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Executive Summary
This report is a critical analysis of KFC (Kentucky Fried Chicken) marketing strategy applied in the highly competitive Quick Service Restaurant (QSR) industry, where digital transformation, developing consumer expectations, and price competition have revisited the strategic place of marketing. Although KFC has invested heavily in the digital platform, data analytics, and AI-enhanced personalisation to increase its customer engagement and ensure its relevance in the market environment, this analysis reveals a core mismatch in its theoretical strategic goals and the practical implementation strengths. Technological capability is not the main limitation to marketing performance but devastating organisational and structural flaws on its franchise system. A detailed marketing background of PESTEL, Porters 5 force and the 7Ps marketing mix demonstrates that KFC marketing is effective in attracting short-term digital traffic and sales volumes. Yet, it is not able to convert such gains into sustainable competitive advantage or enduring brand loyalty. This analysis has identified a set of interconnected systemic failures that subjects KFC to a critical constriction of its marketing effectiveness: First, poorly enforced adoption (lack of adherence) of digital tools/service delivery norms across its franchise base undermines customer experience and losses brand trust, which subsequently enable third-party delivery platforms to gain more ground at customers margins, acquiring successive profit margins and dominating the organisational change of customer objectives, further decreasing returns on digital marketing investments. Strategically, having an uneven data architecture does not need to create a coherent customer journey perspective.
Therefore, KFC marketing is now a force of tactical selling and not strategic distinction. To deal with these shortcomings, this report suggests an 18-month integrated solution designed through the SOSTAC model and focuses on operations implementation rather than additional strategic elaboration. Some of the key suggestions include a franchise-wide digital capability programme, adopting an integrated data platform of customers, creating a clear ethical AI charter, and replacing the economics of third-party delivery. The following steps are meant to restore the strategic intent and operational capability into alignment with one another with KFC marketing being redirected towards a promoter of transactions rather than a builder of sustainable customer value and a long-term brand equity.
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[bookmark: _Toc218469764]1. Introduction
Marketing in quick service restaurant (QSR) industry has increasingly been made complex as organisations react to evolving consumer expectation, fast paced technological advancement, and continued economic uncertainty. Traditional sources of competitive advantage e.g., scale and standardisation cannot be relied on alone. Rather, QSR brands must provide customised customer experience through efficiency in operations and reaction to increasing social, ethical, and regulatory demands. Consequently, marketing has ceased to be a promotional exercise to be more of a strategic activity that develops customer value and long-term brand performance. KFC is a timely and appropriate case study in this context. KFC is one of the biggest QSR chains in the world with a good brand recognition and a massive number of franchises. Over the past few years, the organisation has laid more focus on digital marketing, data driven decision making, and artificial intelligence to stimulate customer engagement and aid growth. These trends are larger industry trends but also reveal structural challenges that have been shown in Assignment 1 concerning the capability of workforce, franchise preparedness and data integration.
This report is aimed at critically analysing the position of the marketing department of KFC and its operations, with specific emphasis on whether its current marketing strategy is achieving the company’s objectives in dealing with the internal and external threats. The report will also intend to elaborate the future marketing trends by suggesting a systematic marketing strategy that will enhance strategic alignment and implementation. Although the main emphasis is laid on the marketing strategy, internal organisational restraints are also addressed where they are known to have direct impact on the marketing performance as well as customer experience. The report organized in the following manner. Firstly, the strategic role of marketing at KFC is assessed, also encompassing the Digital and data driven transformation of the marketing towards digital marketing. This is preceded by an evaluation of both macro and micro marketing environment and its impact on strategic decision making. The report then analyses the target markets of KFC, segmentation and positioning strategy, the extended marketing mix, media choice, and the ways of measuring marketing performance. The conclusions are closed with some significant weaknesses and give the valid, realistic, and evidence-basis suggestions regarding the further marketing development.
[bookmark: _Toc218469765]2. Strategic Concept and Importance of Marketing in KFC
The organisational strategy at KFC has placed marketing as its core factor in ensuring the branding-relevance and demand generation in a highly competitive and mature market. Modern marketing theory considers marketing a value-creation process to match organisational capabilities with customer demand to develop profitably (Kotler et al., 2019). KFC takes this strategy in form of heavy investment in advertisements, internet, and customer interaction technology. KFC takes an almost market-based strategy, responding to consumer needs of convenience, personalisation, and ethical concerns (Wilson and Liguori, 2022). The growth of online orders and the use of tailored promotions on mobile platforms signifies a higher level of customer-related data and behavioural postulates to inform marketing strategies (Huma and Ahmed, 2024).
Nonetheless, this nature is not always pervasive in the organisation. The franchise order predetermines internal orientation tendencies, in which control over costs and operation efficiency may surpass the consistency of the customer experience, diminishing marketing performance (Azevedo, 2024). Even though the marketing investment has changed towards digital competences like artificial intelligence and customer relationship management systems (Flinders, 2024), discontinuous traditional systems and imbalance in franchises inhibit the ability to apply all resources (Daradkeh et al., 2023). As a result, marketing can facilitate short-term growth and fails to provide a competitive advantage over time, consistent with resource-based theory (Proquest, 2023).
[bookmark: _Toc218469766]3. External Environment and Internal Strategic Analysis
[bookmark: _Toc218469767]3.1 Macro-Environment (PESTEL Analysis)[bookmark: _Toc218469781]Figure 1 PESTEL Analysis of KFC (Self-made)


