixating on one domain of the business, this theory focuses on four key areas of how a business is to become successful and what necessary principles they need to successfully reach the top of their goals (growyourgiving.org, 2010). 
[bookmark: _Toc8728114][bookmark: _Toc8728645]Figure 2.2.1.1: Pyramid of CSR.
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(Carroll, 2016) 
As a fundamental condition or requirement of existence, KFC have an economic responsibility to society (Carroll, 2016). The responsibility for this fast food chain is how much profit they are determined to make. A nicer way of investigating CSR is to investigate how companies make their profits, back in 2018, KFC’s income had rose to $436 million beating analyst estimates as there was an increase in consumer demands for fried chicken in their restaurants (Whitten, 2018).  
Investigating further, the ‘food industry’ has a ‘bad reputation’ when it comes to food fraud and can be deemed as a dysfunctional food industry in general (CIWF.org.uk, 2017). Reasons for this suggest that they have a bad reputation as there are many foods that are intensely processed, or that there are many negative impacts to modern industrial farming such as the welfare of animals especially chicken farms of KFC where the treatment is inhumane. This saves KFC money by having overcrowded and cheap run facilities which will drive huge profits for the organisation. Although this can boost huge profits for KFC, the welfare of animals takes a massive negative impact and living conditions for these animals are known to be cruel and extremely unhealthy for them (CIWF.org.uk, 2017).  
Therefore, KFC are obtaining the requirements of becoming ‘economically responsible’ as the fast food chains aim is to make a profit which they are achieving even if it means they must prevent spending money in other areas such as improving living conditions and the treatment of animals.
Legal responsibilities are about abiding the laws that regulate your business, these are considerations that are required by society and organisations must comply with all laws (Sineriz, 2018).  One example that all food organisations must comply with is the Food Standards Agency (FSA), the FSA are a self-regulatory body responsible for food safety and food hygiene throughout the UK working with local authorities to ensure food safety regulations are being met by all food industries (Gov.uk, 2019). 
Researching further, the FSA lost funding for enforcement as the burden of enforcement has now shifted to the private sector, reasons suggest this happened as there had been an increase in concerns when the UK was under the ‘Horse meat scandal’ back in 2013. This increased concern as there was processed beef products and pork products that contained horse meat within them, which resulted in well-known food chains such as Aldi, Lidl, and Tesco to recall all their products such as beef burgers and minced meats in case that horse meat was contained in them (bbcnews.co.uk, 2013).  
Furthermore, businesses and large organisations are generally more compliant with rules and laws that they have to follow, as a result these companies are rewarded by the government that will increase acceptance and will not privatise inspections when it comes to the certification schemes, by complying with law this will give these businesses a higher chance of getting a better grade when it comes to food hygiene rating schemes. Businesses that serve food are usually rewarded with a grade from 0 to 5, with 5 being the highest and may be more influential to customers knowing that they are eating somewhere that have been rewarded with a decent score, these scores must be on display for audiences to see (www.nidirect.gov.uk, 2014). 
KFC currently hold of a food hygiene rating score of 4 in one of stores in the UK and a 5 in another which is relatively high, one store in South Wales had a score as low as 0 (bbcnews.co.uk, 2015). Reasons suggest they obtained this score by following food and hygiene regulations within the store, or not following the standard requirements in some cases,  if animal welfare was considered as part of these schemes, the fast food chain may see a score significantly lower for the unethical treatment of animals (ratings.food.gov.uk, 2018). 
Further investigation shows KFC have broken advertisement rules resulting in the removal of their advertisement for one of their products as it had been recorded that the advertisement was placed outside a school (Gallagher, 2018).  The Advertisement Standards Authority (ASA) rules dictate that that no medium can be used to advertise products that are high in fat, salt or sugar if more than 25% of the target audience will be under 16 years of age as the promotion of Junk food to children is discouraged for their mental and physical health (www.bbc.co.uk, 2018). This shows that KFC is not ‘legally responsible’ as they have broken advertisement laws, 
Ethical responsibilities are activities that are expected or prohibited by societal members even though they are not codified by law. The responsibility of KFC is to act ethical as an organisation (Carroll, 1991). KFC are not ethically responsible when it comes to chicken welfare as the chicken are chemically pumped to grow at a rate that’s three times faster than the normal growth and have done so since 1960 and reach the full-grown slaughter weight in 6 weeks (Woodhurst, 2017).   Investigating further, there are tremendous amounts of issues these chickens will face, such as having pressure put onto their organs and suffering from skin lesions, lameness and heart failure (www.worldanimalprotection.org.uk, 2018). 
In extreme cruelty cases,  these factory farm workers have punched, kicked and trodden on the heads of live chickens on these farms, the mistreatment went to lengths of pushing pieces of plastics through the beaks of chickens, if they have not had their beaks cut off to prevent them from fighting (Polansek, 2016).  Proving that KFC are not ‘ethically responsible’ because they cut the beaks off chickens to prevent them from fighting with each other when cooped up in cages. They are not ethically responsible as an organisation regarding animal cruelty and chicken welfare and are being forced to make changes to the treatment of animals. 
Philanthropic responsibilities are voluntary responsibilities that that reflect the current expectations of society towards the organisation showing them to be a good corporate citizen by demonstrating what they are giving back to the community (Grigore, 2010).  KFC set up a foundation back in 2015, the foundation was set up to support local charities and support the development of youths and young children as they deem to be passionate about this subject area, offering them safe spaces to socialise (www.kfc.co.uk, 2017).       This statement is quite controversial if KFC are claiming to be ‘philanthropically responsible’ because their advertisements were banned for the promotion of fast food to children although they state that they care about the development and wellbeing of children. 
By analysing Carroll’s pyramid of CSR, it shows that KFC are not socially responsible regarding legal, ethical and philanthropic responsibilities as they have not met the expectations, or the requirements needed to fulfil society in these categories. Although the achievement is there when it comes to economic responsibilities as the organisation is set to make profit. According to Crane and Matten, the CSR model does not ‘Address the problem of the obligations especially when culture manifests itself’ (Crane & Matten, 2010).  Because there are more than two problems with this framework and identifying KFC as socially responsible. 
The problems are evident when applying this theory to KFC, although economically responsible as they are making profit and exceeding expectations of analysts, as required to do so to be responsible, they do not fulfil the requirements that are needed for them to become legally and ethically responsible as an organisation.  This is because they have broken different laws and regulations when it comes to advertising products, and the welfare and treatment of the chickens they have used are currently yet to improve, although this may dive too much into the KFC budget for them to change the conditions these chickens are living in (Cox, 2015). As a conclusion, KFC would not be economically responsible if they were ethically responsible and so on (Visser, 2006).
[bookmark: _Toc8728646]2.2.2 Theories of CSR
According to Garriga and Mele (2004), there are four different types of mapped theories within CSR (Maimunah, 2009).  These theories are categorised as instrumental theories, political theories, integrative theories and ethical theories.  In this study there are only two theories that are being focused on, which are instrumental and integrative theories.
  Instrumental theories are only seen as ‘An instrument for wealth creation, in which its social activities mean to achieve economic results’ (Garriga & Mele, 2004)  this theory also relates to Milton Friedman’s stockholder theory as it’s a narrow and traditional emphasis on CSR. Integrative theories are focused on the ‘Satisfaction of social demands in corporations’ (Garriga & Mele, 2004). 

