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Abstract
Cultural differences are often recognized as a significant aspect that has to be considered while undertaking an international marketing practices. Therefore it attracts the “attention” of several researchers. The theoretical work of this study mainly contains cross - cultural theories and a “4P marketing strategy”. Furthermore, the aforementioned theories are collected within an “analytical model” that will explain the relationship between the 2 approaches. This will be used as a foundation for gathering and analyzing the collected “empirical findings” when discussing global marketing. Moreover, one of the major challenges is often to consider cultural differences. A collection of ingrained ideas, attitudes, and traditions that directly influence how people behave in a market are referred to as a culture in terms of international marketing. Elements like values, agreements, and enterprises are frequently ingrained in society and have observable variances between nations. There are various ways that cultural differences might be seen. When marketers strive to make choices that assist them join a foreign market, distinguishing certain symbols, characteristics, rituals, and values is always difficult since they are intangible and difficult to quantify. Additionally, it is impossible to directly see the values that define a culture.
(Yu Cui and Zhang Ting, 2021)
By appropriating items from many cultures (such as fairy tales, picture books, or advertisements), society celebrates individual ideals and communicates its choices over the alternatives. The value notion, which is the estimated centre trend of the replies, is then frequently used racially. Discounts are also inadvertently acquired; individuals only have a partial awareness of them, and assessing values is a difficult undertaking. Their shared issues stem from their false belief that external markets would be comparable to domestic market as well as that they can conduct commerce in a same manner, despite the fact that the ideals of culture satisfy this society's necessity structure and purpose; it is a culture that sets the standards shared by significant sections of this society, which in turn sets the rules for working in this market.
 (Doole and Lowe,2021)
This dissertation employs a subjective research methodology. We shall choose two representative American businesses from the many instances; the information was gathered through semi-structured telephone conversations. Secondary information was also added to the data, including such information from other corporate websites and research publications. This investigation has led us to the conclusion that cultural variations have a varied impact on both organisations' 4P marketing tactics. The primary variables that somehow way affect how a marketing plan is implemented in global markets are languages, values, and client behaviour of the country and culture.(Doole and Lowe,2021)
     



	- 1 - 

Table of Contents
1.0 Introduction	4
2.0 Background research topic	5
3.0 Literature review	5
4.0 7PS Marketing Mix	5
4.1 Product	6
5.0	Distribution and location strategy	7
5.1 People	7
5.2 Process	7
5.3 Physical proof Evidence	7
6.0 Pestle analysis	8
6.1 Political	8
6.2 Social	8
6.3 Economical	9
6 .4 Environmental	9
6.5 Technological	9
6.6 Legal	9
7.0 PESTEL analysis	9
7.1 Advantages	10
7.2 Disadvantages	10
8.0 The Ansoff Matrix	10
8.1 Market dominance	10
8.2 Market expansion	10
8.3 Product creation	11
8.4 Diversification plan	11
8.5 The Tricomponent model	12
8.6 Conation	12
8.7  Affect	13
8.8 Esteem needs	13
9.0 Love and belonging	13
9.1Safe and safety	14
9.1 Physiological needs	14
9.2 Advantages of the Maslow model	14
9.3 Disadvantages of the Maslow model	15
9.4 Cultural differences	15
9.5 Measurement is quite difficult	15
10. 0 Porter's Generic	16
10.1 Flows for Porter's Generic Strategies	16
10. 2 Diversification	17
10.3 Differentiation	17
10.4 Intensive Growth Strategies	19
10.5 Aim of Kentucky Fried Chicken in China	19
10.6 Market Penetration Strategy	19
10.7 Product Development Strategy	20
10.8 Market Development Strategy	21
10.9 Market Penetration Strategy	22
11.0 Product Development Strategy	23
11.1 Market Penetration Strategy	24
11.2 Product Development Strategy	25
11.3 Market Development Strategy	26
11.4 Diversification (Supporting Strategy)	28
11.5 Limitations of the model	29
11.6 Diversification (Supporting Strategy)	30
11.7 Limitations of the model	31
11.8 External factors	31
11.9 Rapid expansion	33
12.0 The possibility of feedback	34
12.1 Internal factors	35
12.2 Consumer behaviour is central to marketing strategy	37
12.3 KFC's positive consumer impact strategy	37
13.0  METHODOLOGY VERSUS METHODS	39
13.1 RESEARCH PHILOSOPHY	40
13.2 RESEARCH STRATEGY	41
13.3 SELECTION OF RESEARCH	41
13.4 QUESTIONNAIRES	43
13.5 Questionnaire	44
13.6 Participants	44
13.7 Methods	44
13.8 Analysis	44
13.9 Procedure	44
14.0 Ethics statement	45
14.1.Secondary Data	45
14.2 Traditional model	45
14.3 Economic perspective	45
14.4 Sociopsychological perspectives	46
14.5 Cultural Perspective	46
14.6 Model of Intercultural Management	46
14.7 Questionnaire	48
14.8 Results	50
14.9 The Ansoff Matrix	55
15.0 Market Penetration	55
15.1 Market Development	56
15.2 Product Development	56
15.3 Diversification strategy	56
15.4 The Tricomponent Model	57
15.5 Conation	57
15.6 Discussion	58
15.7 Limitations	59
16.0 Recommendations	59
17 .0 Conclusion	60




