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[bookmark: _Toc215251931]Introduction
The rapid global business landscape has been marked by the colossal rates of transformation, globalisation and augmented competition in which multinational organisations ought to represent a strategic agility in the method they identify and exploit the arising market prospects. It is on this basis that the emerging economies fast-food sector is sweeping a stable growth trend owing to augmented urbanisation, population increase and changing lifestyles of consumers across the globe. The other subsidiary of Yum! is the Kentucky Fried Chicken (KFC). This has meant that Brands already is one of the most recognisable brands of quick-service restaurant (QSR) in the world with more than 28,000 restaurants in more than 145 countries spread across the globe (KFC, 2025). It has also ventured into the international frontier with its developed franchising system, high brand equity and menu-localisation.
[bookmark: _Toc215251932]1. Selection of Organisation and Target Market 
[bookmark: _Toc215251933]1.1 Introduction to KFC
One of the most widely known brands across the globe in terms of quick-service restaurants (QSR) and subsidiary, albeit playing a significant role in Yum!, is Kentucky Fried Chicken (KFC), which opened in 1952, and its name was assigned to it by a colonel by name Harland Sanders. Pizza hut and The Habit Burger Grill, Brands Inc and Taco Bell. Yum! Brands is an organization that has its base in Louisville, Kentucky but the business has a chain of one of the largest assortments of restaurants in the world with a total of over 58,000 restaurants in over 155 countries (KFC, 2025a). The most global of this portfolio, where the company is approximated to have over 28,000 stores in over 145 countries is the result of the high global presence and the high international brand equity of the company.
[bookmark: _Toc215251934]1.2 Overview of Nigeria as the Target Market
Nigeria boasts one of the most active consumer markets in the African continent and the fact that has a long term economic potential is not a trade secret. It has a huge market potential of QSR expansion because it is believed to be among the most densely populated areas with the largest economy in Africa with an estimated population of 220 million (Galal, 2025). What is more vital is that Nigeria has the most favourable demographic that was the most conducive to the creation of QSR: over three-fifth of the population is younger than 25, creating a gigantic-young-driven type of consumerist population that finds the convenience of food selections and eats food in a Western style (Oniang'o et al., 2025).
Rapid urbanisation also supports the market attractiveness. The cities of Lagos, Abuja and Port Sokrot have all millions of consumers who are in middle and lower income bracket with skewed lifestyle towards fast food and ready meals and food delivery. The rate of urbanisation in Nigeria is said to be rising at a rate of 4-4.3 per cent/ year which is the highest in the globe (Aliyu and Amadu 2017).
[bookmark: _Toc215251935]1.3 Justification for Selecting Nigeria
The strategic and market driven factors inform the selection of one of the markets in which KFC is venturing. First of all, it is impossible to state that the QSR market has already covered substantial percentage of the population. Despite its operations in Nigeria, KFC has not attained a high level of market penetration in the country based on the size of the potential market in the country especially compared to the limited market penetration of the relatively small African markets such as South Africa or Kenya. Such low presence means that much space is availed to explore further into the market and to explore other geographical locations.
Second, it is high and additional demand of fried chicken and fast-food meals. The analysis of the base of the Statista (2025) indicates that the consumption of poultry in Nigeria is increasing annually and consumers are highly interested in fried and spicy chicken- a combination that provides the product line at KFC with the necessary instinctive correlation. The local fast-food chains have demonstrated that the fried chicken is a segment which the leader in the Nigerian QSR market.
[bookmark: _Toc215251936]2. Comprehensive Strategic Analysis 
The expansion of KFC in Nigeria demands a spectacular strategic study to establish the possibility or impossibility of such an undertaking.This study focused on the KFC and within the context of appropriateness which has not been done before. This study was therefore designed to fill this gap. The study was based on one objective: to determine how franchising strategy is used a market entry strategy by KFC into the Nigerian Market. In this case the macro-environment is measured, industry structure, organisational fit and challenges of internationalisation are achieved in the conventional frameworks that are PESTEL, Five Forces of Porter, SWOT and CAGE Distance Framework. It is these analytical tools that will be deployed to highlight the strategic opportunities and the limitations that KFC will have to struggle with in its effort to enter an emerging economy such as Nigeria. The real world examples of the markets in Nigeria, KFC operations in Africa and the strategies adopted by the competitors where necessary also confirm the analysis.