[bookmark: _Toc8728647]2.2.2.1 Stockholder Theory (Milton Friedman) 

Friedman states that ‘the social responsibility of a business is to increase its profits’  (Friedman, 1970). Articulating further, he suggests that the businesses ‘sole responsibility is to gain maximum profits and wealth for the stockholders’ (McAleer, 2003). The stockholder theory encourages organisations to maximise profits without taking any other stockholder considerations in place as long as they are complying with law regulations, so KFC can claim to be ‘socially responsible’ as an organisation if shareholders wealth is maximised whilst complying with law (Bowie & Werhane, 2004).  
The stockholder theory comes with controversial arguments when identifying what the sole purpose of the organisation is. The first assumption against this theory that Friedman states that ‘profit maximization is not just a fiduciary responsibility but also a social responsibility and in fact the only responsibility’ (Ekornes, 2013). From his capitalistic perspective, he suggests that it is not the businesses responsibility to provide employment, help the community or make life better for anyone other than the person who owns the business, the sole purpose for KFC is to just stick to making money (Jawad, 2018).  
Analysing further, this statement suggests that KFC do not need to worry about consumer needs in regards to the products they are using or how their awful unethical behaviour on chicken welfare and treatment of animals are being perused, if the profits of this organisation are maximised then that is all they need to worry about (Lin, 2015). 
The second assumption for Friedman’s stockholder theory underlines that businesses cannot have responsibility as only people have responsibilities (Jawad, 2018). This is quite a controversial statement to make as organisations should be morally responsible for consumer needs and demands, ‘if they are not morally responsible it may negatively impact consumers and stop them shopping at socially irresponsible companies’ (Crane & Matten, 2010). Furthermore, arguing this assumption consumers are likely to be susceptible to underlying factors that organisations like KFC have not addressed such as chicken welfare.  Yet they may be attracted to other ethical factors such as the convenience of fast food, where the restaurants are located and the price of these products (Smithers, 2011). 
Without investigating into KFC, consumers may not know how the company’s food is sourced and where it comes from, they may not know what animal cruelty KFC puts chickens through due to lack of knowledge. KFC are one of the top 5 market leaders (Statista.com, 2018) and due to possible lack of knowledge from consumers regarding animal welfare and other areas of KFC they are deemed to be successful and this is because its cheap, fast and convenient as 55% of American consumers use the drive thru as it is more convenient for them (Calveria, 2019). Additionally, KFC are acting unethically regarding animal welfare and are only recently trying to make changes as they have been targeted by organisations such as World Animal Protection to do so (www.worldanimalprotection.org.uk, 2018).
The final argument for this theory states that executives have obligations to stockholders, expanding further, it is believed that executives are hired to maximise the profits and that is their responsibility towards the organisation’s stockholders (Brett, 2015) and is an overall decision maker for that company (Healthfield, 2018). These managers have a fiduciary responsibility to run corporations efficiently and are there solely to please stockholders (Crane & Matten, 2010). Conflict may arise with this statement as it is argued that managers are humans too, therefore constantly making decisions to benefit stockholders can be extremely hard when trying to please everyone. 
There are many responsibilities for managers in KFC, their main responsibilities include customer satisfaction, including coaching, supporting and developing, showing leadership skills and motivating team members through driving sales (kfc.co.uk, 2017).  This shows that KFC are driven by good performance and making profit for the managers and other team members to make profit for the organisation, this suggests that Friedman’s assumption to how organisations work is being put in place. Further a due, managers are only employed to improve the performance of the organisation and to benefit the stockholders and other ethical issues are ignored. 
KFC complies with each assumption made by Friedman’s stockholder thesis, by looking at the research that has been conducted, the result on this theory clearly demonstrates that the organisation is insistence on aiming towards profit maximisation. With KFC attempting to keep their profits to a maximum there are other areas within the organisation that have been radically affected due to them trying to keep their costs to a minimum, such as focusing on important areas like chicken welfare even though the treatment is inhumane (Blyth, 2003). Furthermore, although the animal welfare is unethical; KFC are acting ethical within this theory as they are trying to maximise their profits for stockholders which is being achieved. 
Concluding this, the stockholder theory demonstrates that there are a number of responsibilities that KFC must follow so that this theory works, KFC are shown to be acting socially responsible as they are trying to maximise the wealth of these stockholders, although there are a number of identified arguments that have been put in place, there are problems that still occur in this organisation such as the welfare and treatment of animals and it shows that this side of the organisation is acting unethical, but when linked to the stockholder theory KFC demonstrate a clear view of how this theory works when applying it to the organisation. 

[bookmark: _Toc8728648]2.2.2.2 Problems with Friedman’s Stockholder Theory 

There are a number of identifying problems with Friedman’s stockholder theory, the first problem occurs as Friedman assumes that the natural constraints of the market are there to help keep organisations such as KFC in check, so if a company such as KFC is known to be dishonest or terrible towards their employees or consumers then it is known that consumers will not purchase any of the organisations products and will be more reluctant to do so (Jawad, 2018).
 This could damage KFC as a brand as there have been complications when it comes to staff, as a deaf couple state that KFC were rude to them and made it hard for her to order fast food at one of their restaurants. This could cause upset and loss of customers without sensitivity training given so that staff know what method to take when it comes to customer satisfaction, meaning that ethical responsibilities can be affected by poor customer service (nbc-2.com, 2018). 
Other problems that could be identified include the distribution of income which results from profit maximisation can be very unequal, and maximising profits can socially inefficient when costs are not paid (Jawad, 2018). Such as the chicken shortage that KFC experienced in the UK, due to their new partnered brands going through problems  the UK was in a KFC chicken crisis and were forced to operate short hours, or even close down their stores if they were not working with a very limited menu as there were no deliveries and shops were running out of this fast food product (Petkar, 2018). 

[bookmark: _Toc8728649]2.3 Stakeholder Theory (Edward Freeman) 

The stakeholder theory was a CSR theory that Edward freeman created formed around that of a stakeholder theory, He also argues that the interests of the stockholders should never outweigh the importance of any other stakeholders’ (Bowie & Werhane, 2004). The stakeholder theory is like Carroll’s theory of CSR. 
Freemans theory is believed to ensure that all stakeholders are equal of importance even if that means that they are not getting full benefit from it (Freeman, et al., 2004).  Managing stakeholders is when a business can be ‘understood as a set of relationships which have a stake within the activities that makes up the business’ and is about creating as much value for stakeholders as they can (Freeman, 2008).  The stakeholder theory diagram is shown below listed as (figure 2.3). 
[bookmark: _Toc8728119][bookmark: _Toc8728650]Figure 2.3: Stakeholder Diagram 
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(Freeman, 2008). 
Freemans definition defines a stakeholder as ‘Any group or individual who can affect or is affected by the achievement of the organisation’s objectives’ they can also be affected by the organisations policies (Freeman, 1984).  Stakeholders are also defined as creditors, employee’s, government, suppliers and even shareholders (Bragg, 2018). Not all stakeholders are equal; an organisations consumer are entitled to fair trading practicing, but they are not entitled to the same entitlement or consideration as the employees that work for the organisation (Jawad, 2018).
 KFC employees are entitled to career progression, and they reward their employees with bonuses given in retail gift vouchers up to the value of £200 for each employee every year (Jones, 2010). This shows that KFC are considered to be acting socially responsible in the eyes of freeman and his stakeholder theory, as one of the top 5 organisations in the fast food industry, KFC has started to show strengths in the treatment of their employees, by minimizing negative impacts on the organisation by rewarding employees and satisfying their interests (Jones, 2010). 
Comparing the stakeholder theory with Carroll’s pyramid of CSR, the sole responsibility of a company is to make a profit.  if the organisation are doing loyalty schemes for all workers such as giving them gift cards, then that could stop KFC from making full profit for the organisation and even for its stockholders, unless conscientious business decisions such as this one decide that this will benefit long term (Carroll, 1991). 
KFC are trying to improve their overall view on chicken welfare and are trying to become more ‘stakeholder based’ within this context. KFC are starting to listen to consumers and protesters that work for organisations like World Animal protection with the challenge that they improve their chicken welfare, and have paired with an organisation called Farm Animal Initiative (FAI) which specialises in welfare and agricultural ethics showing that these types of organisations conduct welfare audits on all farms where KFC purchase chicken (kfc.co.uk, 2018).  
The FAI have consistently called out to KFC asking them to improve their climate change their greenhouse gas (GHG) emissions and water use, investors are always analysing companies according to their ethical sustainable and governance performance, which are increasingly important to investors and new stakeholders (Win, 2019). 
With improvements being made KFC are looking for alternative ways to become transparent and believe this is the best way for them to improve their standards, this may lead to them wanting to be better as an organisation rather than trying to be the biggest (kfc.co.uk, 2018).
Furthermore, the relation to the Pyramid of CSR seems to be going in a different direction regarding becoming ethical as a fast food organisation, by improving other areas such as animal welfare. Slowly it shows that KFC are trying to prove that other areas rather than just profit maximisation are slowly being looked at in hope the development standards becomes better and the organisation achieves becoming ethical as KFC are still using chickens that are being pumped to grow at an unnatural rate and are still using factory farms as a distributor for their meat (www.worldanimalprotection.org.uk, 2018). 
The stakeholder theory also links to utilitarianism. Utilitarianism is a moral type theory and is there to help identify wrong and right actions, it states that an action is right only if there are good consequences and if the action fails it is because there are bad consequences, it states that the principle focus is to maximise utility (Gray, 2014).
 KFC links to utilitarianism in several ways and shows fried chicken off to its full utilitarian potential, the fast food chains marketing schemes have come up with original, creative ways to advertise and sell to audiences. An example would be to use KFC’s fried chicken and applying it to events outside the normal fast food restaurant criteria, and KFC introduced the Drumstick corsage. 
This was a limited edition and custom-made corsage that contained a chicken drumstick as the featuring piece and was priced at $20 stating that it’ll be a night that both participants at prom would remember, suggesting that traditional romantic gestures are a thing of the past and this technology of replacing items with fried chicken is the future (O'Neal, 2009). Although this sounds oddly satisfying, this would not work when it comes to food hygiene and food standards authority in the UK. There are precise rules and regulations that need to be followed and could be unethical or unhealthy for human consumption. In perspective, KFC need to analyse further into correcting their treatment in animal welfare practices rather than trying to brand and misuse the treatment of animal welfare as unethical fashion statements.  
Another reason as to why KFC relates to utilitarianism could be the way in which the advertise their products, KFC have several different deals that are on daily, such as the chicken Tuesday deal which is 9 pieces of fried chicken for £6.99. the organisation has many deals to cater for different types of consumers including families, groups and individuals, creating different meal packages to cater for all needs (kfc.co.uk, 2019). 
 By doing this they are influencing consumer decisions and increasing sales and profits as they are doing deals that may target family audiences or groups of people to continue or to influence them to eat at their store. This links to the CSR pyramid as they are trying to meet all responsibilities by trying to maximise their profits but also listening to consumer wants and demands whilst keeping their shareholders happy and treating all stockholders equally. 
From a theoretical perspective, KFC shows signs that they are changing to meet customer needs and animal welfare in an ethical way, but progress is slow, and it is unsure when animal welfare practices will affectively be put in to place. They will need to meet the needs and requirements that so many consumers and investors want to make a positive change to the treatment of animals and chicken welfare. 
Overall, KFC are not operating in a socially responsible way due to lack of care and attention within their animal welfare commitments so that the chickens used are not just treat unethically, but to dispel rumours that the chicken used are mutant (Best, 2015).  

