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1.1 INTRODUCTION
In recent years, the emergence and spread of the fast-food sector have become a fascinating phenomenon in our market. As people's standard of living improves, fast food is becoming more acceptable. It has become an unavoidable part of one's daily diet. Other variables that have impacted eating habits and the expansion of the food industry include the development of nuclear families, exposure to western food and culture, and the rise in the number of working women. 
McDonald's and KFC (Kentucky Fried Chicken) use sales strategies that offer high-quality products, first-rate services, and a clean environment to attract customers.  According to sales, McDonald's is the largest restaurant chain in the world, with 37,855 locations serving over 69 million people each day in more than 100 countries. With 22,621 outlets worldwide in 150 countries as of December 2019, KFC is the second-largest restaurant chain in the world after McDonald's.
Consumers select products based not only on product features and benefits, but also on the brand's name. A brand name allows them to distinguish a product from similar products on the market. According to the American Marketing Association (AMA), a brand is "a name, term, sign, symbol, or design, or a combination of them, intended to identify and differentiate the goods and services of one seller or group of sellers from those of other sellers."
Customers hold a brand name in their hearts. It is the sum of their product-related experiences and perceptions. Branding is the process of creating a distinct and long-lasting perception in the minds of customers through advertisements and other forms of product promotion. A brand is a persistent, distinct business identity that combines the personality of the consumers, their interests, the quality of the product, and its origin. It tries to make people loyal to the firm's product.
The managerial process of selecting a specific name for a certain product is known as branding. It assists consumers in a variety of ways, such as helping them choose the most practical products and ensuring the product's quality. It seeks to give the product a prominent and distinctive position in the target market to draw in and keep customers.
Brand preference is the level of consumer preference for one brand over another. The selective demand for a company's brand rather than a product is known as brand preference. To develop brand preference advertising, it is necessary to persuade a target audience to think about the advantages of a brand. This is typically accomplished by highlighting the brand's status as an established and reputable name in the market. If the advertisement is successful, the intended consumer will pick that particular brand over others in any category.
1.2 STATEMENT OF THE PROBLEM
	Life is changing and especially in modern days fast time is very valuable to every person. The study was undertaken with the objective of analysing brand preference with special reference to food industries in Kochi. Every human's day-to-day life is influenced by the food industry. As living conditions rise, fast food is becoming more and more accepted in people's life. It is now an essential component of the everyday diet. The growth and expansion of the fast-food sector in recent years has become a highly fascinating phenomenon in the Indian market. To attract customers, McDonald's and KFC use a sales strategy that emphasises high quality products, superior customer service, and a clean atmosphere.
	The project is about the factors influencing brand preference with special reference to KFC and McDonald’s in Kochi. The main objective of this study was to identify the factors influencing KFC and McDonald’s brand preferences. It aimed to research how respondents’ demographic profiles affected the variables influencing their choice of brand (between KFC & McDonald’s). It determines which brand is recommended by consumers mostly and also ascertains which brand gives more offers and discounts the most. The different variables that influence brand preference, especially in these fast-food restaurants, have been examined in this context.




1.3 OBJECTIVES OF THE STUDY 
1. [bookmark: _Hlk115693883]To know the factors influencing the brand preference of KFC and McDonald’s.
2. To study the influence of respondents' demographic profiles on the determinants of brand preference (McDonald's and KFC).
3. To identify the brand recommendation by customer. 
4. To determine which brand gives more discounts and offer.
1.4 SCOPE OF THE STUDY
	The project explores brand preference with special reference to KFC and McDonald’s in Kochi. This study's main goal was to explore and better understand the idea of brand preference. Considering a sample size of 101 respondents. The purpose of the research is to examine the variables affecting consumers' brand preferences for KFC and McDonald's. Additionally, it aims to determine how respondents' demographic characteristics affect how they feel about KFC and McDonald's brands. This study also aims to determine the preference of people towards dine in and order at home. It also looks at how satisfied consumers are with these two fast food restaurants that deliver food by taking into consideration factors such as taste, quality, price, freshness, dining environment, hospitality, variety, delivery time, etc. It also identifies which online app (i.e, Swiggy, Zomato, KFC app, McDonald’s app) is more preferred by consumers and to analyse the offers, discounts offered by these two brands and under what conditions people are going to KFC & McDonald’s in general. It also helps to find out the changes that people would like to see in KFC & McDonald’s.
1.5 SIGNIFICANCE OF THE STUDY
The present study sought the marketing strategies of both fast-food restaurants designed to attract the customers. They can realise the factors that influencing the brand preference towards KFC & McDonald’s and the demographic factors of respondents that effect. In the view of consumers they can understand which restaurant provides more offers and discounts and also considers the factors like taste, quality, price, freshness, dining environment, hospitality, variety, delivery time, etc. Thereby, they can understand which is more beneficial.

1.6 HYPOTHESES OF STUDY
H01: There is no gender wise difference in preference regarding dine in / 	order at home.
H02: There is no gender wise difference in food brand preference.
H03: There is no gender wise difference in food brand recommendation.
H04: There is no gender wise difference in opinions on discounts.
H05: There is no gender wise association with satisfaction in opinion on 	discounts.
1.7 RESEARCH METHODOLOGY
Research Methodology is a method for resolving the research issue in a methodical manner. Research methodology offers a number of approaches that the researcher can use to analyse his research challenges. There are numerous aspects to research methodology. In the present study, the research methodology covers the research design, data gathering techniques, sampling techniques, surveys, analysis, and interpretation. It not only discusses on methods but also the logic behind conducting the study. It includes specific procedure and techniques used to identify select and analyse information on a topic. This research is both descriptive and analytical in nature and the research design is shown as below:
I. POPULATION
In this survey, the population in Kochi is made up of those who eat at both KFC and McDonald's.
II. SAMPLING DESIGN
A sample is a limited, manageable representation of a larger group. It is a subset of individuals that shares traits with a wider population. In statistical testing, samples are utilised when population sizes are too vast for all potential participants or observations to be included in the test. Customers from the KFC and McDonald's restaurants in Kochi were chosen as the study's sample. Convenience sampling is the method of choice for this study, and the sample size is 101 respondents.
III. SOURCES OF DATA
For data collection purposes, two types of data are used.
a) Primary Data
First-hand knowledge is referred to as primary data. Field studies are used to gather this data directly from the source. The original, primary data are the raw ingredients. It is the most basic type of knowledge. Primary data is gathered by the investigator themselves, who also monitors the process. Here, the questionnaire method is used to collect primary data.
This study used a sample population by collecting primary data using a questionnaire. The study was confined to Kochi city only. A total of 101 respondents were contacted for the study.
b) Secondary Data
Second-hand knowledge is referred to as secondary data. Secondary data are those that have already been gathered and processed by someone else and are not being used for the first time. Therefore, secondary data are gathered from a variety of sources including papers, books, journals, other websites, and search engines.
IV. NORMALITY & RELIABILITY TEST
The Kolmogorov-Smirnov test (K-S test), which was used to determine whether the data was normal, produced a negative result. The 18 items in the Reliability test have a Cronbach's alpha coefficient of .880, which indicates that the items have a comparatively high level of internal consistency.
V. TOOLS FOR ANALYSIS
Using SPSS software, a variety of statistical tools were utilised to analyse the data. The statistical instruments used for data analysis are listed below;
· Chi-square Test
Chi-square is a statistical test used to evaluate the differences between categorical variables from a random sample to judge the goodness of fit between expected and observed results.
The formula for Chi-Square is:
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Where:
c = Degree of freedom
O = Observed value (s)
E = Expected value (s)
· Wilcoxon signed-ranked test
A non-parametric statistical hypothesis test, the Wilcoxon signed-rank test is use either to test the location of a population based on sample data or to compare the locations of two populations using two matched samples.
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Where:
W = test statistic 
Nr = sample size, Sgn = sign function
x1, i, x2, i = corresponding ranked pairs from two distributions
Ri = rank i
· Mann Whitney U Test
The Mann-Whitney U test is employed to compare differences between two independent groups when the dependent variable is ordinal or continuous but not regularly distributed.
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Where:
R = sum of ranks in the sample
n = number of items in the sample
If the p-value obtained from Mann-Whitney U Test is less than 0.05, the null hypothesis can be rejected.
· Kruskal-Wallis H Test
The Kruskal-Wallis H test (also called the "one-way ANOVA on ranks") is a rank-based nonparametric test that can be used to determine if there are statistically significant differences between two or more groups of an independent variable on a continuous or ordinal dependent variable.
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Where:
n = number of samples
Ri = sum of the rank assigned to ni observations in the ith sample
ni = number of observations in the ith sample
The p-value is calculated based on the comparison between the critical value and the H value.
VI. DATA PRESENTATION
For better understanding and analysis, the data acquired through the questionnaire was organized and arranged in a tabular format and presented using diagrams such as pie charts, bar charts, etc.
1.8 LIMITATIONS OF THE STUDY
· The study was only conducted within a short time.
· An extensive study could not be possible.
· The study is also dependent on primary data which lacks quality information. 
· The data collected may be biased, due to the lack of time to spent on filling a questionnaire. 
1.9 CHAPTERIZATION
CHAPTER 1:  INTRODUCTION
This chapter deals with a brief introduction to the topic, scope of the study, statement of the problem, research methodology and objectives of the study. It also contains the limitations, chapterization and keywords.
CHAPTER 2: REVIEW OF LITERATURE
The second chapter includes the Review of the literature. It contains previous reviews already done by researchers on related topics.
CHAPTER 3: THEORETICAL REVIEW
It shows the theoretical work related to this study.
CHAPTER 4: DATA ANALYSIS AND INTERPRETATION
This chapter contains an analysis of the data collected and its diagrammatic representation with interpretation.
CHAPTER 5: FINDINGS, SUGGESTIONS, & CONCLUSION, BIBLIOGRAPHY & APPENDIX.
This chapter deals with the result and findings of the data, suggestions and conclusions based on the study.
1.10 KEYWORDS
· Brand preference: If a person chooses one brand over another brand consistently is called brand preference.
· KFC: (Kentucky Fried Chicken) one of the most iconic fast-food brand.
· McDonald’s: World’s leading food service organisation.