Political Factors
The impact of political factors on the KFC marketing strategy is more in the sense of government expectations regarding public health and sustainability, job standards. Although introduction of sustainable business practices is supported by the politics around environmental sustainability, the policy pressure in relation to the nutritional standards indirectly limits the marketing messages. Consequently, KFC marketing has to strike a compromise between promotional goals and a growing political sensitivity in terms of fast-food consumption, which hampers the ability to support aggressive product-focused advertising without a reputational risk.
Economic Factors
One of the greatest challenges facing the effectiveness of marketing at KFC is the economic conditions. The quick service restaurant industry has been placed under a more pressure due to inflation, growing labour expenses, and a narrowing of the profit margins (Fortune Business Insights, n.d.). In reaction, KFC marketing has focused on value-led propositions like offering short-term promotions and bundled meals. It is the short-term research evidence that consumers are placing greater emphasis on perceived value rather than absolute price, which continues to demonstrate the validity of this strategy (Azevedo, 2024). Nevertheless, continued dependence on price-based communication poses a risk of strengthening price sensitivity, declining brand-based loyalty, and defeating long-term differentiation.
Socio-Cultural Factors
The consumer expectations regarding personalisation, sustainability, and ethical behaviour are being increasingly influenced by the socio-cultural trends. The younger consumers specifically require brands to be socially responsible in addition to convenient (Daradkeh et al., 2023). KFC has reacted in the form of digital personalisation and the presentation of plant-based menu offerings. These efforts have yielded poor health perception levels, indicating that marketing communications does not effectively redefine brand credibility in a convincing way (Nguyen et al., 2018). This shows that there is a discrepancy between a desired messaging and consumer belief that constrains the strategic power of socio-cultural alignment.
Technological Factors
The marketing strategy used by KFC has been most impacted directly by technological advancements. Data analytics and artificial intelligence solutions allow reaching more people in real-time and display personalised promotions, which help to boost conversion rates and digital adoption (Insider, n.d.). Nonetheless, these benefits are limited by the ways of depending on third-party platforms and decreasing the ability to control customer data and reducing the strategic options (Safitri et al., 2023). Consequently, technological capability improves the performance of tactics but fails to ensure a sustainable advantage.
Environmental Factors
Marketing legitimacy gets more and more impacted by environmental expectations. Consumers are demanding observable sustainability pledges especially when it comes to packaging and sourcing. As much as KFC has been communicating the environmental initiatives, the initiatives have not been integrated in the brand positioning. This curtails the powers of marketing to extract the environmental performance as a significant source of differentiation as opposed to a requirement driven by regulatory compliance directives.
Legal Factors
Legal pressures such as data protection regulation, emerging artificial intelligence governance, introduce substantial regulation into marketing practice. Regulations including the General Data Protection Regulation make the collection and analysis of customer data more constrained and expensive to comply with, and they might restrict experimentation with personalised marketing (Flinders, 2024). These regulations minimize the flexibility within the global markets even though they safeguard consumer trust. Moreover, there is no explicitly outlined ethical artificial intelligence framework, which poses a reputational risk, enfolding the legal and trust-based exposure (Cameron and Green, 2024).
[bookmark: _Toc218469768]3.2 Micro-Environment (Porters Five Forces)
The fast-food restaurant business can be characterised as rather highly competitive rivalry, where major brands provide a similar menu, price system, and online services, which restricts the ability of marketing differentiation (Financial Models Lab, 2025). Marketing activity usually creates quick short-term publicity as opposed to long-term benefit as competitors quickly copy successful campaigns and technologies. The buyer power remains high because switching costs are low, and alternatives are very much accessible, which has placed consumers in a position to make decisions on the brands based on offers or convenience instead of loyalty (Nguyen et al., 2018). That creates pressure on KFC in its marketing strategy to use frequent incentives, even raising the prices of acquisition. Moreover, the risk of substitutes such as the use of fast-casual meals and home delivery also restricts the efficacy of marketing. KFC encourages speed and convenience, but because of low affective or symbolic differentiation, it loses the potential to reduce the threat of substitution (Azevedo, 2024).
[bookmark: _Toc218469769]3.3 Strategy Fit and Internal Analysis
Internal analysis based on SWOT framework and VRIO framework demonstrates that KFC has a well-established brand and developed digital marketing resources, which can be identified as the strong organisational assets (Keller, 2013). Such resources help customers to be identified and allow massive online interaction. The list of quick service restaurant business, however, does not consider such abilities uncommon. The competitors have already created analogous online platforms and information-based marketing instruments, which hinder the possibility of long-term competitive leverage (Homburg and Wielgos, 2022).