[bookmark: _Toc8728651]2.3.1 Criticisms of Stakeholder Theory

The stakeholder theory is one of the theories that has been criticized and debated for its lack of attention when it comes to the success of an organisation/business. There are several theoretical problems identified when using this theory to analyse the success of a business. this theory struggles to support the focuses of a business and to guide where the success of KFC should go first.
 It demonstrates that the success of the business is shared equally with no regards to the business solely becoming successful. Pointing out that all stakeholders are equal, but all stakeholders have different desires and needs, making it unmanageably harder to satisfy (Ambler & Simpson, 1995). 
Furthermore, KFC do not relate to this theory, their sole aim is about creating a profit for the business and trying to maximise the profits for that business, they are not doing this by the organisation’s poor treatment of animals. Therefore, by linking to utilitarianism and trying to sell different products daily through deals they attract a different range of audiences, it demonstrates they are trying to maximise profits rather than listen to stakeholders (kfc.co.uk, 2019). 
The stakeholder theory has no means when it comes to KFC though it is suggested that they are not listening to stakeholder desires. The theory can only be applied once they start to improve their chicken welfare and treatment of animals, by listening to all stakeholder requirements to improve their carbon footprint and become ethically responsible as a business instead of just listening to stakeholders in a more powerful and interesting position within the organisation (Sternberg, 1999).  
[bookmark: _Toc8728652]2.4 Stakeholder Map 

 The stakeholder mapping model is formally known as the Mendelow Matrix, the matrix is a method that is used for mapping stakeholders ‘Building on the notions of interest and power’ (Matirosyan & Vashakmadze, 2014).  Further study shows that the stakeholders’ power is referred to how much ability they have too affect the organisation, while the interest is based on the ‘desire to influence’ (Matirosyan & Vashakmadze, 2014). 
The power/interest matrix (see figure 2.4) is a two-dimensional map that is made up of four stakeholder types in which the organisations power and interest are assessed based on their actions, it is used to establish the type of relationship that the organisation should approach for each group of stakeholders which could differ (Sharma, 2003). 
[bookmark: _Toc8728122][bookmark: _Toc8728653]Figure 2.4 Power/Interest Matrix 
[image: Image result for mendelow stakeholder matrix]
(Mendelow, 1991) 
There are 6 main stakeholders at KFC, they include their employees, customers, suppliers, shareholders, environment and the governments. When applying the stakeholder map to KFC as an organisation, customers are named as an important stakeholder as these are the consumers that are being targeted to spend money in the fast food industry (Romeo, 2017). 
The ‘keep informed’ segment of this power/interest matrix is for the stakeholders that show a high interest in the organisation, but have low power when it comes to the business running, there are no clear stakeholders to fulfil this group for KFC when it comes to the business Corporate social responsibilities and other policies for this business (Carroll & Buchholtz, 1999). 
The ‘monitor segment’ is identified for stakeholders that have low power and low interest in this business suggested by Carroll and Buchholtz, the stakeholders that are deemed to sit in this sector would be the employees (Carroll & Buchholtz, 1999). This is suggested as they do not have the power or the interest when looking into CSR and other policies such as animal welfare,  they are there to work so it is deemed that there is no real interest when it comes to what goes on within the business its self, but they are there to work for the company and have no power to tackle the unethical elements of this business but are there for different opportunities when it coms to work (Paterson, 2011). 
‘Keep satisfied’ is the category that has high power and low interest (Carroll & Buchholtz, 1999). This is the category that customers would fall into, this is because they are one of the most important stakeholders a business can have, reasons have been suggested as they have a huge baring when it comes to the performance of the organisation. They are constantly demanding new wants and needs from fast food restaurants, although they may not be interested in the CSR policies that should be in place, but they are fixated on good quality of food and the price of it, needing to be kept satisfied (Mondurailingham & Subramani., 2015). 
Lastly, the ‘manage closely’ is the category that stakeholders that have high power and high interest in the business fall into (Carroll & Buchholtz, 1999). There are multiple stakeholders that do fall into this category which include pressure groups, these are customers that have higher interest and power, these are known to have higher interest and power as they can have a significant influence on the image of the company. These are the customers that are demanding change from KFC to change some policies such as their animal welfare and can have an impact on them to make this change so that their profit from customers purchasing fast food from the stores is not having a negative impact or declining (Reuters, 2016). 
Governments and shareholders both fall into this category as do suppliers, suppliers have high power and interest for the company as without them they will not be able to serve fast food to their customers, and if they can not then this will have a negative impact on the business running successfully, although due to the change of suppliers in 2018, KFC suffered throughout the UK as there was a shortage on chicken being supplied to the stores, having consequences such as KFC having to shut down restaurants or only being able to order certain items from their menu (Weaver, 2018). 
Furthermore, shareholders have a significantly high power and interest ratio against KFC shareholders have the right to make decisions to ensure that they are still profiting from their investments into the business, governments are the stakeholders that control regulations, ensuring that there are set ‘directives’ put in place, therefore if KFC break the rules and regulations that are put in place then this could have a negative impact for the business and they must be followed closely (Linert, 2018). 



[bookmark: _Toc8728654]2.4.1 Limitations of Power/Interest Matrix 

For those who use the Mendelow Matrix (1991) there are some limitations to this type of theory, although it’s a useful tool that can be used to determine the frequency and importance of communication with stakeholders of a business, it could result in the company analysts paying more attention to one type of stakeholder rather than the other when relating to whom has the most interest and the most power.
 Although all the stakeholders have been assigned categories as to where they would be in the analysis of this theory, the power and the interest of all these stakeholders could change and do change if the circumstances within the business change. 
Furthermore, to prevent dramatic changes further down the line all stakeholders should be analysed equally and made sure that if there are problems then this theory can be used to its full potential when it comes to KFC CSR and animal welfare policies (BA Techniques, 2013). 


The next chapter will consist of relevant ideologies and models to outline how the research will be collected for this report and give justification why these methods were specifically chosen to improve the findings being conducted for this report. 