2.1 LITERATURE REVIEW
A literature review is a thorough summary of earlier studies on a subject. The literature review examines scholarly books, journals, and other sources that are pertinent to a particular field of study. A literature review is intended to help readers understand the current research and discussions that are pertinent to a particular subject or field of study and to communicate that understanding in the form of a written report. You can increase your understanding of your field by conducting a literature review.
In order to determine the factors influencing brand preference, Padberg, Walker, and Kepner (1967) conduct a laboratory controlled experiment in the Ohio Metropolitan region. In this study, it was discovered that factors such as pricing, brand image, advertising, sales promotions, etc. affect brand preference. They also looked more closely at how display boards affected the products and discovered that both the location and the calibre of the display board had an impact on consumer preference.
An Attitude Model for the Study of Brand Preference by Bass and Talarzyk (1972), examined the relationship between attitude and brand preference. In this study, it was determined that a brand's market share and consumer brand preference are associated. Also appreciated is a brand with a large market share. The investigation provided solid evidence to back up the theory on which the study was based. Based on this premise, it was discovered that customer attitudes toward the significance of product-specific qualities are associated to brand preference. The attitude model had a greater impact on the research than the other models looked at.
A notable study was conducted in 1974 by Parker and Copley to determine the relationship between customer brand choices and perceptions. The study used various car brands as its sampling. The Lewiston, Idaho and Clarkston, Washington twin cities provided 105 responders. A key finding of this study revealed that brand preference is based on comparative analysis.
Using 250 TV viewers as their sample, Hundal and Sandhu (1987), conducted a study to determine brand preference and pre- and post-purchase behaviour. The research showed that the most crucial element in choosing a brand is its pricing. Additionally, a number of other product characteristics and post-purchase services have an impact on purchasing behaviour.
In a cycle-based explanation of the brand choice process, Nicosia (1996) clearly clarifies the function of the selling firm. The seller must research the market's triggers and deliver results. Customers will next look for outcomes and conduct further research on the product and its characterization. Once again, it will support the development of customers' good attitudes of a brand.
The study project named The Influence of Generic Advertising on Brand Preferences was carried out by Chakravarti & Janiszewski in 2004. In this study, researchers looked at different generic product commercials and how they affected consumers' brand preferences. The generic advertisement had an impact on product distinction and price responsiveness, which was the main finding. implies that the marketed product changes in the thoughts of the consumers and benefits from price responsiveness. The general advertisement reduces the likelihood of finding information about products that are not advertised and, inadvertently, fosters preference for those that are. In this method, the researchers discover that a product that is advertised always increases the likelihood that it will be chosen over a product that is not advertised.
In their study, "Students Brand Preferences Between Apple and Samsung Smartphone," Azzawi & Nzube Ezeh (2012) chose 214 students from four Schools of the Malardalen University and investigated how, in the market for smart phones, students exhibit high brand loyalty if the brand is demonstrating their quality and choose the brand for purchase on the basis of loyalty. It appears that quality factors are equally important in the market for any lasting product.
The definition of a brand is "a name, word, sign, symbol, or design, or a combination of them, designed to identify the goods and services of one seller or group of sellers and to differentiate them from those of competitors" (Keller, 1998, p.2 & Kotler, 1991, p. 442). According to Keller's brand knowledge model, brand awareness (brand recall and brand recognition) is concerned with the strength of brand trace in consumer memory, as demonstrated by consumer ability to identify the brand under various contexts and situations. (2000) Keller
"Perception of the Attributes of Selected Fast-Food Retailers and their Impact on Consumer Satisfaction and Sales" is a study conducted by Rajul Bhardwaj in 2011. The analysis is based on a sizable data set that includes consumer happiness and sales data from over 180 people. The study uses firm-specific data to increase the measurement of behavioural linkages between customer happiness and performance in the food retail industry. The study demonstrates how businesses can use these findings to create effective customer satisfaction practises.
A 2012 study on "The impact of religious sensitivity on brand trust, equity, and values of the fast-food sector in Malaysia" was conducted by Mohamed, Rozita Naina, Daud, and Norzaidi Mohd. The study only focuses on how religious sensitivity affects brand trust, equity, and values in the fast-food business. The findings offer guidance to the fast-food industry and other firms with comparable organisational structures on how to manage marketing initiatives for enhanced company performance.
Using a cross-national methodology, G. Ronald Gilbert, Cleopatra Veloutsou, Mark M.H. Goode, and Luiz Moutinho (2004) explored how to measure customer satisfaction in the fast food industry. In four English-speaking nations, this study compares service satisfaction at fast food restaurants across cultures. It is based on information gathered using a previously created service satisfaction instrument from clients of five international fast food franchises. The study identifies two cross-cultural, experimentally developed characteristics of fast food consumer satisfaction: satisfaction with the setting of the service and satisfaction with the personal treatment.
A 2004 study on "Modeling repurchase frequency and consumer satisfaction for fast food establishments" was conducted by Agnes K.Y. Law, Y.V. Hui, and Xander Zhao. The relationship between customer happiness, frequency of repurchases, waiting time, and other service quality characteristics at fast food outlets is modelled in this study. Results indicate that customer happiness is highly influenced by waiting time, staff attitude, food quality, and menu variety.
Using a cross-national approach, Ronald Gilbert, Cleopatra Veloutsou, Mark M.H. Goode, and Luiz Moutinho (2004) explored how to measure customer satisfaction in the fast food industry. In four English-speaking nations, this study compares service satisfaction at fast-food restaurants across cultures. It is based on information gathered through the use of a previously created service satisfaction instrument from clients of five internationally franchised fast food restaurants. The study identifies two cross-cultural, experimentally developed characteristics of fast food consumer satisfaction: satisfaction with the setting of the service and satisfaction with the personal treatment.
Fast food and ethical consumer value: a focus on McDonald's and KFC is the subject of a 2005 study by Monika J.A. Schröder and Morven G. McEachern. With reference to McDonald's and Kentucky Fried Chicken, this article seeks to determine how informing young consumers in the UK about corporate social responsibility (CSR) initiatives affects their fast-food purchases (KFC).
The topic of "Modeling repurchase frequency and customer satisfaction for fast food restaurants" was explored by K.Y. Law, Y.V. Hui, and Xiande Zhao in 2004. The relationship between customer happiness, frequency of repurchases, waiting time, and other service quality characteristics at fast food outlets is modelled in this study. Results indicate that customer happiness is highly influenced by waiting time, staff attitude, food quality, and menu variety.
According to Oliver (1999), "brand loyalty is a deeply held commitment to repeatedly purchase or use a preferred brand in the future, resulting in repetitive same-brand or same-brand set purchasing, despite situational influences and marketing efforts having the potential to cause switching behaviour." The literature devotes particular focus to the examination of Dick and Basu (1994). They defined customer loyalty as a mix of consistent use and attitude toward a goal or object, which could be a product, a service, or a company. Dick and Basu (1994) investigated various levels of client loyalty and claimed that a more accurate indication of recurrent purchases could be obtained by comparing one's business to its rivals. This combination allowed them to identify four groups of loyalty.
In their work The Evolution of Brand Preferences: Evidence from Consumer Migration, Bronnenberg, Dube, and Gentzkow (2012) examined how a consumer's desire to pay for a brand depends on his or her prior interactions with the brand. When highly marketed products are involved, brand preference plays a significant impact. In this approach, both the marketing and the customer's prior experiences have an impact on their brand selection.
In his study A Study of Brand Preference: An Experiential View, Reham Shawky Ebrahim (2013). This study examines the specific brand experience of customers and those who are connected to them. According to the findings of this study, consumers' subjective, internal, and behavioural reactions to a brand play a critical influence in determining which brand they prefer. The route from brand knowledge to brand preference involves brand experience.
Chahal (2013), conducted a study titled "Conational Drivers, Mainly Advertisement Influencing Brand Preference of Consumer Durable Goods: An Experimental Analysis in North India" with the goals of examining the effects of "Conational drivers," including celebrity endorsement and advertising, as well as determining consumers' preferences for the most effective advertising media. She used North Indian respondents for her study. The results of her study were as follows: brand preference or choosing of a specific brand is influenced by advertising, price, brand name, etc. Research indicates a considerable connection between brand choice and advertising.
In order to understand the influence of lifestyle especially, as a demographic component, on consumer brand selection and purchasing behaviour, Pandey & Pandey (2013), conducted a study. They chose as their goal to examine lifestyle changes in relation to demographics and consumer behaviour changes in relation to media impact. They chose 200 TV subscribers from Haridwar from this survey. The study's key findings showed that advertisements have a significant influence on consumers' decisions to buy goods in the studied area. However, consumer awareness varies by age, with older people being less knowledgeable of TV brand names than younger people.
Another significant finding of the study is that brand preference is influenced by social and economic status in society. While the lower and middle classes assess the usability and price of the product and brand, the upper class prefers and purchases items based on status symbol. As a conclusion, it can be claimed that advertisements aid in raising brand knowledge and choice, though brand preference varies based on social class in a given community.
2.2 CONCLUSION
To sum up, it can be mentioned that numerous researchers and authors have made efforts to understand the process of purchasing decisions and the variables that may influence them. The research and conclusions of the numerous authors and researchers mentioned above will similarly be helpful to the current investigation. Numerous researchers have also studied the process of choosing a brand, and it can be inferred from their findings that the choice of a particular brand depends on or may be influenced by a variety of brand and product attributes. When choosing a brand, there are various factors to take into consideration. In addition to pricing and product quality, additional factors include after-sales services, brand reputation, and the store where you make your purchase. In this way, Maslow's theory of the hierarchy of needs and the brand preference process are complementary. The preference also changes as the dominant needs do.


