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ABSTRACT

This study focuses on digital marketing strategies and consumer engagement in KFC Myanmar. Social media marketing, content marketing, influencer collaborations, mobile app and online and promotional campaigns are independent variables and consumer engagement is dependent variable. Quantitative research method is used to achieve the objectives. Primary data and secondary data are used in this study. Primary data are collected from 384 customers of KFC Myanmar by using convenience sampling method. Secondary data are gathered from documents of KFC Myanmar, government reports, relevant research papers and internet web sites. Reliability test, descriptive statistics and regression analysis are used to analyze the data. Findings reveal that social media marketing, influencer collaborations, mobile app and online and promotional campaigns have positive and significant impact on consumer engagement. However, content marketing does not impact on consumer engagement. Among the digital marketing factors, social media marketing is the most influencing factor on consumer engagement. This study suggests that KFC Myanmar should strengthen localized storytelling, expanding platform presence, enhancing mobile app interactivity, and refining targeted advertising with personalization. 
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CHAPTER I
INTRODUCTION

The fast-food industry has become one of the most dynamic and influential sectors in the global economy. Quick-service restaurants are no longer simply about convenience; they represent a lifestyle choice for millions of consumers worldwide. In Asia-Pacific, particularly, the fast-food sector is experiencing accelerated expansion, fueled by younger demographics and digital adoption. As competition intensifies, brands are compelled to innovate not only in their menus but also in how they connect with consumers, making marketing strategies a critical determinant of success.
Marketing is the foundation of modern business strategy, serving as the bridge between organizations and their customers. Marketing is everything a team does to promote a company's brand and product or services (Siddaraju et al., 2025). This can include publicity, advertising, relationship building, merchandising, and securing distribution channels. Beyond advertising, marketing encompasses market research, branding, customer service, and promotional activities that collectively shape consumer perceptions. Effective marketing ensures that businesses can differentiate themselves in crowded markets, build brand loyalty, and sustain profitability. In the fast-food industry, where product offerings are often similar across competitors, marketing becomes the decisive factor in influencing consumer choice and driving repeat purchases.
The evolution of technology has transformed traditional marketing into digital marketing, which leverages online platforms to reach and engage consumers. Digital marketing involves the use of social media, search engines, mobile applications, and data analytics to deliver personalized and interactive experiences (Babics & Jermolajeva, 2024).  Digital marketing trends emphasize personalization, artificial intelligence, influencer marketing, and immersive content formats such as video and podcasts. Unlike traditional methods, digital marketing allows for real-time feedback and measurable outcomes, enabling businesses to refine strategies continuously. For fast-food chains, digital marketing is particularly vital, as consumers increasingly rely on mobile devices and social platforms to discover promotions, place orders, and share experiences. This shift underscores the necessity of integrating digital tools into marketing strategies to remain competitive in the modern marketplace.
Consumer engagement refers to the depth of interaction and emotional connection between a brand and its customers (Kumar, 2025). It goes beyond transactional relationships, focusing instead on building trust, loyalty, and advocacy. Engaged consumers are more likely to make repeat purchases, recommend the brand to others, and participate in promotional activities. In the digital era, engagement is measured through metrics such as social media interactions, app usage, online reviews, and participation in loyalty programs (Pereira et al., 2025). By fostering meaningful engagement, businesses can transform customers into brand ambassadors, thereby amplifying their reach and impact in competitive markets.
Summit Brands Restaurant Group (“KFC Myanmar”) operates the KFC franchise in Myanmar and is one of the core brands of Yoma F&B platform under Yoma Group. KFC is among one of the first international chains that entered into the Myanmar market in 2015 with the bold vision of becoming the most loved, most trusted, fastest growing, and most profitable restaurant brands in the country. Operated under Yoma Strategic Holdings, KFC Myanmar has expanded rapidly across major cities, becoming one of the most recognized international brands in the nation. Its success is not solely attributed to its iconic product offerings but also to its ability to adapt marketing strategies to local consumer behavior. 
In a country where social media platforms like Facebook dominate digital communication, KFC Myanmar has leveraged online campaigns, influencer partnerships, and localized promotions to engage with younger, urban consumers. Studying KFC Myanmar’s digital marketing strategies provides valuable insights into how global brands can navigate emerging markets, balance global identity with local relevance, and build sustainable consumer engagement in a rapidly evolving digital landscape.

[bookmark: _5pwlm9gfird3]1.1	Background of the Study
 	Marketing management is the discipline concerned with planning, organizing, and executing strategies that deliver value to consumers while achieving organizational objectives. Contemporary marketing management emphasizes customer-centricity, adaptability, and integration with technological advancements. According to Czinkota et al. (2021), modern marketing management requires balancing classical theories such as the 4Ps (Product, Price, Place, Promotion) with emerging frameworks that prioritize customer experience and relationship building. Marketing is no longer about pushing products but about creating meaningful experiences that resonate with consumers (Kotler et al., 2021). These perspectives highlight that marketing management today is not static but dynamic, requiring continuous adaptation to shifting consumer expectations, competitive pressures, and technological innovations. 
Digital marketing has emerged as a transformative force in marketing management, reshaping how businesses interact with consumers. Digital marketing is the practice of building meaningful relationships with target audiences through the use of digital channels and tools. These audiences are not limited to customers or clients; they may also include employees, funders, strategic partners, or other stakeholders who play a role in the organization’s ecosystem (Grayson, 2024). For fast-food companies, digital marketing is particularly critical, as consumers increasingly rely on mobile devices and social platforms to discover promotions, place orders, and share experiences.
Consumer engagement refers to the emotional, cognitive, and behavioral investment that customers make in their interactions with a brand. It goes beyond transactional exchanges, focusing on building trust, loyalty, and advocacy. Kumar et al. (2025) proposed an integrated framework that links triggers, mediators, moderators, and outcomes of consumer engagement, emphasizing its role in shaping firm strategy and consumer behavior. Engagement is increasingly measured through digital metrics such as social media interactions, app usage, online reviews, and participation in loyalty programs.
 Consumer expectations are rising, and conventional engagement strategies are no longer sufficient; businesses must deliver personalized interactions across multiple channels to remain competitive (Cunha & Krupsky, 2025). These insights underscore that consumer engagement is not a passive outcome but an active process that requires deliberate strategy. In the fast-food industry, engagement is vital because it directly influences brand reputation, repeat purchases, and word-of-mouth advocacy, all of which are essential for sustaining market share in competitive environments.
[bookmark: _sw5fu4832rx4]KFC was founded by Colonel Harland Sanders in Corbin, Kentucky, during the Great Depression, when he began serving fried chicken at his roadside café. In 1997, PepsiCo spun off its restaurant operations into Tricon Global, which rebranded as Yum Brands in 2002. Under Yum’s focused management, KFC expanded aggressively worldwide, even as U.S. outlets declined. A landmark moment came in 1987 with the opening of its first Chinese outlet, which has since grown into KFC’s largest market with over 4,500 locations. Globally, KFC now operates nearly 19,000 outlets across 118 countries, serving more than a billion meals annually.
In Myanmar, KFC entered in 2015 with its first branch in Yangon under the Yoma Group’s F&B platform. The Yoma Group, a major conglomerate, facilitated KFC’s rapid rise as one of Myanmar’s most recognized consumer brands. Today, KFC Myanmar runs 37 outlets, concentrated in Yangon but also spread across Mandalay, Naypyitaw, Bago, Monywa, Taunggyi, and highway locations. Beyond expansion, KFC Myanmar has embraced technology to enhance customer experience. Electronic menu boards, mobile ordering, self-service kiosks, and flexible payment options distinguish it from competitors. In July 2023, KFC Myanmar launched its official website, offering menus, promotions, branch details, and updates, reflecting its blend of global standards with local culinary culture.
KFC’s success in Myanmar highlights its adaptability, leveraging digital innovation and community engagement to meet modern consumer expectations. By integrating technology with tradition, KFC continues to shape dining experiences while reinforcing its global brand identity.

1.2	Problem Statement of the Study
Consumer engagement has become a critical factor in determining the long-term success of businesses in competitive industries such as fast food. Engagement goes beyond transactional interactions; it reflects the emotional and behavioral connection between consumers and brands. Engaged consumers are more likely to make repeat purchases, participate in loyalty programs, and advocate for the brand through word-of-mouth and social media (Lumawir et al., 2025). In the fast-food sector, where product differentiation is minimal, engagement strategies such as interactive campaigns, personalized promotions, and community involvement are essential for sustaining consumer loyalty. Without strong engagement, even globally recognized brands risk losing relevance in local markets.
Digital marketing has revolutionized how businesses communicate with consumers, offering real-time interaction, measurable outcomes, and personalized experiences. Unlike traditional marketing, digital platforms allow companies to reach targeted audiences with precision, leveraging tools such as social media, search engines, and mobile applications. The importance of digital marketing lies in its ability to adapt to consumer behavior, which is increasingly shaped by online interactions. Digital marketing strategies that integrate artificial intelligence, influencer partnerships, and omnichannel approaches are now central to consumer engagement (Agrawal, 2025). For fast-food chains, digital marketing is indispensable, as consumers rely on mobile apps and social platforms to discover promotions, place orders, and share experiences. Without effective digital marketing, businesses risk losing visibility and failing to connect with younger, tech-savvy demographics.
KFC Myanmar holds a unique position in the country’s fast-food industry as the first global quick-service restaurant brand to enter the market in 2015. Operated under Yoma Strategic Holdings, KFC has expanded rapidly across major cities, becoming one of the most recognized international brands in Myanmar. Its success is not solely attributed to its iconic product offerings but also to its ability to adapt marketing strategies to local consumer behavior. In Myanmar, where social media platforms like Facebook dominate digital communication, KFC has leveraged online campaigns, influencer partnerships, and localized promotions to engage with younger, urban consumers. 
However, as competition intensifies and consumer expectations evolve, KFC Myanmar must continuously refine its digital marketing and engagement strategies to maintain its leadership position. For KFC Myanmar, the integration of digital marketing and consumer engagement is not optional but essential for sustaining growth and competitiveness. Digital marketing provides the tools to reach consumers effectively, while engagement ensures that these interactions translate into loyalty and advocacy. 
In Myanmar’s context, where internet penetration and social media usage are rapidly increasing, digital marketing offers unprecedented opportunities to connect with consumers. At the same time, engagement strategies that resonate with local culture and preferences are crucial for building trust and long-term relationships. The research problem, therefore, lies in understanding how KFC Myanmar’s digital marketing strategies influence consumer engagement and identifying areas for improvement. Addressing this problem will provide valuable insights into how global brands can adapt to emerging markets and sustain consumer loyalty in the digital age.
[bookmark: _k85ayvrsqbmo]1.3 	Research Objectives 
[bookmark: _u8xrqnsba4sx] 	The specific objectives of this study are;
1. To examine the digital marketing strategies of KFC Myanmar,
2. To analyze the impact of digital marketing strategies on consumer engagement of KFC Myanmar and
3. To explore the most influencing digital marketing strategy on consumer engagement of KFC Myanmar.

1.4 	Research Questions 
 	This study develops the following research questions:
1. [bookmark: _oyy0biuck4ub]What are the digital marketing strategies implemented by KFC Myanmar?
2. What is the impact of digital marketing strategies on consumer engagement of KFC Myanmar? and
3. Which is the most influencing digital marketing strategy on consumer engagement of KFC Myanmar?

1.5		Scope of the Study
This study explores how KFC Myanmar uses digital marketing to drive consumer engagement in the fast-food industry. It focuses on three areas: social media platforms like Facebook, Instagram, and TikTok; mobile applications, including KFC’s own and third-party apps; and delivery partnerships with Foodpanda and GrabFood. Engagement is measured through likes, shares, comments, reviews, repeat purchases, and loyalty indicators. Research targets urban consumers in Yangon and Mandalay, using surveys, interviews, and focus groups to capture perceptions and behaviors. The study reflects Myanmar’s growing internet use, mobile commerce, and social media influence, offering insights valuable to both KFC and the wider fast-food market.

1.6	Justification of the Study
From an academic standpoint, this research contributes to filling a significant gap in the literature on digital marketing in emerging economies, particularly Myanmar. While digital marketing has been extensively studied in developed markets, there is limited scholarship on how global brands adapt their strategies in countries where digital adoption is rapid but uneven. Myanmar presents a unique case, as it has experienced a surge in internet penetration and social media usage in recent years, yet still faces infrastructural and regulatory challenges. 
By focusing on KFC Myanmar, this study provides empirical evidence that enriches theoretical discussions on the effectiveness of digital marketing and consumer engagement in such contexts. It also advances academic understanding of how consumer behavior in emerging markets differs from that in developed economies, thereby offering new perspectives for marketing scholars and practitioners. The findings will contribute to the broader discourse on marketing management, digital transformation, and consumer engagement, making this study a valuable addition to contemporary academic literature.
Beyond academic contributions, the study holds strong practical relevance for KFC Myanmar and other fast-food chains operating in similar environments. The insights generated will help KFC Myanmar refine its digital marketing strategies to better engage consumers, strengthen brand loyalty, and sustain competitiveness in a growing but challenging market. For instance, by analyzing consumer responses to social media campaigns, mobile applications, and online delivery partnerships, the study will identify which strategies are most effective in driving engagement and repeat purchases. These findings can guide KFC Myanmar in allocating resources more efficiently, designing targeted campaigns, and enhancing customer experiences. 
Moreover, the practical implications extend beyond KFC to other businesses in Myanmar’s fast-food sector, which can adopt similar strategies to improve their digital presence and consumer engagement. In this way, the study provides actionable recommendations that can directly influence business practices and outcomes. The relevance of this research also extends to policy discussions on digital commerce and consumer protection in Myanmar. As digital marketing becomes more pervasive, issues such as data privacy, transparency in online promotions, and consumer trust are increasingly important. 
The study’s findings may inform policymakers about the challenges and opportunities associated with digital marketing in the fast-food industry, highlighting areas where regulatory frameworks are needed to protect consumers while encouraging innovation. Insights into consumer perceptions of online promotions and loyalty programs can help policymakers design guidelines that ensure fairness and transparency. 
Additionally, the study can contribute to broader discussions on digital transformation in Myanmar, supporting efforts to create an enabling environment for businesses to thrive in the digital economy. By linking marketing practices to policy considerations, the research underscores the importance of aligning business strategies with consumer rights and national development goals.
Finally, the study holds global relevance, as lessons drawn from Myanmar can be applied to other emerging markets where digital adoption is rapid but uneven. By examining KFC Myanmar’s experience, the research offers transferable insights into how global brands can adapt their digital marketing strategies to diverse cultural and economic contexts. These lessons can inform multinational corporations seeking to expand into emerging markets, helping them balance global brand identity with local relevance. In this way, the research not only benefits Myanmar but also provides valuable guidance for businesses and policymakers worldwide, reinforcing its significance on both local and global scales.
1.7	Organization of the Study
This study is systematically organized into five chapters to provide a clear and logical presentation of the research. The first chapter establishes the foundation by presenting the background of the study, the statement of the problem, research objectives, questions. It also outlines the significance, scope, and limitations, ensuring that readers understand the boundaries and relevance of the research. 
The second chapter synthesizes theoretical and empirical works related to marketing management and digital marketing strategies. It is divided into several sub-sections: marketing management introduces the principles guiding organizational marketing practices; digital marketing strategies explores modern approaches, including social media marketing, content marketing, mobile app & online ordering, influencer collaborations, and promotional campaigns. These strategies are examined in relation to their role in enhancing consumer engagement. Consumer engagement discusses how customers interact with brands in digital environments, while empirical studies are reviewed prior research findings relevant to the topic. Finally, conceptual framework of the study is presented the theoretical model guiding the investigation.
The third chapter, research methodology, describes the research design, sampling techniques, data collection instruments, and procedures used to ensure validity and reliability. The fourth chapter, analysis on digital marketing strategies and consumer engagement in KFC Myanmar, presents the findings, interprets results, and discusses their implications in the context of the fast-food industry. The final chapter consolidates the study by summarizing key findings, offering conclusions, and providing recommendations for practice and policy. It also suggests directions for further research to expand knowledge in digital marketing and consumer engagement. This organization ensures that the study progresses logically from problem identification to theoretical grounding, methodological rigor, empirical analysis, and practical recommendations.