[bookmark: _Toc218469786]Table 1 SWOT–VRIO Summary of KFC’s Marketing Resources
	Resource
	Valuable
	Rare
	Inimitable
	Organised
	Competitive Outcome

	Brand equity
	✔
	✖
	✖
	✔
	Competitive parity

	Digital platforms
	✔
	✖
	✖
	✖
	Temporary advantage

	Customer data
	✔
	✖
	✖
	✖
	Underutilised



The main issue is thus how these resources will be organised within the network of the franchise. As a corporate marketing strategy advances towards digital leadership and personalisation, the franchise level differs significantly. The inconsistent implementation is weakened based on differences in investment capacity, workforce stability, and technological preparedness, thus decreasing the effectiveness of strategies (Rankex Digital, 2024). This mismatch limits marketing success because the centrally planned efforts do not provide consistent customer experiences. As a result, marketing strategy creates short-term gains in terms of engagement but fails to completely capitalize in terms of long-term competitive advantage, necessitating the improvement of strategic alignment and resource coordination.
[bookmark: _Toc218469770][image: ]4. Segmentation, Targeting and Positioning[bookmark: _Toc218469782]Figure 2 STP analysis of KFC(Self-made)


KFC uses the demographic, psychographic, and behavioural segmentation to attract a mass market (Kotler et al., 2019). There is demographic segmentation by age and household structure where the poor demand of families is stable and younger consumers will increase the purchase frequency. Psychographic segmentation lays stress on convenience orientation and indulgent food preferences whereas behavioural segmentation focuses on the case of usage, sensitivity to value, and engagement with technology. This multi-dimensional strategy facilitates the expansion of the market coverage and voluminous sales.
Nevertheless, broad segmentation is fitting in the context of the scale-driven business model of KFC, but it undermines strategic focus. Excessive segmentation minimises the impact of personalised marketing because messages must be specific to a variety of needs that may be conflicting in a diverse customer group (Mallika et al., 2025). Practically, this is instigating promotional message that focuses on price and convenience rather than emotional or experience value. Because of this, the KFC targeting approach is focused on reach and frequency and does not allow the building of effective customer loyalty.
The focus on these aspects accessibility and volume is manifested in target market selection. The core segments are value-oriented families, convenience-oriented youths and digitally oriented consumers. Though these segments are good commercially they are also quite competitive making customer acquisition expensive and low in differentiation. Overlapping segment focus implies that KFC often competes on the same areas as their competitors especially the price and convenience.
In positioning, KFC has been linked to indulgence, familiarity, and taste. Even though it strengthens brand heritage, perceptual mapping displays low differentiation, especially on health and sustainability aspects (Keller, 2013). Attempts by substituting plant-based products with alternatives have not made much difference to the consumer perceptions. Thus, the existing segmentation, targeting and position strategy promotes short term volumes but limits the long-term differentiation and brand based loyalty.
[bookmark: _Toc218469771]5. Marketing Activities and Marketing Mix (7Ps)
The marketing mix of KFC indicates the balancing of brand consistency and sensitivity to evolving consumer expectations. Considering the 7Ps framework, accessibility, convenience, and short-term relevance are mostly supported by the marketing activities. They have little contribution to long-term differentiation and sustained competitive advantage.