3.1 BRAND
A brand is a name, term, design, symbol or any other feature that distinguishes one seller’s good or service from those of other sellers. Brands are used in business, marketing and advertising for recognition and importantly to create and store value as brand equity for the object identified to the benefit of the brand’s customers, its owners and shareholders. Brand names are sometimes distinguished from generic or store brands.
According to American Marketing Association, “Brand is a name, term, sign, symbol or design or a combination of them which is intended to identify the goods or services of one seller or a group of sellers and to differentiate them from those of competitors.”
Branding is the process of creating distinctive and long-lasting perceptions in the minds of consumers. It helps in fascinating and retaining loyal customers. Branding guides the consumers in several ways including picking out the most useful products and quality assurance associated with the product, etc. The exceptional quality of a product speaks everything about a brand name. The exclusive characteristics of a product are lawfully safeguarded against duplication by competitors due to its unique brand name and trademark. Division or subdivision of a market is also possible due to branding.
3.2 The Emergence of Brands

For centuries brands have been used as a means of distinguishing the goods of one producer from those of another. However, modern commercial usage of branding only began to emerge at the end of the nineteenth century. The arrival of mass manufacturing meant that for the first-time consumers had an array of products from which to choose. This brought it with the battle among manufactures for market share. Manufacturers were quick to recognize the value of developing strong brand identities for their products as a means of securing a competitive advantage in the market place. And so it was within this context that the era of the brand KFC, McDonald’s, Pizza Hut and Burger King etc., was born.



3.3 Basic Branding Concepts
The basic branding concepts are as follows: 
· Brand Preference
	Brand preference is a marketing metric that reflects the strength of a brand in the market. To achieve positive brand equity, businesses must first establish brand preference by using strategic promotional, marketing and advertising techniques that appeal to their target audience. Brand preference measures the level of consumer dedication to the company. Higher the brand preference, Higher the total sales. Building brand preference is one of the goals each business tries to achieve because it goes hand in hand with brand marketing concepts.

· Brand Name
	Although the terms "brand" and "brand name" are frequently used synonymously, the term "brand name" is actually more appropriately used to refer to the written or spoken linguistic components of a brand. If a "brand name" exclusively identifies the brand owner as the commercial source of goods or services, it qualifies as a type of trademark in this sense. Through trademark registration, a brand owner may attempt to safeguard their exclusive rights in regard to a brand name.

· Brand Equity/ Value
	It determines the whole value of a brand to the brand owner and the extent of its franchising. Brand value may be created via customer loyalty, particularly for consumer goods brands. It demonstrates the brand's total financial worth and success.

· Brand Differentiation
	It is the process of creating a perceived distinction between a brand and its rivals in the eyes of the consumer. Consumer perception of brand differences is the crucial problem with differentiation.

· Brand Positioning
	The unique stance a brand takes in its competitive environment is intended to make sure people in its target market can distinguish the brand from others. Every component of the marketing mix must be carefully manipulated in order to establish a position.

· Brand Strategy
	A brand's systematic growth strategy in order to help it achieve its predetermined goals. The strategy ought to be founded on the brand's vision and guided by the ideas of continued customer attraction and differentiation. A brand strategy should have an impact on a business's overall operations to maintain consistent brand behaviours and brand experiences.

· Brand Loyalty
	When a customer regularly chooses to buy one brand out of a variety of options over time, that is said to be an indication of brand loyalty. It is a gauge of how closely a customer identifies with a brand. Loyalty will include a propensity toward a particular brand. It uses multivariate measures and is influenced by a variety of different psychological processes. Customers' perceptions of brand value, brand trust, customer satisfaction, repeat purchase behaviour, and commitment are the main factors driving brand loyalty.

· Brand Image
	The customers' present perception of a brand is known as its brand image. It speaks of the variety of associations people have with the brand. Customer perception of a brand is known as brand image. Brand image is thought of as a collection of consumer perceptions of a specific brand. When compared to other brands, a consumer may perceive one brand as expensive and high quality. Based on their interactions and experiences with the brand, consumers build an image of it. These encounters can take many different forms and are not always connected to the use or purchase of goods and services. Diverse clients may have different perceptions of the same brand. Therefore, creating a consistent brand image is a major undertaking for businesses.
According to Kotler, “brand image is the set of beliefs held about a brand”



3.4 OBJECTIVES OF BRANDING
· To help consumers to remember the product.
· To deliver the product message clearly.
· To reach the targeted customers emotionally.
· To make consumers loyal to the product.
· To increase the familiarity of the product in the target market
· To give a premium image for the product in the market. Premium image helps firms to charge high price.
· To easily expand the product line. Well established brands help firms to introduce new products in the market.
· To reduce the expenses of marketing. People will search, find and purchase established brands. Company is not required to spend more on advertisements and sales promotion.

3.5 Brands Are Very Valuable Assets
Brands are highly valuable intangible assets, particularly for companies producing consumer goods such as: confectionery, food products, washing detergents etc. Intangible assets cannot be held, tasted or heard. However, when the name KFC and McDonald’s is mentioned there is immediately recognition because the consumer is aware of the brand name. Companies invest significantly in their brands in a bid to achieve strong brand equity. Brands with strong brand equity are those which consumers will select overall others. They command higher levels of brand loyalty, brand name awareness and are perceived as being higher in quality by consumers. It is not surprising that during the lifetime of a brand a company will make many changes and modifications to various varieties, advertising and packaging to ensure the brand remains relevant and up to date in the highly turbulent consumer market place.
3.6 TYPES OF BRANDS
	Manufacturers have often branded their goods and sold them to customers through distribution networks. Only the manufacturers' brands were offered for sale by wholesalers, distributors, and shops. As a result, manufacturers had some degree of control over these distributors. However, throughout the past few decades, some merchants and other participants in the distribution channel have begun marketing their own private-label products.
	These brands are usually of comparable quality with the manufacturers’ brands, though they are priced lower. These private labels are given more prominence in the retail stores, thus enabling the transfer of power from manufacturers to retailers.

Manufacturer Brands 
	Manufacturer brands are created by producers and bear their chosen brand name. The responsibility for marketing the brand lies with the producer. Most manufacturer brands are supported by massive advertising budgets. They also have to manage long distribution channels to reach the final customers. The producer is an expert in designing and manufacturing the product. Though the producers may eventually become great marketing organizations, like Proctor & Gamble and Unilever have, their main process lie in technologies and process underlying the product. A manufacturer's brand is more advanced and may have more innovative features than other brands in its category. 

Own-label, distributor or store brands
	Own-label brands are created and owned by channel intermediaries. Most of these brands are owned by big and powerful retailers. Retailers may not be familiar with the underlying technology and production processes of these products because they do not manufacture them. Retailers have almost finished manufacturing outsourcing. Retailers have direct access to customers, thus they may provide highly valuable information about what customers like and dislike so that distributor brands and product makers can take that into account when creating products for retailers. The brand equity of the retail establishment determines the status and strength of the brand. The major brand is the retail establishment. His brands are prioritised by retailers when placing things on the shelf. The retailer does not need to promote the brand very extensively and mostly resorts to in-store promotions and promotions in the local media. Since the retailer does not incur much distribution and promotion costs, the retailer can be sold cheaper than comparable manufacturer brands.




3.7 BRAND AND LIFE CYCLE
The various stages of a brand cycle are:
            Introduction
         
            Elaboration    

            Fortification

In the first stage Introduction, the brand needs to be position to the intended target audience. The brand must be well differentiated so that prospective customer finds the brand useful and attractive. It's essential to align various marketing mix components with the targeted brand positioning.

The second stage Elaboration, there is strong competition for the brand. At this point, the brand must demonstrate its advantage over competing brands. At this point, the brand has the opportunity to refine its image or even redefine itself to maintain consumer loyalty.

The last stage Fortification stage, there can be brand extensions. Here, the brand image is firmly established in the consumer’s mind. The image is fairly successful, because of which the company can leverage the brand equity by going in for brand extensions. It's necessary that the new product category into which the business is expanding and the current brand image mesh well. It's also critical to assess whether the new product category's existing image is relevant to customers and whether it gives the company any competitive advantages. Providing higher value to its intended target customers is the brand's core goal at all times.