[bookmark: _Toc8728655]3.0 Chapter 3 - Research Methodology 
3.1 [bookmark: _Toc8728656]Introduction 

The purpose of this chapter is to conduct relevant research methods to be used within this project and to help the researcher with the way in which this should be managed. This will be done by using all relevant models and tools. Careful consideration will be given as there are potential difficulties attached to the research process and with the research that is related to the study that has been chosen.  The Aim for this dissertation is an exploratory study evaluating how consumers attitudes are affected towards ethical fast food consumption. 
The first objective is to conduct a literature review to assess current understanding within the topic that has been chosen to be researched which the researcher has achieved. The other objectives include looking at what corporate social responsibility and other aspects of business play regarding the impact they have within a business and how this affects consumers, to critically analyse why these areas of the business have an impact on consumers attitudes to ethical fast food consumption and evaluating all research and data, making recommendations of other researches choose to investigate this topic further. 
[bookmark: _Toc8728657]3.2 Methodology 

Research is defined as a “Systematic way of gathering data that provides scientific information and theories for the explanation of the nature and the properties of the world” furthering the definition, research can be “Subdivided into different classifications according to their academic and application disciplines” (Armstrong & Sperry, 1994). Other definitions suggest that research is the “Process of steps used to collect and analyse information to increase our understanding on the topic or the issue” (Creswell, 2008).  
Primary research is defined as a “Fundamental research method that is designed to meet specific and unique needs, this method of research is collected by an individual directly from another individual giving you specific results” (Devault, 2018). 
Saunders et al (2007) created a research concept that is formally known as the ‘research onion’ (See Figure 3.2) the research onion is a tool used to conduct research, the research onion is used to research effectively and what the onion is going to uncover. The onion shows that there are six different layers that it contains when conducting research methodology, further study indicates that the onion can be adapted to become suitable to many methodologies (Saunders, et al., 2007). 
The research onion is a method that is proposed by Saunders et al (2007), the onion is a broken-down strategy that guides the researcher on how it should be developed. As shown above, the research onion gives the researcher an inside of what needs to be included the core of the onion shows data collection and data analysis which links to techniques and procedures including time horizon, philosophy and techniques and procedures.  These are key labels that inform the researcher on what should be included to meet the aims and objectives of the dissertation (Saunders, et al., 2007). 






[bookmark: _Toc8728127][bookmark: _Toc8728658]Figure 3.2: Saunders Research Onion
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(Saunders, et al., 2007) 

[bookmark: _Toc8728659]3.3 Research Paradigm 

A research paradigm is an “Approach or a research model to conducting a research that has been verified by the research community for a long period of time” (ReadingCraze.com, 2017). Following Saunders et al definition, it’s a “Way of examining social phenomena from which the understandings of these phenomena  can be gained and explanations can then be attempted” these paradigms are used not just for conducting research, but also the planning of research (Saunders, et al., 2007). 
This dissertation consists of primary research being conducted through questionnaires. This means that the data that has been collected will be the opinions of each person who agreed to take part and fill in the questionnaire, based on their own personal opinion and knowledge.  By undertaking these questionnaires, the research collected would be part of the interpretivism approach.
 The reason this dissertation will be part of the interpretivism approach is because the data collected will be small but detailed, therefore the findings will be linked to qualitative data. The report conducted if focusing on CSR ethical issues within KFC and how they affect consumer purchasing behaviours. This is the reason why the report will include small findings at a detailed knowledge to gain constructive knowledge and understanding on the topic chosen. All research collected will produce writing findings in detail and used within the report to get a better understanding of ethical issues that may affect consumer behaviours (Saunders, et al., 2016). 

[bookmark: _Toc8728660]3.4 Research Approaches 

This report will consist of one research approach, as there is only one research instrument that is being used within this dissertation as it’s a singular approach, the approach that is being used is the deductive approach. A deductive approach normally “starts with a hypothesis and is usually used when testing theory” (Gabriel, 2013).  
The survey that has been conducted links to the deductive approach, this is because the theory that the dissertation is focusing on has already been explored, the researcher plans on expanding the theory to collect research to develop and retrieve further knowledge within this sector (O'Reilly, 2009). Furthermore, the surveys that are being used to collect data with accomplish further ethical issues and will test something that is already known. 

[bookmark: _Toc8728661]3.5 Methodological Choice 

This dissertation consists of one methodological choice which is the ‘mono-method qualitative’. The reason why this dissertation consists of this method is since the research that has been conducted with the use of one qualitative research instrument. By using this research instrument, it induces the use of qualitative data analysis requirements and procedures. 
 According to Saunders et al, qualitative research is used about any data that produces non-numerical data or uses non-numerical data (Saunders, et al., 2007). Further investigation shows that qualitative data is conceptual as it is “Concerned with understanding human behaviour from the informant’s perspective” (McLeod, 2017). 
The survey contains both open ended and closed ended questions, the closed ended questions links to positivism, reasons suggest that they are linked as they are based on specific scientific data (Serva, 2015). This type of question also links to the deductive approach as there are masses of quantitative data that has been used within the research and collection of data. 
The open-ended questions links to interpretivism, this is because they use the inductive approach. This approach is because the inductive method “Is concerned with the generation of new theory emerging through data, by focusing on exploring new phenomena or previously researched phenomena from a different perspective” this type of research contains qualitative data (Gabriel, 2013).

[bookmark: _Toc8728662]3.6 Research Strategy 

This dissertation contains one method of research in the form of questionnaires. The result of these questionnaires will be transformed into survey strategies. These surveys will take a dominant role when it comes to this report, this is because they come with many benefits, including being useful for describing characteristics of larger populations, so this dissertation can aim to reach more people through the format of these questionnaire surveys, giving the researcher a more in depth view of data to analyse and reaching a wider target audience, although there are some limitations for choosing this type of method of research (DeFranzo, 2012). 
Surveys are known to be very beneficial when for reports as they are time-effective. This is because they can be filled in online, sent through email communications or filled out in populated areas where there are people. Getting research collected can be beneficial and easier to do than some other methods, the benefits include being able to collect a high amount of statistics and data within a small period (DeFranzo, 2012). 
There are some limitations of using questionnaires and surveys to collect data, one of the limitations are that there could be unanswered questions that people have missed, this can result in having questions with a higher answer rate than other questions. Other disadvantages of using questionnaires can include having questions that are hard to analyse, this is because you have had a high response rate and all responses have different answers making it harder to analyse. Other problems suggested can include respondents having a hidden agenda, this may be that participants may have an interest in what the questionnaire/survey is trying to achieve, but others may only participate solely because the topic is intriguing (Debois, 2019)
[bookmark: _Toc8728663]3.7 Time Horizon 

Time horizon is a method that has been utilized from the ‘research onion’ and is the cross-section of this report. Cross sections are defined as “looking at people who differ on one key characteristic and one giving point of time” (Cherry, 2019). The data is collected at the same time from people who are normally like one another based on their characteristics in large or small groups. Therefore, cross-sectioning allows qualitative and quantitative data researched to be used at the same time. It proves to be beneficial when using this certain tool to collect data with time constraints (Saunders, et al., 2007). 
Furthermore, with the use of cross sectioning this report allowed the data to be collected within a set time scale and plays a key role in the completion of the report within the time scale given. 

[bookmark: _Toc8728664]3.8 Research Data Collection 

There are four main methods of research that are used when it comes to research data collection, these are experimental, case-study, surveys and exploratory (Jankowicz, 2005). For this dissertation, explicatory method is being used as the report presents qualitative research. Reasons for this is because the report aims to investigate current issues that are being underlined within the business both past and present findings which has been investigated by the researcher in hope that the research will underline any current ethical issues that may change in the future (Jankowicz, 2005). 
One method of data collection has been used in this dissertation and this is the questionnaires/survey method.  By running these the researcher can ask detailed questions to participants to get their opinion on the issues that the researcher is trying to undertake research in to complete this dissertation
[bookmark: _Toc8728665]3.9 Research Data Analysis 

The data collected consisted of both qualitative and quantitative data, this is down to the surveys that have been conducted. By conducting these surveys, some of the questions contained open ended questions which is where the qualitative findings are put into place.  By using open ended questions, it let the researcher gain in-depth statistics and gain knowledge from participants and give a clear understanding of issues that are underlying within the chosen topic.
 The data from the open-ended questions was reduced to make sure the most useful and effective information was being gained.  By using appropriate tools and methods such as charts and graphs, the researcher can widespread areas that were needed to present useful information, also making all data easier to read and understand and to analyse into a conclusion (Saunders, et al., 2007). 