[bookmark: _Toc215251937]2.1 PESTEL Analysis of Nigeria
A PESTEL analysis or PESTLE analysis (formerly known as PEST analysis) is a framework or tool for strategic analysis and negotiations used to analyse and monitor the macro-environmental factors that may have a profound impact on an organization’s performance. This tool is especially useful when starting a new business or entering a foreign market. PESTEL framework involves the endogenous method of macro environment analysis of Nigeria. According to Johnson et al. (2011), PESTEL can help organisations forecast the existence of external forces that determine the appeal of a market, but it should be supplemented with the industry analysis to make successful strategic decisions.
Political Factors
Nigeria has adopted federal system, which means that state can have a chance to adopt some regulations regarding business. Franchise business is registered faster in Lagos, the capital city of Nigeria, which has incentive to foreign investors. However, conversely, the ones, which require additional compliance records to grant halal certifications are Northern countries, such as Kaduna or Kano.
Chicken Republic has been developed with the assistance of the localised regulatory navigation because state-level licensing agreements have been struck in Lagos and Abuja (Food Concepts plc, 2024). The replication of this in the formation of local partnerships would reduce the political risk in the KFC case.
Economic Factors
Nigeria (GDP of $477bn) is a country where the cost of doing business is becoming expensive because of high inflation making it the largest economy in the African region (Akinkuotu, 2025). A change in the cost of imported goods such as packaging or spices in a scenario such as the case of KFC can push local sourcing policies as was the case with KFC South Africa that is sourcing 70 percent of its supplies locally to minimize the risks of experiencing the currency exchange.
The problem and potentiality is the informal economy. It can be estimated that, the street-food selling of suya and fried chicken is at least half urban QSR. The cheap menu served in Chicken republic is also a subject of targeting by the low-end vendors, with the same population targeted. KFC should adopt the value meal pricing and this will help in brand positioning.
Social Factors
Nigeria has a population of approximately 220 million individuals and over 60 percent of the entire population is under the age of 25 (WILAN, 2025). There is also an increasing demand of convenience foods and western foods among the young consumers as was experienced with high growth rate of Dominoes and Burger King in Lagos malls. The youths in the city also get to see the brands online and place their orders through the assistance of the apps and social media.
Spicy chicken is one of the high ranking countries in Nigeria. KFC is also able to localize its menu such as Zinger burgers and it also has the ability to localize its hot wings. The modified menu must be localised and fried chicken dipped in suya as the side menu in Chicken Republic was an excellent selection given that the localisation of the menu is a requirement.
Technological Factors
The digital ordering system and the loyalty programs can be implemented owing to the mobile penetration of Nigeria (around 90 percent) and constantly rising rates of fintech application. Delivery is regulated in the urban regions by such Apps as Jumia Food, Bolt Food and Glovo. To provide an example, during the time when the COVID-19 was ongoing, KFC South Africa partnered with Mr D Food, increasing the sales of the deliveries by 25. The same strategy should be replicated in Lagos and Abuja, and this would allow KFC to grow the market space without having to invest heavily in the market expansion (Trade.gov, 2025).
Environmental Factors
The waste management problem and energy insecurity exist in Nigeria. Most of the QSR restaurants in the cities have generators, which increase the operational costs. The KFC can also use the adoption of solar energy or hybrid energy sources as it has been practiced in KFC branches in Egypt to ensure that prices can be lowered and KFC can enhance the level of sustainability. Packaging inspection is taking place. Biodegradable boxes have been tested by other competing businesses like Chicken Republic. The idea of green packing must be incorporated into the provision of the brand image of KFC development among urban consumers with middle income.
Legal Factors
NAFDAC and SON place the standards of quality and safety of foods. McDonalds Nigeria has imported some of its sausages, although the sources of chicken will be local in the event of necessity by the demand. KFC is another company that should consider labour laws which govern the minimum wage, working hours. Franchise registration, trademarks and standards of advertising will be observed without any threat of penalties and problems in the work.
[bookmark: _Toc215251938]2.2 Porter’s Five Forces – Nigeria QSR Industry
Porters Five Forces is a competition analysis in the industry. Its strengths are in the fact that it can recognize threats and opportunities in the correct manner. It is limited, in the new markets, however, owing to the fact that there is no appreciation of the informal competition and social-cultural nature (Webhaptic Intelligence, 2025).
Table 2: Porter’s Five Forces for Nigerian QSR Sector 
	Force
	Intensity
	Examples / Insights