[bookmark: _Toc117962819]

1.0 Introduction

The 1920s saw the start of the current fast food business, which is continuously expanding. Western-style fast food was first introduced as a result of rapid economic growth and a faster pace of life.
The majority of married women raised their children at home in the 1950s. In the 1960s, a lot of women started working again. Women, for instance, rely mostly on “TV dinners” and fast food joints since they have less time and energy to devote to cooking and housekeeping. For instance, single parents rarely possess leisure to devote in the kitchen. Individuals who live in solitary rely on this style of cuisine because it is typically less hassle-free to cook for one person (Wilson, 2021). People need nourishing nourishment. (Le, 2021)

A global company like KFC is adapted and focused on localization and manages to realize its profits in foreign countries. KFC works and adapts to a localization strategy in China, changing the taste of food and responding to the likes of local people, using localization and product management, and localizing prices that are appropriate for these customers in China.
The aim is related to the research problem. The main goal is to study the different marketing strategies in various cultural environments and how the specific national culture influences these strategies implemented by some multinational companies in a given industry. Their system is used in the market and consumer behaviour.
The study’s objectives are to identify current marketing strategies used by KFC in the Asian market and to analyze how this affects the purchasing behaviour of KFC customers.
Proposals are made for future marketing strategies for KFC and maintaining a strong competitive advantage and the impact of specific culture on the international marketing strategies of multinational companies.


[bookmark: _Toc117962820]2.0 Background research topic

KFC is one of the leaders in international fast-food restaurants; KFC catering services are available worldwide. Kentucky fried c is the largest fast food chain, selling mainly chicken, sandwiches, and salads and focusing primarily on fried chicken; Kentucky Fried Chicken also sells roasted chicken food, desserts, and headphones online. In addition to North America, the food is sold in other countries, such as pork ribs, burgers, and kebabs (Kurtz, 2021).
 KFC managed to enter the Chinese market in Beijing, and joining Kentucky Fried Chicken and Other Ready Meals as an original restaurant is very successful in vast Chinese cities. It is considered part of Chinese life, implemented by some multinational companies in a given industry. Their system is used in the market and consumer behaviour. The study's objectives are to identify current marketing strategies used by KFC in the Asian market and to analyze how this affects the purchasing behaviour of KFC customers. Proposals are made for future marketing strategies for KFC and maintaining a strong competitive advantage and the impact of specific culture on the international marketing strategies of multinational companies.

[bookmark: _Toc117962821]3.0 Literature review 

According to Rajul Bhardwaj (2022), who studies fast food and its impact on customer satisfaction and sales. The study improves the measurement of behavioural relationships between consumer satisfaction and the presentation of food-specific data in the food retail sector. The study is shown that companies use these results to develop appropriate customer satisfaction policies.

Mohammed, Rosita Naina, Daoud, and Norzaidi Mohd (2022) explore how the impact of religious sensitivity affects brand trust, justice, and the values ​​of the fast food industry in Malaysia, focusing on the fast food industry and the effect of spiritual sensitivity on brand trust, fairness, and values. The results give a clear picture of the sector and fast food in other organizations with a similar structure on how marketing strategies can be managed to improve business efficiency.

[bookmark: _Toc117962822]4.0 7PS Marketing Mix

We will look at a detailed overview of KFC’s marketing mix, delving into KFC’s 7P that includes “price, product, place, promotion, process, people, and physical environment” and describing how a business uses the above traditional marketing techniques to expand its business operations. Moreover, KFC is recognized as a large restaurant country and is an American corporation with a command centre in Louisville, Kentucky.