3.8 About KFC & McDonald’s
3.8.1 KFC
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Kentucky Fried Chicken (KFC)
	Fried chicken is the specialty of KFC, an American fast-food restaurant business with its corporate headquarters in Louisville, Kentucky. With 22621 locations worldwide in 136 countries as of December 2018, it is the second-largest restaurant chain in the world (based on sales) behind McDonald's. The restaurant group, Yum! Brands, which also owns Pizza Hut and Taco Bell, is the parent company of the franchise.
	Colonel Harland Sanders, a businessman who started selling fried chicken out of a roadside eatery in Corbin, Kentucky, during the Great Depression, launched KFC. The first "Kentucky Fried Chicken" franchise debuted in Utah in 1952 after Sanders recognised the potential of the restaurant franchising model. KFC helped make chicken popular in the fast-food sector and diversified the market by threatening the hamburger's long-standing hegemony. Harland established himself as "Colonel Sanders" and went on to become a well-known person in American history. His likeness is still frequently featured in KFC advertisements today. Sanders, who was getting older, was unable to keep up with the company's rapid growth, so in 1964 he sold it to a group of financiers headed by John Y. Brown Jr. and Jack C. Massey.
	By the middle of the 1960s, KFC had opened locations in Canada, the United Kingdom, Mexico, and Jamaica, making it one of the first American fast food franchises to go global. It had uneven domestic success throughout the 1970s and 1980s due to a succession of corporate ownership changes made by individuals with little to no prior knowledge of the restaurant industry. KFC was sold to the liquor distributor Heublein in the early 1970s. After being acquired by the food and tobacco behemoth R.J. Reynolds, this business sold the franchise to PepsiCo. However, the brand kept growing abroad, and in 1987 it opened the first Western restaurant chain in China. Since then, it has swiftly increased in China, which is currently the company's single-largest market. The restaurant division of PepsiCo was separated into Tricon Global Restaurants, which later changed its name to Yum! Brands.
	Sanders' mixture of 11 herbs and spices is used to season pressure-fried chicken pieces, which were the company's initial product. The ingredients in the recipe are a well-known trade secret. Since the chain's founding by franchisee Pete Harman in 1957, larger amounts of fried chicken have been delivered in a cardboard "bucket," which has come to be known as a distinctive aspect of the organisation. Since the early 1990s, KFC has expanded its menu to include items like chicken fillet sandwiches and wraps, salads, side dishes including coleslaw and french fries, desserts, and soft drinks, the latter of which is frequently provided by PepsiCo. Nobody cooks chicken like KFC. "So good," and "It's Finger Licking Good!" are some of KFC's most well-known catchphrases.
3.8.2 Marketing Strategy of KFC
The marketing strategy of KFC is strong and actively uses Twitter and Facebook to attract customers, share promotions and schemes and solve customer grievances. The potential of YouTube has still not been completely explored by them. 
Optional Pricing: Optional pricing is basically used by companies to attempt to increase the amount spend by customers once they start to buy. Optional ‘extras’ increase the overall price of the product or service. In KFC’s case, customer can buy the main items present in their menu and can then opt for “extras” or “side” like drinks or desserts which go well with the main item that they purchased. The end result is that the customer ends up paying for the main item that he/she wanted to buy and also for the add-ons.
Bundle pricing: KFC bundles different products together and offers it to customers at a slightly lower price. KFC provides different combo offers to its customers and also provide an option to its customers to make the combo of their own choice.
3.8.3 4P’s Marketing Mix of KFC
Marketing Mix is a popular usage in the study of marketing. The basic components marketing mix are product, price, place and promotion. It is also known as 4P’s of marketing. Marketing mix is a relevant area in the study of marketing management. A suitable combination of these ingredients of marketing is called marketing mix. Let’s get a better understanding of the marketing mix of KFC.
 Product Strategy of KFC
[image: Product strategy of KFC - Marketing Mix of KFC | IIDE]
A product strategy is a brief outline of the list of the products a firm needs to sell and deliver to its customers. KFC is famous for its world-class chicken fries and sandwiches, but the list doesn’t end here. KFC keeps on introducing new items to their menu and that fulfils the deed of keeping the customers always on their toes. The fact that KFC keeps on introducing new items in their menu, helps it to build a strong product strategy and hence supports the marketing. 
Some of the well-known and asked for products of KFC are:
· Chicken and Veg Zinger Burgers
· Rice bowls
· Fiery chicken wings
· Boneless chicken wings
· Veg strips
· Veg longers
· French fries
Pricing Strategy of KFC
[image: Price strategy of KFC - Marketing Mix of KFC | IIDE]

The price strategy which KFC is currently adopting is geographical pricing. It is because the menu prices are set differently in each country. For example, KFC Malaysia snack plate is priced at RM 5.95 while snack plate in Singapore is priced at SGD 6.40. Generally, they use market penetration pricing for new products. KFC sets their price slightly lower as compared to their competitors in order to entice customers away from their competitors. With this strategy, it gives customer the awareness and urge to buy in view of their low pricing as compared to other competitors.
They set the price of their product high and target the middle-and upper-class people. According to Behera (2008), the pricing strategy include not only the price list but also comprise of ongoing offers, discounts and promotions. KFC is using skimming pricing strategy on the new product to reach a segment of the market that is relatively price insensitive and thus willing to pay for a premium price for a product. As the product is new, company need to adjust the price from time to time base on customer respond and cost of production. 
According to Wisnudewobroto (2011), KFC placed their products for high price but not overly high. However, to compete with other competitors, KFC trickle down their price for only the selected items during mealtime to focus on both middle-and lower-class people to penetrate both sides of the market. If the product price is too low, it might lead to customer perception that the food have a poor quality, while charging for the product too high price might cause customer to switch their preferences to other competitors. KFC also will take into consideration on the probable reaction from other competitors in the pricing.
A consumer can buy dishes from the basic menu and go for add-ons which is optional pricing and there are combo offers which comprise a mix of items. KFC has variety of options in each category. For example, in bucket there are menus with 8pcs, 12pcs, and also 12pcs variety bucket (Hot & Crispy Original Recipe and Chicken Strips). KFC come up with different pricing and bundling strategies for the new launch product which are Vege burger and Vege Wrap such as lunch treat, combo meal and family meal. The super worthy meal enables to attract the customers to increases overall sales.
Promotion Strategy of KFC
[image: Promotion strategy of KFC - Marketing Mix of KFC | IIDE]





Promotion plays an important role in the marketing mix of KFC, the company uses a proper mix of ATL, BTL and Digital channels for creating awareness and promoting their products. It is the strong product portfolio that makes it different from competitors. Being one of the largest food corporations, KFC actively markets itself. The promotion mainly takes place through television ads, newspapers, magazines, commercial hoardings and social media advertisements etc., KFC has a strong social presence to interact and engage with its customers to get better insights about their products and services. It also uses their outlets to the maximum extent to promote their new offerings.




Place Strategy of KFC
[image: Place strategy of KFC - Marketing Mix of KFC | IIDE]
This strategy is concerned with tracking down the places the firm can find the potential buyers for its products.
KFC’s marketing team is highly conventional in chalking out the grounds of their restaurants all over the country. Their audience winning tactics are the result of KFC being such a big giant today. It has 15000+ outlets in 100+ different countries and KFC and its outlets.
All the outlets of KFC have been strategically opened in areas where schools, colleges, offices or any other educational institution lie. This is because the youth is far more indulgent in these fast-food products than the country’s much-aged population.
3.8.4 MCDONALD’S
[image: ]
McDonald’s corporation is an American-based multinational fast-food chain, founded in 1940 as a restaurant operated by Richard and Maurice McDonald, in San Bernardino, California, United States. They rechristened their business as a hamburger stand, and later turned the company into a franchise, with the Golden Arches logo being introduced in1953 at a location in Phoenix, Arizona. In 1955, Ray Kroc, a businessman joined the company as a franchise agent and proceeded to purchase the chain from the McDonald brothers. McDonald had its previous headquarters in Oak Brook, Illinois, but moved its global headquarters to Chicago in June 2018.
McDonald’s is the world’s largest restaurant chain by revenue, serving over 69 million customers daily in over 100 countries across 37855 outlets as of 2018. Although McDonald’s is best known for its hamburgers, cheeseburgers and french fries, they also feature chicken products, breakfast items, soft drinks, milkshakes, wraps and desserts. In response to changing consumer tastes and a negative backlash because of the unhealthiest of their food, the company has added to its menu salads, fish, smoothies and fruits. 
3.8.5 McDonald’s Pricing Strategy
McDonald’s pricing strategy involves price bundling combined with psychological pricing. In price bundling, the company offers meals and other product bundles for a discount. In psychological pricing, McDonald’s uses prices that appear to be significantly more affordable.
3.8.6 McDonald’s Marketing Strategy
McDonald's uses a value-based pricing strategy and strives to provide value to its customers across the menu. In essence, their goal is to keep prices as low as possible.
3.8.7 McDonald’s Marketing Mix
The 4 Ps of McDonald’s marketing strategy are as follows;
· Product
McDonald’s offers a variety of fast-food options including classic American staples (burgers & fries), an extensive selection of sweets and drinks (McCafe), McDonald’s-specific favourites (Big Mac, Quarter Pounder)
· Price
McDonald’s uses a value-based pricing strategy and strives to provide value to its customers across the menu. In essence, their goal is to keep prices as low as possible.