	Competitive Rivalry
	High
	Chicken Republic, Mr Bigg’s, Domino’s Pizza, KFC itself, plus informal street vendors selling suya and fried chicken. Local brands often undercut global prices.

	Threat of New Entrants
	High
	Low barrier for local vendors; medium for global QSR brands. Example: Small “bukkatown” fried chicken stores open with minimal investment.

	Supplier Power
	Moderate–High
	Poultry supply can be erratic; feed costs fluctuate. KFC could form partnerships with large poultry farms, like Zambeef’s model in West Africa.

	Customer Power
	High
	Price-sensitive youth prefer informal vendors. High switching potential. Loyalty programs and promotions crucial.

	Threat of Substitutes
	High
	Street food, home cooking, suya stands. Street vendors often cluster near offices, universities, and markets, offering convenient, cheap alternatives.



[bookmark: _Toc215251939]2.3 SWOT Analysis 
KFC’s strengths and weaknesses, along with opportunities and threats in Nigeria, are summarised below:
Table 3: SWOT Analysis for KFC Nigeria Expansion
	Strengths
	Weaknesses

	Global brand recognition – consumers recognise KFC as premium (Euromonitor, 2022)
	Higher prices vs local street vendors and Chicken Republic

	Proven franchising model – used successfully in Ghana and Kenya
	Reliance on reliable supply chains; inconsistent poultry supply is a risk

	Experience in African markets – ability to adapt menus to local taste
	Limited footprint in Nigeria compared to competitors

	Menu adaptability – can offer spicy Zinger, Hot Wings, or jollof rice
	Perceived as a premium-priced option, limiting reach



	Opportunities
	Threats

	Large youth population – potential long-term customer base
	Economic instability, inflation affecting disposable income

	Rising QSR demand – expanding malls, urban centres
	Intense local competition and price wars

	Growth in urbanisation – Lagos, Abuja, Port Harcourt
	Cultural preference for local flavours and informal meals

	Expansion of digital delivery – Jumia, Bolt, Glovo
	Supply chain volatility, including poultry shortages



[bookmark: _Toc215251940]2.4 CAGE Distance Framework (US vs Nigeria)
Depending on the Cultural, Administrative, Geographic, and Economic distance, the Ghemawat model quantifies the international expansion.
Table 4: CAGE Distance Summary with Examples
	Dimension
	Distance Factors
	Implications for KFC

	Cultural
	Spicy food preferences; informal dining culture; halal requirements in Northern Nigeria
	Local menu adaptation; ensure halal-certified ingredients for Northern states; marketing aligns with local tastes

	Administrative
	Complex legal system; inconsistent enforcement; corruption risk
	KFC must engage local legal consultants; navigate Lagos vs Northern state regulatory differences

	Geographic
	Physical distance from US HQ; hot climate; poor road infrastructure
	Local sourcing of poultry to reduce shipping costs; urban cluster approach for stores

	Economic
	Lower income levels; high currency volatility
	Price-sensitive menu offerings; value meals; consider promotional bundles