CHAPTER II
LITERATURE REVIEW

The literature on digital marketing and consumer engagement highlights the transformation of traditional marketing into technology-driven practices that emphasize personalization, interactivity, and measurable outcomes. Recent studies show that social media platforms, mobile applications, influencer collaborations, and promotional campaigns have become central to how fast-food brands connect with consumers in competitive markets. At the same time, consumer engagement is increasingly understood as an active process involving emotional, cognitive, and behavioral investment, which directly influences loyalty and advocacy. By synthesizing theoretical perspectives and empirical findings from the past five years, this chapter provides the foundation for analyzing how KFC Myanmar adapts global digital marketing strategies to local contexts and how these strategies shape consumer perceptions and behaviors.

2.1	Marketing Management
Marketing management has evolved into a dynamic discipline that integrates classical frameworks with modern innovations to meet rapidly changing consumer expectations. Recent scholarship emphasizes that marketing is no longer limited to product promotion but involves creating holistic consumer experiences that foster loyalty and advocacy. Aboudy and Aboudy (2025) argue that contemporary marketing management requires agility, customer-centricity, and technological integration to remain competitive in fast-paced industries. This perspective highlights the shift from transactional approaches to relationship-driven strategies, where value creation is continuous and adaptive.
In today’s digital economy, marketing managers must balance traditional principles such as the 4Ps with emerging strategies that prioritize personalization and engagement. Wirtz et al. (2025) introduce the concept of “continuous value shaping,” which underscores the need for businesses to innovate constantly while aligning with consumer preferences. This approach reflects how marketing management now involves orchestrating diverse touchpoints such as social media, mobile apps, and influencer collaborations to deliver consistent brand experiences.
Furthermore, recent studies emphasize that marketing management must account for cultural, social, and contextual dynamics when designing strategies. Khan (2025) highlighted that consumer responses to marketing initiatives are shaped not only by product attributes but also by sociocultural norms, values, and expectations, requiring managers to adopt flexible and adaptive approaches. This theoretical perspective underscores the importance of contextual sensitivity, where marketing strategies are tailored to resonate with diverse consumer segments across different environments. 
As Alqahtani and Uslay (2023) noted, marketing management today involves orchestrating multiple touchpoints—ranging from social media and mobile applications to influencer collaborations and promotional campaigns—into a coherent system that delivers consistent brand experiences. Theoretical discourse therefore positions marketing management as a multidimensional practice that blends classical foundations with modern innovations, ensuring that organizations remain competitive in dynamic and culturally diverse markets.

2.2	Digital Marketing Strategies
Digital marketing strategies represent the integration of technology with marketing management, enabling organizations to reach, engage, and retain consumers through digital channels. Unlike traditional marketing, which relies heavily on mass communication, digital strategies emphasize personalization, interactivity, and data-driven decision-making. According to Sepliria and Indrawati (2022), digital marketing provides firms with the ability to deliver targeted messages, measure consumer responses in real time, and continuously refine campaigns to maximize effectiveness. This theoretical perspective positions digital marketing as a dynamic process that adapts to evolving consumer behaviors and technological innovations.
Recent scholarship highlights that digital marketing strategies encompass a wide range of tools and practices, including social media marketing, content creation, mobile applications, influencer collaborations, and promotional campaigns. These strategies collectively enhance consumer engagement by fostering trust, loyalty, and advocacy (Ustik et al., 2024). The theoretical discourse emphasizes that digital marketing is not merely about visibility but about building meaningful relationships across multiple touchpoints. By integrating diverse strategies into a coherent framework, organizations can create consistent brand experiences that resonate with consumers and sustain competitiveness in increasingly digital marketplaces.
2.2.1	Social Media Marketing
Social media marketing has become a central pillar of digital marketing strategies, enabling organizations to build interactive relationships with consumers through platforms such as Facebook, Instagram, TikTok, and X. Unlike traditional advertising, which relies on one-way communication, social media fosters dialogue, community building, and co-creation of value. emphasized that social media has shifted marketing from transactional promotion to relational engagement, where consumers actively participate in shaping brand narratives through likes, shares, comments, and user-generated content. This theoretical perspective highlights social media as a participatory ecosystem that enhances brand visibility, trust, and consumer involvement.
Recent scholarship underscores those effective social media strategies must prioritize authenticity, consistency, and emotional resonance. Kumar et al. (2025) argued that storytelling, influencer collaborations, and interactive campaigns such as polls, live streams, and challenges are essential for driving consumer engagement. These approaches create deeper emotional connections, which in turn foster loyalty and advocacy. Nguyen and Thu (2025) further noted that technology-mediated encounters on social platforms allow organizations to monitor consumer sentiment in real time, adapt campaigns quickly, and measure outcomes through engagement metrics such as reach, impressions, and conversion rates.
From a theoretical standpoint, social media marketing represents a paradigm shift in marketing management, moving beyond visibility to cultivating long-term consumer relationships. It emphasizes the importance of building communities, encouraging participation, and leveraging digital interactivity to sustain competitiveness in increasingly digital marketplaces.

2.2.2	Content Marketing
Content marketing has emerged as a central pillar of modern digital marketing, emphasizing the creation and distribution of valuable, relevant, and consistent content to attract and retain target audiences. Unlike traditional advertising, which often relies on interruption-based tactics, content marketing seeks to build trust and long-term relationships by offering information, entertainment, or insights that resonate with consumer needs. Recent scholarship highlights that content marketing is not merely about producing material but about strategically aligning content with the customer journey, thereby fostering engagement and loyalty. Baabs (2026) argued that the effectiveness of content marketing depends on its ability to deliver meaningful value, integrate seamlessly into digital touchpoints, and support organizational objectives such as brand awareness and customer retention.
The theoretical discourse increasingly situates content marketing within the framework of inbound marketing, where the goal is to attract consumers organically through relevant and personalized experiences. Clary (2026) emphasized that content marketing plays a critical role in shaping consumer-brand relationships by fostering trust, credibility, and emotional connection. This perspective underscores the importance of authenticity, storytelling, and consistency in content creation. Furthermore, content marketing is seen as a dynamic process that requires continuous adaptation to evolving consumer behaviors and technological innovations. As digital ecosystems expand, organizations must integrate diverse formats—such as blogs, videos, podcasts, and interactive media—into coherent strategies that align with consumer preferences and maximize engagement.
Recent trends also highlight the growing influence of artificial intelligence and data analytics in shaping content marketing strategies. Wah et al. (2025) noted that AI-driven tools are increasingly used to optimize content creation, distribution, and personalization, enabling firms to deliver tailored experiences across multiple platforms. However, scholars caution that while automation can enhance efficiency, human creativity and authenticity remain essential for sustaining consumer trust. The theoretical consensus suggests that effective content marketing requires a balance between technological innovation and human-centered storytelling, ensuring that content remains both relevant and emotionally resonant. In this way, content marketing is positioned as a strategic discipline that integrates creativity, analytics, and consumer-centricity to drive engagement and long-term brand loyalty.

2.2.3	Mobile App & Online Ordering
Mobile applications and online ordering systems have become integral components of digital marketing strategies, reshaping how consumers interact with brands in service industries. Theoretical perspectives emphasize that mobile apps serve as both transactional and relational platforms, enabling firms to deliver convenience, personalization, and engagement simultaneously. According to Shorbaji et al. (2025), mobile food-ordering apps increasingly integrate artificial intelligence to enhance customer experience, offering features such as predictive recommendations, real-time tracking, and personalized promotions. This reflects a broader theoretical shift toward technology-mediated consumer experiences, where mobile platforms act as touchpoints for building loyalty and trust.
From a marketing management standpoint, mobile applications are positioned as strategic tools that extend beyond order facilitation. Penga (2024) argued that online ordering systems contribute to service design by capturing customer data, enabling firms to refine offerings and improve satisfaction through quality function deployment. This theoretical lens highlights the dual role of mobile apps: they streamline operational efficiency while simultaneously generating insights into consumer behavior. The integration of mobile ordering into omnichannel strategies ensures that consumers experience seamless interactions across physical and digital environments, reinforcing brand consistency and engagement.
Recent discourse also situates mobile apps within the framework of experiential marketing, where convenience and personalization are central to consumer value creation. Tewu et al. (2025) noted that specialized delivery apps targeting niche segments illustrate how mobile platforms can differentiate brands by tailoring experiences to specific consumer needs. The theoretical consensus suggests that mobile app and online ordering systems are not merely technological innovations but strategic enablers of consumer engagement. They embody the convergence of digital convenience, data-driven personalization, and relational marketing, positioning them as essential tools for sustaining competitiveness in dynamic marketplaces (Ahuja et al., 2021).

2.2.4 	Influencer Collaborations
Influencer collaborations have become a prominent strategy within digital marketing, reflecting the shift toward peer-driven trust and social proof in consumer decision-making. Theoretical perspectives emphasize that influencers act as intermediaries who bridge the gap between brands and consumers by leveraging their credibility, relatability, and reach. According to Casaló et al. (2021), influencer marketing is grounded in the principles of social influence theory, where consumers are more likely to adopt behaviors or preferences endorsed by individuals, they perceive as authentic and trustworthy. This positions influencer collaborations as a relational marketing tool that fosters emotional connection and enhances brand visibility in digital ecosystems (Caputo et al., 2021).
Recent scholarship highlights that influencer collaborations are not merely promotional tactics but strategic partnerships that contribute to long-term consumer engagement. Hudders and Lou (2022) argued that the effectiveness of influencer marketing depends on congruence between the influencer’s persona and the brand’s identity, as well as the perceived authenticity of the collaboration. This theoretical lens underscores the importance of alignment and transparency, as consumers are increasingly skeptical of overtly commercial endorsements. By integrating influencers into storytelling and co-creation processes, brands can cultivate deeper resonance and foster loyalty among target audiences.
Emerging trends also situate influencer collaborations within the broader framework of digital community building. noted that micro- and nano-influencers, despite having smaller audiences, often generate higher engagement rates due to their perceived closeness and authenticity. This reflects a theoretical shift toward valuing quality of interaction over sheer reach, emphasizing that influencer collaborations should prioritize meaningful engagement rather than mass exposure (Çağlıyor, 2026). Furthermore, scholars highlight the role of data analytics and AI in identifying suitable influencers and measuring campaign outcomes, ensuring that collaborations are both strategic and measurable. Overall, influencer collaborations are positioned as a dynamic and evolving practice that integrates trust, authenticity, and community engagement into digital marketing strategies.

2.2.5	Promotional Campaigns
Promotional campaigns remain a cornerstone of digital marketing strategies, designed to stimulate consumer interest, drive short-term sales, and reinforce brand visibility. Theoretical perspectives emphasize that promotions are not limited to discounts or price-based incentives but encompass a wide range of activities including contests, loyalty programs, limited-time offers, and experiential events. According to Alzboon (2026), digital promotional campaigns are increasingly integrated into broader marketing ecosystems, leveraging online platforms to deliver targeted, interactive, and measurable outcomes. This reflects a shift from traditional mass promotions toward personalized and data-driven approaches that align with consumer preferences and behaviors.
Recent scholarship highlights those promotional campaigns play a dual role: they generate immediate transactional value while also contributing to long-term consumer engagement. Mou (2024) argued that digital promotions, when strategically designed, foster emotional connection and brand advocacy by creating memorable experiences rather than purely transactional exchanges. This theoretical lens underscores the importance of creativity, storytelling, and interactivity in promotional design. Campaigns that incorporate gamification, user-generated content, or immersive formats such as augmented reality are increasingly seen as effective tools for enhancing consumer involvement and loyalty.
Emerging trends situate promotional campaigns within the framework of omnichannel marketing, where consistency across digital and physical touchpoints is critical. Successful promotions integrate seamlessly into consumer journeys, ensuring that offers are accessible across mobile apps, websites, and social media platforms. This theoretical perspective emphasizes that promotional campaigns are not isolated tactics but components of a holistic engagement strategy. By combining personalization, interactivity, and cross-channel integration, promotional campaigns are positioned as strategic instruments that balance short-term incentives with long-term relationship building, reinforcing their central role in contemporary digital marketing.