[bookmark: _Toc117962823]4.1 Product

In addition to chicken meals and vegan options, KFC also sells beverages, snacks, and salads. Many people avoid fast food due to health issues because fresh meals are regularly prepared in restaurants under the supervision of trained chefs, producers do not use artificial colours, artificial flavours, or trans fats, and they work hard for a long time to ensure that the products have low levels of salt, fat, sugar, and calories. (KFC, 2021),


4.2 KFC’s product strategy 
Increased market penetration
Sales for KFC expand by 40% by the final quarters of the existing fiscal year, new goods reach 10% within the first month of their release, and consuming of old products has rapidly increased by 45% this fiscal year. KFC based on these aspects by 30%.

4.3 Price and Price Strategy 
Investigating price in KFC’s marketing mix Due to KFC’s global presence, using a geographic locality pricing approach results in different prices depending on the nation. As a result, a competitive pricing strategy will be implemented, maintaining the company’s price in line with its rivals so that consumers have little to no motivation to switch from competitors’ products pricing structures.

4.4 Place/distribution and local strategy

KFC runs more than 24,000 locations in much more than 145 nations and regions throughout the world. It organises its activities into areas including Africa, South America, Asia and Oceania and the Caribbean, the Middle East, Europe, and North America. However, some restaurants exclusively provide delivery as well as dining services, and in combination with their partners, solutions for home delivering services have also been created. Consumers in the UK, for instance, can use Just Eats, Uber Eats, or Deliveroo to place online meal orders and have it delivered. (QSR, 2020).

[bookmark: _Toc117962824]5.0	Distribution and location strategy

[bookmark: _Toc117962825]5.1 People 

The company, the parent of KFC and works with other brands, and employs about 1.5 million employees worldwide. Furthermore, this company has spent a fortune on employee training technology.
KFC is announcing efforts to create “5,400” job opportunities in the UK and Ireland by the “end of 2020” (BBC, 2020), with a focus on the safety and well-being of its employees (Lightfoot, 2017).

[bookmark: _Toc117962826]5.2 Process 

KFC is a company that works with other brands, employing approximately 1.5 million people worldwide and spending a fortune on employee training technology.

[bookmark: _Toc117962827]5.3 Physical proof Evidence

Process business functions of KFC follow a set of steps; for example, this is the ordering of straightforward food. Customers can eat in a restaurant and buy their products, see it through the websites of KFC partner organizations, and order food from the official KFC website, which directs them to one of the delivery partners. Of this company.


[bookmark: _Toc117962828]6.0 Pestle analysis

[bookmark: _Toc117962829]6.1 Political 
KFC decides to use psychological change and continues to sell the same high-calorie chicken, which can make them “forget” the connection between the wrong diet and fried chicken.

Economic Brands owns KFC, as well as other restaurants operating in fast food sectors such as Taco Bell and Pizza Hut. Moreover each of these of these companies are experiencing some difficulties within the “Chinese market”, with majority people seeming unable to grow up; part of this problem for the KFC which tries to distance itself by shortening its name, more than the menu of KFC that includes a varied form of “fried chicken”, these customers do not have many options, KFC is developing vegan options to cater to vegan and dietary customers. For example, KFC has recently started experimenting with “fried chicken sandwiches” instead of rolls. In addition, two vegan versions of fried chicken have also been developed: boneless wings and vegan bites.
[bookmark: _Toc117962830] 6.2 Social 

Fast food restaurants have social problems that lead consumers to associate with the negative feelings of a brand; consumers are worried about the wrong attitude towards the reduced workers in the food industry, as well as the attitude towards animals used in the menu due to hormone injection
 are changing, as are other animal welfare organizations, protesting against the unfair treatment of these animals and refusing to engage in this unethical practice.
 KFC’s menu is full of these foods, and obesity in Western countries and fast food restaurants, as an example of KFC, are regularly accused of satisfying people who want healthier choices and offering vegan options.

[bookmark: _Toc117962831] 6.3 Economical

The tangled history of KFC's paper supplier affects people's perceptions of the brand and the paper company's connection to deforestation, which is bad for the environment. Also, it contributes to the endangerment of wildlife and similar species.
Technologies. KFC is a diverse company that adopts the latest technology for its employees, believing that improving this environment can improve customer service. This is a typical move, younger workers are more open to adopting this technology considering that they are more open to embracing and comprehending workplace technology. 
KFC introduces employee communication using social platforms.

