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Abstract
This study investigates the impact of marketing strategy on organisational performance of KFC. High-quality, premium goods that meet customer needs and product goals need extensive strategic planning. A balance of money, production, human resources, and research and development efforts helps achieve organisational goals. The research objectives are to determine the current market strategies implemented by KFC in the UK, to investigate the current directional development strategy that impact on the organisational performance of KFC and to analyse the opportunities and changes of KFC, implementing marketing strategies.
Based on the findings of the investigation, it seems that this study examines KFC's market strategies in the UK, their directional development strategies, and opportunities for marketing changes. KFC offers affordable, high-quality meals, maintains brand loyalty, and uses demographic segmentation. KFC uses content marketing to attract media attention and attract environmentally conscious customers. The company plans to expand globally and adopt sustainable and ethical marketing to boost its reputation.
They design and launch products with different promotional strategies to meet consumer needs and improve customer unit price and sales. KFC Tooting and Wimbledon's marketing techniques meet demand and create specific preferences, guiding future marketing efforts. KFC also focus on discovering new regions and using online ordering and digital marketing.
Based on this finding lot of recommendation are proposed a comprehensive digital marketing strategy for KFC should include social media campaigns, online promotions, and compelling content. Implementing a customer loyalty program and incorporating unique offers can encourage recurrent commerce. Menu innovation should be ongoing to appeal to evolving consumer preferences. KFC should highlight its commitment to ethical and sustainable practices, maintain open communication, and improve the mobile application and online ordering system. Offering exclusive discounts for online orders can also promote digital adoption. A narrow product range can impact consumer excitement and satisfaction.
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1. [bookmark: _Toc155096234]INTRODUCTION

1.1 BACKGROUND
The influence of marketing on company strategy has been steadily growing over the last several years, even though marketing principles have always played an important part in business strategy. In today's world, marketing-based ideas are more prevalent than ever before in strategy. The notion of customer happiness, the idea of being close to customers, the creation of a firm that is centred on the customer, the influence that new product releases have on profits, and the explosion of product diversity are some of the themes that today dominate strategic planning. Market share, market growth, and a plethora of other ideas that were formerly at the core of strategy are supplemented by them. (Steven P, 1991)
A marketing strategy is a long-term strategy for achieving a company's goals by determining the requirements of customers and creating a distinct and long-term advantage over other businesses in the market. This encompasses everything from gaining a grasp of who your customers are to deciding which channels to use to communicate with those individuals. (Steven P, 1991)
In the early 19th century, at the beginning of the Industrial Age, when people were expected to work 12 to 14 hours each day, there was little time for extended meal breaks. This is when the concept of fast food was brought into existence. (Steven P, 1991)
One of the culinary categories that is expanding at the world's quickest rate is fast food. Now, it is responsible for nearly half of the earnings generated by restaurants in developed nations, and as time goes on, it will continue to expand in those nations as well as in a great number of other developed nations. The fastest expansion, on the other hand, is taking place in underdeveloped countries, where it is having a huge impact on the way people do their shopping. People are purchasing fast food because it is affordable, easy to make, and has a lot of advertising involved. The purpose of this article is to present information on the fast-food sector, including its trend, the reason how it came into being, and other aspects that have contributed to its growth. (Steven P, 1991)
A significant invention in the form of foil wrap, which was developed to keep meals warm for takeaway, was linked with a rise in the number of people dining out. In the immediate aftermath of these advancements, a few quick-service restaurants, including Mr. Donut, Kentucky Fried Chicken, Burger King, and Dog and Suds, became more successful. According to Parsa and Kahn (1991), during this time, the majority of restaurant chains offered restricted menus, specialised core products, cheap pricing, and few services.
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Description automatically generated]Harland Sanders established the first Kentucky Fried Chicken restaurant in the year 1955 in the city of Corbin, Kentucky. When the Colonel started cooking at his own Harland Sanders Court and Cafe in the 1930s, there was a growing demand for his one-of-a-kind mix of spices and pressure-fried chicken. This desire was gaining momentum. Sanders signed his first franchise agreement with Pete Harman, who owned and operated a hamburger restaurant in Salt Lake City, Utah, during the years of 1952 and 1953. Sanders was successful in persuading a number of other restaurant owners to include his fried 
chicken on their menus during the course of the subsequent four years, which coincided with the beginning of the spread of word. In 1955, the Colonel relocated the company to Kentucky, where he incorporated it and made it easier to transport his spices, pressure cookers, advertising material, and carryout cartons. He also made it feasible for the firm to be more affordable. More than 600 locations throughout the United States and Canada had been franchised to use the recipe by the year 1963.
In July of 1971, Kentucky Fried Chicken (KFC) amalgamated with Heublein Inc., a concern that specialised in serving gourmet foods and alcohol and was in Connecticut. Between the time that the Heinlein’s oversaw KFC and the time when PepsiCo, Inc. acquired the company for $840 million in 1986, KFC saw significant declines. Even though Pepsi provided KFC with a brief period of expansion, it was brief. Tricon Global Restaurants, Inc., which is now known as Yum!Brands, the firm that brought together KFC, Taco Bell, and Pizza Hut declared in 1977 that it intended to become an independent publicly listed corporation. (KFC.com)
Since its founding, KFC has lacked brand equity.
Lack of identity, consistency, and reliability leads to client dissatisfaction. Franchisees and corporation struggle to maintain consistency, creating a sense of chaos that affects both consumers and the organisation. While KFC has been a significant fast-food company for over 50 years, it has battled to maintain its strengths. 
KFC remains a popular fast-food brand. Almost all significant organisations have issues. Their capacity to maintain industry prominence despite challenges contributes to their success. 

[bookmark: _Toc144158830]1.2 The rationale of the study 
 The marketing strategy can impact an organisational performance of KFC. In a competitive market, businesses work meticulously to ensure that their products and commodities reach their most enthusiastic customers to generate profit and achieve their organisational goals.
A considerable amount of strategic planning goes into determining how to deliver high-quality, premium products that satisfy consumer requirements and product objectives. Business strategies involving finance, production, human resources, and research and development all contribute to an appropriate balance of efforts aimed at achieving organisational objectives. 
It is noted in the study that marketing strategies are attached to an organization's products, services, consumers, customers, and resources, and it is regarded as a crucial factor that promotes organisations' effectiveness, efficiency, and success.
[bookmark: _Toc144158831]1.3 Research Aim
The main aim to this research is the impact of marketing strategy an organisational performance of KFC.
1.4 Research Objectives
· To determine the current market strategies implemented by KFC in the UK 
· To investigate the current directional development strategy that impact on the organisational performance of KFC. 
· To analyse the opportunities and changes of KFC, implementing marketing strategies.
[bookmark: _Toc144158833]1.5 Research Questions
· What are the current market strategies implemented by KFC in the UK? 
· What are the current directional development strategies that impact on the organisational performance of KFC? 
· What are the opportunities and challenges of KFC implementing marketing strategies?
1.6 Dissertation Outline
Chapter 1-Introduction
This first part provides background information on the location of the study subject, the history of the organisation and the industry of fast food, as well as the characteristics that define this research from others. 
The research questions and goals are presented in this chapter to provide the researcher with an outline to guide through the study and to ensure that the research objective is accomplished.
Chapter 2-Literature review
This section gives an overview of the relevant literature in order to situate the upcoming study within the framework of the current conceptual frameworks and within the context of future research. This also serves to place the study within the context of upcoming studies A critical analysis will be conducted on pre-existing secondary data in order to gain valuable insights regarding the significant issues and benefits. 



Chapter 3-Research methodology
In the research, one of the most important parts is the chapter that describes the methodologies and processes that were utilised to gather and evaluate the data.
Furthermore, it will include a comprehensive overview of the study strategy, techniques for data collection, and data analysis procedures that were used in this research article throughout its whole. To ensure the correctness and reliability of the outcomes, it will demonstrate the rigour and validity of the processes that took place.
Chapter 4-Analysis and evaluation
This component of the research will consist of an in-depth examination of the responses received to the survey questionnaire, with a special focus on the influence that marketing strategies impact on the success of KFC as an organisation. A connection will be made between the result and the current literature review, and a discussion will be held on the possible limits of the study methods.
Chapter 5-Conclusion and recommendation
This chapter will present a summary of the study, addressing the research goals based on the primary data collected and the literature review on the impacts of marketing strategy on the organisational performance of KFC. Furthermore, this chapter will highlight the outcomes of the research.
Aside from that, suggestions for KFC's performance and, recommendations for further study are included.


















2. [bookmark: _Toc155096235]Literature review
2.1 Introduction
Marketing is the activities and value creation processes that facilitate exchanging offerings within the business domain and benefit society. 

