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[bookmark: _Toc39316378]Executive Summary
In this assignment, critical analyses have been provided on the important business practices, CRM systems and technologies that are utilized by KFC to enhance the quality of its fast-food products, speed of service and overall experience of the customers at its restaurants. To conduct these analyses different theories and models have been utilized to understand the business functions and processes of KFC in order to determine their effectiveness in helping KFC to gain strategic competitiveness and captures higher sales from the customers. The assignment has also provided an in-depth discussion on the working approaches and quality processes (including the use of mobile applications) that KFC utilize to maximize customer value. In addition to this, some important details on the ethical standards that KFC follows have also been provided under this report. This also includes the details associated with CSR initiatives that the company has taken to become a good corporate citizen. Based on these analyses, a brief conclusion has also been provided under the last section of this report.
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Understanding and Engaging in the Customer Experience: Report on KFC
[bookmark: _Toc39316379]1.0 Introduction
This assignment has been created to provide a critical analysis of the important factors that are helping KFC to maximize its customer value. The assignment will also help in determining the systems which have aided KFC by supporting its quality processes. Moreover, it will also provide a critical understanding related to the extent of the effectiveness of these systems in meeting the requirements of the customers successfully. Founded by Harland Sanders in 1930, KFC is a highly famous fast-food restaurant that specializes in providing fried chicken, wraps, chicken sandwiches, salads, milkshakes, etc (Platt and Duronio, 2012).
The headquarters of this restaurant business is located in Louisville, Kentucky, and after McDonald's, KFC is considered as the second-largest restaurant chain in the world in terms of its sales revenue. Moreover, currently, KFC is conducting its operations from more than 22,621 locations in around 136 countries. KFC is one of the important subsidiaries of Yum! Brands, which is also a renowned restaurant company that owns restaurants chains like Wing Street, Taco Bell and Pizza Hut (Shoyemi, 2014). In addition to this, KFC is conducting its operations in a quick-service restaurant industry where it has to provide its fast-food products as promptly as possible by also ensuring high-quality in order to remain competitive and ahead of its fierce rivals like McDonald's.
[bookmark: _Toc39316380]2.0 Factors that Impacts Customer Value
Customer value can be described as the level of satisfaction that customers attain from the products and services of the business at a reasonable price (Kumar and Reinartz, 2016). As KFC is conducting its operations in a QSR industry, there are numerous factors that impact the ability of KFC in this industry to maximize customer value. Among these factors, the most important ones are related to fast delivery of the product (i.e., food items), quality of the products, services provided by the employees at the restaurant, and environment of the restaurant. Moreover, the commercial focus in the QSR industry of the restaurants like KFC is based on maintaining standardization of food with regard to taste, the safety of the products, speed of service, and uniformity at a low cost to increase the customer value.
[bookmark: _Toc39316381]2.1 Customer Relationship Management
Customer relationship management can be described as an approach that helps businesses to interact with both their potential and current customers effectively. Modern CRM systems or software utilizes data analysis to attain information about the history of the customer with the company, which in turn help the organizations in improving their relationships with customers (Hassan et al., 2015). These systems also help businesses to specifically focus on the ways that help them in retaining their customers in long-run, which in turn, also enables them to drive growth within their sales. The CRM software of KFC has assisted it significantly to grow its business by enabling the company to boost the satisfaction of its customers in order to retain them in the long-run.
AmRest, which is an operator of fast-food and casual dining restaurants across Europe, that also manages/operates the outlets of KFC within the region, was facing problems in motivating diners to patronize the KFC's outlets. To deal with this problem it decided to restructure the marketing strategy which it was using to promote KFC outlets. In late 2015, as a part of this strategy, AmRest decided to provide free Wi-Fi services to the customers in more than 548 outlets in the United Kingdom with the hope to capture more sales by attracting new customers and olso helped with the collection of a database of the customers. (Sathaye, 2019).
[bookmark: _Toc39316382]2.1.1 Mobile Application
