Executive Summary

This report aims to formulate the annual marketing plan for KFC UK from September 2025 to August 2026. Based on the SOSTAC model and the SMART principle, the author will systematically analyze the current market environment of the fast food industry, set clear marketing objectives and formulate detailed implementation plans.

The report will provide a simple macro and micro environmental analysis of the UK fast food industry, identifying key market opportunities such as market trends and consumer demand. On this basis, this report sets two SMART marketing goals. In order to achieve these goals, the Ansoff matrix strategy combining market penetration with product development can be adopted. Specific tactics include launching new product lines and optimizing customers' online app ordering experience. The action plan is to use Gantt chart to manage the time and monitor the effect through data analysis. This report recommends that KFC UK give priority to upgrading the online platform and developing new products, while strengthening staff training to ensure the stability of service. These actions will help KFC consolidate its position in the competitive fast food market and attract more consumers.
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[bookmark: _Toc10262]1.0 Introduction

The fast food industry is an important part of the British catering market, and KFC is a famous brand. KFC, as a well-known fast food chain brand in the world, has more than 900 stores in the UK market. In recent years, with the change of consumer preferences and the rapid development of digital technology, traditional fast food brands are facing more and more opportunities and challenges. KFC may need to adjust its marketing strategy to maintain its competitive advantage under the dual pressure of consumers' health demand and competitors.

This report will use the SOSTAC model to systematically analyze the current market environment faced by KFC in the UK, formulate practical marketing objectives and design a detailed implementation path. SOSTAC represents Situation analysis, Objective, Strategy, Tactics, Action and Control. It is a comprehensive and logical marketing planning tool. At the same time, the report will adopt SMART principles to ensure that the set goals are Specific, Measurable, Achievable, Relevant and Time-bound.

The report will be based on the analysis of the internal and external environment facing KFC in the UK. Set specific marketing objectives, put forward corresponding strategies and tactical plans, and explain the implementation methods in detail. The plan was drawn up from September 2025 to August 2026 to provide a workable and effective marketing plan for KFC in the UK.
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[bookmark: _Toc17853]2.1 Situation analysis

Macro-environment analysis：The political factor is the plastic packaging tax imposed by the British government from 2024. This increases the operating costs of fast food companies. The economic factor is inflationary pressure. However, British consumers' spending on fast food is relatively stable. The social factor is that consumers' awareness of healthy eating has increased. According to the survey, 32% of British consumers said they would give preference to "healthier" fast food options. This is bad news for the fast food industry, whose main product is high-calorie food. The technical factor is KFC's online ordering APP. According to the survey, 75% of KFC customers prefer to place orders through online channels. Online ordering app is changing the fast food industry's operating model. The environmental factor is that consumers pay more attention to sustainable packaging. If it is environmentally friendly packaging, there will be a large number of customers willing to pay more. The legal factor is that Britain has strengthened its supervision over fast food advertising. In particular, restrictions on digital advertising for children are more stringent.

Micro-environment analysis：Existing competitors, such as McDonald's and Burger King, are the main competitors. McDonald's has invested heavily in digitalization and food health. Threats from new entrants, such as virtual kitchen brands and healthy fast-food concept stores, are dividing market share, but these emerging brands cannot compete with large chain brands in terms of industry size or brand recognition. The threat of alternatives, such as the development of ready-to-eat food and delivery platforms sold in supermarkets, is more attractive to price-sensitive consumers. The bargaining power of suppliers, such as major raw materials such as chicken and potatoes, is highly concentrated. However, KFC's large-scale procurement has kept its strong bargaining power. The buyer's bargaining power, consumers will compare the prices of similar products, and there is no conversion cost, so brand loyalty has become a key competitive factor.

Internal analysis：KFC's advantages are strong brand awareness, special secret recipe product taste, extensive store network and mature raw material supply chain. The disadvantages of KFC are single product type and less health product innovation. KFC has some opportunities. Such as optimizing the mobile experience, developing new taste products and enhancing personalized service content. At present, KFC is facing threats such as fluctuating prices of raw materials, promotion strategies of competitors, and consumers' negative perception of the health of fast food.

Based on the TOWS matrix analysis, the author believes that the best strategic direction of KFC is to develop new healthy food by using brand advantages (SO strategy) and to deal with the threat from competitors through promotion activities (ST strategy).
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The report sets two SMART marketing goals for KFC UK: The first goal is to increase the proportion of young consumers aged 18-35 between September 2025 and August 2026. Specific: for young consumers aged 18-35. Measurable: It can be measured accurately through membership data and sales statistics. Achievable: The growth rate can be based on the average growth trend of 8% in the past three years. Relevant: Young consumers are the core customers of KFC in the future and are crucial to the long-term development of the brand. Time-bound: one-year term.

The second objective is to increase sales of non-chicken products by developing new products between September 2825 and August 2026. Specific: product line expansion for non-chicken products. Measurable: Statistics can be made by product category through sales data. Achievable: Increased demand is based on market demand for diversified products. Relevant: The diversification of fast food products can reduce operating risks and attract new customers. Time-bound: one-year term.