Critical Interpretation
This cultural and social correlation has led to the potential of Nigeria market. The challenges associated with the administrative and economic distances are; they are minimised through the local partnership, the supply chains localised and menu customisation. Regional distribution centres to some extent will deal with geographic distance.
The geographical composition indicates that Nigeria is a strategic market to KFC (BusinessDay, 2025). The PESTEL analysis reveals that there are positive demographics, technology ready and social congruence to the need of fried chicken. High competition, price sensitivity and supply chain risks are the factors related to SWOT and Five Forces offered by Porter. CAGE framework demonstrates that the cultural alignment rate is quite high, and the threat of administrative and economic dissimilarity is to be considered along with the special strategic arrangements.
[bookmark: _Toc215251941]3. Strategy Development and Formulation
The expansion of KFC into Nigeria is a plan, which must be critically developed by balancing the organisational objectives, the market penetration approaches, the market competent position, the resource strength, and the reduction of risk.
[bookmark: _Toc215251942]3.1 Strategic Objectives
The KFC strategic operations in Nigeria are aligned to the guaranteeing of the sustainable development, reinforcing the global views, and adopting the opportunities of the QSR market in Nigeria:
Expand KFC in Africa - Nigeria is a strategic location and would be the potential center of the West African. KFC Franchising is a business strategy for building a presence in foreign market.  South Africa, Ghana and Kenya are among the few countries where KFC can comfortably follow the same path of franchise based practice (Vueba, 2025).
Embrace the Nigerian urban QSR opportunities - The young population, the emerging disposable income, and the utilisation of online technologies offer tremendous opportunities to the urban centres (Lagos, Abuja and Port Harcourt) as far penetrations of QSR are concerned. Such clusters will be prioritized in the urban-based approaches.
Build leadership in chicken based QSR - KFC will create brand equity, menu differentiation and consistency of operations will be differentiated against informal sellers and local brands (e.g. Chicken Republic, Mega Chicken).
Grow online profit - Forming partnership with delivery companies (Jumia Food, Bolt Food) and online loyalty cards would help increase its reach and online sales which have already been effective in KFC South Africa.
Develop long-term sustainable franchise presence- the KFC would have the opportunity to provide the rapid growth by creating the local experience by utilizing the master franchising system and would share the risk bearing with the local partners in Nigeria. It is geared towards community building of sustainable network that can be replicated at the regional level.
[bookmark: _Toc215251943]3.2 Ansoff Matrix
Ansoff Matrix is among the instruments which are very essential in product and market-based growth strategy. The KFC Nigeria approach belongs to the market development category, which is aimed at the introduction of new products in a new geographical market (Mojekwu, 2016).
Table 1: Ansoff Matrix Application for KFC Nigeria
	Strategy
	Description
	Risk
	Application for KFC

	Market Penetration
	Existing products, existing markets
	Low
	Limited relevance in Nigeria (underpenetrated market)

	Market Development
	Existing products, new geography
	Moderate
	Expansion into Nigeria; menu adaptation with suya-flavoured chicken, jollof rice, spicy wings

	Product Development
	New products, existing markets
	Moderate-High
	Could be considered later (e.g., plant-based chicken in Africa)

	Diversification
	New products, new markets
	High
	Not recommended for immediate Nigerian entry