(Source: A Reappraisal on Marketing Definition and Marketing Theory; Liu, Ran. Journal of Eastern European and Central Asian Research; Minneapolis Vol. 4, Iss. 2,(2017). DOI:10.15549/jeecar. v4i2.170)
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(Figure 1 Source: linkedin.com)
Marketing strategy is the set of integrated decisions and actions (Day, 1990) by which a business expects to achieve its marketing objectives and meet the value requirements of its customers. (Source: Cravens, 1999; Varadarajan and Clark, 1994). 
"A strategy is a plan of action designed to achieve a long-term or overall aim." – (Oxford English Dictionary)
Businesses can maintain their focus in the most strategic way possible via the implementation of a directional strategy, so that they may continue to grow their income and the goods and services they provide to their clients. They can do this by ensuring that separate departments work together to achieve the goals of the corporation rather than pursuing their own particular goals. (Chartered Association of Business Schools. 2020)
If a company wants to reach certain goals, its leaders will make long-term plans and take actions known as "directional strategies." Along with the business's purpose, vision, and general strategic plan, these tactics help make sure that all its actions are in line with those goals. Setting goals and making sure that the company's resources are used effectively to achieve those goals are both important parts of a direction strategy.
including strategies for a process of expansion, and stability. It examines the process by which organisations can determine a course of action that is consistent with their internal capacities and the external environment (David, 2011).
Swayne et al. (2006, p.187) examined our purpose, vision, values, and strategic objectives as methods that provide direction. These strategies are rightly named directed strategies since they provide guidance to strategists when they make important decisions for the organisation. The mission seeks to encapsulate the organization's unique purpose or rationale for being compare with Solovy (2000, p.32) who wrote that the heart, the mind, and the stomach as the three components of strategic planning. Every component is crucial for achieving success and each fulfils a significant function in determining the organization's eventual course of action.
In the highly competitive corporate environment, marketing strategies are an essential component in determining the level of success that an organisation achieves. Brand exposure can be increased, customer engagement can be increased, and revenue can be driven by effective marketing initiatives. (Smith, 2020) however, according to Jones et al. (2018), there are issues that arise due to the fact that consumer behaviour is always changing and there is a need for significant financial expenditures.
2.2 The current market strategies implemented by KFC in the UK
People who love food have changed a lot since KFC opened. They are always trying to come up with new ways to offer inexpensively high-quality food to their customers. It's what KFC's global marketing plan is all about. Every single day, KFC works hard to protect its image and keep its customers coming back.
KFC divides its target market into groups based on demographics to better serve its veggie and non-vegetarian customers. Its products are made for kids, teens, adults, and people of almost every age.
There's no question that KFC is present both online and off. There are more than 27,000 KFC restaurants in more than 145 countries and territories. They've been to almost every country and region. This is clear from the fact that KFC has grown beyond cities. Once they know who they want to reach, they change their email marketing to fit. By making more people aware of the brand and getting people to buy, they improve the brand's profit margin.
KFC markets its food in two different ways. The first goal is to come up with unique chicken meals that will get the media's attention. Second, make your own interesting videos to post on free websites like YouTube. The goal of both is to get people to pay attention on their own social media sites.
KFC often runs deals and limited time offers to get people interested in its food and to get them to come in. Some of these are special food items, sales, or deals that happen around holidays or popular events. Limited-time deals help KFC keep customers interested and boost sales.
The most famous promotion during the year 2023, was the TWISTER OF THE DAY, available for the price of £1.98. Also, during the Christmas KFC is focused on Original Chicken which is coming in combination with other products such as Hot wings or boneless and additional 2 large gravy on the side, for special price. (KFC.co.uk)
People can find more deals by using the KFC app or by buying online with apps like Uber Eat or JUST EAT.
2.3 The current directional development strategies that impact on the organisational performance of KFC
Across the world, people know and love KFC. Higher levels of customer loyalty and trust may be achieved via the use of efficient marketing tactics that raise brand awareness and memorability.
To satisfy a wide range of tastes and preferences, KFC offers a comprehensive menu. Promotional campaigns may include these alternatives to attract more customers and adapt to changing eating habits.
Exploring New Ideas and Innovation in Products Through strategic advertising, KFC can launch and promote novel and improved items. Customers' curiosity, interest, and excitement may be piqued in this way, leading to more purchases and stronger engagement.
Digital marketing and social media: KFC can connect with customers on a more personal level and reach more people because to the proliferation of digital platforms and social media. 
With localization, KFC could tailor its marketing techniques to fit local cultures and catering to local desires. With this, it can reach more varied customer groups across the globe.
Green and Healthy Choices: KFC can cash in on the growing desire for green and healthy goods by advocating for sustainable and healthier solutions. An additional demographic of health-conscious shoppers may become interested because of this.
2.4 The opportunities and challenges of KFC implementing marketing strategies.
The current opportunities and challenge implemented by KFC using marketing strategies.
Brand Recognition and Loyalty: KFC is a brand that is known all over the world, and successful marketing strategies have the potential to raise the brand's awareness and improve customer satisfaction. (Kotler & Keller, 2016).
Diverse Menu Promotion: Marketing may help KFC promote its wide selection of menu choices, therefore appealing to a broader spectrum of customers with different tastes and preferences. (Kotler & Keller, 2016).
Innovation Promotion: By attracting customers' attention and generating enthusiasm for new and innovative products, marketing campaigns can increase sales and customer engagement. (Kotler et al., 2017).
Digital Engagement: By focusing on the potential of viral campaigns and interactive engagement, KFC can expand its audience reach through the utilisation of digital marketing and social media platforms. (Hennig-Thurau et al., 2015).
Localization Strategies: Marketing strategies that are customised to suit local cultures and preferences have the potential to establish stronger connections with a wide range of consumer segments and enhance customer loyalty. (Kotler et al., 2017).
Sustainability and Wellness Messaging: One way to benefit from the growing demand for responsible consumption and appeal to health-conscious consumers is by advocating for sustainable practices and healthier alternatives. (Kotler & Keller, 2016).
· The difficulties:
Intense Competition: As a result of the intense competition that exists within the fast-food industry, KFC is required to separate itself from its competitors and to continuously improve products and services. (Kotler & Keller, 2016).
Changing Consumer Preferences: For marketing tactics to continue to be effective in the face of shifting customer tastes and trends, flexibility is required. (Kotler & Keller, 2016).
Health Concerns and Criticism: The issue of maintaining a favourable brand image is presented by the fact that it is necessary to address health-related concerns connected with fast food while also marketing luxurious options. (Laroche et al., 2013).
Cultural Sensitivity: Effectively operating in diverse markets requires a meticulous evaluation of cultural subtleties to prevent incorrect interpretations or unfavourable responses. (Kotler et al., 2017).
Digital Saturation: Because there are so many digital marketing platforms, it is necessary for KFC to provide content that is both original and entertaining to get the attention of customers among the many other options available. (Hennig-Thurau et al., 2015).
Franchise Consistency: Keeping the branding and message consistent across different franchise locations is not a simple task and requires strong communication and collaboration. (Kotler et al., 2017).
Crisis Management: The rapid dissemination of information through social media necessitates a robust crisis management strategy in order to address any negative incidents promptly and safeguard the brand's reputation (Laroche et al., 2013).
KFC uses a distribution strategy, having 18000 restaurants globally, delivering the delicious food “finger-licking.” Strategic partnership with the supply chain partners helps them serve the customers in the best good way. (Source: www.kfc.co.uk)
Segmentation
Geographic segmentation. KFC has international stores and products prepared according to customers needs and geographic tastes.  For example, the famous main dish in Canada include the poutine, and an Islamic country’s predominantly stores are cooking halal food,
Demographic segmentation is divided into different groups based on religion, age, nationality, family size. For example, KFC sells for lower prices Family meals and has a meal for kids.
Psychographic segmentation is based on dividing according to social class, and for KFC, the social level is upper and middle.
Behavioural segmentation is about dividing based on customer attitude, knowledge, use, or response to the product, KFC using taste conscious and conscious quality. (Source: A research report on “Marketing Segmentation in Kentucky Fried Chicken” Final Project for MKT 211)
Targeting
 KFC is the young generation as they are interested in eating outside and is being more energic than another category. The upper and middle class is KFC targeting. (Source: A research report on “Marketing Segmentation in Kentucky Fried Chicken” Final Project for MKT 211)
Positioning
Positioning is the place a product occupies in the minds of consumers relative to competing products. (Philip Kotler, 2008)
Kentucky Fried Chicken fast-food restaurant gets the first rank in terms of price suitability attributes and gets the second position in terms of menu variation attributes, and restaurant atmosphere., KFC maintains price compatibility, a variety of menus, and a lovely atmosphere in the restaurant, which can be the main reason customers to choose KFC among all fast-food restaurants. 
KFC's main factor in positioning is how the company remains in the people mind. KFC is using good-quality products and original recipes. For improvement, KFC is using customer feedback.
KFC position them as a brand is a fast-food store with products that can make people enjoy the taste with friends, family, or anyone just for fun and social gathering. KFC’s current positioning is very effective but not diversified. They need new changes to dominate the market. KFC's brand positioning statement is their slogan “its finger lickin’ good!” KFC position them as a brand whose food Products 
(Source: Positioning Analysis Breakfast Menu in Fast Food Franchise based on Customer Perception in Bandung City 2014-Case Study: Kentucky Fried Chicken, Mc Donald’s, Pizza Hut and Dunkin’ Donuts)
[bookmark: _Toc144158835]2.5 The Ansoff Matrix
KFC utilises the Ansoff matrix for its successful international expansion.
KFC has achieved success in its global operations and business because of its strategic growth decisions. In accordance with the internal and external organisational factors, these growth decisions and growth trajectories have varied across regions and time periods. However, KFC has utilised the Ansoff matrix successfully on multiple occasions to become one of the world's largest beverage companies. Listed below are some of KFC's most effective Ansoff matrix and category-based marketing strategies.
Market penetration is one of the strategies used by KFC for increasing the production and help the company to obtain more costumers in the same market. In the same market, competitive pricing would result from the management of overhead expenses. Increased attractiveness and competitive pricing within the same market will result in increased sales and consumption, and thus a greater market share.
KFC will be able to reach a greater number of consumers in the same market using persuasive communication, marketing activities, and advertising.
Competitive pricing will provide the company with a competitive advantage and increase consumer engagement with its product.
Additionally, competitive pricing will increase KFC's sales and result in a greater market share.
· Market development
By introducing existing products into new markets, KFC can increase its business growth with market development strategies. Different strategies will allow KFC to achieve this objective. KFC may also benefit business expansion through globalisation.
International expansion will enable KFC to reach various groups of customers.
In addition to understanding the potential cultural differences, the company will need to adapt its expansion strategy accordingly. The process of global expansion should consider cultural differences.
Brand awareness is essential to help the business reach new consumer segments and increase its visibility.
KFC introduced its own outfits line. The clothing will also feature popular slogans, such as 'It's Finger Lickin' Good' on a tracksuit and 'Bargain bucket' across the front of a headwear. 
According to a KFC representative, the new collection is “a spicy new collection that’s tasty enough to eat".
· Product development
KFC can implement improvements and changes to existing products in order to provide consumers with new and improved options.
Before launching its entirety production of its own products, it is crucial for KFC to fully understand the new product's development process, market response, and acceptability.
· Diversification
Diversification refers to the growth and development of a business that results from the development of new products in new markets. Diversification is essential because it enables companies such as KFC to remain competent, innovative, and competitive, thereby maintaining their relevance in the consumer markets.
· Advantages 
KFC can systematically evaluate its development options using the Ansoff Matrix. It encourages the business to consider a variety of strategies based on its existing products and markets.
The matrix presents four growth strategies — Market Penetration, Market Development, Product Development, and Diversification — allowing KFC to investigate a variety of expansion and growth strategies.
The Ansoff Matrix helps KFC assess the level of risk associated with each option by categorising growth strategies. This allows the company to make educated judgements regarding the level of risk it is willing to assume.
When contemplating growth strategies, the matrix encourages KFC to apply its existing assets and resources, promoting a concentration on areas where the company has a competitive advantage.
· Disadvantages
The Ansoff Matrix provides a framework for growth, but it may oversimplify KFC's complex strategic decisions. Not every growth strategy fits efficiently into the matrix's categories.
External factors such as market dynamics, the competitive landscape, and technological disruptions are not considered by the matrix. KFC must evaluate these factors independently in order to make well-rounded decisions.
While the matrix assists in identifying growth opportunities, it does not provide specific instructions on how to implement selected strategies. KFC must create discrete strategies for implementing each strategy.
The matrix does not specify how various development strategies can be combined or integrated. KFC must consider attentively how multiple strategies may interact and influence one another.
The Ansoff Matrix provides KFC with a simple and structured method for evaluating growth strategies, but it has limitations in terms of oversimplification, lack of external context, and implementation guidance. KFC should utilise the matrix as a starting point for strategic discussions and analysis but should supplement it with extensive market research and a thorough comprehension of its competitive landscape.
2.6 MARKETING MIX 
The 4P marketing theory originated in the United States during the 1960s, a time when the American market economy had become established, and several management disciplines overlapped. The beginnings of 4P marketing theory coincided with the development of the marketing mix theory.
In his first lecture to the American Marketing Association, Khan (2014) proposed the phrase "marketing mix" (Marketing mix). The term refers to the extent to which market demand is influenced by the "marketing variables" or "marketing elements" in order induce a certain market reaction. Enterprises use these factors to achieve their desired outcomes. To generate a certain market reaction, an organisation must strategically combine these aspects to meet market demand and maximise profit.
In 1960, Jerome McCarthy introduced the concept of the "4Ps" in his book Basic Marketing. This theory combines four fundamental strategies in marketing: Product, Price, Place, and Promotion. The term "4Ps" is derived from the first letter of each word, which also includes the word "Strategy". The 4Ps marketing theory is often favoured by entrepreneurs as a guide to market sales. It has a significant historical influence and is regularly used in the marketplace. Jonathan (2008)
· KFC's Market Positioning and Product Strategy
KFC has become known for its distinctive market positioning and broad product strategy. The essence of the fast-food industry is in its product. According to research, KFC's market strategy primarily revolves on offering tasty fried chicken and related items, while highlighting the distinctiveness of its brand and flavours (Ismail, 2019). KFC is dedicated to ongoing innovation and adjusting to the specific requirements of the local market. KFC has a range of food options that go beyond classic fried chicken, including specialised items like wraps, wings and several kinds of burgers. These offerings are tailored to cater to varied markets and cultural preferences. KFC's diverse product approach allows them to attract a broader range of customers, catering to various taste preferences and expanding their market reach (Luo, 2018).
· KFC's Price Strategy and Competition
KFC's pricing approach has demonstrated a great degree of adaptability. According to the research, KFC has used a variety of pricing methods to cater to various geographies and customer preferences (Ali, 2020). KFC not only provides a varied assortment of set menus of various sizes in the highly competitive fast-food business, but it also delivers an economical product mix to entice customers with restricted finances. Furthermore, KFC is always providing specials and coupons to attract more customers (Ismail, 2019). This price difference technique enables KFC to compete in the highly competitive fast-food industry while preserving product quality (Zhang, 2018).
· KFC's Promotional Strategy and Branding
KFC's promotional strategy is one of the most important components in its marketing success and plays an important part in brand growth. According to research, KFC boosts brand recognition and appeal in several ways (Harris, 2017). KFC not only raises brand awareness through traditional media advertising such as television and radio, but it also actively uses social media and digital marketing channels to engage with consumers to promote its products and appeal to the younger generation of consumers (Ali, 2020). In addition to conventional advertising efforts, KFC has enhanced brand recognition and impact via co-marketing with partners such as athletic events, films, and cultural events (Harris, 2017).
· KFC's Place Strategy and Consumer Experience
KFC's place strategy is crucial to its success. KFC carefully selects store sites. According to Han (2019), KFC strategically places its stores near transit hubs, retail centres, and heavily populated regions to enable easy access to its goods. Additionally, KFC has consistently enhanced takeout and delivery services to satisfy current customer expectations and improve product accessibility (Zhang, 2018). KFC prioritises speedy service and a positive customer experience to provide high-quality meals and beverages in-store and for takeout (Luo, 2018).
KFC's product differentiation, price, promotional activities, and channel strategy have helped it retain a strong worldwide market position and appeal to diverse customers. The literature emphasises the significance of the 4P theory in analysing and optimising marketing tactics in the fast-food industry.
· Advantages
The 4Ps provide a complete marketing strategy framework. They address all marketing components for a complete strategy.
The 4Ps prioritise understanding of the customer and satisfaction. Businesses may target certain groups of customers by concentrating on product, pricing, site, and marketing.
Simple 4Ps are simple for anyone to understand and apply. Small enterprises with minimal resources benefit from this.
 The 4Ps structure adapts to diverse markets and categories. It lets companies custom marketing efforts to individual situations.
Businesses may develop a complete advertising strategy that encompasses product, pricing, venue, and promotion.
· Disadvantages:
The 4Ps may be too product-focused and may not adequately address other important aspects like people, processes, and physical evidence, especially in service industries.
With the rise of digital marketing and changing consumer behaviour the 4Ps may not fully capture the complexities of the modern marketing landscape.
The 4Ps may not be suitable for every business or industry. Some businesses may require a more specialized or industry-specific approach.
The emphasis on the product in the 4Ps may not be suitable for industries where service or customer experience plays a more significant role.
The 4Ps may not give enough attention to building and maintaining long-term relationships with customers, which is crucial in many industries.
[bookmark: _Toc144158836]2.7 BCG MATRIX RELATED TO KFC
The BCG Matrix, which is frequently referred to as the Boston Consulting Group Matrix, is a strategic management tool that assists firms in analysing and categorising their goods or business units based on two primary dimensions: market share and market growth. There are four different categories that make up the matrix: Dogs, Cash Cows, Stars, and Question Marks. 
· Stars (High Market Share, High Market Growth):
Stars are clearly something that truly shines, is exceptional, and signifies a lot of progress in the business. Analyse a customer's potential or a future prospect to get a large contract with a high-profile client. (pestleanalysis.com)
This category would include the innovative and well-liked products of KFC, which have a substantial market share and operate in a market that is expanded. For instance, if KFC launches a new and exceptionally successful menu item that is quickly accumulating market share.