While collecting the data of the customers, KFC also launched a loyalty program through its mobile application of KFC Colonel’s Club. The application’s interface enabled the customers to view the menu, give feedback on their food, use digital coupons, participate under loyalty programs, locate outlets of KFC near them, and so forth. The points-based system, which was provided by the application helped the company by allowing it to communicate/interact with different customers as per their past behaviours. It also enabled the company to attain information about where its customers were residing and which menu items and outlets they prefer the most to purchase KFC’s products (Wu and Cheng, 2018).
This application is linked to the technology of POS that is used in different outlets of KFC, which assist the sales team/personnel to communicate with the customers through text messages in order to further enhance customers' experience (Randhir et al., 2016). This CRM system of KFC was highly successful since it allowed the company to attain a 25 percent increase under its restaurant’s visit by the customers who downloaded and used the KFC’s mobile application. The company was also able to increase its revenue under those outlets by 12 percent who used the application, which also helped KFC to improve its relationship with the customers.
[bookmark: _Toc39316383]2.2 The Loyalty Effect
The model associated with the loyalty effect can also be utilized to assess the impact of the factors that influence the ability of KFC to maximize customer value. The model suggests that the customers of the business can be influenced either negatively or positively by the management, which in turn, can terminate or allow the company to continue its relationship with its customers. Again, KFC maintains a positive relationship with its customers by providing training to its employees, which help the business in ensuring fast-delivery of the food items that are ordered by the customers. This, as a result, reduces the waiting time of the customers on the queues. Similarly, the staff at the outlets of KFC also maintain cleanliness at the restaurant and provide high-quality products on affordable prices, which again motivate customers to continue their relationship with KFC. (Omer, 2018).
[bookmark: _Toc39316384]2.3 The five dimensions of Customer Value
2.3.1First dimension is Conformance to Requirements
They need to conform to the customer requirements. So when they buy a hamburger they expecting, they expect the hamburger to meet their requirements such as a good taste, the best cooking way.
Raking 
Based on my experience KFC’s products, I give 9/10 its conformance to requirements. For McDonald which it is a competitor for KFC I give the same 9/10 because I discovered they do the same requirements.
2.3.2Second dimension is Product Selection  
KFC has a large verity in the menu they cook from hamburgers to salads, fries, desserts, cheese bits they cook for young and old people. My ranking for this dimension its 10/10 am giving this rates because they have a large verity of food from where a customers can choose. For McDonald I will give 9/10 because they have a lower range of products.  
2.3.3The third dimension is Price and Brand Price
In this dimension it’s all about the amount of cash or product is delivered on the market. Based on my experience regarding KFC’s pricing I am founding much more expensive than McDonald so my ranking it is 9/10 for KFC and 10/10 for McDonald.
A company brand it is about name, logo and specific words, the brand allows the company to be recognized on the market sometimes customers they prefer to choose the branded products in detriment of the unbranded products. The brand can have double price, but you can have the same quality product at a local shop. My ranking for KFS it is 9/10 and for it is competitor McDonald 9/10.
2.3.4The fourth dimension is Value Added Services
KFC is trying to make every customer happy, being the first fast food how brought on the market fried chicken, they keep the menu fresh regarding the market request based on the original receipt, they trying to be unique against his competitors. 
Ranking 
I choose my ranking after I did research on KFC Value Added Services and his competitors. I give KFC 9/10 and 8/10 to McDonald.
2.3.5The fifth dimension is Relationship & Experience 
Having positive relationship with the customers it is very important for the business growth, a good experience in a fast food brings most of the customers back sometimes not just once they can become regular customers how will make the company know on his friends. KFC is trying the stuff how to communicated with the customers, how to serve and to engage into a relationship (staff-customer), to offer a good experience at the restaurant not only to enjoy the good food.
Ranking
My ranking based on my experience with KFC and McDonald it is 9/10 for both of them. As a regular client of KFC and McDonald I must say that not only once I was impressed about the stuff kindly and how quickly they managed to solve any problems. I really enjoy every time I good to the restaurant.
Summery table:
	