2.3	Consumer Engagement
Consumer engagement is widely recognized as a multidimensional construct that encompasses emotional, cognitive, and behavioral investment in brand interactions. Theoretical perspectives emphasize that engagement goes beyond transactional exchanges, reflecting the depth of connection and loyalty consumers develop toward a brand. Mukherjee (2026) argued that engagement is an active process shaped by consumer participation, trust, and co-creation of value, positioning it as a critical determinant of long-term competitiveness. In digital environments, engagement is measured through metrics such as social media interactions, app usage, online reviews, and participation in promotional activities, underscoring its role as both a relational and strategic outcome.
Social media marketing plays a pivotal role in fostering consumer engagement by enabling interactive communication and community building. Platforms such as Facebook, Instagram, and TikTok allow consumers to participate in brand narratives through likes, shares, comments, and user-generated content. Islam (2026) highlighted that social media engagement is driven by authenticity, storytelling, and emotional resonance, which transform consumers from passive audiences into active brand advocates. Similarly, content marketing contributes to engagement by offering valuable, relevant, and personalized information that builds trust and credibility. By aligning content with consumer needs and preferences, brands can cultivate deeper emotional connections and sustain loyalty over time.
Mobile applications and online ordering systems further enhance engagement by delivering convenience and personalization. Theoretical discourse situates mobile apps within experiential marketing, where seamless ordering, tailored promotions, and real-time interactions create value beyond the transaction. AI-enabled mobile platforms strengthen engagement by offering predictive recommendations and personalized experiences, reinforcing consumer satisfaction and repeat usage. Influencer collaborations also contribute significantly to engagement by leveraging social proof and authenticity. Influencers act as trusted intermediaries, shaping consumer perceptions and encouraging participation in brand communities, thereby amplifying engagement through relational trust (Manyanga et al., 2025).
Promotional campaigns integrate these strategies into short-term incentives that stimulate immediate consumer action while reinforcing long-term loyalty. Promotions, when designed with creativity and interactivity, foster memorable experiences that deepen consumer involvement. Gamified campaigns, loyalty programs, and immersive formats such as augmented reality exemplify how promotional activities can transform engagement from transactional to experiential. Collectively, social media marketing, content marketing, mobile apps, influencer collaborations, and promotional campaigns converge to create a holistic engagement ecosystem. This theoretical synthesis underscores that consumer engagement is not a passive outcome but a deliberate strategy, requiring integration across multiple digital touchpoints to sustain competitiveness in dynamic marketplaces (Kadarisman et al., 2025).

2.4 	Empirical Studies
Rajput (2025) conducted a comprehensive analysis of digital marketing strategies and their effect on consumer buying behavior within the UK retail sector, focusing on Marks & Spencer. This primary research involved a survey of 50 participants and utilized frameworks such as the RACE model and the Consumer Decision Journey. The study identified social media as the most effective platform for brand interaction and product discovery, whereas email and search engine marketing were found to be less impactful for this specific retail context. Additionally, the findings highlighted those negative online reviews serve as a major deterrent, with approximately 42% of consumers ceasing brand interaction due to poor digital feedback.
Athar (2025) evaluated the impact of digital marketing strategies on consumer behavior for the fashion brand Khaadi in Pakistan. Through an online survey of 86 respondents, the study assessed how tools such as Google Ads and social media campaigns on Instagram and Facebook influence customer engagement and brand perception. The results indicated that digital marketing significantly enhances brand recall, trust, and purchase intention. Consumers responded most favorably to personalized advertisements and frequent social media interaction, though the study also noted a need for improved two-way communication to better engage diverse customer segments.
Garnaik (2025) explored the relationship between digital marketing strategies and consumer perception among Generation Z, specifically regarding global fashion brands. Based on a quantitative survey of 310 Gen Z consumers, the researcher identified a strong positive correlation between digital engagement and brand perception. The study distinguished between content types, finding that hedonic and sustainability-focused narratives are more effective in shaping positive perceptions than purely utilitarian product descriptions. The findings suggested that for the Gen Z demographic, a consistent and active digital presence built on interactive and storytelling-based content is essential for establishing brand trust.

2.5	Conceptual Framework of the Study
This study develops a conceptual framework based on recent literature and previous research, focusing on the impact of digital marketing strategies on consumer engagement in the fast-food industry, with particular emphasis on KFC Myanmar. Conceptual framework of this study is shown in Figure (2.1).





Figure (2.1) Conceptual Framework of the StudyDigital Marketing Strategies


Consumer Engagement



Promotional Campaigns
Influencer Collaborations
Mobile App & Online Ordering
Content Marketing
Social Media Marketing










Source: Own Compilation (2026)

According to the conceptual framework, digital marketing strategies are the independent variables and consumer engagement is the dependent variable. Applied to KFC Myanmar, this framework allows the study to analyze how global strategies are localized to fit Myanmar’s cultural and technological environment, and how these adaptations influence consumer perceptions and behaviors. 

CHAPTER III
RESEARCH METHODOLOGY

Research methodology provides the systematic framework that guides the design, data collection, and analysis of a study, ensuring that the research objectives are addressed in a structured and reliable manner. It defines the overall approach, specifies the tools and techniques used, and establishes the procedures for interpreting results. In this study, the methodology is designed to examine the relationship between digital marketing strategies and consumer engagement in KFC Myanmar. The methodology also outlines the sampling techniques, data collection instruments, and statistical methods that are employed, thereby providing clarity and rigor to the research process.

3.1	Research Approach
Research is broadly defined as a systematic and rigorous process of inquiry undertaken to generate new knowledge, validate existing theories, or solve practical problems. Research is not merely the accumulation of information but a structured investigation designed to answer specific questions through methodological rigor. Similarly, Bisaria et al. (2026) described research as a disciplined process that involves formulating problems, reviewing literature, selecting appropriate designs, collecting and analyzing data, and disseminating findings.
The term research method refers to the specific techniques and procedures employed to collect, analyze, and interpret data (Tripathi, 2026). Methods operationalize research questions into measurable or observable outcomes. Singh notes that methods are chosen based on the nature of the research problem, the philosophical stance of the researcher, and the type of data required. For example, surveys, experiments, and statistical modeling are aligned with quantitative research, while interviews, ethnography, and thematic analysis are aligned with qualitative research. Mixed methods combine both sets of tools to provide a more comprehensive understanding.
The selection of methods is therefore not arbitrary but guided by epistemological assumptions (positivist, interpretivist, or pragmatic) and the intended outcomes of the study. A well-chosen method enhances validity, reliability, and the overall credibility of research findings. Quantitative research is fundamentally grounded in the positivist paradigm, which emphasizes objectivity, measurement, and the use of statistical techniques to test hypotheses. Quantitative research provides a structured framework for examining relationships among variables, enabling researchers to draw generalizable conclusions across populations (Ali, 2026). This approach relies on numerical data collection methods such as surveys, experiments, and structured observations, which are subsequently analyzed using statistical tools ranging from descriptive statistics to advanced multivariate techniques.
The strength of quantitative research lies in its ability to produce replicable and precise results, offering clarity in causal relationships and predictive modeling. It is particularly effective in large-scale studies where generalization is a key objective. However, quantitative research may risk reductionism by focusing solely on measurable variables, thereby overlooking the nuanced meanings and contextual factors that shape human behavior. Despite this limitation, quantitative research remains indispensable in disciplines that prioritize measurement, prediction, and hypothesis testing.
Qualitative research, in contrast, is rooted in the interpretivist paradigm, which seeks to understand phenomena through the meanings individuals or groups ascribe to them (Pishghadam, 2026). Qualitative research is a process of inquiry that emphasizes contextual depth, participant perspectives, and inductive reasoning (Ugwu, 2021). Unlike quantitative approaches, qualitative research relies on textual or visual data collected through interviews, focus groups, ethnography, and case studies. The analysis is typically thematic, aiming to uncover patterns, meanings, and lived experiences.
The strength of qualitative research lies in its ability to capture rich, detailed insights into complex social phenomena. It is particularly valuable when the research objective is to explore processes, understand subjective experiences, or generate new theoretical frameworks. However, qualitative research is often criticized for its limited generalizability and potential subjectivity in interpretation. Tariq (2025) highlight that rigorous application of reflexivity, triangulation, and ethical considerations can mitigate these limitations, ensuring credibility and trustworthiness in findings.
Qualitative research has gained increasing relevance in interdisciplinary contexts, including education, healthcare, and social sciences, where understanding human experiences and meanings is essential. Its flexibility and adaptability make it a powerful tool for exploring emerging phenomena that cannot be adequately captured through numerical data alone.
Mixed methods research integrates both quantitative and qualitative approaches, offering a pragmatic framework that values methodological pluralism. Sharma et al. (2023) defined mixed methods as an approach that combines the strengths of both paradigms to provide a more comprehensive understanding of research problems. By collecting and analyzing both numerical and textual data, researchers can triangulate findings, thereby enhancing validity and depth.
This study adopts a quantitative research method, as the primary aim is to measure and analyze the relationship between digital marketing strategies and consumer engagement in KFC Myanmar. Quantitative method is appropriate because they allow for statistical testing, generalization of findings, and objective measurement of consumer perceptions and behaviors. 
Exploratory research is designed to investigate phenomena that are not yet clearly defined, serving as a preliminary step toward building understanding and generating hypotheses. Chen et al. (2026) explained that exploratory studies are particularly useful when researchers encounter new or emerging issues where existing theories or empirical evidence are limited. This approach emphasizes flexibility and openness, often employing qualitative methods such as interviews, focus groups, or document analysis to uncover patterns and insights. The primary goal is not to provide conclusive answers but to clarify concepts, identify variables, and establish directions for future research. Exploratory research is therefore invaluable in fields experiencing rapid change, where scholars must first map the terrain before applying more structured methodologies.
Explanatory research seeks to clarify causal relationships by examining how and why certain phenomena occur. Explanatory studies are those that move beyond description to test theories and establish cause-and-effect linkages. This approach is often associated with quantitative methods, including experiments, regression analysis, and longitudinal studies, which allow researchers to measure the strength and direction of relationships among variables. Explanatory research is particularly important in theory development, as it provides empirical evidence that supports or refutes conceptual frameworks. While its strength lies in producing generalizable and predictive findings, explanatory studies must be carefully designed to avoid confounding variables and ensure internal validity. In essence, explanatory research provides the “why” behind observed phenomena, making it central to scientific inquiry.
Descriptive research focuses on systematically portraying the characteristics of a population, phenomenon, or situation. Descriptive studies aim to provide an accurate account of “what exists” rather than explaining causality (Chowdhary & Prakash, 2026). Common methods include surveys, case studies, and observational techniques, which allow researchers to collect data on variables such as demographics, behaviors, or attitudes. The strength of descriptive research lies in its ability to generate comprehensive profiles and detailed documentation, which can serve as a foundation for further exploratory or explanatory studies. 
However, its limitation is that it does not establish causal relationships, focusing instead on patterns and distributions. Despite this, descriptive research remains essential in applied fields such as education, business, and healthcare, where understanding the current state of affairs is critical for decision-making and policy development. This study uses descriptive research design focusing on describing the current state of KFC Myanmar’s digital marketing strategies and their impact on consumer engagement rather than manipulating variables. 

3.2	Population and Sampling
In research methodology, the term population refers to the entire group of individuals, objects, or events that share common characteristics relevant to the study. Kumari (2026) defined population as the aggregate of elements from which information is sought and to which the researcher intends to generalize findings. Populations may be finite, such as all registered students in a university, or infinite, such as potential outcomes in repeated trials. The definition of the population is critical because it establishes the scope and boundaries of the research, ensuring that the study remains focused and that findings are applicable to the intended group.
Furthermore, clearly identifying the population enhances the validity and reliability of research outcomes. A poorly defined population can lead to sampling errors and limit the generalizability of results. Researchers must therefore specify inclusion and exclusion criteria, demographic characteristics, and contextual boundaries when defining their population. This precision ensures that the research findings are both meaningful and applicable to the broader context in which the study is situated.
A sample is a subset of the population selected for study, chosen to represent the larger group while making data collection manageable. Sampling is necessary because studying an entire population is often impractical due to constraints of time, cost, and accessibility (Zrineh et al., 2026). By carefully selecting a sample, researchers can draw conclusions about the population with a reasonable degree of accuracy. Sampling techniques may be probability-based (e.g., random sampling, stratified sampling) or non-probability-based (e.g., purposive sampling, convenience sampling), depending on the research design and objectives.
The quality of a sample directly influences the credibility and generalizability of research findings. An appropriately chosen sample reduces bias and enhances the representativeness of the study. Researchers must therefore consider sample size, sampling frame, and method of selection to ensure that the sample reflects the characteristics of the population. A well-designed sampling strategy not only improves efficiency but also strengthens the overall rigor of the research methodology. Since the exact population size of KFC Myanmar’s consumers is unknown, the study employs the Cochran formula to determine an appropriate sample size.
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n = Sample size for large population
Z = Z-score from the confidence level 
P = Estimated proportion of an attribute in the population 
e = Desired margin of error/precision
Based on this formula, the required sample size is 384 respondents, which ensures statistical reliability and validity at a 95% confidence level with a 5% margin of error. 
Sampling refers to the process of selecting a subset of individuals, objects, or events from a defined population to represent the whole (Pohan, 2026). Sampling is essential because studying an entire population is often impractical due to constraints of time, cost, and accessibility. A well-designed sampling method ensures that the selected subset reflects the characteristics of the population, thereby allowing researchers to generalize findings with confidence. Sampling methods are therefore not merely technical procedures but strategic decisions that directly influence the validity and reliability of research outcomes.
Sampling methods must align with the research objectives and design. For example, quantitative studies often require probability-based sampling to ensure representativeness, while qualitative studies may employ purposive or convenience sampling to capture depth and context. The choice of sampling method thus reflects both epistemological assumptions and practical considerations, making it a cornerstone of methodological rigor.
Probability sampling is a method in which every member of the population has a known and non-zero chance of being selected (Zumitzavan, 2026). Probability sampling enhances the representativeness and generalizability of findings, making it particularly suitable for quantitative research. Common techniques include simple random sampling, stratified sampling, cluster sampling, and systematic sampling. These methods rely on statistical principles to minimize bias and ensure that the sample accurately reflects the population’s diversity.
The strength of probability sampling lies in its ability to produce results that can be confidently generalized to the population. Probability sampling reduces sampling error and increases the credibility of research findings. However, it requires a well-defined sampling frame and can be resource-intensive, particularly in large or geographically dispersed populations. Despite these challenges, probability sampling remains the gold standard in empirical research where precision and generalization are critical.
Non-probability sampling refers to methods where not all members of the population have a chance of being selected. This approach is often used in qualitative research, exploratory studies, or when probability sampling is impractical. Techniques include purposive sampling, quota sampling, snowball sampling, and convenience sampling. These methods prioritize depth, accessibility, and contextual relevance over statistical representativeness.
While non-probability sampling allows researchers to capture rich and detailed insights, it introduces potential bias and limits generalizability. Nevertheless, it is particularly valuable in studies where the focus is on understanding meanings, experiences, or specific subgroups rather than producing statistically generalizable results. Non-probability sampling thus reflects a pragmatic balance between methodological rigor and practical feasibility.
Convenience sampling is a specific type of non-probability sampling where participants are selected based on their availability and accessibility. Alaba et al. (2026) described it as one of the most commonly used methods due to its simplicity and efficiency. Researchers often rely on readily available participants, such as students in a classroom or customers in a store, to collect data quickly and at minimal cost. This makes convenience sampling particularly appealing in exploratory studies or pilot research where speed and feasibility are prioritized.
However, convenience sampling carries significant limitations, particularly in terms of bias and representativeness. Because participants are not randomly selected, the sample may not accurately reflect the population, thereby limiting the generalizability of findings. Despite these drawbacks, convenience sampling remains useful in preliminary investigations, hypothesis generation, and contexts where access to a broader population is restricted. Researchers must therefore acknowledge its limitations while justifying its use within the broader methodological framework.
To collect data efficiently, the study uses a convenience sampling method, targeting consumers who are easily accessible, particularly those in urban centers such as Yangon and Mandalay. While convenience sampling may limit generalizability, it is suitable for exploratory research in emerging markets where access to comprehensive consumer databases is limited. 