· Cash Cows (High Market Share, Low Market Growth):
Speaking about cash, the cash cow might be a time of low growth, particularly slow growth, but money coming in. (pestleanalysis.com)
Products that are well-established and very profitable, with a significant market share, but are operating in a market with limited growth potential, would be categorised as cash cows. KFC's menu items that have a long-standing presence and consistently provide stable revenue, but have little potential for expansion, might be classified as cash cows.
· Question Marks or Problem Children (Low Market Share, High Market Growth):
 This is a period where you might have a lot of growth, but there isn’t a high return. That means you wouldn’t get a big return on your investment. (pestleanalysis.com)
Question marks are products or business units that have low market share yet operate in a high-growth market. These are the areas where KFC may allocate resources and conduct research to expand its market position. Items or services that have just been introduced and have not yet garnered a substantial portion of the market might be classified inside this category.
· Dogs (Low Market Share, Low Market Growth):
The dog indicates defeat or the worst-case scenario. If you have a certain sort of goods or investment that isn't doing well, it's best to liquidate or cash out. (pestleanalysis.com)
Dogs are products or business units that have a low market share in a market that has experienced slow growth. These are the sectors that KFC should consider selling or reassessing to evaluate their suitability within the entire portfolio.
It is crucial to specify that the BCG Matrix works as a sampling instrument and needs to be incorporated into a deeper strategic analysis. The strategic choices relevant to each category may differ, and it is imperative for organisations to modify their approaches in response to evolving business dynamics and market conditions. 
· Advantages
The BCG Matrix is a simple and intuitive instrument. It can be utilised by administrators and decision-makers without extensive training due to its straightforwardness.
By dividing products into the following four quadrants—Stars, Cash Cows, Question Marks, and Dogs—the matrix offers strategic insights. Making well-informed decisions regarding resource allocation and strategy is facilitated by this classification.
This approach enables the examination of the complete range of products as opposed to focusing on individual items. This facilitates the evaluation of the overall health and equilibrium of a company's product offerings.
 Effective resource allocation is facilitated by the BCG Matrix, which classifies products into cash cows (those that generate cash flow) or those that demand greater investment (stars and question marks).
By identifying products or business units that have uncertain future prospects (indicated by question marks) and those that are experiencing a decline in market share (represented by dogs), it aids in the management of risks.
· Disadvantages:
Using exclusively market share and market growth to classify items, the BCG Matrix oversimplifies the complicated business environment. It may overlook other essential product success elements.
The matrix prioritises market share and growth above consumer preferences, competitive dynamics, and technical advances.
The BCG Matrix is a snapshot study and may not reflect market developments. Products may switch categories, but the matrix doesn't account for this.
Individuals or teams may interpret Stars, Cash Cows, Question Marks, and Dogs differently due to their subjective meanings.
High market share brings profitability, and market growth indicates attractiveness, according to the BCG Matrix. These assumptions may not apply to all industries or situations.
Benefits between portfolio items or business units, which might be crucial to success, are not included in the BCG Matrix.
For a complete understanding of a company's market position, the BCG Matrix should be used together with other analytical tools and take into account a broader spectrum of elements.
2.8 PORTERS GENERIC STARTEGIE MODULE RELATED TO KFC
While several organisational strategies have been recognised throughout time, Porter's generic strategies continue to be the most widely recommended and acknowledged in prominent strategic management textbooks.
Porter (1980) identified three fundamental techniques that might lead to a competitive advantage: cost leadership, product differentiation, and focus. According to Porter (1980), long-term profitability may be achieved by following his suggestions. A company must choose one of the three general tactics instead of being "stuck in the middle".