[bookmark: _Toc117962832]6 .4 Environmental 
A convoluted past has shaped the paper supplier's perception of the KFC brand. Unfortunately, it also worsens the situation for animals and other species that are already in danger of going extinct.
[bookmark: _Toc117962833]6.5 Technological

Unlike other fast food restaurants, KFC offers the most advanced delivery technology, kiosks and a way to make ordering easier. For instance, ordering meals online these days allows you to pay for it before you ever reach the register, which greatly speeds up the customer experience. With this click and collect option, 98% of the sites that offer it see an increase in profit of 20%.
[bookmark: _Toc117962834] 6.6 Legal

Currently, KFC operates more than 120 restaurants worldwide, remaining operational, following the laws in each location. Furthermore, if they disregard any laws, they can end themselves in court or perhaps have their business shut down.

[bookmark: _Toc117962835]7.0 PESTEL analysis
By keeping in mind external trends and considerations, KFC's PESTEL analysis aids the organisation in making the best strategic decisions. The PESTEL study of KFC will take into account crucial elements of the surrounding environment that have an influence on the company. Additionally, by detecting market trends and behaviours, "Patagonia Gold Plc's Pestel / pestle" analysis can equip firms to seize possible development opportunities. 

[bookmark: _Toc117962836]7.1 Advantages
Save is a model that provides a wide range of analyses of a company's state. A window of opportunity for strategic thinking has opened up. It investigates the political, economic, and social development situation that shields a specific company from unwelcome obstacles and threats.

[bookmark: _Toc117962837]7.2 Disadvantages 

Using аn insufficient marketing analysts or adding data that is inaccurate for this type of analysis, resulting in false overestimation. At the same time, extracting a large amount of data causes a stray effect in the analysis, resulting in an incorrect result. Pestel's analysis is based on assumptions and changes in the environment, all of which lead to incorrect results.

[bookmark: _Toc117962838]8.0 The Ansoff Matrix
[bookmark: _Toc117962839]8.1 Market dominance
Penetrating the market refers to the sales of products and services within a particular market, such as Brazil or Argentina. KFC is constantly seeking for ways to raise the calibre of its offerings. A market penetration plan was created as a consequence to help with the categorization of outdated products prior to introduction. The development of several retail locations throughout different regions of Brazil and Argentina will support the strategy for accessing the KFC industry. The company's market share earnings also rise as the quantity of franchisee outlets rises. (Black, 2018)

[bookmark: _Toc117962840]8.2 Market expansion

The market deals with creating and distributing products and activities, and the global scope is growing. On the other hand, selling current items in a new market at a higher price might be seen as emerging market. Furthermore, Young and middle-aged individuals make up the majority of KFC's clientele. However, KFC is growing its client base and setting a shop in every region in order to reach its target market worldwide. Gaining more clients boosts these companies' profitability and helps them make up for earlier losses. (Black, 2018)

[bookmark: _Toc117962841]8.3 Product creation

Developing these items also refers to producing new or distinctive services or products that will offer the client more advantages. Numerous consumer preferences have changed as a result of shifts in customer demography and occupations. As a result of this variety, KFC must concentrate on creating energising choices like vegetables and low-calorie foods. Additionally, people like low-fat products since they care concerning their wellbeing. KFC's product portfolio is growing as a consequence, and it is gaining more clients. Due to the expansion of the target market to cover a most current products and services, sales have surged. (Cheverton, 2018).

[bookmark: _Toc117962842]8.4 Diversification plan

A business's core and auxiliary operations must be integrated in order to create a successful diversification strategy, which refers to the creation of goods and solutions that would provide it a comparative edge. Large firms like Hardee's, KFC, as well as McDonald's are adopting a differentiation strategy to compete in the marketplace. KFC has produced a range of goods throughout the years to preserve its competitive edge. Imitation is challenging due of KFC's unique production method. The business provides salads, chicken, sandwiches, and packaging for sales. However, the corporation's primary concentration is fried chicken, as it offers a huge selection of chicken items. KFC has continued to be a unique brand in the fast food sector as a result.

According to (Terpstra & Russow, 2022), expanding its business to foreign markets presents a significant challenge because the business environment, culture, politics, and society differ from the internal market, and this is the way to develop new products. As a result, appropriate adaptation or standardization should be considered; this has an impact on sales and customer preference (Boztepe, 2021).