KFC product strategy is described as having incremental innovation as opposed to radical innovation. The adoption of menu items with plant-based sources and the enhanced digital ordering tools are signs of the receptiveness to eating methods and comfort-driven consumption (Ottenbacher and Harrington, 2009). Such programs aid in maintaining brand relevancy and retaining customers who would otherwise be shifting to rivals. However, these innovations did not have a serious impact on total brand perception. The change in products is often placed as an extension of the core product rather than a development that is transformative, building familiarity as opposed to generating value-of-difference.
The pricing is mostly based on values, with regular offers, deals, and personalised digital deals. This strategy is consistent with the increased consumer uncertainty regarding perceived value in a high-competitiveness and inflationary market. It is indicated that individualised pricing served via digital channels may boost the conversion and short-term sales (Swetha and Harshavardhan, 2024). A dependence on personalised and dynamic pricing, however, is risky as well. Where pricing rationale is not made transparent, customers are likely to sense unfair treatment, which can destroy trust and long-term loyalty.
Distribution strategy aims at ensuring the greatest accessibility based on an omnichannel paradigm that combines physical locations, mobile ordering, delivery solutions, and ghost kitchens. This strategy indicates the shift in consumption trends and reinforces the convenience-driven positioning of KFC. Although it has expanded its reach and frequency of orders, high commission charges, in many cases leading to 30 percent, make it less profitable and economically burdensome to franchise operators (Azevedo, 2024). This puts marketing in a crunch between demand generation and sustainable value creation as a higher volume of sales does not always result in better margins or franchise satisfaction.
The promotional activity is more based on digital advertising and social media interaction. Combined digital campaigns and mobile communications can be successful in evoking interest and driving the purchase behaviour when implemented on a regular basis (Azzam and Hamdan, 2023). Nevertheless, the differences in messaging between markets undermine brand consistency and decrease the cumulative effects of campaigns (Khan et al., 2024). Communication of marketing frequently puts a focus on instantaneous and reach rather than brand reference of the long-term variety. The elements of people, process and physical evidence create great challenges. A high rate of employee turnover prevents service consistency, customer satisfaction, and the ability to maintain alignment between marketing promises and service delivery (Tapola, 2016). Though digital processes are more efficient, their productivity is determined by the competence and participation of the workforce. Comprehensively this marketing mix will help KFC to perform at a short term but will be limited because of structural and operational constraints that limit its strategic influence.
[bookmark: _Toc218469772]6. Media and Communications Channels of KFC
KFC uses a diversified media approach that integrates owned, earned, and paid communication platforms; however, the focus is placed on online communication platforms such as mobile apps and social media (DigitalDefynd, 2025). This channel combination can be attributed to shifts in media usage by consumers and enables KFC to achieve its goal of ensuring that digitally active customers stay constantly in touch with the company. Promotional content could be spread easily fast through social media platforms, and personalised offers and direct communication are available through mobile applications.
[bookmark: _Toc218469787]Table 2 KFC Media Channel Mix
	Media Type
	Channels Used
	Strength
	Limitation