· The cost leadership
A company aims to be the cheapest in its industry via cost leadership. Based on industrial structure, cost advantages vary. Economy of scale, proprietary technology, preferential raw material access, and other advantages may be pursued. Cheap producers must utilise all cost advantages. As long as it can charge industry-average pricing, a business that leads its industry in cost will outperform its competitors. (Porter, 1985)
Prioritise the growth of KFC as the cost-leader in the fast-food sector. Cost control measures, improved production processes, and economies of scale may be required to accomplish this.
To reduce costs and offer customers lower prices, KFC could, for instance, optimise its supply chain, negotiate more favourable terms with its suppliers, and implement more efficient operational procedures.
· Differentiation
A differentiation strategy involves a company aiming to establish a distinct position within its sector by offering distinctive features or qualities that are highly appreciated by customers. It strategically chooses certain features that are considered significant by a large number of purchasers in a sector and establishes a distinctive position to fulfil those requirements. The premium price is given as a reward for its exceptional distinctiveness. (Porter, 1985)
KFC may distinguish itself by delivering distinctive items or services. This might include offering special menu items, highlighting premium ingredients, or promoting a distinct dining experience.
To differentiate KFC from rivals, marketing initiatives might stress its distinctive recipes, flavour profiles, or devotion to fresh, high-quality ingredients.
· Focus
Focusing on a small industrial competitive scope is the generic approach. The focuser chooses an industry sector or group and tailors its approach to serve them exclusively. (Porter, 1985)
A focus approach might see KFC target an exact market niche or region. This may include adapting their food or marketing to a certain target segment.
KFC may provide better menu alternatives to health-conscious customers or culturally customised menu items to a certain audience.
· Advantages
Business choices are made easier with the model's framework for defining and focusing on competitive strategy.
Cost leadership, distinctive characteristics, or focus may provide organisations a durable market edge. Porter's approach guides resource allocation towards productivity-maximizing strategies.
It helps companies distinguish their products and position themselves strategically in the market.
Businesses may integrate product development, marketing, and operations with their strategy using the approach.
Focus and distinctiveness help companies direct marketing and product development to particular market niches.
· Disadvantages:
Porter's methodology may cause organisations to get excessively invested in one strategy and unable to adjust to changing market circumstances, according to critics.
In various marketplaces, buyers within a market segment may have different wants and preferences than the model anticipates.
Cost leadership and differentiation initiatives may be difficult to reconcile for firms.
Rapid technological or market developments may make the strategy chosen unsuccessful in competitive various industries.
In many industries, innovation is essential for competitiveness, although the model may not include it.
Porter's approach prioritises competition above collaborative methods and external influences that affect a corporation.
If the niche market shifts unannounced a focus approach may put an organisation at danger.
The structure of Porter's Generic Strategies is useful, but organisations should consider industry-specific elements, market dynamics, and adaptability while planning. The model is a tool, not a prescription, and should be customised for each company.
PORTERS GENERIC STARTEGIE MODULE compare with BCG MATRIX
Michael Porter created the Porter's Generic Strategies framework, which divides company strategies into three categories: cost leadership, differentiation, and focus. This approach may help KFC create a competitive advantage by concentrating on cost leadership, differentiation, and focus. Cost leadership entails maximising operational efficiency and offering lower prices while maintaining quality requirements. Offering diverse menu selections, building a distinct brand identity, or giving a greater customer experience are all examples of differentiation. Concentrating efforts on key market categories or geographic places where KFC has a unique competitive advantage is what focus entails.

BCG Matrix is a strategic planning tool that divides a company's product line into four quadrants based on market share and rate of growth. Stars are goods with considerable market share in rapidly expanding categories, while Cash Cows are things with significant market share in low-growth categories. Question Marks have a low market share in high-growth categories, whereas Dogs have a low market share in low-growth categories. These methods may assist KFC in successfully navigating the competitive terrain.
KFC may utilise the BCG Matrix and Porter's generic tactics to match its goods with certain market categories. A Star product, for example, may correspond with a Differentiation strategy, but a Cash Cow product might connect with a Cost Leadership approach. The BCG Matrix may guide resource allocation choices, assisting KFC in deciding where to invest or divest. Porter's tactics may lead KFC's competitiveness in each market sector. Combining Porter's focus approach with the BCG Matrix may assist in targeting high-growth areas, such as developing economies with rising fast-food demand.


















