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ABSTRACT

This research study explores how some of the largest American fast-food brands 
are perceived globally through the analysis of 10,002 tweets to identify insights and 
build knowledge around the industry. With this exploratory research, the thesis aims 
to ultimately provide recommendations in the digital scope that could improve the 
public opinion of negatively perceived brands. The methodology in this research 
consists of a data-driven process in which three different analyses are carried 
out: sentiment analysis, textual analysis, and a content analysis of each brand. 
By collecting data from user-generated content on Twitter, the sentiment of each 
tweet has been classified with an algorithm developed and trained specifically for 
this research. According to Krippendorff’s alpha value, the results have a tentative 
conclusive reliability, indicating that McDonald’s and Starbucks have the highest 
percentage of negatively classified tweets. To improve their negative perception 
online, it has been recommended that they showcase different types of content on 
their digital platforms.
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INTRODUCTION

With the occurrence of globalization over the past decades, American fast-food 
brands have expanded their presence into various markets across the globe at a mass 
scale. As a result, the reputation of these brands has also surfaced at a global scale. 
Currently, it is suspected that they face the issue of having a negative reputation due 
to various factors including health concerns and Americanization of foreign cultures. 
Since global communication and marketing activities have transitioned into the digital 
space, this thesis aims to identify the American fast-food brands’ perceptions online 
to propose digital strategies to improve the public opinion of negatively perceived 
fast-food brands. Therefore, the main objectives of the thesis are the following: (i) 
To explore the global perception of American fast-food brands in the digital space 
and (ii) To determine which digital marketing approaches negatively perceived 
brands could take to improve their public opinion.

To successfully answer the main research question, previous sub-questions 
will be answered as well. This research has the objectives of exploring the global 
American fast-food market and current perceptions of American fast-food brands 
as well as the main digital strategies implemented within the fast-food industry. 
Therefore, the mentioned objectives pose 2 additional research objectives: (i) To 
contextualize the market of American fast-food among some of the world’s largest 
brands by (such as the market size, revenues, competition, and products offered) 
as well as the industry’s current reputation. (ii) To identify which digital strategies 
are currently being implemented in the industry in terms of social media usage and 
advertising spending.

In order to answer these questions, this research takes a unique approach in 
which machine learning is implemented. With the use of machine learning through 
an algorithm training process, user generated content can be analyzed. Since much 
fast-food research has not applied this method of analysis, this research covers a 
methodological gap within the industry.

The chosen methodology for this thesis is a sentiment analysis accompanied by 
case studies, focusing on 5 of the largest American fast-food brands: McDonald’s, 
Burger King, Starbucks, KFC, and Taco Bell. Tweets that feature these brands will 
be downloaded from Twitter and put into a sentiment analysis software, which will 
then allow the results to be analyzed in terms of each brand being allocated a positive, 
neutral, or negative sentiment. In terms of the case studies, the brands’ content will 
be analyzed to determine opportunities for improvement.



 

 

27 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/chapter/what-do-twitter-users-think-of-top-fast-

food-brands/322198

Related Content

Comprehensive Analysis of State-of-the-Art CAD Tools and Techniques for

Chronic Kidney Disease (CKD)
Mynapati Lakshmi Prasudha, Rakesh Kasumollaand Deepak Sukheja (2021).

International Journal of Big Data and Analytics in Healthcare (pp. 1-12).

www.irma-international.org/article/comprehensive-analysis-of-state-of-the-art-cad-tools-and-

techniques-for-chronic-kidney-disease-ckd/287605

Employee Experience Management (EXM): What, Why, and How to Create

Exceptional Experiences at Work
Sivapragasam Panneerselvam, Enoch Arokiasamyand Keerthana Senthil Kumar

(2025). Approaching Employee Experience Management With Data Science (pp. 23-

64).

www.irma-international.org/chapter/employee-experience-management-exm/370198

Big Data, Data Management, and Business Intelligence
Richard T. Herschel (2022). Research Anthology on Big Data Analytics,

Architectures, and Applications (pp. 1359-1370).

www.irma-international.org/chapter/big-data-data-management-and-business-

intelligence/291041

i-Branding as a Tool of Integrated Marketing: An Empirical Study of

Youngster Satisfaction
Sonu Dua, Sakshi Duaand Inderpal Singh (2021). Big Data Analytics for Improved

Accuracy, Efficiency, and Decision Making in Digital Marketing (pp. 183-195).

www.irma-international.org/chapter/i-branding-as-a-tool-of-integrated-marketing/280651

Application of Machine Learning and Artificial Intelligence Techniques for IVF

Analysis and Prediction
Satya Kiranmai Tadepalliand P.V. Lakshmi (2019). International Journal of Big Data

and Analytics in Healthcare (pp. 21-33).

www.irma-international.org/article/application-of-machine-learning-and-artificial-intelligence-

techniques-for-ivf-analysis-and-prediction/247456

http://www.igi-global.com/chapter/what-do-twitter-users-think-of-top-fast-food-brands/322198
http://www.igi-global.com/chapter/what-do-twitter-users-think-of-top-fast-food-brands/322198
http://www.igi-global.com/chapter/what-do-twitter-users-think-of-top-fast-food-brands/322198
http://www.irma-international.org/article/comprehensive-analysis-of-state-of-the-art-cad-tools-and-techniques-for-chronic-kidney-disease-ckd/287605
http://www.irma-international.org/article/comprehensive-analysis-of-state-of-the-art-cad-tools-and-techniques-for-chronic-kidney-disease-ckd/287605
http://www.irma-international.org/chapter/employee-experience-management-exm/370198
http://www.irma-international.org/chapter/big-data-data-management-and-business-intelligence/291041
http://www.irma-international.org/chapter/big-data-data-management-and-business-intelligence/291041
http://www.irma-international.org/chapter/i-branding-as-a-tool-of-integrated-marketing/280651
http://www.irma-international.org/article/application-of-machine-learning-and-artificial-intelligence-techniques-for-ivf-analysis-and-prediction/247456
http://www.irma-international.org/article/application-of-machine-learning-and-artificial-intelligence-techniques-for-ivf-analysis-and-prediction/247456