[bookmark: _Toc8728666]3.10 Sampling 

A sample is when a ‘subset’ within a population is used to represent an entire group, these are aspects that should have a relation to the main study or the research (Cherry, 2018).  Sampling is a method that is used, as it is unlikely to be able to get data from every single person individually, although collecting s much data as possible is beneficial, by sampling data it is more likely to chose a fewer amount of individuals that can present for the rest of the group (Cherry, 2018). 
The sample that has been used for this dissertation includes 75 individuals that have filled out the questionnaires showing different statistics for the questions that were asked for a more detailed understanding about the topic that has been researched known as a convenience sample, if they have eaten fast food specifically from KFC. By doing this the data will show a wide range of research where similarities and differences can be formulated between the individuals who participated in the questionnaire. As this is qualitative, this will have to be analysed and observed by the researcher. 
Snowball sampling has also been used, this is since friends and families have shared links to the questionnaires between their friends and associates (Crossman, 2019). 
[bookmark: _Toc8728667]3.11 Survey Design 

The questionnaire was designed so that there were a wide range of participants being able to take part, the survey was created based on issues that had emerged from the literature review. Acknowledged by the researcher, the topic aims to gets a wider knowledge and a larger opinion based on what the researcher is trying to investigate.  Although there was no set agenda to the survey, the researcher wanted to make sure that there were a different range of views and opinions from everyone who participated, or an argument that could be initialised and created from other opinions making sure that research was covered in different areas. 
The interview questions were writing, analysed and re-worked on to make sure that the researcher was including every important aspect of what they were researching making sure that the questions were done in a way in which the participants would understand what they were asking.  There questionnaire contained of 22 different and open questions making sure that thy were clear and fully understanding enough for the audience that they were trying to attract.  Safety was taken into consideration by the researcher so that all participles felt safe and secure with anonymity in hope they gave honest answers and opinions.  
This was done instead of having one to one communication with the interviewee as that may have affected the results that the researcher was looking to get. The questionnaire was designed and released using Google Forms and was sent to the participants via a hyperlink. 
[bookmark: _Toc8728668]3.12 Pilot Study 

A pilot study is a small-scale study that is conducted to help the researcher to identify or refine a research question to help figure out what methods are best to help pursue a project. In the researchers case the pilot study was used to help identify and rework the questionnaire so that it was understandable to the audience that was participating, helping the researcher to perform it to a better standard (Crossman, 2019). 
Once the first template was successfully completed, the researcher completed a pilot study. this was done by creating the survey and then submitting it to google forms, before sending a link out to a few participants to complete, this allowed the researcher to analyse if the selected participants understood the questions before making improvements so that all participants would understand what was asked.  The pilot-study gave the researcher an insight on how the questions should be improved to become more understandable. 

[bookmark: _Toc8728669]3.13 Distribution of Surveys 

The primary research for this dissertation was communicated through the distribution of questionnaires using an online website (google Forms). Through the website the researcher came up with a few different questions and posted them on Google Forms, this is where they set a hyperlink up in which the questionnaires could be accessed. 
Because of this, the distribution of the survey questions through this process was made less time consuming and easier for the researcher. This shows how many people have filled in the survey and gives the researcher an idea of how different the responses are, and all the participant had to do was click the link that was provided to them to fill the questionnaire out.
[bookmark: _Toc8728670]3.14 Reliability and Validity 

Every piece of research needs to display its reliability and validity, reliability is suggested to be the “Degree to which a measurement instrument gives the same result each time that the method is used” (Crossman, 2018). Expanding further, Golafshani defines reliability as “The extent as to which results are consistent over a timeframe an if the results are produced under a similar methodology, then the instrument used can be sourced as reliable”  (Golafshani, 2003). 
Analysing further, the researcher needs to question whether there is enough information in the chapter or in this report that has been undertaken. Theoretically, the report that the researcher has undertaken could be further researched by others and studies could dive further into retrieving information for this subject. In addition, this report could significantly be improved by analysing further into the subject or by covering different areas within the subject that has been chosen. This could be done by using different methods of research and by using different instruments without duplicating the result outcome from this report.  
Validity is described to “Determine whether the research measures in which it was intended to measure, or how truthful the results are from the research that was conducted” (Golafshani, 2003).  furthering the definition, Golafshani stated that the researchers genuinely “Determine” Validity by asking several questions and will normally look for the research that has been conducted by others (Golafshani, 2003). 
Validity needed to be taken into consideration by the researcher, reason for this include if the questions that were asked were to standard, or if there was anything that needed to be asked but wasn’t in the questionnaire. If the data collected from participants were answered honestly and truthfully on their behalf.  Warren and Tweeddale (2002) say that surveys are an appropriate way of collecting sensitive data, reasons suggest because of this method, people are more likely to give their honest opinions and beliefs without feeling intimidated by face to face questioning. 
[bookmark: _Toc8728671]3.15 Limitations and Ethical Considerations 

There are many limitations that the researcher has come across within the writing of this dissertation. One limitation could be the questionnaire. One of the limitations for the questionnaire was coming up with appropriate questions that were understandable to the audience that the researcher was targeting, this was achieved by writing questions that the target audience could understand and give answers to when they needed to and the researcher being able to collect the relevant data that was needed for the report and the case study that was being investigated. Another limitation to do with the questionnaire was coming up with good quality questions that could have been useful after the questionnaire was already submitted online ready tor all participants to fill in. 
Some other limitations that the researcher criticised themselves with were designing the questionnaire, making sure that all questions were structured to a good quality so that all questions related to the same issue were in the same area and flowed well, therefore obtaining the achievement that the questionnaire flowed correctly and was understandable both to the researcher and the participants. The researcher wanted to create a design that was well thought through and didn’t lack quality when it came to visuals. 
There were a few limitations when it came to collecting data, overall it proved to be very time consuming, and getting participants to fill out the survey was a big task to do especially when applying time constraints against this dissertation to the time that it needed to be completed.  If time constraints were non-existent, the researcher could have used other methods to collect data given a more in-depth and detailed analysis of data and research for the report. 


The next chapter of this report will present the main findings from all the research that has been collected. These findings will now be analysed to discover any themes and patterns that may have occurred giving the researcher a better understanding to the consumers attitudes towards KFC and their ethical performance.



[bookmark: _Toc8728672]Chapter 4 – Data Analysis 

[bookmark: _Toc8728673]4.1 Introduction 

This chapter will focus on the primary data that has been collected by the researcher. The research will be critically analysed to see if there are any patterns and themes that are underlying. By analysing the data, the researcher will have an insight on how Participants who Purchase fast food are influenced and how Ethically responsible KFC as a business is, and how these consumers are having an Impact on the fast food chain. The researcher will discuss the Data analysis process for this dissertation before the Data findings and Data analysis is analysed and presented by the researcher. 
[bookmark: _Toc8728674]4.2 Data Analysis Process

Firstly, the researcher has to define what was needed from the data that was collected making sure that it linked to the purpose of the dissertation, which was to explore consumers attitudes towards ethical fast food consumption and why this effects fast food chains such as KFC (Pickell, 2019). The primary data that has been collected will be analysed using the content analysis in the form of thematic analysis in this chapter. Thematic analysis is defined as the “process of identifying themes or patterns within qualitative data (Braun & Clark, 2006). 
To understand the data that has been collected, the researcher will use descriptive statistics to help analyse the data that has been researched through the form of questionnaires/ surveys. descriptive statistics involves ‘summarising’ and organising’ data so that it can be easily understood helping to describe the data in a sample. This data will be presented through graphs, utilizing the data so that any patterns or themes are easier to detect (Sarang, 2018). 
Much of the data that has been collected will be qualitative. As it is qualitative, Qualitative Data Analysis (QDA) will be applied.  QDA is the “Range of processes and procedures that are used from the qualitative data that has been collected in some form of explanation” (Taylor & Gibbs, 2010). The Matrix Method (MM) will be used in the data analysis. The Matrix Method is a method the researcher will use which involves coding, so that the data reveals any unhidden patterns that occur (Macfarlan, 2018). 
[bookmark: _Toc8728675]4.3 Findings Background 
As the researcher’s method of research was through the form of questionnaires, he researcher did not have to keep details of each person that had participated in providing information for the researcher to analyse. Therefore, as all the transcripts are automatically logged there was less of a risk of losing information or having to keep each questionnaire logged, saving time and having transcripts ready to be analysed when enough data has been collected for the researcher to analyse and Identify any themes that may occur (Silverman, 2011). 
All the people who had participated within the questionnaire had no association with KFC other than being consumers, as the researcher made sure that the results were 100% honest and that the answers that were given to the researcher by all participants were not influenced. All participants that filled out questionnaires’ identity was ensured to be anonymous so that they could answer all questions freely and to their own honesty. The researcher ensured that all participants were over the age of 18 and questions were understandable so that there was no confusion when filling them out. 
 