3. [bookmark: _Toc155096236]Research methodology
3.1 Introduction
Research methodology includes the structured strategy and framework used by researchers to plan, execute, and assess projects. This text provides the techniques, and procedures that control the whole research process, starting with determining the research topic to making findings and analysing the gathered data. An explicitly stated research technique is essential to ensure the accuracy, reliability, and trustworthiness of study results. (Bryman, A. 2016)
The first part describes the research's overall structure and methodology, including whether it is qualitative or quantitative.
The research "onion" helps to find and to provide information for the study step by step. The “Onion” consists of six layers, each of which represents a step that a researcher must take to develop an effective approach. Each must be eliminated to get to the essence, which is data collection and analysis. (Saunders, 2019)
[image: A diagram of a diagram
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Figure 2 Research Onion (Saunders, 2019)


3.2 Philosophies
[bookmark: _Toc144158838]
Research philosophy refers to the set of ideas, assumptions, and perspectives that influence a researcher's approach to doing research. The researcher's choice of research technique, data collection processes, data analysis, and interpretation of results are impacted by it. 
The discipline of research philosophy is often categorised into three fundamental paradigms: positivism, interpretivism, and realism. Each of these paradigms has unique underlying ontological, epistemological, and methodological assumptions about the basic nature of reality, the researcher's position, and the dynamics between the researcher and the subjects of study.  (Bryman, A. 2016)
As a guiding philosophy for this study, positivism will be used in order to answer the research questions that had been set forth at the beginning of this investigation.  This will be achieved by the collection of scientific facts and information, which will then be examined in order to decide whether to accept or reject its aims.
3.3 Research approach
[bookmark: _Toc144158839]Positivism, a way of thinking about philosophy that tries to find clear universal rules and broad statements that can be used in many situations, was used as a research method in this study. A lot of numeric data, statistical analysis, and testing can be used because of the approach.
The researcher must be objective and separate from the situation in order to lessen the impact of any personal biases or influences. There is a set way to do study that is planned and systematic. Different types of research methods are used in educational studies. Some examples are experimental research, polls, and statistical analysis.
When you use direct facts and data in deductive research, you test a broad theory or idea. A theory or idea is what starts the reasoning method. This idea is usually supported by study, ways of thinking, and experience. Surveys, studies, and organised observations are all common ways to gather numeric data. Since the collected data is shown as numbers, it can be evaluated quantitatively. (Bryman, A. 2016)
3.4 Research strategies
Collecting information from many individuals in order to find out their thoughts, opinions, and points of view about a subject is often accomplished via the use of surveys. In order to detect patterns, trends, and correlations, surveys provide quantitative data that may be used in statistical analysis.  (Creswell, J. D. 2017).
[bookmark: _Toc144158840]Under the scope of this research, the survey has been gathered, and the data that has been obtained is credible and relatively easy to understand in order to assess the goals of the study.
3.5 Type of investigation
· Primary and secondary research
Primary research is the direct collecting of one-of-a-kind and direct data from primary sources in order to satisfy certain study goals or purposes. Primary research is also sometimes referred to as original investigation or field research. provides accurate and up-to-date information that is directly relevant to the objectives of the research. It gives researchers the ability to exert control over the process of data collection, which guarantees the quality and relevance of the data that is gathered.  (Creswell, J. D. 2017).
In this case study the primary research conducted is the survey. 
Secondary research, sometimes known as desk research or literature review, is the collection and analysis of pre-existing data, information, and sources compiled by others. Secondary research involves the examination and consolidation of pre-existing data that has been previously published, collected, or documented. Primary research, in contrast, involves gathering fresh information in person.. (Creswell, J. D. 2017). 
The secondary research used in this case study is the literature review.
Primary Research:
· Advantages:
Primary research lets researchers get data that matches their study questions and goals, giving highly relevant data.
Since primary research the most recent and accurate information can be obtained by getting data straight from the source.
Researchers make all the decisions about how the study will be set up, such as the approach, group size, and data collection methods.
The companies that do the research hold the data they collect, so they have full access to and control over the information they get.
Researchers have full influence in how the study is set up, including selecting the technique, group size, and ways to collect data.
Organizations conducting primary research has exclusive access and control over the information accumulated by holding the data that was collected.
Primary Research can produce more precise and reliable outcomes because it can be customised to individual researchers' needs, which guarantees the quality of the data gathered.
· Disadvantages:
Conducting primary research can take a lot of time and resources, needing a lot of work, people, and money.
Researcher may impact the results; primary study results may not be applicable to other situations because they are usually unique to the group or situation that was studied.
People who take part in basic research may give prejudicial answers because they want to look good, which can lead to wrong or missing data.
Primary study can take a long time, which makes it less useful when you need to make quick choices or get new information quickly.
Secondary Research:
· Advantages:
When researchers use simply available data from previous studies, secondary research is often easier than original research.
When experts do secondary research, they don't have to collect data directly; instead, they can look at information that already exists.
Researchers can look for patterns and trends over time by using secondary research to access big files and past data.
More topics can be studied with secondary study, which doesn't require as much investigation.
Secondary research is helpful for doing preliminary research and getting a general idea of a subject before starting the main research. 
· Disadvantages:
When businesses or environment change quickly, information gathered through secondary study may not be up to date.
Because the data in secondary research isn't made to fit the researcher's exact wants, it might not be specific enough for some research questions.
Researchers may not have much control over how reliable and precise external data is, and the quality of the data may range.
Researchers can only use information and methods that have already been developed, so they can't completely change how the study is set up.
Access to some data sources may be limited for researchers because some information may not be easy to find or may be property of others. 
In summary, both primary and secondary research have their advantages and disadvantages, choosing between them depends on the research questions, the tools that are available, and the unique goals of the study. Usually, both types of study are used together to get a more complete understanding of a subject.
Both primary and secondary research methodologies were used in this case study in order to gather and evaluate data in order to support the aims of the research.
[bookmark: _Toc144158841]3.6 Mono-method research 
Choices
[bookmark: _Toc144158842]A form of investigation referred to as single-method research, or mono-method research, collects and analyses data using a single technique. The alternative term for mono-method research is single-method research. This implies that every aspect of the research activity depends on one particular collecting data method, which can include surveys interviews, observations, testing, or any analogous approach. Despite the fact that research employing a singular approach is straightforward and brief.  (Bryman, A. 2016)
· Qualitative and quantitative research 
Qualitative research distinguishes itself from quantitative research by stressing the subjective aspects of a study rather than focusing on numerical data.
The term "quality" is relative and shifts depending on the observer and how they define the term "quality." Qualitative research is characterised by its ambiguity and the reality that it is subjective. (Aspers & Corte, 2109).
· Advantages
Quantitative data because it uses numbers instead of views, is often seen as more objective and less probable to be inaccurate.
Quantitative data makes the data easy to analyse statistically by revealing patterns, trends, and connections.
Findings from quantitative research can be applied to a bigger group by using a sample that is representative of the entire population.
Quantitative research has accurate numbers that make it easy to compare and analyse data points.
 Quantitative research can easily manages big sample numbers, which makes the results more reliable and true.
Structured data collection methods, such investigations, and polls, offer predictable and repeatable steps.
· Disadvantages
Quantitative data may not give as much information or background as qualitative data, which can make it harder to figure out what motivates and inspires people.
Quantitative research it might not be the best way to look into complicated things or understand the complex aspects of human behaviour that qualitative methods can show.
Quantitative research it might not be the best way to look into complicated things or understand the complex aspects of human behaviour that qualitative methods can show.
Questionnaires with a strict framework may make it harder for people to easily express themselves and may not fully identify the range of their experiences.
Quantitative research might make complicated social events too easy to understand, leading to a restricted view that leaves out important background factors.
 You might not be able to get a deep understanding of people's feelings and situations from quantitative statistics alone.
The quality of the instruments used to measure has a big impact on how accurate and reliable the data is; defective instruments can easily produce wrong results.
In conclusion to get a better understanding of a study question, researchers often use both quantitative and qualitative methods together, while still recognising the positive and negative aspects of each.
The mono-method quantitative research approach has been chosen for this study since the only data that will be collected is quantitative research.
3.7 Time horizons
For this study qualitative research often employs a particular method called cross-sectional studies. Utilising this methodology, data is collected from a specific group of individuals or cases at a particular instant. The individuals who take part in a cross-sectional study contribute data to the researchers regarding several parameters of interest, while the researchers take care of no influence over the variables in question. Determining the frequency of appearance, the distribution of components, and the interconnections among them at a specific moment in time is a specific application of this method.  (Bryman, A. 2016)


3.8 Data collection and analysis
3.8.1 Sampling
· Sampling size
This case study will include a sample size of approximately fifty respondents, exclusively consisting of KFC workers. Access to the sample size will be facilitated by the use of a QR code.
This survey will be complete by employee of two stores located in London, KFC Tooting and KFC Wimbledon.
· Sampling type
In this research, the sample size will consist of individuals who are presently working, of either male or female gender, aged above 18, who have different positions at work, including team members and management team members.
· Sampling method
The methodology used for this case study involves making use of random sampling. Random sampling is a quantitative sampling method that gathers data from individuals who were selected randomly and were willing to participate in this case study. (Thornhill, A. 2019).