	Owned
	App, website
	Data control
	Franchise inconsistency

	Paid
	Social ads, delivery apps
	Reach
	High cost

	Earned
	Reviews, shares
	Credibility
	Service dependent



The strategic role of owned media channels in the management of customer relationships is occupied by the KFC mobile application and website. Through these channels, the organisation can gather first-party information, promote repeat purchases and decrease the dependence on any outliers. It has been shown in research that good mobile application experiences affect customer retention in a positive way in younger customers (Huma and Ahmed, 2024). But the success of owned media would rely on the unity of user experience levels among franchisees. The perceived value of these channels can be diminished by technical problems, uneven service delivery or lower digital literacy of outlets and undermine the long-term loyalty.
Paid media such as social media advertising, third-party delivery platform also is a large portion of the KFC marketing communication activity. Although each of these channels has a large user base and targeting aspect, overdependence on paid channels increases the cost of acquiring customers and lowers strategic control of brand message and relationships with customers (Safitri et al., 2023). KFC can hardly control communication frequency, pricing transparency and data ownership due to platform algorithms and commission structures. There is earned media (customer reviews and social sharing) which can be used to increase credibility and boost marketing messages. Nonetheless, the effects of earned media are hard to manage and they are tightly associated with the quality of the service. The downsides of earned media may thus be low employee retention and inconsistent service delivery that brings about negative customer feedback. Overall, KFC chooses media that are effectively used to convey the message to a large and digitally active audience, the efficiency largely depends upon paid platforms and operational circumstances that hinder the benefits of owned and earned channels.
[bookmark: _Toc218469773]7. Measurement of Marketing Performance and Success
The key marketing metrics used in KFC include quantitative ones like sales expansion on its digital channels, customer engagement rates, and conversion rates (Insider, n.d.). These measures give valuable feedback regarding campaign effectiveness and the ability of marketing effort to impact on immediate customer behaviour. Increases in online sales indicate that marketing efforts have been effective in promoting adoption of online ordering and use of mobile applications. These indicators are however effective at tactical levels but do not give much information about the value creation over a long term. The engagement and conversion rate metrics are more focused on short-term effects and can hide the real problems connected with customer loyalty, brand equity, and profitability. Thus, the marketing performance might seem good when structural problems, like the inability to deliver the services consistently, have not been addressed. This poses a threat in the form of marketing strategy increasing in optimisation of the short term instead of sustainable competitive advantage.
[bookmark: _Toc218469788]Table 3 Marketing Metrics (Short-Term vs Long-Term)
	Metric
	Type
	Strategic Weakness

	Conversion rate
	Short-term
	Ignores loyalty

	Engagement
	Short-term
	Tactical focus

	CLV
	Long-term
	Underused

	Retention
	Long-term
	Not prioritised










The use of short-term performance measures can lead to an imbalance of strategic priorities and underestimation of the value of the customer lifetime (Swetha and Harshavardhan, 2024). Making less focus on the retention-oriented measures, in KFC, lowers the capacity to evaluate whether the digital engagement results in the acquisition of repeat purchasing or long-term relations with customers. This is especially necessary considering the buyer power is high coupled with low switching costs in the quick service restaurant industry. The primary goal of control mechanisms in the marketing of KFC is to optimise when it should transform. Campaigns are refined using performance data, which is less often applied to solve systemic problems to supports strategic learning and value creation in the long-term.
[bookmark: _Toc218469774]8. Change Management and Marketing Transformation in KFC
The marketing change at KFC indicates a premeditated change process that started at the corporate level as a reaction to the technological shocks and the same consumer demands shift. Top management has become aware of the necessity to modernise the marketing process, by using more data analytics, artificial intelligence, and omnichannel interaction. In the three-step model provided by Lewin, this is the unfreezing stage whereby the need of change has been made known throughout the organisation (Hussain and Lei, 2018). Despite this awareness, progress after this first stage is still uneven. The structural problems of the franchise system of KFC limit the movement phase of change. Despite the corporate marketing strategy, which encourages homogeneous digital means and informed decision-making, readiness at the franchise level differs greatly. The disparities along the financial capability, the technological infrastructure, and the capability of the managerial restrict the uniform application of new marketing processes, making it uneven implementation and low returns on marketing investment.
[image: ][bookmark: _Toc218469783]Figure 3 Lewin’s 3 Stage Model for KFC (Sharma, 2021)