[bookmark: _Toc8728676]4.4 Data Analysis 

[bookmark: _Toc8728146][bookmark: _Toc8728677]Figure 4.4: Graph of Results for Question 1

The first question the participants were asked was what dietary category they are in, this gives the researcher an insight of what the audience dietary requirements are. This was asked so that the researcher gained an insight in what the participants meal choices are, the findings from the data received indicates that 63 people stated that they were Carnivores, so most participants are meat eaters. Six are Vegetarians, two are pescatarian, one is Vegan and three participants voted “Other” in this category choice which included Wheat-free. This was asked to see if this had an impact on further questions that were asked in relation to chapter two of this dissertation. As it shows, the carnivore diet is shown to be the most common dietary choice in consumer consumption (Hoag, 2013). 

[bookmark: _Toc8728147][bookmark: _Toc8728678]Figure 4.5: Graph of Results for Question 2

Out of 75 participants that filled out the questionnaire. 74 of them stated that they are a fast food consumer making 99% up of the questionnaires and only one participant (the remaining 1%) states that they do not consume fast food, as figure 4.4 shows many of the participants are carnivores. KFC are a meat selling fast food chain as they sell Fried chicken. By looking at the primary data collected, this shows that Most people who do consume fast food are meat eaters and contribute to fast food chains success such as KFC. Therefore, they are amongst one of the most successful fast food chains. If there were less carnivores then KFC as the suppliers could be impacted with their sales for serving chicken as fast food (Hoag, 2013). 

[bookmark: _Toc8728148][bookmark: _Toc8728679]Figure 4.6: Graph of Results for Question 4

The researcher had asked participants what the reasons were for purchasing fast food, given them three elements to chose from which include, Convenience, Social reasons, or because they Like to purchase fast food. As shown in the graph above, Convenience is proven to be the most common occurred answer with statistics showing that 55% of consumers use fast food for convenience with 41 respondents stating this is the reason that they purchase fast food. Reasons believe it is down to time. As fast food from restaurants like KFC can have meals that you have ordered within minutes, so if consumers are in a rush they only must wait a matter of minutes to get a meal instead of cooking at home. Affordability also plays a key role in convenience, as fast food is cheap to purchase, so for a couple of pounds you can get a meal that is tasty, affordable and not time consuming (Lama, 2019). 
32% stated that the reasons they purchase fast food is for social reasons such as going out with friends. By doing this, it can be down to price as fast food is cheap to purchase, and having restaurants there is somewhere to sit and talk over a quick, convenient meal, going somewhere that you and your friends know, knowing what products they sell at that food chain, keeping social interactions up and prices on food low (Lama, 2019). 
The remaining 13% of participants said that they purchase fast food because they “enjoy it” this may be because the meals that are served are not only cheap and convenient, but because they are “tasty “and they enjoy what they are eating such as fried chicken from KFC (Lama, 2019).
Overall, the data shown for this question shows that fast food is used for several different reasons and convenience of these products plays a big role when it comes to fast food purchases. This also links to the third objective by analysing the impact that this area within the business has on consumer attitudes, as convenience of these products has an impact on the organisation. If the products that are being purchased based on convenience then this has an impact on consumer attitudes and ethical fast food consumption. 
[bookmark: _Toc8728149][bookmark: _Toc8728680]Figure 4.7: Graph of Results for Question 9

Question 9 asked the participants if marketing schemes such as advertising new products, influence their purchasing decisions.  when looking at figure 4.7 above, 52% (39) of people that participated in the questionnaire stated that marketing schemes do influence their purchasing decisions. Marketing schemes such as the advertisement of new products helps boosts consumer purchasing, this is because when new products are brought to the market, this influences consumers to try something ‘new’ away from the products that they normally purchase or are used to seeing on the menu as KFC’s original recipe Chicken which is one of their items that has been on the menu for a long period of time, compared to the newer products they are bringing out such as their newer products using the bacon burger as an example. The researcher has discovered that due to people being influenced by marketing, the majority of consumers are looking for new things to try, and as a result of this, KFC are attracting Consumer purchases from old and new customers, boosting profit for their organisation (KFC.co.uk, 2019). 
Looking at the data, 13% (10) stated that marketing schemes may influence their purchasing decisions. These participants purchasing decisions may be influenced if they see something that they may like to try, so visual representation of these products may play a key role in consumers decision to purchase items from KFC, boosting sales and profit for the organisation (Moon, 2014). Furthermore, the remaining 13% stated that marketing schemes would not influence their purchasing decisions, showing that they will purchase it if they want it, and not because it has been marketed towards fast food consumers to try and influence their purchasing decisions and confirming a discovery in chapter 2. This also links to the third objective within this dissertation, as products are marketed, consumers are influenced to purchase these products. Therefore, consumers attitudes are influenced by marketing schemes and they are likely to purchase these new items for consumption. 

[bookmark: _Toc8728150][bookmark: _Toc8728681]Figure 4.8: Graph of Results for Question 13

Question 13 asks the participants if seeing sugar and fat levels in children’s meals and drinks, would that influence them to choose healthier options for their children if they were available. 65 out of the 75 participants who filled out the questionnaire stated that if they knew about how much sugar and fat were in meals that they were buying for their children and the option of having healthier choices with their meals were available then they would purchase the heathier options. As fast food products are known to contain high sources of fat and sugar in their products, having healthier alternatives to food especially in children’s meals and drinks would change purchasing decisions made by consumers, without affecting Custom at KFC. 
These results show the researcher that having healthier products may influence consumers to want to purchase healthier substitutes as part of their children’s meal, and in the long run KFC could profit more money by listening to these consumer wants. Whilst helping cut down the intake of children’s fat and sugar levels when ordering fast food at their restaurants and could help prevent the increase of obesity within children in the UK (bbc.co.uk, 2018). Furthermore, 10 participants out of 75 stated that seeing how much fat and sugar are in KFC fast food products does not influence them and having healthier options available for their children would not influence their purchasing decisions. 

[bookmark: _Toc8728151][bookmark: _Toc8728682]Figure 4.9 Graph of Results for Question 15

For question 15, the researcher asked the participants if they considered animal welfare and the treatment of animals important. As shown above, 87% (65 out of 75) of the consumers that were asked stated that the treatment of animals and animal welfare is considerably important to them. This gives the researcher an insight on the overall importance of the treatment of animals and how consumers care about the treatment or the miss treatment of the animals that are being used within KFC for ethical fast food consumption.
 As shown in the above graph, the primary data that has been collected to give readers and the researcher an overview of what is important to consumers who are purchasing fast food from KFC whom claim to be ethically responsible as a business. Overall, the majority stated the importance of animal welfare, and outweighed the remaining 13% (10 out of 75) of participants who confirmed they believe animal welfare is not of importance to them.


[bookmark: _Toc8728152][bookmark: _Toc8728683]Figure 4.10 Graph of Results for Question 17

For question 17, the researcher asked the participants if KFC changed their mistreatment of animals to become more ethical and sustainable, but prices were inflated because of correct treatment, would they be more likely to purchase their products. As shown in the results above, 76% said that they would be more inclined to purchase products from KFC if prices were inflated due to the correct treatment of animals. This gives the researcher an insight to the importance of correct treatment of animals and the importance of animal welfare to consumers. 
KFC have proved to be unsuccessful with being ‘ethically responsible’ as a business in relation to animal welfare found in chapter 2. By having inhumane living conditions and poor treatment of animals, and letting consumers believe that their animal welfare is up to standard is deemed as “fraudulent” (CIWF.org.uk, 2017). Although it has allowed KFC prices to be affordable in relation to other competitive markets. Because of this, animal organisations such as World Animal Protection have called out to KFC to change their chicken welfare and animal welfare policies (www.worldanimalprotection.org.uk, 2018). 
The primary data the researcher has collected has given an insight to consumers opinions, most of the participants state that if prices were increased on fast food at KFC because animals are being treated correctly and in a humane way, then they would still be influenced to purchase food from the fast-food chain. Therefore, if KFC listened to their consumers wants and needs by changing living conditions for animals by investing in animal welfare, consumers would see that their desires are being met and will be more inclined to purchase products and KFC could claim that they are ethically responsible and are listening to consumers and are given back to the community needs by listening to them (Iwannanda, et al., 2017).  Furthermore, not all participants said they would be more inclined to purchase products if there was an increase in price if KFC chose to try and become more ethical and sustainable as an organisation. 24% (18 participants) stated that they are not inclined.
[bookmark: _Toc8728153][bookmark: _Toc8728684]Figure 4.11 Graph of Results for Question 21