3.3	Data Collection Method
Primary data refers to information collected directly by the researcher for the specific purpose of the study. Bisaria et al. (2026) defined primary data as “original information gathered through direct observation, measurement, or inquiry,” emphasizing its role in ensuring that findings are tailored to the research objectives. Common methods include surveys, interviews, experiments, and ethnographic observations, all of which allow researchers to capture firsthand insights. The strength of primary data lies in its accuracy, relevance, and timeliness, as it reflects the current realities of the population under investigation.
Bougie and Sekaran (2025) highlight that primary data collection provides researchers with greater control over the process, thereby enhancing reliability and validity. However, it is often resource-intensive, requiring significant time, financial investment, and logistical planning. Despite these challenges, primary data remains indispensable in empirical research, particularly when the aim is to generate original findings, test hypotheses, or explore new phenomena. Its direct nature ensures that the data is uniquely suited to the specific research problem.
Secondary data refers to information that has already been collected, processed, and published by other researchers, institutions, or organizations. Secondary data is existing information drawn from sources such as books, journals, government reports, and archival records. Unlike primary data, secondary data is not collected specifically for the current study but can be repurposed to provide background, support analysis, or validate findings.
Saunders et al. (2023) emphasize that secondary data offers significant advantages in terms of cost-effectiveness and accessibility, saving researchers time and resources. It is particularly useful in exploratory studies, literature reviews, and comparative analyses. However, limitations include potential issues of relevance, accuracy, and timeliness, since the data was originally collected for different purposes. Researchers must therefore critically evaluate the credibility of secondary sources to avoid bias or misinterpretation. Despite these limitations, secondary data remains a valuable complement to primary data, enabling researchers to triangulate findings and strengthen the robustness of their study.
The study relies on both primary and secondary data to provide a comprehensive analysis. Primary data will be collected through structured questionnaires distributed to KFC Myanmar consumers. The questionnaire includes closed-ended questions designed to measure consumer perceptions of KFC’s digital marketing strategies, engagement behaviors, and loyalty indicators. Surveys are conducted both online (via Google Forms and social media platforms) and offline (at selected KFC outlets in Yangon and Mandalay) to ensure diversity in responses. Secondary data are obtained from company reports, industry publications, academic journals, and online sources that provide insights into Myanmar’s digital economy and fast-food industry trends. Combining primary and secondary data strengthens the study by ensuring that findings are grounded in both empirical evidence and theoretical context.

3.4	Data Analysis Method
The collected data are analyzed using a combination of reliability tests, descriptive statistics, and multiple regression analysis. Reliability tests, such as Cronbach’s alpha, is conducted to ensure the internal consistency of survey items, confirming that the measurement scales are dependable. Descriptive statistics is used to summarize demographic information and consumer responses, providing an overview of patterns in engagement behaviors and perceptions of KFC Myanmar’s digital marketing strategies. 
Multiple regression analysis is employed to examine the relationship between independent variables (digital marketing strategies such as social media campaigns, mobile applications, and delivery partnerships) and the dependent variable (consumer engagement). Regression analysis allows the study to identify which strategies have the strongest impact on engagement, providing actionable insights for KFC Myanmar. Statistical analysis will be conducted using SPSS software ensuring accuracy and rigor in interpreting the data.
Beyond ensuring statistical rigor, the combination of reliability testing, descriptive statistics, and multiple regression analysis provides both methodological soundness and actionable insights. Reliability testing confirms that the survey instruments consistently capture consumer perceptions, while descriptive statistics highlights key demographic trends and behavioral patterns that frame the context of engagement. Regression analysis, in turn, only identifies the most influential digital marketing strategies but also quantify their relative impact on consumer engagement. This integrated approach ensures that findings are both credible and practically relevant, enabling KFC Myanmar to refine its digital initiatives with evidence-based strategies that align with consumer preferences and maximize engagement outcomes.

3.4.1	Reliability Test
Reliability testing is a critical component of data analysis, ensuring that the instruments used in research consistently measure what they are intended to measure (Asriadi et al., 2026). Reliability is the degree to which a measurement yields consistent results when repeated under identical conditions. In quantitative research, reliability is often assessed through statistical techniques such as Cronbach’s alpha, split-half reliability, and test-retest methods. These approaches help determine whether the data collection tools, such as questionnaires or scales, produce stable and dependable results across different contexts.
Reliability testing is not only a statistical exercise but also a methodological safeguard. Without reliability, the validity of research findings is compromised, as inconsistent measurement undermines the credibility of conclusions. For example, a survey instrument with low reliability may produce fluctuating responses that reflect measurement error rather than true variation in the population. Researchers must therefore conduct reliability tests during pilot studies and refine instruments before full-scale data collection.
Reliability is particularly important in applied fields such as business, education, and healthcare, where decisions based on research findings can have significant practical consequences. Ensuring reliability enhances confidence in the results and supports evidence-based decision-making. Ultimately, reliability testing strengthens the methodological rigor of research by confirming that instruments are both consistent and trustworthy.
Ultimately, reliability testing contributes to the methodological rigor of research by confirming that instruments are both consistent and trustworthy. It acts as a foundation upon which validity can be built, since only reliable measures can be valid. By systematically evaluating and refining instruments, researchers safeguard the integrity of their findings and ensure that conclusions drawn from data are credible and actionable. In this way, reliability testing is not simply a technical requirement but a cornerstone of sound research practice, bridging the gap between theoretical inquiry and practical application.

3.4.2	Descriptive Statistics
Descriptive statistics provide a foundational approach to data analysis by summarizing and organizing data in a meaningful way. Descriptive statistics are used to present data through measures such as mean, median, mode, standard deviation, and frequency distributions. These techniques allow researchers to identify patterns, trends, and central tendencies within the dataset, offering a clear overview of the characteristics of the sample.
Descriptive statistics are particularly valuable in the early stages of analysis, as they enable researchers to detect anomalies, assess data quality, and establish a baseline understanding before applying more complex inferential techniques. Graphical representations such as histograms, bar charts, and scatterplots further enhance interpretation by providing visual insights into the distribution and relationships within the data.
Descriptive statistics are not merely preliminary tools but play a crucial role in communicating findings to diverse audiences. By simplifying complex datasets into understandable summaries, descriptive statistics make research accessible to policymakers, practitioners, and stakeholders. They provide the “what” of the data, laying the groundwork for deeper inferential analysis.
Descriptive statistics serve as a vital foundation for data analysis by simplifying and organizing information into meaningful summaries. They employ measures such as mean, median, mode, standard deviation, and frequency distributions to highlight central tendencies, patterns, and trends within datasets. Their value is particularly evident in the early stages of research, where they help detect anomalies, evaluate data quality, and establish a baseline for further inferential analysis. Visual tools like histograms, bar charts, and scatterplots enhance interpretation by illustrating distributions and relationships. Importantly, descriptive statistics are not limited to preliminary analysis; they also play a crucial role in communicating findings clearly to policymakers, practitioners, and stakeholders by transforming complex data into accessible insights. In essence, they provide the “what” of the data, laying the groundwork for deeper exploration and understanding.

3.4.3	Regression Analysis
Regression analysis is a powerful statistical technique used to examine relationships between dependent and independent variables. Regression as a method that allows researchers to predict outcomes and assess the strength of associations among variables. Simple linear regression explores the relationship between two variables, while multiple regression extends the analysis to include several predictors simultaneously.
Saunders et al. (2023) highlight that regression analysis is particularly valuable in explanatory research, as it helps identify causal relationships and quantify the impact of independent variables on outcomes. For example, in business research, regression can be used to predict sales based on advertising expenditure, while in education, it can assess the influence of study habits on academic performance.
Regression analysis requires careful attention to assumptions such as linearity, normality, and homoscedasticity. Violations of these assumptions can lead to biased or misleading results. Researchers must therefore conduct diagnostic tests and apply appropriate transformations or alternative models when necessary. Despite these challenges, regression analysis remains a cornerstone of quantitative research, offering robust insights into complex relationships.
Regression analysis is a central statistical method used to explore and quantify relationships between dependent and independent variables. It enables researchers to predict outcomes and assess the strength of associations, with simple regression focusing on two variables and multiple regression incorporating several predictors simultaneously. Saunders et al. emphasize its importance in explanatory research, as it helps identify causal links and measure the impact of independent variables on outcomes, such as predicting sales from advertising expenditure or evaluating study habits’ influence on academic performance. However, regression requires strict adherence to assumptions like linearity, normality, and homoscedasticity, since violations can lead to biased results. Diagnostic testing and model adjustments are therefore essential to ensure validity. Despite these challenges, regression remains a cornerstone of quantitative research, offering robust insights into complex relationships and serving as a powerful tool across disciplines.

3.5	Ethical Consideration
Ethical considerations are fundamental to the integrity of research, ensuring that studies are conducted responsibly and with respect for participants. Creswell and Creswell (2023) emphasized that ethical research begins with safeguarding participants’ rights, including informed consent, voluntary participation, and protection from harm. Informed consent requires that participants are fully aware of the study’s purpose, procedures, potential risks, and their right to withdraw at any time. This principle reflects respect for autonomy and ensures that individuals make decisions about participation freely and without coercion. Ethical responsibility in research is therefore not limited to compliance with institutional review boards but represents a broader commitment to human dignity and fairness.
Confidentiality and data protection as central ethical obligations. Researchers are entrusted with sensitive information, and maintaining confidentiality is essential to building trust and credibility. This involves anonymizing responses, securing digital records, and adhering to data protection regulations. Breaches of confidentiality can cause harm to participants and undermine the legitimacy of the research process. Ethical practice requires researchers to anticipate risks and implement safeguards to ensure that participants’ privacy is respected throughout the study.
Ethical considerations extend beyond participant protection to include honesty, transparency, and integrity in reporting. Researchers must avoid practices such as data fabrication, plagiarism, or selective reporting, which compromise the validity of findings. Ethical research requires full disclosure of methods, limitations, and potential conflicts of interest. By adhering to these principles, researchers contribute to the credibility of the academic community and ensure that their work can be trusted by policymakers, practitioners, and fellow scholars.
Beyond protecting participants, researchers must consider the societal impact of their studies, ensuring that findings contribute positively to knowledge and practice. This includes avoiding exploitation of vulnerable groups, ensuring cultural sensitivity, and promoting equity in research design and dissemination. Ethical responsibility thus encompasses both micro-level concerns (participant rights) and macro-level concerns (societal benefit). By embedding ethical principles throughout the research process, scholars ensure that their work is not only methodologically sound but also socially responsible.


CHAPTER IV
ANALYSIS ON DIGITAL MARKETING STRATEGIES AND CONSUMER ENGAGEMENT IN KFC MYANMAR

The data collected for this study were systematically analyzed using the Statistical Package for the Social Sciences (SPSS) in order to address the stated research objectives. The analysis is presented across the relevant chapters to ensure a coherent and logical flow of findings. The discussion begins with an overview of the general characteristics of the respondents, providing essential demographic and contextual information. This is followed by the presentation of descriptive statistics, including measures such as frequencies, percentages, means, and standard deviations, which serve to summarize and highlight key patterns within the dataset. 
Reliability testing of the variables is then conducted, most notably through the application of Cronbach’s alpha, to assess the internal consistency and validity of the measurement instruments employed. Finally, a detailed descriptive analysis of the variables is undertaken to explore trends, relationships, and variations that contribute to a deeper understanding of the research questions. This structured approach ensures that the findings are both statistically rigorous and meaningfully aligned with the objectives of the study.

4.1	Demographic Characteristics of Respondents
Understanding the demographic characteristics of the respondents is essential for contextualizing the findings of this study. Demographic data provide insights into the composition of the sample and allow for a more nuanced interpretation of consumer behavior and engagement patterns. In this research, demographic information was collected on variables such as age, gender, educational background, occupation, and monthly income. These variables are particularly relevant in the context of digital marketing and consumer engagement, as they influence consumer preferences, purchasing power, and responsiveness to marketing strategies.
By analyzing these demographic characteristics, the study establishes a clear profile of the respondents, which serves as the foundation for subsequent statistical analysis. The demographic composition highlights the relevance of digital marketing strategies in engaging younger, urban, and digitally literate consumers, while also ensuring that the findings are representative of the broader fast-food customer base in Myanmar.