	Evaluation Ranking for KFC
	Evaluation Ranking for McDonald

	Conformance to Requirements
	9/10
	9/10

	Product Selection  
	10/10
	9/10

	Price and Brand Price
	9/10
	9/10

	Value Added Services
	9/10
	8/10

	Relationship & Experience
	9/10
	9/10

	Total
	46/50
	44/50


According to the ranking table looks like KFC is better in customer value compare with his competitor McDonald. 

3.0 Systems that Supports Quality Processes
It is highly important for KFC to deliver on the expectations of its customers, which in turn, helps this fast-food restaurant to attain strategic competitiveness and earn above-average profits. To ensure the quality of the food at its restaurants by following the defined standards of QSR industry, KFC utilizes training guidelines and measurement system known as CHAMPS which is an acronym of cleanliness, hospitality, accuracy of orders, maintenance, product and speed of service (Yang, 2014). 
In order to ensure that the company strictly follow these standards in all its restaurants at all times, it has also created an internal review process known as Champs Excellence Review. In addition to this, KFC also utilizes mystery shoppers to evaluate the services provided by its employees and the quality of the food that is sold under its outlets (Balakrishnan, 2015). The SERVQUAL model has been utilized in the below section to evaluate the service quality of KFC.
[bookmark: _Toc39316385]3.1 SERVQUAL Model
SERVQUAL can be described as a gap method which is often utilized to measure the quality of the services that are provided by the businesses to the customers. It helps in identifying the potential gap between the expectations of the customers and the actual services which are offered by the business at various stages of service delivery. There are five attributes or dimensions of SERVQUAL model that can be utilized to assess the quality of service that is provided by KFC under its restaurants. These dimensions have (by considering the operations of KFC) has been explained below:
[bookmark: _Toc39316386]3.1.1 Reliability
Reliability can be described as the ability of the company to perform the promised service accurately and dependably. At KFC, the reliability of its services is measured by its customers by evaluating the speed of service or delivery of the ordered food item. To maintain the reliability of its services, KFC is using QSR automation software known as ConnectSmart® Kitchen (CSK) in more than 900 locations. This software has helped the employees of KFC to decrease errors while taking the orders from the customers, which in turn, has allowed the company to improve efficiency and speed of delivering the food products of the customers on the right time without any delays (QSR Automations, 2019).
Ranking
My ranking for this dimension is 9/10 KFC and 8/10 Mcdonald.
[bookmark: _Toc39316387]3.1.2 Assurance
The dimension of assurance can be described as the courtesy and knowledge of the employees, which also include their ability to inspire confidence and trust among the customers. KFC is meeting the expectations of its customers on this dimension by providing training programs to its employees so that they are able to solve customers’ queries and provide optimal services to the customers at the restaurant. For instance, the management training program of KFC which it provides to its employees has helped the employees to handle the complaints of the customers more efficiently (Hossain and Hossain, 2012). In addition to this, these programs have also assisted employees by improving their creative problem solving and situational leadership skills.
Ranking
My ranking is 9/10 KFC and 9/10 McDonald.
[bookmark: _Toc39316388]3.1.3 Tangibles
The dimension associated with tangibles can be described as the appearance of the employees, equipment and physical facilities of the business. The in-store settings of KFC (e.g., napkins, tableware, trays, etc.), as well as its take-out packaging, and employee courtesy, efficiency and appearance, have all been observed to remain uniform across every outlet of KFC (Chib, 2012). In addition to this, proper management of aesthetics and experiences of the customers at the outlets have also enabled KFC to improve its corporate/brand identity, overall public face, as well as top of the mind awareness and product recall among the customers.
Ranking
My ranking is 10/10 for both.
[bookmark: _Toc39316389]3.1.4 Empathy
This dimension highlights the individualized attention and care that is provided by the businesses to the customers (Kurniawan and Sidharta, 2016). As already explained above, the points-based system that is used by KFC under its mobile application as a part of its CRM strategy helps KFC to communicate with its customers and analyse customers’ behaviours based on their history with the business. This system enables KFC to identify its loyal customers by allowing the company to assess the frequency of visits and purchases of food items which are made by different customers under its outlets. This, in turn, has helped KFC to provide individualized attention and care to its loyal customers as the company is able to offer these customers special discounts and promotions in order to further increase their satisfaction with the services of the business (Haider et al., 2010).
Ranking 
My ranking is 10/10 KFC and 8/10 McDonald.
[bookmark: _Toc39316390]3.1.5 Responsiveness
The final dimension associated with responsiveness can be described as the willingness to help the customers and provide them with timely and prompt services. As stated earlier, KFC follows specific parameters related to the speed of service (i.e., services) in all its restaurants globally. For instance, the company has made it mandatory for every employee under its outlets to ensure that customers take no more than a minute or sixty seconds to reach the till to place their orders and walk away with their food (Aftab et al., 2016). Similarly, KFC has also increased its responsiveness while providing home delivery by ensuring that orders of the customers are taken by the sales personnel under sixty seconds and the delivery of the ordered product is made under 30 minutes.
Raking 
My raking is 9/10 KFC and the same for McDonald.
Summery table:
	