· Place
Under McDonalds’ franchising model, you’re able to find a restaurant near you almost anywhere you are. Additionally, the company is investing in delivery options with Uber Eats, Doordash, and other delivery services.
· Promotion
McDonald’s has invested unbelievable amounts of money into advertising efforts that span from traditional TV and radio to social media, guerilla marketing, and everything in between. These promotions centre around McDonald’s as a great restaurant option for the whole family.
3.8.8 CONCLUSION
Restaurants are becoming an important part in an industry system, providing services to people away from home in the form of foods. In view of this many forms took place and one break through is fast food restaurants. As two of the world's largest fast-food giants, McDonald's and Kentucky Fried chicken (KFC) are both from the United States. Both fast food restaurants have certain areas where they have been consistently performing well. These are essentially the strengths of the brand, Mc-Donald’s & KFC need to capitalize on these strengths to increase their market share and brand preference.











4.1 DATA ANALYSIS
          An analysis is a detailed examinations on a topic. It involves performing research and separating results into smaller, logical topics to form reasonable conclusions. Analysing the data is very important in research because it helps to study the data in simple manner and more accurate. In data analysis, data are analysed in various formats. By analysing the data, it helps to clean and transform all the data into a consistent form so it can be studied effectively.
4.1.1 Profile of the Sample 
The demographic data of the respondents are shown in Table 4.1 below
	[bookmark: _Hlk112573049]Table 4.1 Profile of the Sample

	Variable
	Category
	Count
	%

	Gender
	Male
	51
	50.50

	
	Female
	50
	49.50

	
	Total
	101
	100

	Age
	7-14
	3
	2.98

	
	15-25
	62
	61.38

	
	26-35
	24
	23.76

	
	36-45
	11
	10.89

	
	Above 46
	1
	.99

	
	Total
	101
	100

	Occupation
	Student
	50
	49.50

	
	Private
	38
	37.62

	
	Self Employed /Business
	2
	1.99

	
	Government
	7
	6.93

	
	Others
	4
	3.96

	
	Total
	101
	100

	Source: Primary Data




The table shows that 50 % of the total respondents were female and 51 % of the respondents were male. Most of the respondents i.e., 61.38% belongs to 15-25 age category. 23.76% of respondents are belonging to the age group of 26-35. The age group 36-45 consists of 10.89% of respondents whereas .99% of respondents above 46. Majority of respondents from which data are collected belongs to young generation. Major Share of respondents are students (49.50) while 38 respondents work in private sector. There are 7 respondents who work in governmental agencies and departments (6.93%).  3.96 % of respondents work in areas other than above mentioned.
4.1.2 Preference towards Dine in and home delivery 
The table 4.2 shows preference of respondents towards dine in experience and home delivery experience.
	Table 4.2 Preference towards dine in and home delivery

	
	Frequency
	Percent
	Cumulative Percent

	Dine in
	67
	66.3
	66.3

	Order at home
	34
	33.7
	100.0

	Total
	101
	100.0
	



[bookmark: _Hlk112623583][bookmark: _Hlk115574739][bookmark: _Hlk115574760]The preference of respondents towards dine in experience and home delivery experience is shown in table 4.2. 67 Respondents prefer dine in experience. They prefer restaurant experience whereas 34 respondents prefer to order food at home so they can enjoy food in homely atmosphere. Table 4.2 is presented graphically in the graph below.



	



		
		Figure 4.1 Preference towards dine in and home delivery

4.1.3 Brand preference of customers
 Table 4.3 below displays brand preference of respondents.
	Table 4.3 brand preference

	Brands
	Frequency
	Percent
	Cumulative Percent

	KFC
	65
	64.4
	64.4

	McDonald's
	36
	35.6
	100.0

	Total
	101
	100.0
	



[bookmark: _Hlk112658931][bookmark: _Hlk115574804]The preference of respondents towards food brands i.e., KFC and McDonald’s are shown in table 4.3. 64.4% of Respondents prefer KFC whereas 36 respondents prefer to order from McDonald’s. Majority has a liking towards KFC. Table 4.3 is presented graphically in the graph below.



	



				Figure 4.2 Brand preference

4.1.4 Brand recommendation
[bookmark: _Hlk112661334]Table 4.4 shows the information regarding to brand recommendation by respondents
	4.4 Brand Recommendation by Customers

	
	Frequency
	%
	Cumulative Percent

	KFC
	65
	64.4
	64.4

	McDonald's
	36
	35.6
	100.0

	Total
	101
	100.0
	




[bookmark: _Hlk115574845]The brand recommendations of the respondents towards food brands i.e., KFC and McDonald’s are shown in table 4.4. 64.4% of Respondents recommend KFC whereas 35.6 % respondents recommend McDonald’s to other people. Majority has a liking towards KFC. Table 4.4 is presented graphically in the graph below.

			Figure 4.3 Brand Recommendation

4.1.5 Online Apps preferred 
Table 4.5 shows the information regarding to online apps preferred by respondents

	Table 4.5 Online apps preferred by respondents

	
	Frequency
	%
	
Cumulative Percent

	KFC App
	12
	11.9
	11.9

	KFC App, McDonald's App, Swiggy
	2
	2.0
	13.9

	KFC App, McDonald's App, Swiggy, Zomato
	4
	4.0
	17.8

	KFC App, McDonald's App, Zomato
	1
	1.0
	18.8

	KFC App, Swiggy
	1
	1.0
	19.8

	[bookmark: _Hlk112660934]KFC App, Swiggy, Zomato
	7
	6.9
	26.7

	KFC App, Zomato
	2
	2.0
	28.7

	McDonald's App
	6
	5.9
	34.7

	McDonald's App, Swiggy, Zomato
	2
	2.0
	36.6

	McDonald's App, Zomato
	1
	1.0
	37.6

	Swiggy
	27
	26.7
	64.4

	Swiggy, Zomato
	21
	20.8
	85.1

	Zomato
	15
	14.9
	100.0

	Total
	101
	100.0
	



[bookmark: _Hlk115574893]Table 4.5 Shows the various online food apps used by the respondents and their preference towards them. Majority of respondents (26.7%) prefer Swiggy app for ordering food. On the other hand, 15 respondents prefer Zomato to order food. 20.8% of respondents   prefer to use both of them.  From this we can understand that more than 50% of the respondents either use Swiggy or Zomato Or both. 12 respondents also prefer KFC app. 6.7% of respondents prefer KFC App, Swiggy, Zomato while McDonald’s app is preferred by 5.9%. Rest of the respondents prefer various combination of these apps.
4.1.6 Circumstances to visit KFC & McDonald’s
	Table 4.6 Under what circumstances will you go to KFC & McDonald’s

	
	Frequency
	%
	Cumulative Percent

	[bookmark: _Hlk112662343]It is a good place to have a rest when you are tired of shopping
	8
	7.9
	7.9

	[bookmark: _Hlk112661890]It is convenient to have something to eat
	30
	29.7
	37.6

	Meet with friends
	60
	59.4
	97.0

	Neatness
	1
	1.0
	98.0

	No other restaurant open
	1
	1.0
	99.0

	Travelling
	1
	1.0
	100.0

	Total
	101
	100.0
	


[bookmark: _Hlk112664246]
[bookmark: _Hlk115574923]From the table 4.6 it can be understood that most of the respondents considers KFC/ McDonald’s as a place to meet with friends. 29.7% of respondents think it as a convenient place to have something to eat. 8 respondents recognise it as a good place to have a rest when you are tired of shopping. A small fraction of respondents also value neatness, accessibility and availability of the restaurants.


		Figure 4.4 Circumstances to visit KFC & McDonald’s

4.1.7 Brands and Discounts
Table 4.7 displays information regarding brands and discounts given by them
	Table 4.7 Brand with more offers/ discounts

	
	Frequency
	%
	Valid Percent
	Cumulative Percent

	KFC
	72
	71.3
	71.3
	71.3

	McDonald's
	29
	28.7
	28.7
	100.0

	Total
	101
	100.0
	100.0
	



[bookmark: _Hlk112682591][bookmark: _Hlk115574964]From the table 4.7 it can be understood that most of the respondents considers KFC as a brand which offers more discounts and offers when compared to McDonald’s. Only 28.7% of respondents think McDonald’s as a brand which offers more discounts while the rest 72 respondents believe that KFC is giving them offers and discounts more. This is shown graphically in figure 4.5.





			Figure 4.5 Brand with more offers/ discounts

4.1.8 Changes like to see in KFC & McDonald’s   
	Table 4.8 Changes would you like to see in KFC & McDonald’s?  [KFC]

	
	Frequency
	Percent
	Cumulative Percent

	All of these
	19
	18.8
	18.8

	[bookmark: _Hlk112666039]Better Packaging
	14
	13.9
	32.7

	Better Packaging, All of these
	3
	3.0
	35.6

	Better Packaging, More side dishes
	1
	1.0
	36.6

	Better Packaging, Price Reduction
	11
	10.9
	47.5

	Better Packaging, Price Reduction, More side dishes
	2
	2.0
	49.5

	Better Packaging, Price Reduction, More side dishes, All of these
	2
	2.0
	51.5

	[bookmark: _Hlk112666122]More side dishes
	13
	12.9
	64.4

	Price Reduction
	23
	22.8
	87.1

	Price Reduction, All of these
	1
	1.0
	88.1

	Price Reduction, More side dishes
	11
	10.9
	99.0

	Price Reduction, More side dishes, All of these
	1
	1.0
	100.0

	Total
	101
	100.0
	


[bookmark: _Hlk115575089]From the table above it can be understood that 23 respondents want price reduction on the food articles. 14 among total respondents needs Better Packaging. 13 respondents need More side dishes. 19 respondents need all of these changes to be happen. Rest of the respondents prefer various combinations of the above needs.