4.1.1	Respondents by Gender
Gender is a key demographic variable that helps to understand the composition of the sample and provides insights into potential differences in consumer engagement patterns. In this study, both male and female respondents were included to ensure balanced representation and to capture diverse perspectives on digital marketing strategies and consumer engagement in the fast-food industry.

Table (4.1) Gender Statistics
	Sr. No.
	Gender
	No. of Respondents
	Percentage

	1.
	Male
	172
	44.8

	2.
	Female
	212
	55.2

	Total
	384
	100.0


Source: Survey Data (April, 2026)
	
As shown in Table (4.1), female respondents constituted the majority, accounting for 55.2 percent of the total sample, while male respondents represented 44.8 percent. This distribution indicates that women are slightly more engaged in the fast-food sector, particularly in the context of digital platforms such as social media and mobile applications. The relatively balanced proportion between genders enhances the reliability of the findings, as it ensures that both male and female consumer behaviors are adequately reflected in the analysis.
This demographic characteristic is particularly relevant for KFC Myanmar, as gender differences may influence preferences for promotional content, responsiveness to online campaigns, and participation in loyalty programs. By including perspectives from both genders, the study provides a comprehensive understanding of how digital marketing strategies resonate across diverse consumer groups.

4.1.2	Respondents by Marital Status
Marital status is another important demographic variable that provides insight into the social background of the respondents and helps explain differences in consumer behavior and engagement. In the context of fast‑food consumption and digital marketing, marital status may influence purchasing decisions, frequency of visits, and responsiveness to promotional campaigns. For example, single consumers may be more inclined toward convenience and social media‑driven promotions, while married consumers may prioritize family‑oriented offers and value‑based choices.

Table (4.2) Marital Status Statistics
	Sr. No.
	Marital Status
	No. of Respondents
	Percentage

	1.
	Single
	216
	56.3

	2.
	Married
	168
	43.8

	Total
	384
	100.0


Source: Survey Data (April, 2026)

As presented in Table (4.2), the majority of respondents were single, accounting for 56.3 percent of the total sample, while married respondents represented 43.8 percent. This distribution suggests that single individuals form a slightly larger proportion of KFC Myanmar’s customer base, which aligns with the broader trend of younger, urban consumers being more active in the fast‑food sector. The presence of a substantial proportion of married respondents also indicates that KFC Myanmar appeals to family segments, highlighting the brand’s ability to cater to diverse consumer groups.
The balanced representation between single and married respondents strengthens the study’s findings, as it ensures that both individual and family‑oriented perspectives are captured. This demographic characteristic is particularly relevant for analyzing digital marketing strategies, since engagement approaches may need to be tailored to resonate with both segments. For instance, campaigns targeting single consumers may emphasize convenience, lifestyle, and social sharing, while those aimed at married consumers may highlight family meals, promotions for group orders, and value bundles.

4.1.3	Respondents by Age 
Age is a critical demographic variable that influences consumer preferences, purchasing behavior, and responsiveness to digital marketing strategies. Younger consumers are often more active on social media platforms and mobile applications, while older consumers may prioritize convenience, value, and trust in brand reputation. Understanding the age distribution of respondents therefore provides valuable insights into how different age groups engage with KFC Myanmar’s digital marketing initiatives.
Table (4.3) Age Statistics
	[bookmark: _Hlk67782536]Sr. No.
	Age (Years)
	No. of Respondents
	Percentage

	[bookmark: _Hlk68726262]1.
	≤ 25 Years
	63
	16.4

	2.
	26 - 35 Years
	79
	20.6

	3.
	36 - 45 Years
	170
	44.3

	4.
	46 - 55 years
	57
	14.8

	5.
	Above 55 Years
	15
	3.9

	Total
	384
	100.0


Source: Survey Data (April, 2026)

As shown in Table (4.3), the largest proportion of respondents (44.3 percent) were between 36 and 45 years of age, followed by those aged 26 to 35 years (20.6 percent). Respondents aged 25 years or below accounted for 16.4 percent of the sample, while those aged 46 to 55 years represented 14.8 percent. Only a small proportion (3.9 percent) were above 55 years of age. This distribution indicates that middle‑aged consumers form the dominant segment of KFC Myanmar’s customer base, reflecting the importance of targeting this group in digital marketing campaigns.
The presence of younger respondents (≤ 25 and 26–35 years) is also significant, as these groups are typically more digitally literate and highly active on social media platforms such as Facebook, Instagram, and TikTok. Their engagement patterns are crucial for evaluating the effectiveness of interactive campaigns, influencer collaborations, and mobile app promotions. Meanwhile, the representation of older age groups highlights opportunities for KFC Myanmar to design strategies that emphasize convenience, family‑oriented promotions, and trust‑building initiatives.
Overall, the age distribution demonstrates that KFC Myanmar’s consumer base is diverse, spanning across younger, middle‑aged, and older segments. This diversity underscores the need for differentiated digital marketing approaches that cater to varying preferences and engagement behaviors across age groups.
[bookmark: _Hlk225333496]

4.1.4	Respondents by Education Level
Educational attainment is an important demographic characteristic that reflects the respondents’ level of knowledge, digital literacy, and potential responsiveness to marketing strategies. In the context of digital marketing and consumer engagement, education plays a significant role in shaping how individuals interact with online platforms, evaluate promotional content, and adopt mobile applications. Higher levels of education are often associated with greater familiarity with technology and more critical engagement with marketing campaigns.

Table (4.4) Education Level Statistics
	[bookmark: _Hlk67827688]Sr. No.
	Education Level
	No. of Respondents
	Percentage

	1.
	High School
	16
	4.2

	2.
	Undergraduate
	63
	16.4

	3.
	Bachelor Degree
	261
	68.0

	4.
	Master Degree 
	41
	10.7

	5.
	PhD
	3
	.8

	Total
	384
	100.0


Source: Survey Data (April, 2026)

As shown in Table (4.4), the majority of respondents (68.0 percent) held a bachelor’s degree, making this group the dominant segment in the sample. Respondents with a master’s degree accounted for 10.7 percent, while those with an undergraduate qualification represented 16.4 percent. A smaller proportion of respondents had completed only high school (4.2 percent), and a very limited number (0.8 percent) held a PhD. This distribution indicates that most of KFC Myanmar’s consumers in the sample are well‑educated, with a strong representation of university graduates.
The predominance of bachelor’s degree holders suggests that the respondents are likely to be digitally literate and active users of social media and mobile applications, which aligns with the study’s focus on digital marketing strategies. The presence of postgraduate respondents further strengthens the sample, as these individuals may demonstrate more analytical and selective engagement with marketing initiatives. Meanwhile, the inclusion of respondents with lower educational qualifications ensures that the findings capture perspectives across diverse consumer segments.
Overall, the educational profile of the respondents highlights the importance of tailoring digital marketing strategies to an audience that is largely educated and technologically adept. This demographic characteristic reinforces the relevance of interactive, informative, and value‑driven campaigns in engaging consumers effectively.

4.1.5	Respondents by Occupation
Occupation is a significant demographic variable as it reflects the socio‑economic background of respondents and influences their purchasing behavior, lifestyle choices, and responsiveness to digital marketing strategies. Employment status often determines disposable income, frequency of dining out, and engagement with promotional campaigns. In the context of fast‑food consumption, company staff and business owners may represent regular customers due to convenience and affordability, while students and dependents may be more responsive to price‑sensitive promotions and social media campaigns.

Table (4.5) Occupation Statistics
	Sr. No.
	Occupation
	No. of Respondents
	Percentage

	1.
	Company Staff
	201
	52.3

	2.
	Government Staff
	31
	8.1

	3.
	NGO/INGO Staff
	3
	.8

	4.
	Business Owner
	73
	19.0

	5.
	Student
	41
	10.7

	6.
	Dependent
	31
	8.1

	7.
	Others
	4
	1.0

	Total
	384
	100.0


Source: Survey Data (April, 2026)

As shown in Table (4.5), the majority of respondents (52.3 percent) were company staff, indicating that employed individuals in the private sector form the largest consumer segment for KFC Myanmar. Business owners accounted for 19.0 percent of the sample, followed by students at 10.7 percent. Government staff and dependents each represented 8.1 percent, while NGO/INGO staff comprised only 0.8 percent. A small proportion (1.0 percent) fell into the “others” category. This distribution highlights that KFC Myanmar’s customer base is predominantly composed of working professionals, with a notable presence of entrepreneurs and students.
The dominance of company staff suggests that convenience, accessibility, and digital promotions targeting working professionals are particularly relevant for KFC Myanmar’s marketing strategies. Meanwhile, the representation of students underscores the importance of social media campaigns and mobile app promotions tailored to younger consumers. The inclusion of government staff, dependents, and NGO/INGO employees reflects the diversity of the customer base, ensuring that the findings capture perspectives across multiple occupational groups.
Overall, the occupational profile of respondents demonstrates that KFC Myanmar appeals to a wide range of consumer segments, with working professionals forming the core audience. This demographic characteristic reinforces the need for differentiated digital marketing strategies that address the preferences of both employed and non‑employed groups, thereby enhancing consumer engagement across diverse segments.

4.1.6	Respondents by Monthly Salary
Monthly income is a crucial demographic variable as it directly influences purchasing power, consumption patterns, and responsiveness to marketing strategies. In the fast‑food industry, income levels often determine the frequency of visits, willingness to spend on premium menu items, and engagement with promotional campaigns. Higher‑income groups may be more inclined toward convenience and digital ordering platforms, while lower‑income groups may respond more strongly to price‑sensitive promotions and value bundles.

Table (4.6) Monthly Salary Statistics
	Sr. No.
	Monthly Salary (Kyats)
	No. of Respondents
	Percentage

	1
	≤ 300,000
	17
	4.4

	2
	300,001 – 600,000
	32
	8.3

	3
	600,001 – 900,000
	51
	13.3

	4
	900,001 – 1,200,000
	49
	12.8

	5
	1,200,001 – 1,500,000
	72
	18.8

	6
	Over 1,500,000
	163
	42.4

	Total
	384
	100.0


Source: Survey Data (April, 2026)

As shown in Table (4.6), the largest proportion of respondents (42.4 percent) reported earning over 1,500,000 Kyats per month, indicating that a significant share of KFC Myanmar’s customer base consists of higher‑income individuals. Respondents earning between 1,200,001 and 1,500,000 Kyats accounted for 18.8 percent, while those in the 900,001 to 1,200,000 Kyats bracket represented 12.8 percent. A further 13.3 percent earned between 600,001 and 900,000 Kyats, and 8.3 percent fell within the 300,001 to 600,000 Kyats range. Only 4.4 percent of respondents reported earning 300,000 Kyats or less.
This distribution suggests that KFC Myanmar attracts a substantial proportion of middle‑ to high‑income consumers, who are likely to have greater disposable income and stronger purchasing power. Their engagement with digital marketing strategies may be shaped by convenience, lifestyle preferences, and premium offerings. At the same time, the presence of lower‑income respondents highlight the importance of maintaining affordable menu options and value‑driven promotions to ensure inclusivity and broaden market appeal.
Overall, the income profile of respondents demonstrates that KFC Myanmar’s consumer base is diverse, with a strong representation of higher‑income groups alongside middle‑ and lower‑income segments. This demographic characteristic underscores the need for differentiated digital marketing approaches that cater to varying levels of purchasing power, thereby enhancing consumer engagement across all income categories.

4.2 	Reliability Analysis of Variables 
Reliability analysis is an essential step in quantitative research as it assesses the internal consistency of the measurement instruments used in the study. It ensures that the items grouped under each construct consistently measure the same underlying concept. Cronbach’s alpha is the most widely used statistical test for reliability, with values above 0.70 generally considered acceptable, values above 0.80 regarded as good, and values above 0.90 indicating excellent reliability. High reliability coefficients confirm that the variables used in this study are dependable and suitable for further statistical analysis.

Table (4.7) Reliability Analysis
	[bookmark: _Hlk71229549]Sr. No.
	Variables
	No. of item
	Cronbach Alpha

	1
	Social Media Marketing
	5
	.961

	2
	Content Marketing
	5
	.974

	3
	Mobile App and Online Ordering
	5
	.965

	4
	Influencer Collaborations
	5
	.976

	5
	Promotional Campaigns
	5
	.971

	6
	Consumer Engagement
	5
	.970


Source: Survey Data (April, 2026)

As presented in Table (4.7), all variables in this study demonstrated very high levels of reliability. Social media marketing, content marketing, mobile app and online ordering, influencer collaborations, promotional campaigns, and consumer engagement each recorded Cronbach’s alpha values above 0.96. These results indicate excellent internal consistency across all constructs, suggesting that the items used to measure each variable are highly correlated and reliable.
The highest reliability was observed in influencer collaborations (α = 0.976), followed closely by content marketing (α = 0.974) and promotional campaigns (α = 0.971). Consumer engagement also demonstrated strong reliability (α = 0.970), confirming that the items effectively capture the construct of engagement in the fast‑food industry context. Social media marketing (α = 0.961) and Mobile App and Online Ordering (α = 0.965) likewise showed excellent reliability, reinforcing the robustness of the measurement instruments.
Overall, the reliability analysis confirms that the variables used in this study are statistically sound and suitable for subsequent analyses such as descriptive statistics, correlation, and regression. The high Cronbach’s alpha values across all constructs provide confidence that the findings derived from these measures are consistent and dependable.


4.3 	Descriptive Analysis of Digital Marketing Strategies and Consumer Engagement
Descriptive analysis is employed in this study to summarize and interpret the data collected on digital marketing strategies and consumer engagement. This stage of analysis provides an overview of the respondents’ perceptions and experiences, offering insights into how various marketing practices influence consumer behavior in the fast‑food industry. By presenting measures such as means, standard deviations, and frequency distributions, descriptive analysis highlights the central tendencies and variability within the dataset, thereby enabling a clearer understanding of the effectiveness of different strategies.
The focus of this section is on five key dimensions of digital marketing—social media marketing, content marketing, mobile applications and online ordering, influencer collaborations, and promotional campaigns—alongside the construct of consumer engagement. Each variable is examined to identify patterns in consumer responses and to assess the extent to which these strategies contribute to building trust, loyalty, and advocacy among KFC Myanmar’s customers. The descriptive results serve as the foundation for subsequent inferential analyses, allowing the study to move beyond raw data toward meaningful interpretations that address the research objectives.
By analyzing these variables, the study not only captures the current state of digital marketing practices in KFC Myanmar but also provides empirical evidence of their impact on consumer engagement. This structured approach ensures that the findings are both statistically rigorous and practically relevant, offering valuable insights for refining marketing strategies in the fast‑food sector.

