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ABSTRACT 

This study aims to address the behavior of fast food industry customers towards the social media 

marketing content and platforms. This study explore the effects of social media marketing of fast 

food chains on customer purchase intention and brand awareness in Pakistan. It was a cross-

sectional study data was collected at one point in time. In an order to ensure the timely completion 

of questionnaire, the data was collected through online survey method due to the Covid-19 

Pandemic issue. The sample size was based on 250 people who were actively using social media 

platforms Facebook, You tube and Instagram. The social media marketing done on Facebook, 

Instagram and YouTube has positive significant effect on the customer purchase intention and 

brand awareness in the fast food industry. The data was collected from the general public that uses 

social media platforms. The respondent’s age ranges from 19 to 55 years. The data was collected 

from the people living in twin cities of Pakistan. This study results will help the fast food industry 

management and owners to understand that they can achieve high profits by focusing on their 

social media marketing activities along with serving good quality food and services to the 

customers. 

Keywords: Social Media, Social Media Marketing, Social Media Platforms, Brand Awareness, 

Customer Purchase Intention 

 
 
 
 
 
 
 
 



 

2 
 

 

 

ACKNOWLEDGEMENT  

 

In the name of ALLAH, the Most Gracious and the Most Merciful Alhamdulillah, all praises 

to ALLAH who enabled me to complete my research work successfully.  I would like to 

extend my sincerest gratitude to my supervisor Syed Ahmed Hashmi for the continuous 

support throughout my research, for his guidance, support and patience and utmost 

motivation throughout the course of the research. His incomparable belief in my capabilities 

inculcated a drive in me to work even harder. I could not have imagined having a better 

advisor and mentor for my research study. My deepest gratitude goes to my beloved parents 

for their endless love, prayers and encouragement. To those who directly or indirectly 

contributed in aiding this research, your support means a lot to me. Thank you very much. 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 
 

Contents 
ABSTRACT .......................................................................................................................... 2 

ACKNOWLEDGEMENT .................................................................................................... 1 

CHAPTER NO: 1 ............................................................................................................. 3 

1.INTRODUCTION ......................................................................................................... 3 

1.1 Purpose .................................................................................................................... 3 

1.2 Background ............................................................................................................. 3 

1.3 Problem Statement .................................................................................................. 5 

1.4 Research Question .................................................................................................. 6 

1.5 Research Objectives ................................................................................................ 6 

1.6 Significance of study............................................................................................... 6 

1.7 DEFINITION OF KEY TERMS ............................................................................ 7 

1.7.1 Social Media ........................................................................................................ 7  

1.7.2 Social Media Marketing (SMM ........................................................................... 7 

1.7.3 Brand Awareness ................................................................................................. 8 

1.7.4 Customer Purchase Intention ............................................................................... 8 

1.7 Organization of the Study ....................................................................................... 8 

CHAPTER NO: 2 ................................................................................................................. 9 

2. LITERATURE REVIEW ............................................................................................. 9 

2.1 Social Media Marketing .......................................................................................... 9 

2.2 Brand Awareness .................................................................................................. 13 

2.3 Customer Purchase Intention ................................................................................ 15 

2.4 Impact of Facebook............................................................................................... 16 

2.5 Impact of YouTube ............................................................................................... 18 

2.6 Impact of Instagram .............................................................................................. 20 



 

 
 

2.7 Underlying Theory ................................................................................................ 24 

2.8 Hypothesis............................................................................................................. 24 

2.9 Theoretical Framework ......................................................................................... 24 

CHAPTER NO: 03 ............................................................................................................. 25 

3. RESEARCH DESIGN ................................................................................................ 25 

3.1 Overview of Chapter ............................................................................................. 25 

3.2 Research Design.................................................................................................... 25 

3.3 Methodology ......................................................................................................... 26 

3.3.1 Sample................................................................................................................ 26 

3.3.2 Sample Size and Unit of Analysis ..................................................................... 27 

3.3.3 Data Collection .................................................................................................. 27 

3.4 Measure of the Variables ...................................................................................... 28 

3.5 Analysis................................................................................................................. 28 

3.6 Summary ............................................................................................................... 30 

CHAPTER NO: 04 ............................................................................................................. 31 

4. DATA ANALYSIS ..................................................................................................... 31 

4.1 Overview of Chapter ............................................................................................. 31 

4.2 Descriptive Statistics ............................................................................................. 31 

4.3 Reliability Analysis ............................................................................................... 34 

4.4 Correlation ............................................................................................................ 34 

4.5 Regression Analysis .............................................................................................. 35 

4.6 Summary ............................................................................................................... 38 

CHAPTER NO: 05 ............................................................................................................. 39 

5. DISCUSION AND CONCLUSION ........................................................................... 39 

5.1 Overview of Chapter ............................................................................................. 39 



 

 
 

5.2 Discussion ............................................................................................................. 39 

5.3 Theoretical and Practical Implication ................................................................... 40 

5.4 Conclusion ............................................................................................................ 41 

5.5 Limitation and future direction ............................................................................. 41 

5.6 Summary ............................................................................................................... 42 

References ....................................................................................................................... 43 

Appendix ......................................................................................................................... 50 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 