The moderate-risk strategy is regarded as the most appropriate market development strategy in the global strategy of KFC. Menu- the spicy wings, local sides etc. will be coordinated in a way that the cultural fit is attained but the use of existing brand and other operational knowledge are considered. Such an approach reduces the risks of the appearance of new products in new market and the funds are involved in the building of the existing potential.
[bookmark: _Toc215251944]3.3 Market Entry Strategy
There are supposedly several modes of entry to the market:
Best Practices: Best Master Franchising Model.
The Master Franchise is the best idea that can be employed in Nigeria due to:
· Local knowledge - The Nigerian franchisees have their insight on rules, supply chains and consumer behavior.
· Growth rate - It will give the business the ability to establish many stores in various cities within a very short period of time.
· Fewer capital outlay Yum! The franchise earnings and royalty as well as capital spending will be decreased as well as the brands.
· Risk sharing- Local operating and financial risk of franchisees.
· Potential partners include:
· UAC Foods - The company was established on the premise of distributing and processing chicken food in Nigeria; there are synergies that can be established in sourcing of the chicken.
· Food Concepts PLC- Parent of Chicken Republic; in this case, it may be when there is a conflict of working together but partnership or joint ventures may pursue deals of supplying.
· Shoprite/FoodCo - The current retail and food company would be in a position to keep co-located shops or chain of supply.
Alternative Options
Joint Venture (JV)- It is extremely regulated, and capital and operations are involved. The possible objective partners that it can be interested in are the UAC or local business persons with experience in foodservice.
Company-owned stores - It means greater degree of control but is not acting up to the strategy of international franchising of KFC; capital intensive and Yum! is in the limelight. Brands to operational risk.
The master franchise system offers a balance to the risk, speed and scalability that are in parallel with the successful trends that KFC implements in African markets, such as South Africa, Kenya, and Ghana.
[bookmark: _Toc215251945]3.4 Competitive Strategy
Competitive strategy that KFC has adopted in Nigeria is the Differentiation Focus with Cost Efficiency strategy wherein the company can create a differentiated position, but can retain its financial position. It will achieve this differentiation by leveraging on the international name of the company, quality products, and tailoring the menu to fit into the local taste (Liu, 2023). Flexibility of cultural menu including spicy wings, suya chicken and jollof rice as side dish will ensure that the products are attractive to the consumer of the Nigerian market more specifically the urban youth and the two income earning families.
Local sourcing of poultry, a high ingredient will bring about cost efficiency as it will cause low dependence on imports and reduction in risks of currency devaluation. The centralisation of the kitchen will enable the economies of scale to be realised and it will be able to create the scale volume of the sauces, the ready meals and ingredients and capitalise on the value meals and the promotional package to address the price sensitivity of the Nigerian customer. This branding and low operation cost puts KFC in the ideal position compared to potential competitors such as Domino Pizza and Chicken Republic and the unofficial street vendors that are stealing the QSR territories across the city.
[bookmark: _Toc215251946]3.5 Resource-Based View (RBV) and VRIO
VRIO Analysis
	Resource
	Valuable?
	Rare?
	Inimitable?
	Organised to Capture Value?
	Competitive Implication

	Brand equity
	Yes
	Yes
	Yes
	Yes
	Sustainable competitive advantage

	Global supply chain
	Yes
	No
	Partially
	Yes
	Temporary competitive advantage

	Proprietary recipes & procedures
	Yes
	Yes
	Yes
	Yes
	Competitive parity & differentiation

	Digital ecosystem (apps, loyalty)
	Yes
	No
	Yes
	Yes
	Differentiation in digital channels



