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Executive Summary

This proposal outlines a digital marketing plan designed to help KFC broaden its reach of Plant-based products into a new market segment, namely, UK-based flexitarian young adults who choose to reduce meat consumption for health and environmental reasons but also enjoy occasionally indulging in fast food eating. The products are available in a limited number of KFC markets, but this campaign will provide a more comprehensive approach to position KFC’s Plant-based products to appeal to a larger audience who are lifestyle focused and seeking familiar taste profiles through Plant-based alternatives. The campaign will create awareness, encourage trial purchase and develop customer loyalty through a digitally focused approach based upon consumer segment insight(s), customer value creation and performance measurement throughout the entire customer lifecycle (Chaffey, 2023; Kumar & Shah, 2022; Yang & Zhao, 2023).









Business Context and Strategic Rational

KFC is operating in an intensely competitive QSR environment, where consumer choices are increasingly being influenced by the desire for healthier food options, concern for sustainability issues, and the rise of hybrid eating patterns. Flexitarians is not a fad in the UK; it is a significant shift in how and what consumers eat, as they eat less meat while continuing to require convenience, enjoyment and familiarity with their chosen brands. Because of this, there is a strategic opportunity for KFC to extend its branding beyond traditional table-top options and to build a more extensive portfolio of Plant-based products. The campaign will not only build incremental sales, it will also help KFC to be more inclusive by recognising the evolving behaviours of its consumers and it will reaffirm that consumers from all segments can enjoy eating out (Chaffey, 2021; Chatterjee et al., 2022; Stosic Mihajlovic and Mihajlovic, 2023).The Central Role of Digital Marketing in Today's Marketing Paradigm.
With the increasing use of digital platforms, restaurants have an endless array of options for creating brand presence, including social media, mobile ordering and delivery, e-commerce and various types of digital advertising. Creating a digital marketing strategy focuses on developing an optimal user experience, targeting specific audiences and refining strategies based on consumer behaviour and brand loyalty. KFC has built a solid reputation and an abundance of digital channels through which it can communicate to customers and reach out through partnerships with delivery aggregators and a proprietary ordering app which allows KFC to develop a connection with consumers through ongoing engagement and repetition (Erevelles et al., 2022; Weitz & Wensley, 2020; Amaresan, 2022).


Understanding the New Target Market and Consumer Opportunities

The target market consists of urban flexitarian consumers aged around 18-35 who have a moderate intake of meat but do not identify as mentally or physically fully vegan or vegetarian; they tend to be in urban areas where they value convenience. They demonstrate behaviour that balances their health-focused decision-making (such as eating a balanced diet) with times of enjoyment and connection with people, such as dining out socially. The target market also demonstrates the highest levels of digital usage, with heavy interaction with both food delivery platforms and online communities that celebrate the social aspects of a lifestyle that includes developing an appetite for new flavours and eating foods that fit with their ethical values. The target market is not removing fast food from its lifestyle, but they want to see credible brands reduce their feelings of guilt related to eating fast food by providing options that provide the same emotional satisfaction and excitement of flavours they have always enjoyed (Pandey et al., 2020; Parvez et al., 2018; Purnomo, 2023).
The targeted digital marketing will employ a strategy of selective differentiation, offering the plant-based product line as the pathway between the cultural indulgence associated with fast food and modern-day values of conscious eating. The foundational premise of this positioning proposition is that customers who buy KFC can do so with the assurance that KFC plant-based options will provide them with a similar “flavourful” experience, while allowing them to incorporate their individual values and lifestyles into their lives. The positioning statement for the KFC plant-based campaign is: “Taste You Love, Made for the Way You Live.” This statement captures the fundamentals of a hedonistically fulfilling experience, an authentic connection between brand identity and consumer lifestyle choices, and an ability for a brand to add to its meaning while maintaining a foundation of flavour leadership and comfort food legacy (Simoes & Freitas, 2021; Möller & Rajala, 2022; Mangold & Fauld, 2021).

Customer Meaning/Customer Behaviour

The customer value narrative for the KFC campaign is built upon three emotional-functional characteristics of the taste of plant-based fast food, reassurance of taste; alignment with the customer's lifestyle; and the ability to express social identity through their brand affiliation. The first emotional-functional characteristic, "taste reassurance," represents one of the major barriers consumers face when considering plant-based fast-food products, which is scepticism that plant-based (as a third-party) options can deliver the same sensory satisfaction as mainstream fast-food outlets. Accordingly, the narrative of KFC's plant-based campaign emphasises sensory equivalents and enjoyable experiences associated with shared social interactions. The second emotional-functional characteristic is the way in which the KFC plant-based product offering is depicted as a product that will support and enhance the consumer's ability to eat in moderation, with the KFC plant-based option fitting within the framework of the average consumer's daily eating patterns and routines, rather than as a dietary “statement.” The third emotional-functional characteristic, social identity expression, permits consumers of the KFC plant-based offering to express support for the environmentally responsible culture associated with plant-based eating, while also remaining associated with mainstream consumption behaviour (Chaffey, 2023). Real customer stories and micro-influencer voices build trustworthiness, presenting plant-based KFC as a common, if not aspirational, option. The campaign leverages emotional warmth and cultural relevance to eliminate the perceived gap between traditional fast food and the modern consumer value system, increasing attitude acceptance and trial motivation. (Chaffey, 2021; Mihajlovic Stosic & Mihajlovic, 2023; Mangold & Fauld).