4.3.1	Social Media Marketing
Social media marketing plays a central role in KFC Myanmar’s digital strategy, as platforms such as Facebook, Instagram, and TikTok are widely used by consumers in the country. This subsection presents the descriptive analysis of respondents’ perceptions regarding KFC Myanmar’s social media activities. The analysis highlights how effectively the brand utilizes social media to promote its products, engage with audiences, and foster meaningful interactions.



Table (4.8) Descriptive Analysis of Social Media Marketing
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	Consumers frequently encounter KFC Myanmar’s advertisements on social media platforms.
	4.14
	.695

	2
	KFC Myanmar posts exciting videos or visuals on social media.
	4.12
	.739

	3
	KFC Myanmar keeps me informed about new products and promotions through its social media platforms.
	4.17
	.675

	4
	KFC Myanmar encourages audience interaction through contests, challenges, or polls on social media.
	4.16
	.679

	5
	KFC Myanmar creates opportunities for meaningful conversions with its audience on social media.
	4.15
	.675

	Overall Mean
	4.15
	


[bookmark: _Hlk199754064]Source: Survey Data (April, 2026)

As shown in Table 4.8, the mean values for all five statements range between 4.12 and 4.17, with an overall mean of 4.15. These results indicate that respondents strongly agree with the effectiveness of KFC Myanmar’s social media marketing practices. The highest mean score (4.17) was recorded for the statement “KFC Myanmar keeps me informed about new products and promotions through its social media platforms”, suggesting that consumers perceive the brand’s social media channels as reliable sources of information. Similarly, the statement on encouraging audience interaction through contests, challenges, or polls received a high mean value (4.16), reflecting the effectiveness of interactive campaigns in engaging consumers.
The relatively low standard deviations (ranging from 0.675 to 0.739) demonstrate consistency in respondents’ views, indicating that perceptions of KFC Myanmar’s social media marketing are generally uniform across the sample. The findings confirm that social media serves not only as a promotional tool but also as a platform for building relationships and fostering consumer engagement.
Overall, the descriptive analysis underscores that KFC Myanmar’s social media marketing strategies are highly effective in capturing consumer attention, disseminating information, and encouraging interaction. These results highlight the importance of maintaining dynamic and interactive social media campaigns to strengthen consumer engagement and brand loyalty in the fast‑food industry.

4.3.2 	Content Marketing
Content marketing is a vital component of digital marketing strategies, as it focuses on delivering valuable, relevant, and engaging information that resonates with consumers. In the fast‑food industry, creative and informative content plays a key role in shaping consumer perceptions, building brand loyalty, and sustaining engagement. For KFC Myanmar, content marketing through social media platforms involves the use of visuals, videos, and written posts designed to capture attention and communicate brand values effectively.

Table (4.9) Descriptive Analysis of Content Marketing
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	KFC Myanmar’s social media contents are creative, fun & entertaining.
	4.18
	.698

	2
	KFC Myanmar’s social media contents provide valuable and relevant information about its products.
	4.19
	.646

	3
	KFC Myanmar’s social media contents are up-to-date and modern.
	4.21
	.704

	4
	KFC Myanmar uses content that effectively delivers its essential values together with its key messages.
	4.20
	.696

	5
	The creative mix of videos and images along with blogging content serves as attention-grabbers for KFC.
	4.22
	.700

	Overall Mean
	4.20
	


Source: Survey Data (April, 2026)
As shown in Table (4.9), the mean values for all five statements range between 4.18 and 4.22, with an overall mean of 4.20. These results indicate that respondents strongly agree with the effectiveness of KFC Myanmar’s content marketing practices. The highest mean score (4.22) was recorded for the statement “The creative mix of videos and images along with blogging content serves as attention‑grabbers for KFC”, suggesting that consumers perceive multimedia content as particularly engaging. Similarly, the statement on up‑to‑date and modern content received a high mean value (4.21), reflecting the importance of freshness and relevance in maintaining consumer interest.
The relatively low standard deviations (ranging from 0.646 to 0.704) demonstrate consistency in respondents’ views, indicating that perceptions of KFC Myanmar’s content marketing are generally uniform across the sample. The findings confirm that content marketing is not only creative and entertaining but also informative, as respondents agreed that KFC’s content provides valuable product information and effectively communicates the brand’s essential values.
Overall, the descriptive analysis underscores that KFC Myanmar’s content marketing strategies are highly effective in engaging consumers by combining creativity, relevance, and modernity. These results highlight the importance of maintaining a balanced mix of entertainment and information in digital content to strengthen consumer engagement and reinforce brand identity.

4.3.3	Mobile App and Online Ordering
Mobile applications and online ordering systems have become essential tools in the fast‑food industry, offering convenience, efficiency, and personalized engagement for consumers. For KFC Myanmar, the mobile app and online ordering platforms serve as critical channels for enhancing customer experience, reducing transaction time, and promoting loyalty through discounts and promotions. This subsection presents the descriptive analysis of respondents’ perceptions regarding the usability and effectiveness of KFC Myanmar’s mobile app and online ordering services.
Table (4.10) Descriptive Analysis of Mobile App and Online Ordering
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	KFC Myanmar’s mobile app is easy to use.
	4.18
	.770

	2
	Online ordering saves me time and effort.
	4.24
	.676

	3
	I prefer ordering through the app/ website rather than in-store.
	4.20
	.734

	4
	KFC Myanmar mobile app provides useful promotions and discounts.
	4.22
	.709

	5
	I can communicate with KFC Myanmar easily through mobile app while ordering online.
	4.21
	.737

	Overall Mean
	4.21
	


Source: Survey Data (April, 2026)

As shown in Table 4.10, the mean values for all five statements range between 4.18 and 4.24, with an overall mean of 4.21. The highest mean score (4.24) was recorded for the statement “Online ordering saves me time and effort”, indicating that consumers strongly value the convenience provided by digital ordering systems. The statement on promotions and discounts offered through the mobile app also received a high mean value (4.22), reflecting the importance of value‑driven incentives in encouraging digital adoption. Similarly, respondents agreed that the app is easy to use (mean = 4.18) and that communication with KFC Myanmar during online ordering is effective (mean = 4.21).
The relatively low standard deviations (ranging from 0.676 to 0.770) demonstrate consistency in respondents’ views, suggesting that perceptions of the mobile app and online ordering are generally uniform across the sample. These findings confirm that KFC Myanmar’s mobile app and online ordering platforms are perceived as user‑friendly, efficient, and beneficial in terms of promotions and communication.
Overall, the descriptive analysis underscores that mobile applications and online ordering are highly effective in enhancing consumer engagement by combining convenience, usability, and promotional value. These results highlight the importance of continuously improving digital platforms to meet consumer expectations and sustain competitiveness in the fast‑food industry.

4.3.4 	Influencer Collaborations
Influencer collaborations have become a prominent strategy in digital marketing, particularly in industries where consumer perceptions are shaped by social media trends and endorsements. For KFC Myanmar, partnering with influencers and celebrities provides an opportunity to strengthen brand credibility, expand reach, and encourage consumer engagement. This subsection presents the descriptive analysis of respondents’ perceptions regarding the effectiveness of influencer collaborations in promoting KFC Myanmar.






Table (4.11) Descriptive Analysis of Influencer Collaborations
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	KFC Myanmar collaborates with influencers who align with the brand’s image and values.
	4.21
	.682

	2
	The influencers promoting KFC Myanmar on social media appear credible and trustworthy.
	4.21
	.684

	3
	I see KFC Myanmar’s products featured by influencers frequently on social media.
	4.20
	.725

	4
	KFC Myanmar knows very well a celebrity’s reputation.
	4.22
	.702

	5
	Recommendations from celebrities or influencers make me more encourage to eat KFC.
	4.22
	.705

	Overall Mean
	4.21
	


Source: Survey Data (April, 2026)

As shown in Table (4.11), the mean values for all five statements range between 4.20 and 4.22, with an overall mean of 4.21. The highest mean scores (4.22) were recorded for the statements “KFC Myanmar knows very well a celebrity’s reputation” and “Recommendations from celebrities or influencers make me more encouraged to eat KFC”. These results suggest that respondents perceive influencer endorsements as both credible and persuasive, reinforcing the importance of aligning collaborations with reputable figures. Similarly, the statements on credibility and trustworthiness of influencers (mean = 4.21) and frequent product features on social media (mean = 4.20) highlight the effectiveness of influencer marketing in maintaining visibility and consumer trust.
The relatively low standard deviations (ranging from 0.682 to 0.725) demonstrate consistency in respondents’ views, indicating that perceptions of influencer collaborations are generally uniform across the sample. These findings confirm that influencer partnerships are not only effective in enhancing brand image but also in motivating consumer behavior, particularly in encouraging trial and repeat purchases.
[bookmark: _Hlk228549376]Overall, the descriptive analysis underscores that influencer collaborations are a highly effective digital marketing strategy for KFC Myanmar. By leveraging the credibility and popularity of influencers, the brand successfully strengthens consumer trust, enhances visibility, and encourages engagement. These results highlight the importance of carefully selecting influencers whose values and reputations align with the brand’s identity to maximize the impact of such collaborations.
4.3.5	Promotional Campaigns
Promotional campaigns are a vital element of digital marketing strategies, as they directly influence consumer perceptions of value, encourage participation, and foster brand loyalty. In the fast‑food industry, promotions such as seasonal offers, contests, and personalized deals are particularly effective in attracting attention and driving repeat purchases. For KFC Myanmar, promotional campaigns serve not only as sales drivers but also as tools for enhancing consumer engagement through interactive and value‑oriented initiatives.
Table (4.12) Descriptive Analysis of Promotional Campaigns
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	KFC Myanmar makes interaction through contests, challenges or polls as promotional campaigns.
	4.22
	.655

	2
	KFC Myanmar’s seasonal campaigns increase my enjoyable with KFC.
	4.25
	.635

	3
	KFC Myanmar’s promotional campaigns provide good value for money.
	4.25
	.645

	4
	I share KFC Myanmar’s promotions with friends or family.
	4.24
	.685

	5
	The personalization in KFC Myanmar’s promotional campaigns makes the brand more appealing to me.
	4.24
	.692

	Overall Mean
	4.24
	


Source: Survey Data (April, 2026)
As shown in Table 4.12, the mean values for all five statements range between 4.22 and 4.25, with an overall mean of 4.24. The highest mean scores (4.25) were recorded for the statements “KFC Myanmar’s seasonal campaigns increase my enjoyment with KFC” and “KFC Myanmar’s promotional campaigns provide good value for money”. These results suggest that respondents strongly appreciate the seasonal and value‑driven nature of KFC’s promotions. Similarly, the statements on sharing promotions with friends or family (mean = 4.24) and personalization in campaigns (mean = 4.24) highlight the effectiveness of promotions in encouraging social interaction and enhancing brand appeal.
The relatively low standard deviations (ranging from 0.635 to 0.692) demonstrate consistency in respondents’ views, indicating that perceptions of promotional campaigns are generally uniform across the sample. These findings confirm that KFC Myanmar’s promotional strategies are perceived as engaging, enjoyable, and valuable, reinforcing their role in strengthening consumer loyalty and advocacy.
Overall, the descriptive analysis underscores that promotional campaigns are a highly effective digital marketing strategy for KFC Myanmar. By combining seasonal offers, interactive contests, and personalized promotions, the brand successfully enhances consumer satisfaction, encourages social sharing, and sustains engagement in a competitive fast‑food market.
4.3.6 	Consumer Engagement
Consumer engagement represents the depth of interaction and emotional connection between customers and a brand. In the fast‑food industry, engagement is critical for sustaining loyalty, encouraging repeat purchases, and fostering word‑of‑mouth advocacy. For KFC Myanmar, consumer engagement is largely driven through social media interactions, participation in online discussions, responsiveness to promotions, and willingness to share experiences. This subsection presents the descriptive analysis of respondents’ perceptions regarding their level of engagement with KFC Myanmar.
Table (4.13) Descriptive Analysis of Consumer Engagement
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	I often like or comment on KFC Myanmar’s posts on social media.
	4.17
	.847

	2
	I follow KFC Myanmar’s Pages on social media platforms.
	4.22
	.831

	3
	I participate in KFC Myanmar’s online discussions.
	4.16
	.917

	4
	I am more likely to buy KFC Myanmar if they launch new menu and have a promotion.
	4.27
	.743

	5
	I would share my experience with KFC Myanmar on social media.
	4.21
	.854

	Overall Mean
	4.2062
	


Source: Survey Data (April, 2026)

As shown in Table (4.13), the mean values for all five statements range between 4.16 and 4.27, with an overall mean of 4.21. The highest mean score (4.27) was recorded for the statement “I am more likely to buy KFC Myanmar if they launch new menu and have a promotion”, indicating that promotional activities and product innovation are strong drivers of consumer engagement. Following this, the statement on following KFC Myanmar’s social media pages (mean = 4.22) and sharing experiences online (mean = 4.21) highlight the importance of digital presence and peer‑to‑peer communication in reinforcing engagement.
The relatively low standard deviations (ranging from 0.743 to 0.917) suggest consistency in respondents’ views, though slightly higher variability was observed in participation in online discussions (SD = 0.917). This indicates that while many consumers actively engage in discussions, others may prefer passive interaction such as liking or following posts. Nevertheless, the overall results confirm that KFC Myanmar’s digital strategies successfully foster active consumer involvement across multiple touchpoints.
Overall, the descriptive analysis underscores that consumer engagement with KFC Myanmar is strong, particularly when driven by promotions, product launches, and interactive social media activities. These findings highlight the importance of maintaining dynamic engagement strategies that not only inform and entertain but also encourage consumers to participate, share, and advocate for the brand.

[bookmark: _Hlk210585729]4.4 	Analysis on the Effect of Digital Marketing Strategies on Consumer Engagement
To examine the impact of digital marketing strategies on consumer engagement, regression analysis was conducted with consumer engagement as the dependent variable and five digital marketing strategies—social media marketing, content marketing, mobile app and online ordering, influencer collaborations, and promotional campaigns—as predictors. This analysis provides insights into how strongly these strategies influence consumer engagement and the extent to which they explain variations in consumer behavior.