Question 21 asked the participants After gaining knowledge about KFC’s limitations when it comes to animal welfare, would you consider then ethical as an organisation? By analysing the data, the results showed that 56% of people who filled out the questionnaire after gaining knowledge about KFC animal welfare did not think that they were acting ethically as an organisation. 37% chose maybe regarding the question and 7% of the participants thought that they were ethical as an organisation. As more information is now being provided through technology people are realising how businesses are underperforming.
By looking at the data provided, the researcher can see that now the participants have knowledge on KFC and their animal welfare policy, that they are not acting ‘ethical’ as an organisation. These findings show that with information through secondary research and using research methods such as the internet, KFC consumers are realising how ‘unethical’ the organisation is when it comes to their Chicken welfare and Animal rights policy. Other consumer groups such as World Animal Protection are now calling KFC out and showing other consumers who have limited knowledge how they treat the Animals that these consumers are eating. Therefore, this is having a negative affect on the company regarding consumer purchasing and ethical fast food consumption (Woodhurst, 2017). 
Now that these focus groups are providing additional information on KFC and its Animal welfare policies it shows that they are not taking responsibility for their actions when it comes to animal rights and Ethical behaviour with chicken welfare (Blyth, 2003). 
This could have had an influence over the other participants that provided the answer ‘maybe’ (37%) in the questionnaire as they can’t decide if KFC is acting ethical as an organisation and may look for more additional information online to see ow they are mistreating animals. Overall, many of the participants have agreed with the researcher that KFC is not acting ethical as an organisation, proving that this links in with ethical responsibilities in chapter 2 
For the remaining 7% of participants who stated that they are acting ethical as an organisation, these results overall indicate that there are improvements needing to be made by KFC for them to claim to be ethically responsible as a business and for overall customer satisfaction. 
The Findings within this chapter identified several themes that related to consumer attitudes towards ethical fast food consumption an will be discussed further in chapter 5. The findings include: 
· The main dietary choice for consumers eating at fast food chains is the carnivore dietary.
· Fast food consumption is a popular choice when it comes to the food industry and the reasons it is popular is because of convenience, social reasons and because it is cheap for consumers. 
· Many consumers would consider healthier options for themselves and their children if they were available.
· Many consumers feel that animal welfare policies should be taken serious and correct treatment of animals is a must.
· Consumers are more influenced to purchase fast food if prices were inflated due to correct treatment of animals and animal welfare policies.
· Wanting fast food chains to listen to consumer demands such as the improvement of animal welfare, to become successfully sustainable and ethical as an organisation. 













[bookmark: _Toc8728685]5.0 Chapter 5 – Conclusion and Recommendations 

This chapter will discuss what findings the researcher has discovered through the data analysis section in the previous chapter of this dissertation, concluding the main findings that has been found through the area topic that has been researched which includes consumers attitudes towards ethical fast food consumption. An analysis will also be conducted to demonstrate that the researcher has achieved all the aims and objectives that was originally set at the start of the research project, analysing any limitations within the research design. 

[bookmark: _Toc8728686]5.1 Aims and Objectives 
[bookmark: _Toc8728687]5.1.1 Aim 

· The overall aim for this dissertation is “An exploratory study evaluating how consumers attitudes are affected towards ethical fast food consumption. Looking at how Corporate social responsibility and other areas of businesses such as animal welfare impacts consumers perception of fast food restaurants, focusing the case study on KFC”.

The aim has been achieved as all objectives has been met that were set at the beginning of doing this dissertation. The report contains a detailed evaluation on how consumers attitudes are affected towards ethical fast food consumption, focusing on CSR and other aspects of the business including Animal welfare, the focus study was on KFC, this was achieved by conducting primary research and previous literature. 

[bookmark: _Toc8728688]5.1.2 Objectives 
At the beginning of the dissertation the researcher set four objectives that were achievable, enabling the researcher to achieve the overall aim that was set out which was the completion of this dissertation. 
· “The first objective is to conduct a literature review to assess current understanding within the topic that has been chosen to be researched”. 

The first objective has successfully been achieved. This has been achieved as the researcher successfully completed chapter two, known as the literature review where several theories were analysed and adapted to KFC and ethical fast food consumption giving the researcher an understanding on the current topic that was going to be researched further.

· “The second objective is to look at what corporate social responsibility and other aspects of business play regarding the impact they have within a business and how this affects consumers”.
The second objective was also achieved through the literature review (chapter 2) where the researcher analysed different areas of the business that was being looked at and using key theories to adapt and critique the topic area through primary and secondary research. 

· “The third objective is to critically analyse why these areas of the business have an impact on consumers attitudes to ethical fast food consumption”.

The third objective has been completed successfully by analysing all the findings and through the completion of chapter 5, this was done as the researcher presented the main themes that occurred when undertaking the data analysis identifying any implications that consumers have towards ethical fast food consumption using the focus study KFC. 


· “The final objective consists of evaluating all research and data, making recommendations of other researches choose to investigate this topic further”. 

The last objective has been completed by the researcher, this was successfully completed by the research process that was used in this dissertation, ensuring that the limitations and acknowledgments for this dissertation are recognised and could be analysed and made for further research on this topic in the future. 

[bookmark: _Toc8728689]5.2 Main Findings

The main findings in this dissertation discovered that firstly, most participants that filled in the questionnaire are of a carnivore diet regarding this statement. There were several different dietary choices that were confirmed through data analysis, and every category seemed to have at least one participant within it. This means that consumers are not all meat eaters and the ideas of just eating meat are not as popular as it once was, there are many different categories lifestyles that people are choosing whether it be because they have intolerances to certain food, or the products that make up food or just out of choice.
 Dietary choices are now popular and include vegetarians, pescatarians, Vegan, Omnivores, wheat-free and gluten free just to name a few, although the carnivore diet is predominantly the strongest when analysing the data that has been provided.  By analysing the primary data, the carnivore diet is still the biggest diet category choice and a high percentage of these people all consume fast food at restaurants whether it be KFC or other fast food chains.
There are several different reasons why consumers purchase fast food, one of the most popular choices for purchasing fast food came down to convenience. While investigating further convenience is one of the main reasons for purchasing fast food, there are many reasons behind this. The first reason is that people can get a meal within a couple of minutes of ordering and being able to get their favourite food quickly. 
Another reason found out is because its fast, consumers can get it on the go, so they can go through drive through’s and order food from the comforts of their car or can call into the restaurants and get a meal to take away with them in only a few minutes, establishing these factors this contributes to the convenience as it is time efficient.  Purchasing fast food is also cheap and you can get a meal for only a few pounds, so for less money than if you were cooking from home and saving on the time too. 
Social reasons fall into this category as well, participants stated that the reason they purchase fast food was for socialising with friends, this also concludes with price and convenience as most people are carnivores and just enjoy the aspect of fast food because of the flavours in the food and drinks that they have on offer in these restaurants. 
Many consumers had stated that if there were healthier meal alternatives/options for children and for themselves then they would be persuaded to purchase them, this was based on KFC showing the fat and sugar levels in their children’s meals and drinks, showing concern that they would chose healthier options if statistics of fat and sugar levels were shown in their meals and drinks. 
Animal welfare was an important factor, and as previously stated about the main dietary choice being the carnivore dietary, many people stated that animal welfare and the treatment of animals is important to them. If prices were increased so animal welfare policies at KFC were improved, then many consumers would pay higher prices to ensure that these policies were in place and that fast food chain like KFC were ensuring the correct treatment of animals and improving on become more sustainable and ethical as a business. 
This dissertation found that Consumers want fast food chains to listen to their demands, and study shows that most of the data collected showed that after learning about how KFC treat chickens and their overall animal welfare, consumers decided that KFC are acting unethical as a business. By not listening to wants, needs, desires and demands from consumers. Evidently, this will affect consumer purchasing and ethical fast food consumption for fast food chains such as KFC. 