[bookmark: _Toc215251947]3.6 Risk Assessment and TOWS Matrix
QSR in Nigeria is also associated with different strategic and operational risks that KFC will be obliged to consider. The issue of devaluation and inflation of the money endangers the profitability and price elasticity of the consumers. Unpredictability in supply chain particularly delivery of poultry is certain to affect the operations and loss menu consistency. The local competition and the threat of retaliation against the already branded competitors, such as Chicken Republic and Mega Chicken, can make the market entry strategy and price susceptible (Solomon et al., 2018). Other regulatory changes that are lawful and operational risks include regulatory changes like food importation policies, tax and registration of franchises.
TOWS Matrix Application
TOWS model has provided a methodological guide on how KFC strength and weakness can be aligned with the opportunities and threats existing in the market. It is possible to manage the opportunities that can be followed using such advantages as the brand equity, the abilities of the operation and the variability of the menu. The same strengths can also be applied to the threats of the retaliation of the competitors and poor supply chains. The drawbacks of the company, including the insufficient presence in the existing market and a larger cost base, can be overcome with the help of such strategic opportunities as alliances with local suppliers and franchisees (Nkoyenim et al., 2023). Finally, the risk management, the flexibility of price and contingency planning can be used to protect the weaknesses and the external threats.
[bookmark: _Toc215251948]4. Performance Evaluation Framework 
The growth of KFC in Nigeria does not merely depend on how it has been structured and enacted, but on the systematic analysis of performance regarding monetary, client, interior procedure and learning dimension. The intensive performance evaluation system will ensure that the strategic goals are transformed into actual products, operations would be streamlined and culture of continuous improvement would be established. Balanced Scorecard (BSC) method would also suit the Nigerian expansion quite well and can be supplemented by Triple Bottom Line (TBL) in order to reflect the demands of the environmental and social sustainability (Etim et al., 2025).
[bookmark: _Toc215251949]4.1 Balanced Scorecard for KFC Nigeria Expansion
Balanced Scorecard presents and provides a healthy model of alignment between the strategic and operational implementation and performance measurement (Kefe, 2019). The rationale of the financial perspective engagement is to determine the profitability and efficiency of the Nigerian expansion. The key performance indicator is the growth of revenues in the outlets of Nigerian origin since it will measure the market entry and acceptance of the KFC products among the customers. Another significant indicator would be store level profitability which would entail the cost management efficiency and operating margins. There is also a high chance that the strategic sourcing of the poultry, spices and packaging materials in its local markets would reduce the cost of goods sold (COGS), and reduce the foreign exchange risk due to naira volatility. The ROI franchise expansion analysis will provide the prospective view of the monetary practicability and sustainability of the master franchise paradigm. 
Learning and growth school of thought deals with organisational ability, human capital management growth. These are considerations such as the training hours of the franchisees, which is necessary in ensuring that the local operators have a chance of operating under equal terms of quality and level of operation. Employee retention is viewed as the capacity of the human resource policy to stay constant, boost morale, and productivity of the workers (Gilpa et al., 2024). 
[bookmark: _Toc215251950]4.2 Triple Bottom Line 
in relation to its operations but the Triple Bottom Line framework transcends that by incorporating social and environmental implications on the performance of the firm in addition to the financial performance to the increasing significance of corporate social responsibility and sustainability in the operation of the business in the world (Elkington, 1997).
Regarding people, KFC expansion can be viewed through the prism of exploiting the local population, that is, the franchising business provides the urban population with a source of income and skill development possibilities. The policy on fair wages should make sure that the labour is within limits and that the perception of good in the society (Shoyemi, 2014). One can as well sell the brand image and social impact that KFC has in Nigeria i. e. sponsoring educational activity or sport events at the local level using sponsorship Community.
[bookmark: _Toc215251951]4.3 Evaluation and Control System
The planet view is concerned with eco-friendliness when it comes to running stores. Power outage is not new to the country and this can be compensated by the energy saving stores which uses solar energy and also a hybrid generator which consumes less operating cost. The waste generated due to the packaging will be reduced with the packaging containers made of biodegradable material, and the equipment made of reusable material, which is a global sustainability issue and consumer requirements (Kolawole and Ayodele, 2024). Furthermore, a waste to energy portion or partnership with the local recycling initiatives can be used to testify to the fact that KFC is also environmentally friendly.
[bookmark: _Toc215251952]5. Conclusion
The strategic analysis and evaluation, conducted in the report, reveals that the organisational capabilities of KFC do almost align with the opportunities that the Nigerian QSR market offers. The high population of the youngsters, urbanisation and rising middle income in combination with the changing food patterns of the Nigerian people give KFC an exceptionally favourable environment to develop in Nigeria. This is an incredibly promising market which can be easily penetrated by the firm due to its globally recognized brand equity, experience in operation and proven franchise system that is developing the resources and competitive advantages necessary to penetrate this market. The localisation of the menu to reflect the culture like suya-flavoured chicken and side foods that will be appealing to the local palate will mean that KFC will be in a position to fit into the local palate whims without the need to compromise on quality and consistency which is a virtue of a global brand.
The master franchise model is the most viable mode of entry because it is a compromise in the sense that it offers high rate of expansion, local skills and split-risk with the franchise associates. This model follows the existing international strategy of KFC, and allows it to expand without excessive investment of capital on behalf of Yum! Brands. The process of establishing partnership with the existing operators in the local centres in Nigeria, centralisation of supply chains and digitisation of delivery channels will enable KFC to establish sustainable and effective presence in urban centres in Nigeria.
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