	Table 4.9 changes you like to see in KFC & McDonald’s? [McDonald's]

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	All of these
	21
	20.8
	20.8
	20.8

	
	Better Packaging
	14
	13.9
	13.9
	34.7

	
	Better Packaging, More side dishes
	3
	3.0
	3.0
	37.6

	
	Better Packaging, Price Reduction
	2
	2.0
	2.0
	39.6

	
	Better Packaging, Price Reduction, More side dishes, All of these
	4
	4.0
	4.0
	43.6

	
	More side dishes
	16
	15.8
	15.8
	59.4

	
	Price Reduction
	29
	28.7
	28.7
	88.1

	
	Price Reduction, All of these
	1
	1.0
	1.0
	89.1

	
	Price Reduction, More side dishes
	11
	10.9
	10.9
	100.0

	
	Total
	101
	100.0
	100.0
	



From the table above it can be understood that 29 respondents want price reduction on the food articles. 14 among total respondents needs Better Packaging. 16 respondents need More side dishes. 21 respondents need all of these changes to be happen. Rest of the respondents prefer various combinations of the above needs.

4.1.9 Reasons for Preference
	Table 4.10 Reasons for choosing these restaurants

	
	Frequency
	%
	Cumulative Percent

	
	Advertisement
	4
	4.0
	4.0

	
	Advertisement, Good Environment and services
	1
	1.0
	5.0

	
	Advertisement, Offers & Discounts
	1
	1.0
	5.9

	
	Good Environment and services
	5
	5.0
	10.9

	
	Offers & Discounts
	2
	2.0
	12.9

	
	Quality
	10
	9.9
	22.8

	
	Quality, Advertisement
	2
	2.0
	24.8

	
	Quality, Offers & Discounts
	1
	1.0
	25.7

	
	Quality, Quantity
	1
	1.0
	26.7

	
	Quality, Quantity, Health, Good Environment and services, Reasonable Price
	1
	1.0
	27.7

	
	Quantity
	2
	2.0
	29.7

	
	Quantity, Advertisement, Health, Good Environment and services, Reasonable Price
	1
	1.0
	30.7

	
	Quantity, Advertisement, Offers & Discounts
	1
	1.0
	31.7

	
	Quantity, Advertisement, Reasonable Price, Offers & Discounts
	1
	1.0
	32.7

	
	Taste
	33
	32.7
	65.3

	
	Taste, Advertisement
	1
	1.0
	66.3

	
	Taste, Advertisement, Good Environment and services, Offers & Discounts
	1
	1.0
	67.3

	
	Taste, Good Environment and services
	1
	1.0
	68.3

	
	Taste, Health, Offers & Discounts
	1
	1.0
	69.3

	
	Taste, Quality
	5
	5.0
	74.3

	
	Taste, Quality, Advertisement, Good Environment and services
	1
	1.0
	75.2

	
	Taste, Quality, Health, Good Environment and services, Reasonable Price, Offers & Discounts
	1
	1.0
	76.2

	
	Taste, Quality, Offers & Discounts
	2
	2.0
	78.2

	
	Taste, Quality, Quantity
	8
	7.9
	86.1

	
	Taste, Quality, Quantity, Advertisement
	1
	1.0
	87.1

	
	Taste, Quality, Quantity, Advertisement, Good Environment and services, Offers & Discounts
	2
	2.0
	89.1

	
	Taste, Quality, Quantity, Advertisement, Good Environment and services, Reasonable Price, Offers & Discounts
	2
	2.0
	91.1

	
	Taste, Quality, Quantity, Advertisement, Health, Good Environment and services, Offers & Discounts
	1
	1.0
	92.1

	
	Taste, Quality, Quantity, Advertisement, Health, Good Environment and services, Reasonable Price, Offers & Discounts
	1
	1.0
	93.1

	
	Taste, Quality, Quantity, Advertisement, Offers & Discounts
	1
	1.0
	94.1

	
	Taste, Quality, Quantity, Good Environment and services
	1
	1.0
	95.0

	
	Taste, Quality, Quantity, Reasonable Price, Offers & Discounts
	2
	2.0
	97.0

	
	Taste, Quantity, Good Environment and services
	1
	1.0
	98.0

	
	Taste, Quantity, Health, Reasonable Price
	1
	1.0
	99.0

	
	Taste, Reasonable Price
	1
	1.0
	100.0

	
	Total
	101
	100.0
	



[bookmark: _Hlk115575311]People choose restaurants because of various reasons; majority looks for good taste. Here 32 respondents choose restaurants based on taste. 10 respondents prefer restaurants on the basis of quality. Also 8 respondents choose restaurants because of taste quality and quantity. 4 respondents choose restaurants on the basis of advertisement. Rest of the respondents prefer various combinations of reasons.

4.1.10 Negative News and Food Brands
	 Table 4.11 Negative news KFC or McDonald’s?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	KFC
	62
	61.4
	61.4
	61.4

	McDonald's
	39
	38.6
	38.6
	100.0

	Total
	101
	100.0
	100.0
	



[bookmark: _Hlk115575336]From the table 4.11 it can be understood that most of the respondents considers KFC as a brand about which negative news spread more than when compared to McDonald’s. Only 39% of respondents think McDonald’s as a brand about which negative news spreads the most while the rest 62 respondents believe that KFC as a brand about which most of the negative news are associated with. This is shown graphically in figure 4.6


				Figure 4.6 Negative news

4.2 Chi-Square Tests
[bookmark: _Hlk112683884] H0: There is no gender wise difference in preference regarding dine in/order at home experience.
	Table 4.12 Gender: * What do you prefer

	
	Preference
	Total

	
	Dine in
	Order at home
	

	Gender 
	Male
	39
	12
	51

	
	Female
	28
	22
	50

	Total
	67
	34
	101



[bookmark: _Hlk112684093]
 From the above table 39 male respondents like dine in experience while 12 respondents like to order at home. Likewise, 28 female respondents like to dine in and 22 of them like to order at home.

	Table 4.12 Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	4.738a
	1
	.030
	
	

	Continuity Correctionb
	3.865
	1
	.049
	
	

	Likelihood Ratio
	4.789
	1
	.029
	
	

	Fisher's Exact Test
	
	
	
	.036
	.024

	Linear-by-Linear Association
	4.691
	1
	.030
	
	

	N of Valid Cases
	101
	
	
	
	

	Computed Using SPSS



[bookmark: _Hlk112684220][bookmark: _Hlk115694726][bookmark: _Hlk112684663]As per the results of the hypothesis test there does exist statistically significant association between the gender of respondents and the preference regarding dining experience as determined by Chi Square test (Chi (df 1) = 4.738; p value <0.05). Thus, it can be concluded that male and female respondents have difference in preference in dining. Hence the Hypothesis there is no association between the gender of respondents and the level of preference is rejected.
H0: There is no gender wise difference in food brand preference.
	Table 4.13 Gender * Which brand do you prefer?

	
	Which brand do you prefer?
	Total

	
	KFC
	Mc Donald's
	

	Gender 
	Male
	31
	20
	51

	
	Female
	34
	16
	50

	Total
	65
	36
	101



[bookmark: _Hlk112684893]From the above table 31 male respondents prefer KFC while 20 respondents prefer McDonald’s. Likewise, 34 female respondents prefer KFC and 16 of them prefers McDonald’s.

	 Table 4.14 Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	.573
	1
	.449
	
	

	Continuity Correctionb
	.302
	1
	.583
	
	

	Likelihood Ratio
	.574
	1
	.449
	
	

	Fisher's Exact Test
	
	
	
	.535
	.292

	Linear-by-Linear Association
	.567
	1
	.451
	
	

	No of Valid Cases
	101
	
	
	
	

	 Computed using SPSS



[bookmark: _Hlk112685041][bookmark: _Hlk115694769][bookmark: _Hlk112687415]As per the results of the hypothesis test there does not exist statistically significant association between the gender of respondents and the preference towards food brands as determined by Chi Square test (Chi (df 1) =.573; p value >0.05). Thus, it can be concluded that male and female respondents do not have difference in preference in regarding food brands. Hence the Hypothesis there is no association between the gender of respondents and the level of preference is accepted.	
H0: There is no gender wise difference in food brand recommendation
	Table 4.15 Gender * recommendation

	
	I will strongly recommend others to use
	Total

	
	KFC
	McDonald's
	

	Gender 
	Male
	32
	19
	51

	
	Female
	33
	17
	50

	Total
	65
	36
	101



[bookmark: _Hlk112687619]From the above table 32 male respondents recommend KFC over McDonald’s while 19 respondents recommend McDonald’s. Likewise, 33 female respondents recommend KFC and 17 of them recommend McDonald’s.
	 Table 4. 16 Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	.117a
	1
	.733
	
	

	Continuity Correctionb
	.018
	1
	.894
	
	

	Likelihood Ratio
	.117
	1
	.733
	
	

	Fisher's Exact Test
	
	
	
	.836
	.447

	Linear-by-Linear Association
	.115
	1
	.734
	
	

	No of Valid Cases
	101
	
	
	
	

	Computed using SPSS


[bookmark: _Hlk112694052][bookmark: _Hlk115694796][bookmark: _Hlk112694822]As per the results of the hypothesis test there does not exist statistically significant association between the gender of respondents and their recommendation regarding food brands as determined by Chi Square test (Chi (df 1) =.117; p value >0.05). Thus, it can be concluded that male and female respondents do not have significant difference in recommendation regarding food brands. Hence the Hypothesis there is no association between the gender of respondents and the recommendation is accepted.