3.8.2 Data collection methods
The online survey will be generated via Microsoft Forms. The survey will have English as its default language. The survey will consist of a sequence of eight to ten closed-ended questions, including various question formats such as 5-point Likert scale questions and multiple-choice questions. The maximum time allowed for responders to complete the survey is 15 minutes.
3.8.3 Analysis of data
The study will analyse the quantitative data using Microsoft Excel software. This programme will be used to produce tables and graphs with a clear goal of reporting information.
3.8.4 Research ethics
Research ethics are the moral principles, norms, and standards that govern human and environmental research. To guarantee responsible and respectful research that respects the rights, well-being, and dignity of all stakeholders, ethical concerns are essential. (NIH Office of Extramural Research 2018)
To ensure study ethics, such as regulation, design, and execution, the researcher will not divulge any information to other parties and will keep all primary data private and confidential.

4. [bookmark: _Toc155096237]Analysis of data
4.1 Introduction
The purpose of this chapter is to provide a detailed analysis of the data that was gathered in order to answer the study goals and reach a relevant conclusion. An organised, methodical approach was used by the researcher in order to arrange, evaluate, and interpret the quantitative data. For the purpose of making understanding and discussion easier, the findings of the data analysis are presented in way that makes them concise and understandable, and they are supported by tables or graphs. confirming the results is supported by the discussion, which is supported by the literature review and the introduction.
4.2 Questionnaire Analysis
· Question 1
“Your participation on this survey is voluntary and your responses will be kept confidential. The data collected will be used for research purposes only and will be reported in aggregate form. By participating to this survey, you agree to the terms of this privacy statements.”
Results: The survey questionnaire received 52 responses, agree to the terms of this privacy statements by collecting data for research purposes.
Discussion: Evaluating the answers of the first question, it may be assumed that all survey participants voluntarily agreed to respond and complete the following questions, and accepting the terms specified in this privacy statement.
· Question 2
“What is your age?”
	AGE GROUP
	participants: 52

	18-24
	3

	25-34
	18

	35-44
	23

	45-54
	8

	prefer not to say
	0


 
(Figure 3-Question 2)					(Figure 4-Question 2)
Results: The survey questionnaire received 52 replies, with the highest proportion of responses coming from the age group of 35-44 years old, which represented 51% of all the responses received for this survey. This result was followed by the age group of 25-34 years old, which represented 40% of the 52 responses received for this survey. The remaining 9% of responses were distributed among the 45-54 age group, which represented 6%, while the 18-24 age group accounted for just 3%.
Discussion:  After analysing the findings, it is evident that the middle age group represents the largest proportion of respondents. Specifically, the 35-44 years old group accounts for the majority with a considerable percentage of 51%, followed by the 25-34 years old group which represents an extra forty percent of the respondents.

· Question 3
[bookmark: _Hlk154706921]“What is your gender?”
	GENDER GROUP
	participants: 52

	Male
	21

	female
	31

	prefer not to say
	0



(Figure 5-Question 3)					(Figure 6-Question 3)

Results: The highest proportion of responses for this survey coming from female, which represented 60% of 52 the responses received for this survey, followed by male with 40%.
Discussion: The findings for this question indicate that more female answered to this questionnaire in proportion of 60% from all the responses while male gender indicates 20% less compare with female. 








· Question 4
“How long have you been working in KFC?”
	WORKING PERIOD
	participants: 52

	1Year or less
	13

	1-2 years
	11

	2-5 years
	19

	over 5 years
	9



(Figure 7-Question 4)		(Figure 8-Question 4)
Results: A significant percentage of replies were obtained from employers with over 2 years of experience at KFC. 19 respondents said they had been working for 2-5 years, while 13 respondents indicated that they worked for 1 year or less. In addition, 11 individuals indicated an interval of 1-2 years, though 9 workers said they worked for over 5 years.
Discussion: Upon analysing the outcome of this inquiry, the data reveals that 36% of the participants responded with an age range of 2-5 years old, while 25% of those with little experience reported working at KFC for 1 year or less. Close to those figures are those who have been employed by KFC for over 1 year but less than 2, representing 21% of the total. Only 17% of the employees had more than 5 years of experience

· Question 5
“What is your employment status?”
	EMPLOYMENT STATUS
	participants: 52

	PART-TIME
	33

	fULL TIME
	19



(Figure 9-Question 5)					(Figure 10-Question 5)


Results: As illustrated in (figure 9-Question 5), the most popular answer for this question was from employee who are working part-time, with 33 respondents from 52, while 19 participants responded with full-time employment status.
Discussion: The study finds that more than half of participants who answered for this survey questions are working part-time, leading the findings with 63% from 52 respondents, while only 37% of the respondents find useful the answer full-time.
· Question 6
“What is your current position in KFC?”
	EMPLOYEE POSITION
	participants: 52

	TEAM MEMBER
	37

	MANAGEMENT
	13

	OFFICE
	2



(Figure 11-Question 6)			(Figure 12-Question 6)
Results: The research findings indicate that 37 respondents are currently team members for KFC, 13 respondents are working in the management team and 2 of the respondents working in the head office.
[bookmark: _Hlk155050380]Discussion: After examining the results of this question can be conclude that an important percentage of respondents, 71% are working as a team member, 25% represent management team and 3.8% are part of head office team. 










· Question 7
“The following outlines questionnaire form can be used to select the most popular promotional strategies in order to boost real estate revenue and profit. The question covered in slide are related to Facebook marketing, Email marketing, Video marketing, Offline marketing”.
	
	AGREE
	DISAGREE

	Facebook marketing is an effective strategy to improve the sales.

	
39 participants
	
13 participants

	Email marketing is a great technique to increase the sales.

	
5 participants
	
47 participants

	With effective video marketing strategy is a great technique to improve the sales.

	
52 participants
	
0 participants

	Offline marketing strategies (promotion, discounts, community engagement) is a great technique to improve the sales.

	


50 participants

	


2 participants

	
	
	


(Figure 13-Question 7)
[image: ]Results: The research findings indicate that from 52 participants of this survey 70% of them agreed that Facebook marketing strategies can increase the sales for the company, more than 90% believe that Email marketing strategies is not a great technique to increase the sales, but in another hand 100% of the responses was positive for video 
						(Figure 14-Question 7)
marketing strategies and also 96% of participants to this survey agreed that offline marketing strategies is a great technique to improve the sales.
Discussion: According to research findings 100% of the employees who answered to this questionnaire believe that video marketing strategies has the biggest impact for increasing sales, followed by offline marketing with 96% positives responses and also, Facebook marketing that indicate 75% positive. Most of them also believed that Email marketing strategies is not anymore, a good strategy that can be applied to increase the company sales, according with the findings above more than 90% disagree with this option.
· Question 8
[bookmark: _Hlk155060642]“Please rank the following directional development strategies (1 being the best KFC strategy.)”
	
	1
	2
	3
	4
	5


	Upgrade the menu with new items.
	9
	7
	36
	0
	0

	Expand into new geographic areas or countries.
	21
	15
	6
	10
	0

	Customise products for local tastes
	4
	1
	5
	35
	7

	[bookmark: _Hlk155050553]Set up online ordering and digital marketing.
	18
	29
	5
	0
	0

	Introduce unrelated items and services.
	0
	0
	0
	7
	45



(Figure 15-Question 8)
Results: Upon analysing the survey results, it is evident that the most favourable KFC directional development strategies are expanding into new geographic areas or countries, as chosen by 21 participants who ranked it as the best option. The second most preferred strategy, with 29 positive feedback, is setting up online ordering and digital marketing. Following closely behind is the strategy of upgrading the menu with new items, which received 36 responses. The last choice for the fourth and fifth rankings is tailoring goods to suit local preferences, which received 35 replies for the fifth place. The final option is deemed less valuable since it involves adding unrelated things and services.
Discussion: Based on the analysis of the survey data, the most effective KFC development strategies are reaching into untapped geographical regions or countries and using online ordering and digital marketing for second position. On third position is to improve the menu by introducing new products, number four on rank to Customise products for local taste, and last position introduce unrelated items and services.