	Evaluation Ranking for KFC
	Evaluation Ranking for McDonald

	Reliability
	9/10
	8/10

	Assurance
	9/10
	9/10

	Tangibles
	10/10
	10/10

	Empathy
	10/10
	8/10

	Responsiveness
	9/10
	9/10

	Total
	47
	43



Based on the table above makes KFC better than McDonald in service quality.
[bookmark: _Toc39316391]3.2 Design Chain Operation Reference (DCOR) Model
As stated earlier, quality of fast-food products, as well as the speed of service are some of the important factors on which KFC gives high attention in order to improve the overall satisfaction level of the customers with its business. For this, KFC follows stringent parameters or practices that not only allows it to avoid delays and errors in providing the ordered food item to the customers, but it also enables the company to ensure that the quality of food remains above par in comparison to its rivals like McDonald’s. 
Thus, to assess all these processes related to maintaining quality and providing prompt services to the customers, Design Chain Operation Reference (DCOR) Model has been used in this section to analyse the performance of KFC on these dimensions. DCOR model can be described as a framework that can assist in linking technology features, best practices of the business, metrics and business processes into a single/unified structure to facilitate the communication among the design chain partners (Estampe et al., 2013). 
Another important component of the DCOR model which can be used to assess the supply chain performance of KFC is related to the technology that the company has used to ensure prompt delivery and availability of adequate supply of product to the meet the demand of the customers (O’Marah, 2018). The ability of KFC to predict/forecast the demand or the consumption numbers not only impact the satisfaction of the customers (which is an important performance metric at KFC) but also the operation cost of the business in terms of lost customers (i.e., prediction numbers or forecast related to procuring the right quantity of supply is lower than demand) and wastage (i.e., prediction numbers are more than the demand).
Thus to deal with this problem, KFC has installed an in-house system/technology known as Management Projection and Control (MP&C). This system enables the restaurant managers of KFC under their outlets to view the past four-week’s consumption history of the fast-food product by hour. 
For instance, in most outlets of KFC, a single fryer usually have the capacity to cook a maximum of eight heads of chicken (a single head of chicken equals to nine pieces). Moreover, it is mandatory for the employee at KFC to use separate fryers to cook the different types of fried chicken in order to enhance their quality. The usual business practice of KFC, in this regard, that is followed by the employees of KFC is to use pressure fryer to cook the original version of the fried chicken and open fryer to make spicy chicken. Similarly, every outlet of KFC tries to ensure that a single cashier till take up to 60 customers (which is considered as an ideal target) as per the standards related to the speed of service (Herzi, 2013). However, in reality, a single cashier till usually serve around 35 customers since these customers also take time at the till to select the food item from the menu.
[bookmark: _Toc39316392]3.3 ACSI Scores of KFC
The American Customer Satisfaction Index can be described as an important economic indicator that helps in measuring the customers’ satisfaction level across the economy of the United States. Every year, 180,000 customers are interviewed to create the ACSI, in which they are asked about their experiences and satisfaction level with the product or services they have purchased/consumed during the year (Angelova and Zekiri, 2011). Most organizations are scored under this index on a scale of 0 to 100 at the national level, with 100 being the best and highest possible score. The ACSI scores of KFC that were recorded in the last 10 years in the United States are provided in the below figure.
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American customer satisfaction index: KFC restaurants in the U.S. 2000-2019 (Source: https://www.statista.com/statistics/216698/kentucky-fried-chicken--customer-satisfaction-in-the-us/)
)


From the above line graph, it can be clearly seen that the ACSI score for KFC was highest in 2013 but it experienced a sharp decline and then again start to rise in 2015. Moreover, the figure is also showing that the ACSI score of KFC in 2019 was 78, and the line graph is highlighting a rising trend under the scores. This means that customers are getting satisfied from the products and services that are sold by KFC and the company’s above-discussed strategies, business practices and technologies are successfully enabling it to enhance its image under the QSR industry in the eyes of its target customers (Lock, 2019).  
[bookmark: _Toc39316393]4.0 Ethics and Corporate Responsibility
There are several important systems and guidelines that KFC follows to meet the ethical standards associated with providing high-quality food products. For instance, KFC uses a management system known as Hazard Analysis Critical Control Point (HACCP) that helps the company in identifying, analysing and controlling all the possible chemical, biological, and physical hazards in order to ensure the safety of its food products. Similarly, the company also implements a specific daily operations standard related to sanitizing utensils and equipment to ensure that the preparation of the food remains free from harmful bacteria and germs. KFC has made it mandatory for every outlet to use only easy-to-clean utensils and food-safe equipment while preparing the food (Koh, Seet, and Seng, 2013). 
[image: ] (
Citizenship Journey of KFC (Source: https://global.kfc.com/our-social-impact)
)Some of these CSR initiatives of KFC are also based on establishing a reporting mechanism and seeking continuous improvement to demonstrate the company’s ongoing commitment to sustainable production systems. The company hopes that all these systems will enhance its ability to protect environmental, animal and human health even further which it has stated under its holistic Sustainable Animal Protein Principles and Good Antimicrobial Stewardship Program. Some of the milestones that KFC has achieved (or planning to achieve in future) as a part of its different CSR initiatives for the planet, people and food under its citizenship journey have been highlighted in the below figure.
[bookmark: _Toc39316394]5.0 Conclusion
From the above analysis, it can be concluded that the business practices, CRM systems and novel technologies that are utilized by KFC in all its restaurants and outlets have helped it substantially to provide high-quality fast-food items, while also enabled it to maintain the speed of service to enhance the overall experience of the customers. This is also the reason why KFC has been able to observe significant improvements under its ACSI scores, which in turn, has also helped the company to increase its sales by attracting new and retaining existing customers successfully. However, KFC will have to continuously improve its business practices by utilizing novel technologies and business practices in the future as well to both reduce the cost and enhance the efficiency of its important value chain activities. This will help the company to ensure that it attain higher profits and perform better than its rivals in the long-run under the QSR industry.
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