The fact that employees also turnover leads to further weakening in the processes of marketing transformation. The constant rotation of staff members derailed the training process and lowered the permanence needed to instil new digital practices. According to research in change management, the instability of the workforce leads to a decrease in employee engagement and a decrease in the establishment of new routines in the institution (Cameron and Green, 2024). This limits the refreezing phase of Lewin Model where new behaviours are supposed to be reinforced. Franchise resistance to change is mostly passive with no explicit resistance expressed. The pressure on costs and priority in operations also might make operators invest late or do not use digital tools. These are holding forces that diminish the consistency between marketing program and action decreasing the distant outcome of marketing advancement. Managing change on franchise and workforce levels is also necessary in attaining long-term organisational performance.
[bookmark: _Toc218469775]9. Conclusion
This report concludes that KFC marketing strategy has generated quantifiable short-term gains especially in the maintenance of brand awareness and digital participation in a highly competitive quick service restaurant industry. Responsive to shifting consumer behaviour has been made possible using digital platforms and omnichannel access to maintain relevance and sales performance. But these results are constrained by long-term organisational flaws when assessed in terms of strategic effectiveness. The evaluation shows that failures in franchise execution, employee turnover, and divided customer data, coupled with incompetent ethical governance diminish the overall effectiveness of marketing programs developed at the central level. These problems not only erode consistency of customer experiences, but also limit successful use of personalisation, as well as adding reputational and regulatory risk. Consequently, marketing activity will be more focused on short-term performance but less focused on developing sustainable competitive advantage, which is congruent with a previous evaluation of KFC strategic issues (Azevedo, 2024). 
The recommendations in the marketing development are directly related to such limitations in the future. Market penetration, which was determined by using the Ansoff Matrix, is a more achievable and less risky growth strategy, however, it should be backed up by the operational discipline instead of price-based promotion (Patra and Bharatiya, 2020; Zugay and Zakaria, 2023). The application of the SOSTAC framework puts the focus on the development of capacity, data integration, and a match between governance. In general, the sustainable growth in the marketing performance of KFC does not stay on growth and more on amplification of performance, trust, and economic fit in the current markets. 
[bookmark: _Toc218469776]10. Future Marketing Development Recommendation
[bookmark: _Toc218469777][image: ]10.1 Growth Strategy Using the Ansoff Matrix[bookmark: _Toc218469784]Figure 4 Ansoff Matrix for KFC(Self-made)


The Ansoff Matrix provides a structured basis for determining KFC’s most appropriate growth direction while balancing risk and organisational capability (Patra and Bharatiya, 2020; Zugay and Zakaria, 2023). Based on the findings of this report, market penetration represents the most suitable strategic option. Its primary strength lies in its relatively low risk, as it focuses on existing products and markets while enabling improvements in customer retention, loyalty, and experience consistency. This approach allows KFC to strengthen brand equity without incurring the high costs and uncertainties associated with geographic expansion or diversification. However, market penetration is not without limitations, particularly the risk of growth saturation in mature QSR markets, which necessitates differentiation beyond price-led promotions. Product development may support this strategy through controlled menu innovation, but frequent launches heighten operational complexity and increase the risk of inconsistent service delivery across franchise outlets. Market development and diversification, although offering higher growth potential, would intensify execution risk and resource strain and may further expose existing governance weaknesses. Consequently, these strategies are not recommended until operational alignment and governance maturity are achieved.
[bookmark: _Toc218469778][image: ]10.2 Strategic Implementation Through the SOSTAC Model[bookmark: _Toc218469785]Figure 5 SOSTAC framework at KFC (self-made)


To operationalise a market penetration strategy, an 18-month action plan structured around the SOSTAC model is recommended (Kotkas, 2025). The emphasis should shift from strategic aspiration to execution discipline, ensuring alignment between corporate vision and franchise-level performance. A mandatory, franchise-wide digital capability development programme is central to this process. High staff turnover and digital literacy gaps currently undermine the effectiveness of marketing investments. Training frontline employees and managers in digital systems, data-enabled service delivery, and customer engagement tools would directly support consistency and repeat purchase behaviour. Furthermore, franchisee incentives should be explicitly linked to measurable digital KPIs, such as app usage rates and order accuracy, ensuring that marketing objectives are translated into operational behaviour.
[bookmark: _Toc218469779]10.3 Data Governance, Ethics, and Economic Alignment
An integrated customer data platform (CDP) should underpin this strategy by addressing data fragmentation across app, in-store, and delivery channels. Centralised customer data enables advanced personalisation and lifetime value analysis, which are critical for effective market penetration (Homburg and Wielgos, 2022). However, increased reliance on automated decision-making requires strong governance. Establishing an ethical AI charter within the marketing governance framework would mitigate reputational risk and sustain consumer trust (Flinders, 2024). In parallel, the economic pressure of third-party delivery commissions should be addressed through renegotiated, volume-based agreements and greater emphasis on owned channels to improve margin efficiency (Sikder, 2024). Overall, sustainable marketing improvement depends less on expansion and more on governance, capability, and economic fit within existing markets.
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