Development of the Digital Campaign Concept

The main idea of the campaign is captured in the phrase "Same Crave, New Choice". The campaign supports the concept that KFC is not a new product but a continuation of what KFC has always represented: craving, indulgence, and social enjoyment, while at the same time introducing plant-based options. The storyline of the campaign is structured around the phases of the Flexitarian decision process: curiosity, reassurance, discovery, trial and habit reinforcement. Early messaging focuses on curiosity and doubt by providing evidence of equivalent taste, as well as behind-the-scenes content of KFC 's preparation. Midstream messaging highlights discovery activities such as limited-time deals, trial bundles, and incentives to have items delivered. Late-stage messaging helps build loyalty by creating a habit of viewing plant-based options in their normal ordering habit, and through custom app recommendations based on the user’s history. (Chaffey, 2023; Wang & Xu, 2022; Möller & Rajala, 2022).
User-generated content is incorporated heavily into the strategy to allow the public to start sharing their first impression of the new vegetarian offerings of KFC as well as their experienced meal shared with others using campaign-affiliated hashtags. By adopting a two-way communication model, user-generated content will enhance the perception of peer endorsement and increase exposure on various social media platforms. Influencer collaborations centre around urban lifestyle bloggers, food critics, and environmentally conscientious micro-Influencers who align with the brand's vision for its target demographic. The campaign emphasises utilising relatable digital influencers instead of celebrity endorsement to highlight plant-based fast food and using the social dynamics of consumers influenced by their peers, common to social networked consumer communities (Mangold & Faulds, 2021; Erevelles et al., 2022; Amaresan, 2022).
The digital ecosystem is a combined customer experience through social platforms, delivery app environment, email communication, and the KFC Mobile Application. TikTok and Instagram serve as both how consumers discover products (via curiosity) and as a means for consumers to emotionally engage with products (Humorous / Social Belonging), using short form video and lifestyle storytelling. Content includes taste reaction videos, street food-type visuals, and collaborative content with creators who position plant-based food as culturally relevant and enjoyable. Paid media targeting is utilised to grow the reach into Urban Flexitarian clusters, through behavioural and interest-based segmentation models informed by platform analytics (Chaffey, 2023; Mangold & Faulds, 2021; Purnomo, 2023).
Conversion and behavioural repetition happen through email and app-based life cycle messaging. Personalised communications offer consumers following a product trial or interaction incentives, including limited time discounts, meal bundles containing plant-based foods and loyalty point boosters. Recommendation engines encourage consumers to continue to consume plant-based foods, by reinforcing the habit-forming behaviours of returning to the restaurant, therefore forming a regular ordering behaviour out of an occasional trial behaviour. In-App notifications and gamified milestones provide consumers with emotional continuity, whilst recognising the consumer's achievements in the form of multiple repeat purchases and sustainable-themed dining challenges (Venkatesan & Kumar, 2021; Erevelles et al., 2022; Yang & Zhao, 2023). Food-delivery partnership integrations allow for improved promotional outreach and entryways into targeted purchases. As examples, both co-branded landing sites, together with categorically specific filters and banner placements are used to direct consumers towards a specific menu option of Plant based food items, however, they also serve to gather user behaviour data for the purpose of attribution analysis. This co-ordination allows brands to maintain a consistent brand meaning, while also allowing for creative messaging that reacts to engaging with their users and potential consumers at various points of contact (Weitz & Wensley, 2020; Parvez et al., 2018; Chatterjee et al., 2022).

Performance Measures, Metrics 

The plan was assessed and evaluated by way of a structured measurement model, using a combination of behavioural and financial metrics and indicators of marketing relationships. The most relevant behavioural metrics for this plan were: trial eating of plant-based food products, the frequency of repeated purchases, and their contribution to a user's overall shopping cart mix, and to their app-based redemption of promotional incentives. Based on the number of users who participated in the promotion and subsequently adopted a habit of purchasing plant-based food items, these behaviours point to how successful the campaign had been in shifting consumer behaviour from an interest to a habit of eating plant-based food products. Financial outcomes for the campaign were evaluated on their incremental revenue attribution, contribution margin on plant based food sales, and the growth in customer lifetime value of those who demonstrated a pattern of returning to the campaign or those who have demonstrated an ongoing interest in Plant Based Foods in KFC's menu items (Kumar & Shah, 2022; Yang & Zhao, 2023; Wang & Xu, 2022).
One of the main areas of learning that will be used in the analysis of the plan, will be based on an analysis of engagement analytics, which include: how often users are engaged socially, the amount of user-generated content created and published, how strongly influencer relationships are developed, and lastly the changes in sentiment towards products based on their tastes and lifestyle alignment. The ROI analysis of the campaign incorporated both immediate sales and long-term branding, because of the way flexitarian consumers will transition into adopting plant-based foods. To determine the best combination of messaging, creative, and campaign design elements for optimising campaign effectiveness and providing data-driven evidence for decision making during the marketing cycle, A/B testing methods were used on creatives, offers, and messaging frames (Srivastava & Sharma, 2021; Chaffey, 2021; Stosic Mihajlovic & Mihajlovic, 2023).













Conclusion

The campaign serves as an example of how KFC can build upon its existing brand promises and transfer its relevance to a new, lifestyle-driven target market within an evolving food industry. By only changing the way it presents plant-based menu items to its target market, rather than redefining the brand itself, KFC is demonstrating its continued commitment to growing its existing customer base and providing an authentic and emotionally connected experience for its customers. The digital-first strategy takes advantages of personalisation, community engagement, and ongoing lifecycle to transform awareness into habitual behaviours and sustained long-term customer loyalty. Through ongoing performance evaluations and constant adjustment to optimise campaign success, KFC is positioning itself to have a major impact in the development of inclusive, flexible and future-oriented dining options for consumers (Chaffey, 2023; Erevelles et al., 2022; Kumar & Shah, 2022).
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