If these two goals can be achieved, KFC will get these benefits: young consumers have higher lifetime value and word-of-mouth effect, product diversification can reduce the impact of price fluctuations of chicken raw materials on profits, and improve the public's fixed perception of KFC.
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In order to achieve the set SMART goals, the report recommends the adoption of Ansoff Growth Matrix, Porter General Strategy and STP Strategy.

KFC can conduct accurate marketing by analyzing the data of customers' preferences to achieve market penetration. In addition, KFC should develop innovative non-chicken product lines, especially vegetarian products that cater to the trend of healthy eating, to form differentiated competitive advantages.

KFC can focus on creating product innovation concept, emphasizing product research and development ability and taste uniqueness to customers. Achieve differentiation through limited-edition products and seasonal time-limited products. At the same time, KFC needs to focus its resources on attracting young people aged 18-35 to design marketing plans focusing on their lifestyle and values.

Segmentation geographical, demographic, psychological and behavioral. For example, focus on urban and university city areas, students aged 18-35 and young office workers. These consumer groups pursue a balance between convenience and quality, while attaching importance to sharing feelings on social media. Select young office workers and college students as the Targeting market segment. Both groups have high acceptance of new products and greater social influence. KFC should position its brand as a fast food leader combining delicious food with innovation, balancing classic products with healthy innovation.

[bookmark: _Toc8265]2.4 Tactics

Product: To introduce vegetarian products that simulate the taste of chicken. Develop seafood product lines such as fish to attract consumers who prefer seafood.
Improve existing products to increase protein content and taste choices.


Price: Vegetarian products can be priced at a premium, the same price as regular chicken products. Preferential pricing for students will be implemented and discounts will be granted based on student ID. Offer exclusive discounts to APP on a regular basis. Special promotions will be offered during off-peak hours to improve the utilization rate of stores.

Place: technically upgrade the ordering APP, beautify the system UI and add personalized recommendation function. Opening small stores around universities in major cities. Deepen cooperation with delivery platforms such as Deliveroo and Uber Eats, and launch platform-specific packages. Train the staff to improve the service quality of the stores.

Promotion: Launch event messages on social media regularly to encourage users to get discounts by sharing KFC news. Let well-known actors speak for themselves and cooperate in thematic promotion activities. Launch seasonal time-limited product marketing. Members' points will be increased during the festival to exchange goods.

People: Optimize staff training programs and improve service quality. Set up a publicity post in the store to introduce products and collect feedback from customers. Optimize the salary system and increase the bonus for employees with high customer satisfaction.

Physical Evidence: KFC's flagship store can adopt a more beautiful decoration style to enhance the sense of atmosphere. The use of recyclable packaging and labeling of environmental protection information, optimize the quality of menu pictures, make the product test level 4 more delicious.

Process: Set a time limit for meals during off-peak hours and promise to provide compensation for overtime. Optimize kitchen facilities to improve the production efficiency of original chicken products. Improve the feedback system and collect customers' daily dining experience through APP.

[bookmark: _Toc10570]2.5 Actions

The specific implementation plan can be in the form of a Gantt chart to clarify the division of responsibilities and time nodes. September-October 2025 is the planning stage, November-December 2025 is the preparation stage, January-February 2026 is the start stage, March-April 2026 is the promotion stage, May-June 2026 is the promotion stage, and July-August 2026 is the evaluation stage. In order to ensure the smooth progress of the plan, KFC can hold monthly cross-department project progress meetings to regularly check the implementation of the stores and set up bonuses for staff with high promotion performance.

[bookmark: _Toc9228]2.6 Control

KFC may establish a monitoring and evaluation mechanism to ensure that the marketing objectives are achieved. Data is collected from sales data, customer feedback and achievement of quarterly indicators, and KPI is set based on product sales, APP score evaluation and customer satisfaction. Companies can monitor the progress of the plan through data visualization and performance analysis. Adjust the formula or marketing approach if the goal is less than expected.


[bookmark: _Toc8034]3.0 Recommendations

Based on the content analysis of this report, the author puts forward five suggestions for KFC. The first is to speed up product innovation. KFC's product categories need to be optimized. The second is to strengthen staff training. Staff in each store need more effective training to improve customers' satisfaction. The third is to optimize the environment-friendly and recyclable packaging first. Although the research and development cost is high, the environment-friendly packaging complies with the government policy. The fourth is to use preferential promotion. KFC can test various preferential strategies in different regions and seasons to make customers feel attractive. Article 5 is crisis public relations management, observing the evaluation of users and formulating contingency plans for possible public opinion crises.
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[bookmark: _GoBack]This report provides KFC with a clear marketing plan through a systematic SOSTAC framework. Grasping the two major trends of healthy eating and digitalization, focusing on consumer psychology and product innovation, it is expected to achieve the goal within one year. If the plan is successfully implemented, it will bring KFC short-term sales growth and enhance brand reputation.
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