Table (4.14) Model Summary
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.764a
	.584
	.578
	.51582

	a. Predictors: (Constant), Promotional Campaigns, Content Marketing, Influencer Collaborations, Mobile App & Online Ordering, Social Media Marketing


Source: Survey Data (April, 2026)

As shown in Table (4.14), the model produced a correlation coefficient (R) of 0.764, indicating a strong positive relationship between digital marketing strategies and consumer engagement. The R Square value of 0.584 suggests that approximately 58.4 percent of the variance in consumer engagement can be explained by the combined effect of the five digital marketing strategies. The adjusted R Square value of 0.578 further confirms the robustness of the model, accounting for the number of predictors included. The standard error of the estimate (0.51582) indicates a relatively low level of error, reinforcing the reliability of the model.
These results demonstrate that digital marketing strategies collectively have a significant and positive effect on consumer engagement. The high explanatory power of the model highlights the importance of integrating multiple strategies—ranging from social media and content marketing to influencer collaborations and promotional campaigns—to maximize consumer interaction and loyalty.
Overall, the regression analysis confirms that KFC Myanmar’s digital marketing initiatives are effective in driving consumer engagement. The findings underscore the need for a holistic approach, where diverse strategies are employed simultaneously to strengthen brand presence, enhance consumer experiences, and sustain competitive advantage in the fast‑food industry.
To further validate the regression model, an Analysis of Variance (ANOVA) was conducted to test the overall significance of the relationship between digital marketing strategies and consumer engagement. ANOVA helps determine whether the predictors collectively explain a statistically significant proportion of the variance in the dependent variable.




Table (4.15) ANOVA
	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	141.091
	5
	28.218
	106.057
	.000b

	
	Residual
	100.574
	378
	.266
	
	

	
	Total
	241.665
	383
	
	
	

	a. Dependent Variable: Consumer Engagement

	b. Predictors: (Constant), Promotional Campaigns, Content Marketing, Influencer Collaborations, Mobile App & Online Ordering, Social Media Marketing


Source: Survey Data (April, 2026)

As shown in Table (4.15), the F‑value was 106.057, with a mean square of 28.218 for the regression model compared to 0.266 for the residuals. The large F‑value indicates that the regression model is statistically significant, meaning that the combined effect of social media marketing, content marketing, mobile app and online ordering, influencer collaborations, and promotional campaigns has a meaningful impact on consumer engagement.
The results confirm that the predictors are not only positively correlated with consumer engagement but also significantly contribute to explaining its variance. This strengthens the conclusion that digital marketing strategies play a crucial role in shaping consumer behavior and fostering engagement in the fast‑food industry.
To assess the individual contribution of each digital marketing strategy to consumer engagement, the regression coefficients were examined. This analysis identifies which strategies exert the strongest influence and whether their effects are statistically significant. The unstandardized coefficients (B) indicate the magnitude of impact, while the standardized coefficients (Beta) allow for comparison across variables. The t‑values and significance levels (Sig.) determine whether each predictor contributes meaningfully to the model.

Table (4.16) Coefficients
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.084
	.186
	
	.454
	.650

	
	Social Media Marketing
	.361
	.107
	.293
	3.373
	.001

	
	Content Marketing
	-.147
	.107
	-.122
	-1.372
	.171

	
	Mobile App & Online Ordering
	.228
	.097
	.195
	2.347
	.019

	
	Influencer Collaborations
	.293
	.089
	.247
	3.309
	.001

	
	Promotional Campaigns
	.247
	.087
	.195
	2.835
	.005

	a. Dependent Variable: Customer Engagement


Source: Survey Data (April, 2026)

According to the result, the regression equation is
Consumer Engagement = .084 + .361 Social Media Marketing + .228 Mobile App & Onine Ordering + .293 Influencer Collaborations + .247 Promotional Campaigns

As shown in Table (4.16), several predictors demonstrated significant positive effects on consumer engagement. Social media marketing (B = 0.361, Beta = 0.293, t = 3.373, Sig. = 0.001) emerged as one of the strongest contributors, highlighting the importance of creative and informative content in driving consumer interaction. Influencer collaborations (B = 0.293, Beta = 0.247, t = 3.309, Sig. = 0.001) also showed a significant positive effect, confirming that value‑driven promotions and seasonal campaigns are highly effective in encouraging engagement. Mobile App and Online Ordering (B = 0.228, Beta = 0.195, t = 2.347, Sig. = 0.019) further contributed positively, underscoring the role of convenience and usability in strengthening consumer relationships. Promotional campaigns (B = 0.247, Beta = 0.195, t = 2.835, Sig. = 0.005) likewise had a significant positive effect, reinforcing the importance of interactive and informative social media activities.
In contrast, content marketing (B = –0.147, Beta = –0.122, t = –1.372, Sig. = 0.171) did not show a statistically significant effect on consumer engagement in this model. While influencer marketing may enhance visibility and credibility, its impact on direct engagement appears weaker compared to other strategies.
Overall, the coefficients analysis confirms that influencer collaborations. promotional campaigns, mobile app and online ordering, and social media marketing are the most influential strategies in driving consumer engagement. These findings highlight the need for KFC Myanmar to prioritize these areas while carefully evaluating the effectiveness of content marketing.

	


CHAPTER V
CONCLUSION

	This research concludes that digital marketing strategies, particularly social media marketing, positively influence consumer engagement with KFC Myanmar by driving interaction, loyalty, and repeat purchases through engaging content and platform presence. While effective in identifying key patterns, the study is limited by its sample size, urban scope, and inability to fully account for external cultural or economic factors. KFC Myanmar is encouraged to strengthen its strategies by exploring emerging platforms, enhancing mobile app interactivity, and maintaining authentic localized engagement. Future research should broaden the sample and adopt deeper qualitative methods to provide more comprehensive insights into digital marketing and consumer behavior in emerging markets.

5.1	Findings and Discussions
The findings reveal that social media marketing, particularly interactive and visually engaging content, plays a central role in shaping consumer engagement with KFC Myanmar. Gender differences influence responses, with females showing stronger preference for emotionally driven campaigns, while males respond more to promotional offers. Marital status also affects engagement, as single consumers are more attracted to lifestyle-oriented campaigns, whereas married individuals prefer practical, value-focused messaging. These insights suggest that KFC Myanmar’s strategies are well-aligned with key consumer segments but could be refined further to address unique demographic behaviors.
Other demographic factors such as education, occupation, and income levels also contribute to varying responses. Educated participants tend to value meaningful, informative campaigns, while those with lower education levels respond more to simple, visually appealing content. Students and higher-income earners demonstrate stronger loyalty, while lower-income consumers are more influenced by discounts and promotions. Overall, the findings highlight the importance of tailoring digital marketing strategies to diverse demographic profiles to maximize engagement and effectiveness.
In this study, the independent variable under consideration is the range of digital marketing strategies— influencer collaborations. promotional campaigns, mobile app and online ordering, and social media marketing—and their effect on consumer engagement with KFC Myanmar. Analysis shows that social media marketing generated the highest impact, indicating that endorsements from popular figures strongly shape consumer perceptions and purchasing choices. Conversely, traditional advertising through direct social media ads and sponsored posts had the least effect, suggesting that audiences may be less responsive to impersonal, saturated formats.
The results therefore show that social media marketing is the most influential strategy in driving consumer engagement for KFC Myanmar, while conventional advertising methods appear less effective. Social media marketing, particularly when combined with content marketing and platform presence, has significant impact on consumer behavior, reinforcing the need for KFC Myanmar to prioritize interactive, authentic, and localized engagement strategies.

5.2	Suggestions and Recommendations
This research, which explored the impact of digital marketing strategies on consumer engagement at KFC Myanmar, provides valuable insights for organizational development and customer relationship strategies. Based on the findings, the following suggestions and recommendations are proposed to enhance consumer engagement and address areas of weakness identified in the study.
Content marketing does not have a significant effect on consumer engagement. Consumers find KFC Myanmar’s content appealing when it is authentic and localized. KFC should focus more on storytelling and emotional content that reflects Myanmar’s culture and lifestyle. Posts that highlight fun dining experiences, product benefits, or customer stories will help people connect more deeply with the brand. Creative visuals such as short clips, animations, and interactive carousels can further attract attention.
Since the study found that influencer marketing has significant effect on consumer engagement, KFC Myanmar should continue to invest in this strategy. Collaborations should go beyond simple promotions, encouraging influencers to host Q&A sessions, share “day in the life” stories featuring KFC, or invite fans to join challenges. This interactive approach will strengthen trust and make the relationship more participatory.
Platform presence also has a strong effect on consumer engagement. KFC Myanmar should maintain a consistent presence across Facebook, Instagram, and TikTok by posting regularly, tailoring content to each platform, and staying updated with trends such as Reels, Stories, and Live sessions. This will reinforce brand identity and keep consumers engaged.
Mobile applications and delivery partnerships are important but underutilized. KFC Myanmar should enhance its app with loyalty rewards, personalized offers, and smoother ordering experiences. Delivery partnerships with Foodpanda and GrabFood could be strengthened by offering exclusive promotions or bundled deals to encourage repeat purchases.
Digital marketing and engagement activities showed influence on consumer behavior. KFC Myanmar should refine its targeted advertising by using customer data to personalize ads based on age, interests, or location. Engagement activities could be made more creative and rewarding by adding small prizes, featuring user-generated content, or running interactive quizzes. These efforts will make consumers feel valued and deepen loyalty over time.
To conclude, influencer marketing, content marketing, and platform presence are areas KFC Myanmar should continue to prioritize and improve. While targeted advertising and engagement activities are less impactful, they still play a role and can be enhanced through personalization and creativity. KFC Myanmar’s future digital marketing should focus on being not just visible, but also personal, localized, and participatory. By listening to consumer preferences and adjusting strategies accordingly, KFC can build deeper connections and sustain stronger engagement in Myanmar’s fast-food market.

5.3	Needs for Further Research
This study focused on specific digital marketing strategies, social media marketing, content marketing, influencer collaborations, mobile applications, and delivery partnerships to examine their impact on consumer engagement with KFC Myanmar. While the results provided valuable insights, there remain areas for improvement and future exploration.
Firstly, the research was conducted with a limited sample size concentrated in urban areas such as Yangon and Mandalay. Although sufficient for analysis, future studies should include a larger and more diverse sample across different regions, age groups, and demographics. A broader sample would increase the reliability and generalizability of the findings and provide a more comprehensive understanding of consumer engagement in Myanmar’s fast-food industry.
Secondly, this research was limited to a few elements of digital marketing. Other potential factors such as user-generated content, online reviews, real-time customer service via social media, influencer credibility, and emotional branding strategies may also significantly influence consumer engagement. Future studies could explore these additional variables to gain deeper insights into the broader impact of digital marketing.
Finally, the study relied primarily on quantitative methods, which provided measurable outcomes but may not fully capture the depth of consumer perceptions and motivations. Future research should incorporate qualitative approaches such as interviews, focus groups, or ethnographic studies to enrich understanding of consumer behavior and provide more nuanced insights into how digital marketing strategies shape engagement.