[bookmark: _Toc8728690]5.3 Implications of Findings 

The findings in this dissertation show that consumer attitudes towards ethical fast food consumption play a critical role when it comes to businesses such as KFC. By looking into different aspects of the business such as corporate social responsibility and animal welfare, KFC are unethical as an organisation. Animal welfare has proved not to be important within the actual business, but consumers demand that chicken welfare and animals living conditions need to be improved for these consumers to be happy. 
As is shown in the report, marketing schemes can influence consumers purchasing decisions through the advertisement of new products and daily deals. Convenience plays a critical role in consumer purchasing habits, and fast food restaurants such as KFC satisfy these needs with quick, cheap and convenient meals. KFC could claim to be ethical as an organisation only if they listen to what the consumers want, which is changes to animal welfare policies and if they do not listen to consumer demands, then it could affect purchasing decisions. Consumers are going to constantly put pressure on fast food chains and challenge them to match the ever-changing criteria of their demands, if KFC do not comply then it can affect consumers and will affect fast food purchases and consumption in the future. 
Other implications of findings shows that although there is interest from consumers regarding animal welfare Policy’s for KFC, it shows that animal welfare isn’t the top priority for consumers and a ‘blind eye’ is almost turned away from the ethical issues within this aspect of the business. as it shows, convenience plays the biggest role with consumer purchases and consumer consumption. As the data shows, getting a quick fast food meal is less time consuming than cooking from home and eating out at restaurants where it can be time consuming when its busy. Furthermore, prices are known to be cheap when ordering fast food service, so there isn’t as much of an expense as there would be if the consumers were to order to eat at restaurants or from at home. 

[bookmark: _Toc8728691]5.4 Recommendations

KFC have many issues they need to address before they can class themselves as ethical as an organisation and have a lot of work to do with animal welfare to claim to be socially responsible as a business. With different types of consumers demanding different needs from the business, the fast food chain is in constant battle to keep them happy. There is a lack in the different range of products on offer to consumers at KFC for both adults and children, although their first prerogative is fast food, consumers are now seeking healthier meal choices and options for themselves. Results show that there would be more influential decisions made by consumers if KFC made demands and put out healthier alternatives and more options in choice of food, having healthier alternatives may attract more attention from different consumers including vegans and vegetarians, instead of just people of carnivore dietary requirements.
Improving animal welfare can be largely impacted by consumer groups such as PETA and World animal protection with the constant strain of pressure being put on to improve these policies and to keep consumers happy. If KFC seek not to change these policies, then this shows consumers that the fast food chain is not listening to the consumers and could result in affecting consumer purchasing decisions and ethical fast food consumption.  


[bookmark: _Toc8728692]5.5 Research Limitations

There are a few research limitations within this dissertation, the researcher chose to conduct a questionnaire through google, which involved sending the link to family and friends to fill out. The questionnaires were filled out anonymously, in hope that all answers were answered truthfully and to full potential. As there were no face to face interviews the researcher didn’t have a choice when it come to gathering data through in-depth answers which could have happened if the data was collected through face to face interviews. The result of this had left some participants not understanding questions to the full potential that the researcher had wanted. 
There were limitations within the theories that the researcher had used, the researcher could have used other theories to analyse Corporate social responsibility further, which may have given the researcher more complexity in results and a further understanding in the underlying issues of Consumer attitudes towards ethical fast food consumption. 
The research in this dissertation was limited by time constraints, as the researcher ad to stick to deadlines when gathering data there was limited time, this results in not having as many participants for the questionnaire that the researcher had hoped, which affected how in depth the results could have been, regarding anymore consumer opinions as to what they thought about the chosen topic of research. 

[bookmark: _Toc8728693]5.6 Validity and Bias 

The validity within the findings in this dissertation could have been improved significantly, this could have been done if the researcher had chosen as more diverse example when it come to the research and collecting the data. The researcher had collected samples from people that were either friends or family which was convenient to the researcher at the time the data was needed to be collected. Although the findings from the data collected were good, by having more diversity within the data may have been beneficial to the researcher when analysing the data, giving a more detailed view of opinions to analyse. 
By knowing most of the participants as they were friends and family of the researcher, this could result in saying that the results were more bias than if the researcher didn’t know the correspondents that filled out the questionnaire for the researcher to collect the data. 

[bookmark: _Toc8728694]5.7 Summary 
Consumers are an important aspect of very fast food chain regarding purchasing their products, there are many factors that attributed to this dissertation, including purchasing decisions, marketing schemes and consumers opinions on why they do purchase fast food from restaurants like KFC. Overall, when animal welfare is brought into the equation, it showed that a lot more consumers do care about these type of aspects in organisations and would like to see fast food chains improve on their policies. 
[bookmark: _GoBack]It is determined that when corporate social responsibility and animal welfare is brought forward in research, that fast food chains and KFC in general, they still have a long process of giving consumers what they desire and make changes to their policies to be able to claim that they are ethical and sustainable as an organisation. 
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What Dietary Catergory do you fall in to?
Interviewee Dietary Choice 


Carnivore	Vegetarian	Pescatarian	Vegan	Other	63	6	2	1	3	Dietary Catergories 


Number of Participents 



Are you a fast food consumer? 


yes	no	0.98699999999999999	1.2999999999999999E-2	

Reasons for purchasing fast food 


Convienience is the main reason I purchase fast food	I use fast food sor social reasons (with friends) 	I enjoy fast food	41	10	24	

Do marketing schemes such as the advertisement of new products influence your purchasing decisions?


Yes	No	Maybe 	39	26	10	

Would seeing sugar and fat levels in childrens' meals/drinks influence you to choose healthier options for them if they were available? 


Yes	No	65	10	


Consumers importance of animal welfare


Yes	No	65	10	

Consumer opinion on correct animal treatment in relation to KFC becomng more ethical and sustainable as a business


Yes	No	57	18	

Would you consider KFC to be ethical as an organisation after gaining knowledge about their animal welfare limitations? 


Yes	No	Maybe	5	42	28	
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4.2 The philosophical underpinnings
of business and management

What is research philosophy?
‘The term research philosophy refers 1o a system of beliefs and assumptions about the
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KFC Interview Research Questions

‘This survey aims to conduct research investigating the influence and impact that Corporate Social
Responsibility has on KFC as an organisation, how it affects the organisation and purchasing
decisions by consumers. itis hoped that the results based on the research will contribute a further
understanding of the issues that affect consumers purchasing decisions and the social
responsibility of the organisation, in which your participation is requested to do so.

‘The survey should take around 10-15 minutes of your time to complete, with a range of different
questions asking you to select any choices you feel are more suited towards you. This survey may
sk you o provide some additional information as well. Any comments that are provided will be
appreciated as the researcher will gain a greater knowledge and understanding of any underlying
issues involved.

‘The research being conducted s part of a final year of undergraduate study. If you have any
problems with the completion of this survey or have any questions you would like to ask please
contact; aboothjones 146202 @student uwtsd ac uk

* Required

| hereby acknowledge that all data used is confidential and will
be used by University of Wales Trinity Saint David for academic
and educational purposes only *

Yes
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this affect purchasing decisions?

[ ] QO Yes





image12.png
C @ https//docs.google.com/forms/d/e/1FAIpQLSeRYutBnh60dmISfj_rvKC-hTBgmGwUj6dYYodudaYvtl Itw/viewform % @1 &
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Q16. If fast food companies were honest with the mistreatment
of animals when advertising food, as consumers, would this
have an affect on your purchasing decisions?

Yes

No

Q17. If KFC changed their mistreatment of animals to become

more ethical and sustainable but prices were inflated because of

the correct treatment, would you be more inclined to purchase
-] their products?
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Q17. If KFC changed their mistreatment of animals to become
more ethical and sustainable but prices were inflated because of
the correct treatment, would you be more inclined to purchase
their products?

QO Yes
O No

Q18. Should KFC focus on improving animal welfare and
becoming ethical as an organisation?

QO Yes
O No
Q19. If KFC are not improving their animal welfare conditions I

even though other organisations have asked them to do so,
would this prevent you from consuming their products?

Yes

No





image16.png
c

@ nttps//docs.google.com/forms/d/e/1FAIpQLSeRYut8nh60dmISf]_rvKC-hTBgmGwUj6dYYodudaYvtl 9tw/viewform % @1 &

Q19. Please state why.

Your answer

Q20. Would seeing dietary requirements being fulfilled influence
you to visit KFC?

QO Yes

O No

O Maybe

Q21. After gaining knowledge about KFC's limitations when it

comes to animal welfare, would you consider them to be acting
ethical as an organisation?

QO Yes
O No

O Maybe

Q22. By analyzing KFC as a business, would you consider them
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Q22. By analyzing KFC as a business, would you consider them
to have incorporated CSR in their business enough to claim to be
socially responsible? Please tick your agreement with the
following statements.

‘Somewhat

Agree Somewhatagree STl

Disagree

KFCisa

responsible O O O O

business

KFC shows high

concern about O O O (@]

animal welfare

KFC only cares
about making a

profitforthe (¢] (¢] @) @)
business

KFC chose to
ignore animal

welfare policies

as they make O O O O
more profit by not

addressing

situations

KFC need to make
changes before

they can claim to O O O (@]

be socially

responsible I
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