· Question 9
“Please prioritise the following challenges that may impact KFC's marketing strategies.” (1being the most important challenge for KFC)

	
	1
	2
	3

	Unhealthy food
	43
	9
	0

	Strong competitors
	8
	43
	1

	Customise products for local tastes
	1
	0
	51



(Figure 16-Question 9)


(Figure 17-Question 9)

Results: As illustrate in (Figure 16-Question 9) from 52 participants, 43 prioritise unhealthy food on first position and another 9 participants rank this option number two. No Participants choose customised products for local taste being important in relation to KFC challenges.
For second position in rank, 43 participants consider Strong competitors a second option related to KFC challenges and another eight, found this option being very important and rank it as number one. Only one participant picks this option on third position. 
After evaluating the findings, customise products for local taste challenge have been voted only from one person as number one and, the majority (51) of the participants rank this option on third position.
Discussion: Out of the 52 participants, 43 individuals choose unhealthy food as their top priority, while an additional 9 people put it as their second choice. Participants choose personalised products that cater to local tastes, which poses significant hurdles for KFC.
Out of the 43 people competing for second place in the ranking, they see Strong competitors as a secondary choice in relation to KFC difficulties. Additionally, eight participants believe this option to be of the most significance and consider it as their top choice. One participant chooses this option as their third choice. 
Upon analysing the results, it was determined that just one individual voted for the customised items for local taste challenge as their first choice, while a large majority of participants (51) ranked this option as their third preference.
Question 10
"Should employees know their company business strategies?”

	Rating
	Participants 52

	1 Star
	2

	2 Stars
	0

	3 Stars
	0

	4 Stars
	7

	5 Stars
	43

	
	


(Figure 18-Question 10)



(Figure 19-Question 10)

Results: As illustrated in (Figure 18-Question 9) out of the 52 participants, 2 respondents rated the relevance of knowledge about business strategies known by employers as one star. 7 responses were received for 4 stars, and more than half of respondents (43) picked the choice for 5 stars.
Discussion: The above results demonstrate that a significant proportion of respondents (83%) acknowledged the importance of employers possessing knowledge about business strategies. In contrast, 13% of respondents opted for a rating of 4 stars, while a minority (4%) of participants expressed the belief that this information is irrelevant.












5. [bookmark: _Toc155096238]Conclusion and recommendation

5.1 Conclusion
The main objectives of this study have been to determine the current market strategies implemented by KFC in the UK; to investigate the current directional development strategy that impact on the organisational performance of KFC and to analyse the opportunities and changes of KFC, implementing marketing strategies.
According to relevant literature, KFC transformed food lovers. The organisation finds new methods to provide affordable, high-quality meals. KFC maintains brand and customer loyalty constantly. Demographic segmentation helps KFC offer vegetarian and non-vegetarian customers. KFC is definitely present online and offline. KFC has over 27,000 outlets in 145 countries and territories. Travelled to practically every country and geographical region. KFC uses two content marketing methods. First, produce unique chicken dishes and get media attention. Second, make attractive free platform videos.
[bookmark: _Hlk155084840]KFC's current directional development plans include offering new or healthier food to satisfy consumer demand, worldwide growth and product adaption, and managing and extending the franchise model for quality and service. KFC can capitalise on its global popularity. Sustainable and ethical marketing may attract environmentally conscious customers and boost the brand's reputation.
According to the report, KFC has a stable and mature management structure, creative marketing methods, and hardware resources compared to other fast-food businesses. A qualitative survey of KFC workers was undertaken. The survey findings from Tooting KFC and KFC Wimbledon reveal that businesses employ marketing tactics to provide high-quality fast food, rapid service, and a clean, pleasant eating atmosphere. Stores provide a variety of fried chicken goods to suit client preferences. In the interview process, bought stores used the purchasing power, tastes, preferences, and other characteristics of business district consumer groups to design and launch different products with different promotional strategies, which not only meets the needs of different consumers but also improves the customer unit price and sales, due to the economic ability of different consumer groups to make different purchases.
New KFC items are advertised on TV, bus stops, trains, and other venues. 
According to the examinations, Tooting and Wimbledon KFC utilise product launches promotion, advertising, and online ordering.
The marketing model, product analysis, and sales strategy show that KFC Tooting and KFC Wimbledon's marketing techniques meet demand and have created specific preferences and habits. These results may inform future marketing efforts to increase the customer numbers and satisfaction in comparable circumstances. Also, bought stores managing and expanding the franchise model for consistent quality and service.
KFC's best development methods involve discovering unexplored regions or countries and employing online ordering and digital marketing for second place, according to survey data
In bought stores KFC employees believe that unhealthy food and strong competitors are the main challenges of KFC implementing marketing strategies.
5.2 Recommendation
Developing a comprehensive digital marketing strategy that incorporates social media campaigns, online promotions, and compelling content is essential. Utilise platforms that are well-liked by the target demographic of KFC.
Encourage recurrent commerce by instituting a customer loyalty programme. Incentivize devoted clientele with unique offers, promotions, or discounted rates.
Menu innovation should be ongoing in order to maintain relevance and appeal to evolving consumer preferences. One potential strategy is to incorporate time-limited offerings, plant-based alternatives, or healthier options.
Localise marketing approaches to suit specific markets. Cultivate an awareness of and regard for cultural subtleties, modifying promotional initiatives to effectively connect with a wide range of audiences.
Highlight and effectively convey KFC's steadfast dedication to ethical and sustainable practices. Emphasise initiatives that pertain to the conservation of the environment, waste minimization, and responsible procurement.
Maintain an open line of communication. Disseminate information pertaining to sourcing, preparation techniques, and community involvement in order to foster consumer confidence and genuineness.
Improve the functionality of the mobile application and online ordering system in order to provide customers with a seamless experience. Promoting digital adoption can be achieved by offering exclusive discounts or promotions exclusively for online orders.
This research proposes that in order to attract clients using discounts such as coupons, the restaurant should simultaneously advertise a product that raises the price per unit for the attracted customers. The pricing, placement, and promotional range of the product should be suitable. An excessively wide selection does not promote a rise in unit pricing, but a too narrow range will impact consumers' excitement to eat in the restaurant.


5.3 Limitations
Considering the learned insights, this study is open to many constraints. These constraints include, however are not limited to, the following factors:
• Sample size: The survey may have a very limited number of participants, which restricts the ability to apply the results to the full community of luxury fashion customers.
• Convenience sampling: The study used convenience sampling, whereby participants were not chosen randomly, possibly resulting in a biassed sample that may not accurately reflect the broader community of luxury fashion customers.
• Cross-sectional design: The research employs a cross-sectional design, which captures a momentary representation of participants' viewpoints and encounters at a particular moment in time. This design may not consider the possibility of future changes in client behaviour, preferences, or social media trends.
• Insufficient qualitative data: The study just gathered data from employees, perhaps missing thorough understanding of consumers' experiences and preferences. By integrating quantitative and qualitative data, it is feasible to get a more profound understanding of the impact of marketing strategy on organisational performance of KFC.





[bookmark: _Toc155096239]6. Future research

To solve restrictions and better understand of the impact of marketing strategy on organisational performance of KFC the following research ideas might be made. 
Larger, more varied sample: The research would be more accurate and generalizable with a bigger and more varied sample.
Additional individuals may be engaged to respond to the research questions. It is advisable to include consumer behaviour analysis in addition to focusing just on strategy development. Furthermore, conducting surveys with customers, rather than exclusively with employees, would be more beneficial.
Qualitative research approaches, such as interviews can be more relevant and, in more details, compare with the survey that people answer strict to the question without adding any additional information they can be relevant for the study. Studying developing platforms and technologies 
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APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see Checklist for details of process for different categories of application.  