2

REFERENCES
Agrawal, S. (2026). The new era of digital marketing. Geh press.
Abbas, M. (2026). Digital and Social Media Marketing as a Core Strategy in Higher Education: Evidence from Student Engagement and Institutional Branding. Golden Ratio of Mapping Idea and Literature Format, 6(2), 1394-1404.
Aboudy, A. K. A. A., & Aboudy, A. L. (2025). The impact of marketing agility and customer experience management in marketing entrepreneurship: an applied study in a sample of iIaqi industrial companies. International Journal of Studies in Business Management, Economics and Strategies, 4(2), 39-52.
Ahuja, K., Green, W. H., & Li, Y. P. (2021). Learning to optimize molecular geometries using reinforcement learning. Journal of Chemical Theory and Computation, 17(2), 818-825.
Alaba, F. A., Osaretin, U. K., & Rocha, A. (2026). Qualitative sampling techniques. In Fundamentals of qualitative research (pp. 49-102). Cham: Springer Nature Switzerland.
Ali, F. (2026). Sample size practices and guidelines in services marketing survey research. The Service Industries Journal, 1-26.
Alqahtani, N., & Uslay, C. (2023). Marketing/entrepreneurship interface research priorities (2023–2026). Journal of Research in Marketing and Entrepreneurship, 24(2), 405-419.
Alzboon, M. (2026). Digital advertising campaigns and consumer purchasing behavior: empirical evidence from spain. Marketing Science & Practice Journal, 1(1), 1-19.
Asriadi A. M., M., Hadi, S., Istiyono, E., Purnama, E., & Sanam, A. I. (2026). Assessing the Accuracy and Consistency of Formative Assessment Instruments in Physics: A Validity and Reliability Study. International Journal of Educational Reform, 10567879261440527.
Athar, H. (2025). Evaluating the impact of digital marketing strategies on consumer behavior: a study of Khaadi in Pakistan. Master Thesis, Centria University of Applied Sciences.
Bisaria, C., Madhubala Kumari, D. S. S., & Patel, B. K. (2026). Research methodology: Tools and techniques. BR Publications.
Bougie, R., & Sekaran, U. (2025). Research methods for business: A skill-building approach (9th Edition). Wiley.
Caputo, A., Pizzi, S., Pellegrini, M. M., & Dabić, M. (2021). Digitalization and business models: Where are we going? A science map of the field. Journal of business research, 123, 489-501.
Casaló, L. V., Flavián, C., & Ibáñez-Sánchez, S. (2021). Be creative, my friend! Engaging users on Instagram by promoting positive emotions. Journal of business research, 130, 416-425.
Clary, S. D. (2026). Content marketing as a tool for business growth. Iconic Research and Engineering Journals, 9(10), 3584-3590.
Cunha, M. N., & Krupsky, O. P. (2025). Transforming online retail: The impact of augmented and virtual reality on consumer engagement and experience in e-commerce. Uluslararası Sosyal Siyasal ve Mali Araştırmalar Dergisi, 5(1), 189-201.
Babics, I., & Jermolajeva, E. (2024). Development of social platforms and new opportunities in digital marketing. Complex Systems Informatics and Modeling Quarterly, 4(1), 22-39.
Bisaria, C., Madhubala Kumari, D. S. S., & Patel, B. K. (2026). Research methodology: Tools and techniques. BR Publications.
Çağlıyor, S. (2026). The Societal Impact of Influencer Marketing. In The Impact of Marketing Strategies on Society: Examining Critical Aspects of Marketing and their Implications for Societal Well-being (pp. 327-349). Cham: Springer Nature Switzerland.
Chen, Y., Wang, Y., Xu, H., & Wang, A. (2026). Exploratory research of integrating large language models and grounded theory: Scientific and technological intelligence case study. Information, 17(5), 470.
Chowdhary, N., & Prakash, M. (2026). Research made simple: A beginner’s guide. Taylor & Francis.
Creswell, J. W., & Creswell, J. D. (2023). Research design: Qualitative, quantitative and mixed methods approaches. Sage Publications Ltd.
Czinkota, M. R., Kotabe, M., Vrontis, D., & Shams, S. R. (2021). Marketing management: Past, present and future (14th ed.). Springer Nature.
Garnaik, S. K. G. (2025). Impact of digital marketing strategy on consumer perception towards global fashion brands: A study on generation Z consumers. Master Thesis, Czech University of Life Sciences Pargue.
Grayson, R. (2024). Foundations in Digital Marketing. Creative Common Attribution.
Hudders, L., & Lou, C. (2022). A new era of influencer marketing: Lessons from recent inquires and thoughts on future directions. International Journal of Advertising, 41(1), 1-5.
Islam, J. U. (2026). The rise of customer engagement in the digital business age. In Customer Engagement and Digital Business (pp. 7-23). Routledge.
Kadarisman, K., Karunia, E., Syahran, S., Juliana, A., Azis, M. I., & Marsha, D. (2026). Advertising on social media influences purchase intent: The role of mediating consumer engagement and brand trust. Paradoks: Jurnal Ilmu Ekonomi, 9(2), 101-112.
Khan, S., Firdaus, R., & Rehman, A. (2025). Analyzing social media’s impact on organic food purchase intention: A study of consumer behavior. Journal of International Food & Agribusiness Marketing, 1-30.
Kumar, V., Leone, R. P., & McAlister, L. (2025). Enhancing customer engagement: Exploration and introduction to the special section. Journal of the Academy of Marketing Science, 53(4), 955-967.
Kumari, P., Manjhi, S. K., Rawat, S., & Shakila, K. (2026). Research Methods and Techniques. BR Publications.
Kotler, P., Keller, K. L., & Chernev, A. (2021). Marketing management (16th ed.). Pearson Education.
Kumar, R., Prabha, V., Kumar, M., Rehal, P., Samanta, P., & Singh, P. K. (2025). Influencer marketing: a review and research agenda using VOSviewer. Abhigyan, 43(2), 179-197.
Lumawir, F. L., Walean, R. H., & Mandagi, D. W. (2025). The interplay of engagement rate, E-WOM, digital advertising and customer loyalty: Mediating role of brand trust. COSTING: Journal of Economic, Business and Accounting, 8(5), 52-64.
Manyanga, W., Redda, E. H., & Nyagadza, B. (2026). The Effect of Immersive Technologies on Consumer Engagement: Evidence from Banking Sector in Zimbabwe. In Marketing in the Metaverse: Opportunities, Challenges, and Future Trends in Emerging Economies (pp. 135-167). Cham: Springer Nature Switzerland.
Mukherjee, T. (2026). The role of artificial intelligence in shaping consumer engagement & impulsive consumption. AI and Effectiveness of Digital Advertising Ecosystems, 121, 1-15.
Mou, A. J. (2024). Marketing capstone insights: Leveraging multi-channel strategies for maximum digital conversion and ROI. Review of Applied Science and Technology, 3(04), 01-28.
Nguyen, H. T., & Thu, S. H. T. (2025). Marketing communication trends: a systematic review of market research data. Journal for Global Business Advancement, 17(5), 615-644.
Peng, B. (2024). Leveraging Synthetic Biology Strategies for Flavonoid Production in Cell Factories. Master Thesis, University of Groningen.
Pereira, M. D. S., de Castro, B. S., Cordeiro, B. A., de Castro, B. S., Peixoto, M. G. M., da Silva, E. C. M., & Gonçalves, M. C. (2025). Factors of customer loyalty and retention in the digital environment. Journal of Theoretical and Applied Electronic Commerce Research, 20(2), 71.
Pohan, I. A., Diana, N., Ibnusaputra, M., & Satria, F. (2026). Research methodology. Mind Power Publishing.
Pishghadam, R. (2026). Introducing magnitude research: A transformative framework for business studies. Journal of Business, Communication & Technology, 1-12.
Rajput, A. A. (2025). The influence of digital marketing strategies on consumer buying behavior:“A comprehensive analysis of Marks and Spencer’s Retail in the UK” (Doctoral dissertation, University of Wales Trinity Saint David).
Saunders, M. N. K., Lewis, P., & Thornhill, A. (2023). Research methods for business students (9th ed.). Pearson.
Siddaraju, H. B., Latha, G., & Gowda, M. L. N. (2025). Modern marketing. Authors Click Publishing.
Sepliria, D. G., & Indrawati, I. (2022). Digital marketing communication in improving consumer purchase decisions during the Covid-19 Pandemic. JPPI (Jurnal Penelitian Pendidikan Indonesia), 8(3), 588-596.
Sharma, L. R., Bidari, S., Bidari, D., Neupane, S., & Sapkota, R. (2023). Exploring the mixed methods research design: types, purposes, strengths, challenges, and criticisms. Global Academic Journal of Linguistics and Literature, 5(1), 3-12.
Shorbaji, M. F., Alalwan, A. A., & Algharabat, R. (2025). AI-enabled mobile food-ordering apps and customer experience: A systematic review and future research agenda. Journal of Theoretical and Applied Electronic Commerce Research, 20(3), 156.
Tewu, M. L., Destine, D., & Gunawan, I. (2025). Analysis of Social Media User Growth and Its Implications for Digital Marketing Strategies in Indonesia 2024. International Journal of Management Studies and Social Science Research (IJMSSSR), 7(3), 236-245.
Tariq, M. U. (2025). Ensuring trustworthiness and rigor in qualitative research. Qual Inquiry Doctoral Res, 25, 365-392.
Tripathi, M. (2026). Educational Research: Design, Analysis and Interpretation: Research Methods and Interpretation| AGPH Books. AGPH Books.
Ugwu, C. I., Ekere, J. N., & Onoh, C. (2021). Research paradigms and methodological choices in the research process. Journal of Applied Information Science and Technology, 14(2), 116-124.
Ustik, T., Dubovyk, T., Lagodiienko, V., Chernobrovkina, S., Vlasenko, Y., & Shmatok, M. (2024). Digital content marketing in brand management of small business enterprises, trading companies and territorial marketing. Theoretical and Practical Research in Economic Fields, 15(3), 552-565.
Wah, J. N. K. Transforming the Digital Frontier: How AI-driven content creation revolutionizes marketing, social media, and education. Chinese Science Bulletin (Chniese Version) 2(70), 1-10.
Wirtz, J., Kowalkowski, C., Jaakkola, E., Holmlund, M., Ulaga, W., & Ahmed, T. (2025). Customer experience management in B2B markets: CXM value propositions and archetypical CXM strategies. Journal of Business Research, 189, 115165.
Zrineh, A., Al‐Usta, M., & Alwawi, A. (2026). Sampling methods and sample size determination in clinical research: An educational review. Journal of General and Family Medicine, 27(1), e70096.
Zumitzavan, V. (2026). Sample Selection Methods. In Social Science Methodologies for Management Research: From Philosophy to Practice in the AI Era (pp. 79-95). Singapore: Springer Nature Singapore.


APPENDIX-A
Questionnaire


Respected Sir / Madam
I am pleased to inform you that I am a student at Swiss School of Business Research pursuing a degree in Master in Business Administration (MBA). As partial fulfillment of my degree, I am conducting research on “Digital Marketing Strategies and Consumer Engagement in KFC Myanmar” I assure you that this is purely academic research and participation in this study is voluntary.
Please note that any information you give will be treated confidentially. Your assistance will be highly appreciated. Thank you for your cooperation.

Yours faithfully,

















Digital Marketing Strategies and Consumer Engagement in KFC Myanmar 
Section (A)
Demographic Profile of Respondent

Please tick (√) the appropriate answer. 
Section A: Respondent Profile 
1. Gender 
Male 
Female

2. Marital Status 

Single
Married 

3. Age (Years)


	20≤ 25 Years 
 	26 - 35 Years 
 	36 - 45 Years
 	46 - 55 years 
	Above 55 Years 


4. Education Level 
High School
Under Graduate 
Bachelor Degree
Master Degree
PhD Degree
Others: Please Specify ----------------------------- 
5. Occupation
Company Staff

 Government Staff

NGO/INGO Staff
		
Business Owner				
Student
Dependent
Others: Please Specify ----------------------------- 

6. Monthly Income (Kyat)
≤ 300,000
300,001 – 600,000
600,001 – 900,000
900,001 – 1,200,000
1,200,001 – 1,500,000
Over 1,500,000



Section (B)
Digital Marketing Strategies
Please indicial the responses that best fit your agreement or disagreement with each statement by ticking (√) only a box from the following interpretations of the scales:
Strongly Disagree	-	1 
Disagree	-	2   
Neutral		-	3                  
Agree	-	4
Strongly Agree	-	5 

1. Social Media Marketing

	Sr. No.
	Statement
	1
	2
	3
	4
	5

	1
	Consumers frequently encounter KFC Myanmar’s advertisements on social media platforms.
	
	
	
	
	

	2
	KFC Myanmar posts exciting videos or visuals on social media.
	
	
	
	
	

	3
	KFC Myanmar keeps me informed about new products and promotions through its social media platforms.
	
	
	
	
	

	4
	KFC Myanmar encourages audience interaction through contests, challenges, or polls on social media.
	
	
	
	
	

	5
	KFC Myanmar creates opportunities for meaningful conversions with its audience on social media.
	
	
	
	
	



2. Content Marketing

	Sr. No.
	Statement
	1
	2
	3
	4
	5

	1
	KFC Myanmar’s social media contents are creative, fun & entertaining.
	
	
	
	
	

	2
	KFC Myanmar’s social media contents provide valuable and relevant information about its products.
	
	
	
	
	

	3
	KFC Myanmar’s social media contents are up-to-date and modern.
	
	
	
	
	

	4
	KFC Myanmar uses content that effectively delivers its essential values together with its key messages.
	
	
	
	
	

	5
	The creative mix of videos and images along with blogging content serves as attention-grabbers for KFC.
	
	
	
	
	



3. Mobile App and Online Ordering

	Sr. No.
	Statement
	1
	2
	3
	4
	5

	1
	KFC Myanmar’s mobile app is easy to use.
	
	
	
	
	

	2
	Online ordering saves me time and effort.
	
	
	
	
	

	3
	I prefer ordering through the app/ website rather than in-store.
	
	
	
	
	

	4
	KFC Myanmar mobile app provides useful promotions and discounts.
	
	
	
	
	

	5
	I can communicate with KFC Myanmar easily through mobile app while ordering online.
	
	
	
	
	



4. Influencer Collaborations

	Sr. No.
	Statement
	1
	2
	3
	4
	5

	1
	KFC Myanmar collaborates with influencers who align with the brand’s image and values.
	
	
	
	
	

	2
	The influencers promoting KFC Myanmar on social media appear credible and trustworthy.
	
	
	
	
	

	3
	I see KFC Myanmar’s products featured by influencers frequently on social media.
	
	
	
	
	

	4
	KFC Myanmar knows very well a celebrity’s reputation.
	
	
	
	
	

	5
	Recommendations from celebrities or influencers make me more encourage to eat KFC.
	
	
	
	
	


5. Promotional Campaigns
	Sr. No
	Statement
	1
	2
	3
	4
	5

	1
	KFC Myanmar makes interaction through contests, challenges or polls as promotional campaigns.
	
	
	
	
	

	2
	KFC Myanmar’s seasonal campaigns increase my enjoyable with KFC.
	
	
	
	
	

	3
	KFC Myanmar’s promotional campaigns provide good value for money.
	
	
	
	
	

	4
	I share KFC Myanmar’s promotions with friends or family.
	
	
	
	
	

	5
	The personalization in KFC Myanmar’s promotional campaigns makes the brand more appealing to me.
	
	
	
	
	


Section (C)
Consumer Engagement
Please indicial the responses that best fit your agreement or disagreement with each statement by ticking (√) only a box from the following interpretations of the scales:
Strongly Disagree	-	1 
Disagree	-	2   
Neutral		-	3                  
Agree	-	4
Strongly Agree	-	5 
	Sr. No
	Statement
	1
	2
	3
	4
	5

	1
	I often like or comment on KFC Myanmar’s posts on social media.
	
	
	
	
	

	2
	I follow KFC Myanmar’s Pages on social media platforms.
	
	
	
	
	

	3
	I participate in KFC Myanmar’s online discussions.
	
	
	
	
	

	4
	I am more likely to buy KFC Myanmar if they launch new menu and have a promotion.
	
	
	
	
	

	5
	I would share my experience with KFC Myanmar on social media.
	
	
	
	
	


APPENDIX -B
SPSS Output


	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.764a
	.584
	.578
	.51582

	a. Predictors: (Constant), PC, CM, IC, MA, SMM




	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	141.091
	5
	28.218
	106.057
	.000b

	
	Residual
	100.574
	378
	.266
	
	

	
	Total
	241.665
	383
	
	
	

	a. Dependent Variable: CE

	b. Predictors: (Constant), PC, CM, IC, MA, SMM




	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.084
	.186
	
	.454
	.650

	
	SMM
	.361
	.107
	.293
	3.373
	.001

	
	CM
	-.147
	.107
	-.122
	-1.372
	.171

	
	MA
	.228
	.097
	.195
	2.347
	.019

	
	IC
	.293
	.089
	.247
	3.309
	.001

	
	PC
	.247
	.087
	.195
	2.835
	.005

	a. Dependent Variable: CE
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