H0: There is no gender wise difference in opinion on discounts 
	Table 4.17 Gender:  brand which gives more offers

	
	In your opinion which brand gives you more offers/ discounts
	Total

	
	KFC
	McDonald's
	

	Gender 
	Male
	38
	13
	51

	
	Female
	34
	16
	50

	Total
	72
	29
	101



From the above table 38 male respondents think that KFC gives them better discounts and offers while 13 respondents recommend McDonald’s. Likewise, 33 female respondents recommend KFC and 17 of them recommend McDonald’s.
	
	Table 4. 18 Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	.523a
	1
	.470
	
	

	Continuity Correctionb
	.253
	1
	.615
	
	

	Likelihood Ratio
	.523
	1
	.469
	
	

	Fisher's Exact Test
	
	
	
	.515
	.308

	N of Valid Cases
	101
	
	
	
	

	Computed using SPSS



As per the results of the hypothesis test there does not exist statistically significant association between the gender of respondents and their recommendation regarding food brands as determined by Chi Square test (Chi (df 1) =.523; p value >0.05). Thus, it can be concluded that male and female respondents have insignificant difference in opinion   regarding price discounts and offers issued by the food brands.  Hence the Hypothesis there is no association between the gender of respondents and the offers or price discount issued by food brands is accepted.
4.3 Mann Whitney U Test
H0: There is no gender wise association with satisfaction in opinion on discounts 
	Table 4.19 Gender and Satisfaction

	
	Gender 
	N
	Mean Rank
	Sum of Ranks

	Satisfaction McDonald’s
	Male
	51
	53.23
	2714.50

	
	Female
	50
	48.73
	2436.50

	
	Total
	101
	
	

	Satisfaction KFC
	Male
	51
	57.73
	2944.00

	
	Female
	50
	44.14
	2207.00

	
	Total
	101
	
	


[bookmark: _Hlk112750875]
The table 4.19 Shows that male segment of satisfaction KFC has highest mean rank (57.73) and female segment of the same has lowest mean rank. Apart from this male segment of Satisfaction McDonald’s has mean rank of 53.23 and female segment has mean rank of 48.73.
	Table 4.20 Evaluation of association between Gender and satisfaction

	
	Satisfaction McDonald’s
	Satisfaction KFC

	Mann-Whitney U
	1161.500
	932.000

	Wilcoxon W
	2436.500
	2207.000

	Z
	-.777
	-2.341

	Asymp. Sig. (2-tailed)
	.437
	.019

	Computed using SPSS


[bookmark: _Hlk115694879]To evaluate the association with gender and satisfaction of food brands, Mann Whitney U test was used. Based on the Mann-Whitney U test, the P value obtained for satisfaction McDonald’s is more than 0.05 (P value >0.05) and p valve of Satisfaction KFC is less than 0.05(p value<0.05) Hence it can be concluded that Satisfaction (Mc Donald’s) is not found to be statistically significant whereas satisfaction KFC is found to be statistically significant.
4.4 Kruskal Wallis Test
4.4.1 Age and Satisfaction
	Table 4.21 Age and satisfaction

	
	Age :
	N
	Mean Rank

	Satisfaction McDonald’s
	7-14
	3
	32.00

	
	15-25
	62
	47.85

	
	26-35
	24
	62.06

	
	36-45
	11
	49.73

	
	Above 46
	1
	51.50

	
	Total
	101
	

	Satisfaction KFC
	7-14
	3
	51.67

	
	15-25
	62
	42.54

	
	26-35
	24
	60.48

	
	36-45
	11
	81.18

	
	Above 46
	1
	14.00

	
	Total
	101
	


The table 4.21 shows that 36-45 segment of satisfaction KFC has highest mean rank (81.18) and age segment of above 46 of the same has lowest mean rank (14.00). Apart from this Segment 26-35 of Satisfaction McDonald’s has mean rank of 62.06.

	Table 4.22 Evaluation of association between Age and satisfaction

	
	Satisfaction McDonald’s
	Satisfaction KFC

	Kruskal-Wallis H
	5.509
	21.158

	Df
	4
	4

	Asymp. Sig.
	.239
	<.001

	Computed using SPSS


[bookmark: _Hlk112751869]
[bookmark: _Hlk115694913]To evaluate the association with Annual Income and factors affecting Satisfaction, Kruskal Wallis test was used. Based on the Kruskal Wallis test, the P value obtained for satisfaction McDonald’s is more than 0.05 (P value >0.05) whereas satisfaction KFC is less than 0.05 (P value<0.05). Hence, Association between age and satisfaction McDonald’s is found not to be statistically significant and association between age and satisfaction KFC is statistically significant.
4.4.2 Occupation and Satisfaction
	Table 4.23 Occupation and satisfaction

	
	Current occupation:
	N
	Mean Rank

	Satisfaction McDonald’s
	student
	50
	48.07

	
	Private
	38
	55.05

	
	Government
	2
	40.50

	
	Self-employed/ Business
	7
	69.29

	
	others
	4
	22.38

	
	Total
	101
	

	Satisfaction KFC
	student
	50
	45.06

	
	Private
	38
	54.64

	
	Government
	2
	34.00

	
	Self-employed/ Business
	7
	75.14

	
	others
	4
	56.88

	
	Total
	101
	



The table 4.23 shows that male segment of satisfaction KFC has highest mean rank (57.73) and female segment of the same has lowest mean rank. Apart from this male segment of Satisfaction McDonald’s has mean rank of 53.23 and female segment has mean rank of 48.73 




	Table 4.24 Evaluation of association of occupation and Satisfaction

	
	Satisfaction McDonald’s
	Satisfaction KFC

	Kruskal-Wallis H
	8.162
	8.312

	Df
	4
	4

	Asymp. Sig.
	.086
	.081

	Computed using SPSS


[bookmark: _Hlk115694930]To evaluate the association with Occupation and Satisfaction, Kruskal Wallis test was used. Based on the Kruskal Wallis test, the P value obtained for satisfaction Mc Donald’s and satisfaction KFC is more than 0.05 (P value >0.05). Hence, Association between occupation and satisfaction of both are found not to be statistically significant.

4.5 NORMALITY & RELIABILITY TEST
	Tests of Normality

	 
	Kolmogorov-Smirnova
	Shapiro-Wilk

	
	Statistic
	df
	Sig.
	Statistic
	df
	Sig.

	Satisfaction (KFC) [Price]
	.276
	101
	<.001
	.857
	101
	<.001

	Satisfaction (KFC) [Quality]
	.295
	101
	<.001
	.801
	101
	<.001

	Satisfaction (KFC) [Quantity]
	.298
	101
	<.001
	.837
	101
	<.001

	Satisfaction (KFC) [Taste]
	.247
	101
	<.001
	.804
	101
	<.001

	Satisfaction (KFC) [Freshness]
	.279
	101
	<.001
	.817
	101
	<.001

	Satisfaction (KFC) [Delivery time]
	.266
	101
	<.001
	.848
	101
	<.001

	Satisfaction (KFC) [Variety]
	.252
	101
	<.001
	.849
	101
	<.001

	Satisfaction (KFC) [Hospitality]
	.279
	101
	<.001
	.837
	101
	<.001

	Satisfaction (KFC) [Dining Environment]
	.272
	101
	<.001
	.814
	101
	<.001

	Satisfaction (McDonald's) [Price]
	.271
	101
	<.001
	.853
	101
	<.001

	Satisfaction (McDonald's) [Quality]
	.261
	101
	<.001
	.829
	101
	<.001

	Satisfaction (McDonald's) [Taste]
	.281
	101
	<.001
	.793
	101
	<.001

	Satisfaction (McDonald's) [Quantity]
	.283
	101
	<.001
	.838
	101
	<.001

	Satisfaction (McDonald's) [Delivery time]
	.267
	101
	<.001
	.842
	101
	<.001

	Satisfaction (McDonald's) [Freshness]
	.273
	101
	<.001
	.820
	101
	<.001

	Satisfaction (McDonald's) [Variety]
	.267
	101
	<.001
	.828
	101
	<.001

	Satisfaction (McDonald's) [Hospitality]
	.298
	101
	<.001
	.810
	101
	<.001

	Satisfaction (McDonald's) [Dining Environment]
	.295
	101
	<.001
	.805
	101
	<.001

	a. Lilliefors Significance Correction



The null hypothesis for this test is that the data are normally distributed.  The p-value for all factors are less than 0.05, Hence the null hypothesis that the data are normally distributed is rejected.

	Reliability Statistics

	Cronbach's Alpha
	No of Items

	.880
	18



The alpha co-efficient for the 18 items are .880, suggesting that the items have relatively high internal consistency.



