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Sebastiana Frasinescu

	2
	Tick all boxes that apply:
	Member of staff:
	☐
	Honorary research fellow:
	☐

	
	Undergraduate Student
	☒	Taught Postgraduate Student
	☐	Postgraduate Research Student
	☐


	3
	Institute/Academic Discipline/Centre:
	University of Wales Trinity Saint David


	4
	Campus:
	
London Campus

	5
	E-mail address:
	Thiana_mei@icloud.com


	6
	Contact Telephone Number:
	+44 7508376641

	
	For students:

	7
	Student Number:
	2021070

	8
	Programme of Study:
	Business and Management

	9
	Director of Studies/Supervisor:
	TUSHARA BALENDRAN






SECTION B: Approval for Research Activity
	1
	Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	☐	NO
	☒
	
	
	Date

	2
	If Yes, please indicate source of approval (and date where known): Approval in principle must be obtained from the relevant source prior to seeking ethical approval
	Research Degrees Committee
	☐	

	
	
	Institute Research Committee
	☐	

	
	
	Other (write in)

	☐	



SECTION C:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	☒
	2
	UWTSD Research Data Management Policy
	☒

	3
	[List any other relevant documents here]
	☐



SECTION D: External Collaborative Research Activity
If there are external collaborators then you should gain consent from the contact persons to share their personal data with the university. If there are no external collaborators then leave this section blank and continue to section E.
	1
	Institution
	


	2
	Contact person name
	


	3
	Contact person e-mail address

	

	4
	Is your research externally funded?
	YES
	☐
	NO
	☐

	5
	Are you in receipt of a KESS scholarship?
	YES
	☐
	NO
	☐

	6
	Are you specifically employed to undertake this research in either a paid or voluntary capacity?
	Voluntary
	YES
	☐
	NO
	☐

	7
	
	Employed
	YES
	☐
	NO
	☐

	8
	Is the research being undertaken within an existing UWTSD Athrofa Professional Learning Partnership (APLP)?
	If YES then the permission question below does not need to be answered.
	YES
	☐
	NO
	☐

	9
	Has permission to undertake the research has been provided by the partner organisation?
	(If YES attach copy)
If NO the application cannot continue
	YES
	☐
	NO
	☐




Where research activity is carried out in collaboration with an external organisation
	10
	Does this organisation have its own ethics approval system?
	YES
	☐
	NO
	☐

	
	
If Yes, please attach a copy of any final approval (or interim approval) from the organisation (this may be a copy of an email if appropriate).




SECTION E: Details of Research Activity
	1
	Indicative title:
	Analysing the impact of effective leadership on hospitality industry

	2
	Proposed start date:
	01.09.2023
	Proposed end date:
	30.11.2023

	
	Introduction to the Research (maximum 300 words per section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
· How it addresses an area of importance. 

	3
	Purpose of Research Activity

The goal of this study is to thoroughly examine the function and significance of the hospitality idea in leadership. This study aims to offer a comprehensive knowledge of how incorporating hospitality principles into leadership practices might promote positive transformation inside businesses by exploring its implications, benefits, and potential difficulties.

(this box should expand as you type)

	4
	Research Question

What is the most effective leadership approach to implement in the hospitality industry?

(this box should expand as you type)

	5
	Aims of Research Activity

To help leaders, decision-makers, and academics improve their leadership effectiveness, promote a positive workplace culture, and support sustainable business practices, the research strives to provide actionable insights. The aim of this study is to investigate how the notion of hospitality is incorporated into leadership and how it affects stakeholder relationships, organizational dynamics, and employee well-being.

(this box should expand as you type)

	6
	Objectives of Research Activity

1. Investigate the fundamental values and actions that characterize concept hospitality in a leadership environment. 
· I will examine the Foundations of Concept Hospitality in Leadership.
· I will examine the history and applicability of the notion of hospitality in a variety of business and organizational contexts.

(this box should expand as you type)

	
	Proposed methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here, but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	Quantitative methods like surveys and structured interviews could be used to gather numerical data about leadership styles and perceptions of hospitality. Qualitative methods like in-depth interviews or focus groups can help explore personal experiences and insights related to hospitality in leadership. 
A case study strategy could be effective in examining the role of hospitality in leadership. Select a few organizations or leaders who emphasize hospitality in their leadership approach and analyse their practices, outcomes, and employee perceptions.
For quantitative data, I will use probability sampling techniques to ensure representativeness. For qualitative data, purposeful sampling can help me select participants who have experience with hospitality-driven leadership.



(this box should expand as you type)

	

	Location of research activity
Identify all locations where research activity will take place.

	8
	London

(this box should expand as you type)

	
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do the research then please state this.

	9
	


(this box should expand as you type)



	10
	Use of documentation not in the public domain: Are any documents NOT publicly available? 

	NO
	☒

	
	
	YES
	☐

	11
	If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with the current data protection law of the country in question and that of England and Wales.



(this box should expand as you type)



	
	Does your research relate to one or more of the seven aims of the Well-being of Future Generations (Wales) Act 2015?
	
YES
	
NO

	12
	A prosperous Wales
	☒
	☐

	13
	A resilient Wales
	☒
	☐

	14
	A healthier Wales
	☒
	☐

	15
	A more equal Wales
	☒
	☐

	16
	A Wales of cohesive communities
	☒
	☐

	17
	A Wales of vibrant culture and thriving Welsh language
	☐
	☒

	18
	A globally responsible Wales
	☒
	☐

	19
	If YES to any of the above, please give details:

	
	
This research paper focuses on the inclusion, equity and equality aims and purposes of leadership in hospitality, therefore meets some of the aims stated above.

(this box should expand as you type)



SECTION F: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☐
	☒

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☐

	
	Details of any other primary data collection method:



(this box should expand as you type)
	
	


If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION G: Intended Participants
If there are no participants then do not complete this section, but go directly to section H.

	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☒

	2
	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	3
	Vulnerable adults?
	☐
	☒

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☒

	5
	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	8
	People engaged in illegal activities?
	☐
	☒

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	☒

	
	Details of any other participant groups:



(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	

52
(this box should expand as you type)

	11
	Who will the participants be?

	Tooting KFC employees and Wimbledon KFC employees


(this box should expand as you type)

	12
	How will you identify the participants?
	
Going to each store and distribute the QR code

(this box should expand as you type)




	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	15
	Will you obtain written consent for participation?
	☒
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☐
	☐
	☒

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	22
	If NO to any of above questions, please give an explanation 

	
	


(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☐
	☒

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☐
	☒

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☐
	☒

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☐
	☒

	28
	If YES to any question, please provide full details 

	
	


(this box should expand as you type)



SECTION H: Anticipated Risks

	
	[bookmark: _Toc152161327][bookmark: _Toc155096243]
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	[bookmark: _Toc152161328][bookmark: _Toc155096244]1
	[bookmark: _Toc152161329][bookmark: _Toc155096245]Full risk assessment completed and appended? 
	[bookmark: _Toc152161330][bookmark: _Toc155096246]Yes 
	☒

	
	
	[bookmark: _Toc152161332][bookmark: _Toc155096248]No
	☐

	2
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
	Risk to participants:


(this box should expand as you type)
	How you will mitigate the risk to participants:



(this box should expand as you type)

	3
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	


(this box should expand as you type)

	4
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:



(this box should expand as you type)
	How you will mitigate the risk to the investigator:



(this box should expand as you type)

	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:



(this box should expand as you type)
	How you will mitigate the risk to the University:



(this box should expand as you type)

	6
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:



(this box should expand as you type)
	How you will mitigate the risk to environment:



(this box should expand as you type)



	
	Disclosure and Barring Service

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	7
	Does your research require you to hold a current DBS Certificate?
	☐
	☒
	☐

	8
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	



SECTION I: Feedback, Consent and Confidentiality

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	


(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	


(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	


(this box should expand as you type)



SECTION J: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	☐

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	


(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	☐
	☐

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	


(this box should expand as you type)



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☒
	☐

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☒
	☐

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	☐

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:

	☐
	☐

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	

(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☐
	☒

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	Use of data management system?
	☐
	☒

	20
	Data archiving?
	☐
	☐

	21
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):

	
	


(this box should expand as you type)

	22
	List all who will have access to the data generated by the research activity:

	
	
The researcher, the University

(this box should expand as you type)

	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	
The researcher

(this box should expand as you type)

	24
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
	Data will be archived in the personal computer of the researcher.


(this box should expand as you type)

	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	


(this box should expand as you type)

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	☒

	27
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	☒





SECTION K: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Sebastiana Frasinescu
	Date:
18.11.2023




For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	
	Date:



	3
	Signature:
	

	



For STAFF Submissions:
	4
	Academic Director/ Assistant Dean:
	
	Date:

	5
	Signature:
	

	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☒
	I confirm that the research activity has received approval in principle

	☒
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☒
	I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.



	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.

	STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.



This form is available electronically from the Academic Office web pages: https://www.uwtsd.ac.uk/academic-office/appendices-and-forms/














Participants

Participants	[PERCENTAGE]

18-24	25-34	35-44	45-54	3	18	23	1.2	

Participants

Participants	
MALE	FEMALE	21	31	

wORKING PERIOD

PARTICIPANTS	
1 YEAR OR LESS	1-2 YEARS	2-5 YEARS	OVER 5 YEARS	13	11	19	9	


EMPLOYMENT STATUS

EMPLOYMENT STATUS	
PART-TIME	FULL-TIME	33	19	


(1) High	
Unhealthy food	Strong competitors	Costumise products for local taste	43	8	1	(2) Medium	
Unhealthy food	Strong competitors	Costumise products for local taste	9	43	0	(3) Low	
Unhealthy food	Strong competitors	Costumise products for local taste	0	1	51	



Participants 

Participants	

[CATEGORY NAME]
[PERCENTAGE]

1 Star	2 Stars 	3 Stars	4 Stars	5 Stars	2	0	0	7	43	
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