[bookmark: _Hlk115693854]FINDINGS
· Among 101 respondents, 50% of the respondents were female and 51% of the respondents were male.
· Majority of respondents from which data are collected belongs to young generation. 
· Majority of the respondents (67) choose dine in experience as they prefer restaurant experiences.
· Majority of respondents prefer KFC which means majority has a liking towards KFC.
· Majority of the people recommend KFC.
· Swiggy app is preferred by the majority of respondents (26.7%) while ordering food
· Majority considers KFC / McDonald’s as a place to meet with friends. 
· Most of the respondents considers KFC as a brand which offers more discounts and offers when compared to McDonald’s. 
· Respondents prefer to have price reduction on the food articles. 
· Most of respondents believe that taste and quality are the factors effecting particular brand like KFC and McDonald’s.
· Majority of the respondents considers KFC as a brand about which negative news spread more than when compared to McDonald’s .
· There does exist statistically significant association between the gender of respondents and the preference regarding dining experience.
· There does not exist statistically significant association between the gender of respondents and the preference towards food brands.
· No significant association exists between the gender of respondents and their recommendation regarding food brands.
· Satisfaction (Mc Donald’s) is not found to be statistically significant whereas satisfaction towards KFC is found to be statistically significant.
· Association between age and satisfaction McDonald’s is found not to be statistically significant and association between age and satisfaction KFC is statistically significant.
· Association between occupation and satisfaction of both KFC and Mc Donald’s are found not to be statistically significant.
SUGGESTIONS
· There is the need to reduce price of KFC and McDonalds food products in order to facilitate competitive pricing and attract new customers. 
· Both KFC and McDonalds must introduce more varieties in their menu to attract more customers. 
· They can increase its sale by introducing more combo offers, which also facilitate the increase in sale of products. 
· Brand image can be improved if the quality is maintained. Because customer satisfaction is attained through brand quality. 
· Better and effective advertisement strategies can be adopted by them for creating more publicity among the customers and also to withstand the strict market competition. 
· They must introduce encouraging offers, this will induce repurchasing of same brand products among people. Thereby leading to success of brand. 
· They must increase value and quality to attract more customers. 
· Better package improves the quality and attracts new customers. Packaging should be creative and eco- friendly. 
· Introduce affordable price products. 
· Improve after sale services. 
· Provide discounts to existing customers. 
· Improve in quantity of the products, which induce them to buy more and buy many times the same brand. 
· Avoid artificial flavours. 
· Give more value-added services to the customers. 


CONCLUSION
Brand preference attempt to quantify the impact of marketing activities in the hearts and minds of potential customers. The study was conducted to know the brand preference with special preference to KFC and McDonalds. The results are interesting and will give important insights to the marketer to redefine the strategies of retailing food items from KFC and McDonalds. Majority of the customers are satisfied with the products of KFC.
Brand preference is crucial for businesses looking to create repeat customers out of their target audience as it creates awareness and helps businesses to develop a strong reputation. Essential aspects that contribute significantly to building your brand preference include brand awareness, advocacy, loyalty, equity, engagement, identity and image. 
Increase of consumption from food industries is due to increase in time, convenience, urbanization, changing lifestyles and increasing level of affluence in the middle-income group. It was found in the study that there is a complete demand for KFC and McDonald’s food and is the most preferred food brand amongst other food industries. KFC and McDonalds food items are found everywhere that is food zones, shopping malls, etc. is the major source of purchase of food from KFC and McDonalds.
Even though the current market situation is favourable to the companies, the companies should not sit idle and satisfies with the available market; it has to explore more and more profitable areas and has to diversify their products with much more wide variety. Both fast food restaurants have certain areas where they have been consistently performing well. These are essentially the strengths of the brand, Mc-Donald’s & KFC need to capitalize on these strengths to increase their market share and brand loyalty.
Above all the companies should take adequate steps to retain the existing customers and attract the new customers to survive the stiff market competitions.
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QUESTIONAIRE
TOPIC : BRAND PREFERENCE WITH SPECIAL REFERENCE TO KFC & McDonald’s , ERNAKULAM

I Gowripriya P M, MCM student of St Teresa’s college, Ernakulam is doing research entitled “brand preference with special reference to KFC and MCDONALD’S, ERNAKULAM”. I would be grateful if you could spare a few minutes of your valuable time. This information provided by you will be kept confidential and will be used only for academic purpose.

1.  Age: 7 - 14
            15 - 25
	  26 - 35
	  36 - 45
	  Above 46

2. Gender: Male/ Female/ Others

3. Current Occupation: Student
		     		Government Employee
		    		Private Employee
				Self Employed/ Business
		     		Others
4. What do you prefer?
			Dine in
			Order at home

5. Which brand do you prefer?
			KFC			McDonald’s
		
6. I will strongly recommend others to use,
		KFC			McDonald’s

7. Satisfaction ( KFC)
	
	Highly Satisfied
	Satisfied
	Neutral
	Dissatisfied
	Highly Dissatisfied

	Price
	
	
	
	
	

	Quality
	
	
	
	
	

	Taste
	
	
	
	
	

	Freshness
	
	
	
	
	

	Delivery Time
	
	
	
	
	

	Variety
	
	
	
	
	

	Hospitality
	
	
	
	
	

	Dining Environment
	
	
	
	
	



Satisfaction ( McDonald’s)
	
	Highly Satisfied
	Satisfied
	Neutral
	Dissatisfied
	Highly Dissatisfied

	Price
	
	
	
	
	

	Quality
	
	
	
	
	

	Taste
	
	
	
	
	

	Freshness
	
	
	
	
	

	Delivery Time
	
	
	
	
	

	Variety
	
	
	
	
	

	Hospitality
	
	
	
	
	

	Dining Environment
	
	
	
	
	



9. Which online app do you prefer?
		KFC app
		McDonald’s app
		Swiggy
		Zomato
10. In your opinion which brand gives you more offers/ discounts?
		KFC
		McDonald’s

11. Under what circumstances will you go to KFC & McDonald’s?
· It is convenient to have something to eat
· Meet with friends
· It is a good place to have a rest when you are tried of  shopping
· Other reason:______________

12. What changes would you like to see in KFC & McDonald’s?
	
	Better packaging
	Price reduction
	More side dishes
	All of these

	KFC
	
	
	
	

	McDonald’s
	
	
	
	



13. Which one do you think has more negative news, KFC or McDonald’s?
			KFC
			McDonald’s

14. According to your choice, why do you choose these restaurant? (Can choose more than one answer)

	KFC
	
	Taste
	McDonald’s
	
	Taste

	
	
	Quality
	
	
	Quality

	
	
	Quantity
	
	
	Quantity

	
	
	Advertisement
	
	
	Advertisement

	
	
	Health
	
	
	Health

	
	
	Good environment & Services
	
	
	Good environment & Services

	
	
	Reasonable price
	
	
	Reasonable price

	
	
	Offers & Discounts
	
	
	Offers & Discounts


		 
15. What is your suggestion for improving the services offered by KFC or McDonald’s?  _________________
























	Tests of Normality

	
	Kolmogorov-Smirnova
	Shapiro-Wilk

	
	Statistic
	df
	Sig.
	Statistic
	df
	Sig.

	Satisfaction (KFC) [Price]
	.276
	101
	<.001
	.857
	101
	<.001

	Satisfaction (KFC) [Quality]
	.295
	101
	<.001
	.801
	101
	<.001

	Satisfaction (KFC) [Quantity]
	.298
	101
	<.001
	.837
	101
	<.001

	Satisfaction (KFC) [Taste]
	.247
	101
	<.001
	.804
	101
	<.001

	Satisfaction (KFC) [Freshness]
	.279
	101
	<.001
	.817
	101
	<.001

	Satisfaction (KFC) [Delivery time]
	.266
	101
	<.001
	.848
	101
	<.001

	Satisfaction (KFC) [Variety]
	.252
	101
	<.001
	.849
	101
	<.001

	Satisfaction (KFC) [Hospitality]
	.279
	101
	<.001
	.837
	101
	<.001

	Satisfaction (KFC) [Dining Environment]
	.272
	101
	<.001
	.814
	101
	<.001

	Satisfaction (McDonald's) [Price]
	.271
	101
	<.001
	.853
	101
	<.001

	Satisfaction (McDonald's) [Quality]
	.261
	101
	<.001
	.829
	101
	<.001

	Satisfaction (McDonald's) [Taste]
	.281
	101
	<.001
	.793
	101
	<.001

	Satisfaction (McDonald's) [Quantity]
	.283
	101
	<.001
	.838
	101
	<.001

	Satisfaction (McDonald's) [Delivery time]
	.267
	101
	<.001
	.842
	101
	<.001

	Satisfaction (McDonald's) [Freshness]
	.273
	101
	<.001
	.820
	101
	<.001

	Satisfaction (McDonald's) [Variety]
	.267
	101
	<.001
	.828
	101
	<.001

	Satisfaction (McDonald's) [Hospitality]
	.298
	101
	<.001
	.810
	101
	<.001

	Satisfaction (McDonald's) [Dining Environment]
	.295
	101
	<.001
	.805
	101
	<.001

	a. Lilliefors Significance Correction



The null hypothesis for this test is that the data are normally distributed.  The p-value for all factors are less than 0.05, Hence the null hypothesis that the data are normally distributed is rejected.
	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.880
	18



The alpha co-efficient for the 18 items are .880, suggesting that the items have relatively high internal consistency.

Frequency	
Dine in	Order at home	67	34	


Sales	
KFC	McDonald's	65	36	

Series 1	KFC	Mc Donald's	65	36	


Series 1	It is a good place to have a rest when you are tired of  shopping	convienientplace	meet with friends	Neatness	Availability	Accesability	8	30	60	1	1	1	


Sales	KFC	Mc Donald's	72	29	

Sales	KFC	Mc Donalds	62	39	

        KFC v/s McDonald’s: A Study on the factors influencing Brand Preference in Kochi                  2
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