The provision of identical products for internal and external markets is referred to as standardization (Kotabe & Helsen, 2021). Localization (personalization) refers to companies adapting products to meet the needs and requirements of customers in various markets. Standardization prioritizes low costs and mass production while ignoring customer preferences. Customer satisfaction is achieved through product customization through localization. With this globalization process, a standardization and localization strategy has been chosen.
Some researchers assert that standardization of their services and products is a major aspect of their “marketing strategy”, citing the belief that the improvement of communications and technology in global marketplace is becoming “homogenized”. It is a cultural process that comes together, and some claim that its requirements and consumer choices are similar around the world (Kotler et al.) The provision of the same products for internal and external markets is referred to as standardization. Such requirements, technologies, and low trade barriers enable multinational corporations in order to sell the similar goods and services in multiple markets (Zou & Cavusgil, 2021)

[bookmark: _Toc117962843]8.5 The Tricomponent model

In order to meet this challenging problem, KFC China established a delivery unit as well as a unit for distribution, a costly endeavour but essential if the business grows quickly, has a lengthy and extensive meals, and is swift to introduce new items. "Fast-food chain" stores within the US as well as in Europe depend on channels and distribution companies to make sure that food is correctly digested and archived in the freezer from the homestead to the eatery.

[bookmark: _Toc117962844]8.6 Conation

Cultural forces its clients to choose certain products and services by sending them instant messages. Shops first must understand their environment and culture since this will make them aware of their possibilities and consumer preferences (Gillespie et al., 2021). Because different regions have distinct history and traditions, the social or cultural factors that make up the company's marketing mix, point out that cultural differences restrict products and services. Beyond cultures and customs, it's crucial to recognise and entice clients to make purchases. It may give fresh prospects for multinational corporations, like McDonald's representing McChao in Japan. (Gillespie).

[bookmark: _Toc117962845]8.7  Affect

It is difficult to grow KFC in China since a well business may easily get to be the focus of customer responses to fast food's supposed drawbacks. There are some emerging health challenges in the West. It is apparent that the expanding view in the West and meals heavy in fat and carbs have a part in obesity, and some companies may take measures to prevent similar issues in China. The firm is in a strong position to promote different restaurant styles, including local ones. The organization is working on a balanced fast food concept to promote a healthy lifestyle. KFC children's meals include vegetables and juice, but french fries and fizzy drinks are also available.


[bookmark: _Toc117962846]8.8 Esteem needs 

Consumer satisfaction also has an impact on culture. Consumers are at the centre of consumer behaviour. Therefore, while executing marketing campaigns, marketing managers must constantly take their clients' cultural values into account. Purchasing choices made by clients are significantly influenced by their interpersonal and emotional behaviour.

[bookmark: _Toc117962847]9.0 Love and belonging

Lee and Carter (2022) define the relationship between culture and customer behaviour; culture and customer behaviour interact with one another. A specific group to which they belong shapes the cultural and value system. On the other hand, everyone have unique values that are shaped by their local, social, and familial cultures. Terpstra and Russow (2022) claim that individuals who comprehend local cultures start to engage in global marketplaces. Since culture impacts behaviour, cultural values affect various companies as well as the wants and desires of individuals. Marketing communication, according to Kim (2022), transmits signals between cultural value frameworks and customer behaviour while also having a direct impact on customer behaviour. (Kim 2022) ,
[bookmark: _Toc117962848]9.1Safe and safety 

Given Chinese consumers' concerns, food safety is critical. KFC China faced this problem a few years ago, and while it was quickly resolved, China reported a 30% reduction within their operating profits. Furthermore, with the most modern and integrated system, KFC China is most closely related to the supply chain to feed their organization with other raw material suppliers and offers training to their workers to improve their personal hygiene while they work at their workplace. This also includes the process of washing their hands and manner in which they are dressed. for China's cold chain, with 11 logistics service centres  and a full range of services, as well as six satellite centres serving each province. In the winter, drivers must rely on contingency plans such as renting temporary storage and reserving seats to avoid traffic that can stretch for miles. (Chen, Wei, 2021)

[bookmark: _Toc117962849] 9.1 Physiological needs 

According to Curtis et al. (2007), European fast food outlets are preferred by women, the younger generation, those with better incomes, and kids in regards to eating fast food. The average wage is more than it formerly was, and lifestyle is evolving. Fast food businesses like KFC and McDonald's are particularly popular with kids and are growing quickly in urban areas (Cheng, 2003). Younger folks are drawn to places where their kids may commemorate their anniversaries, in part since they think European fast food is trendy; elderly Chinese people often tends to be less interested in European fast food; some go with kids or their grandkids. (Parker, 2021)

[bookmark: _Toc117962850] 9.2 Advantages of the Maslow model

Maslow's theory of motivation is understandable, which is a big plus. We all experience the pyramid of wants at some time in our life, so even a layperson may comprehend and connect to it. Because of this, when it comes to employment, his or her wants are always constrained to the items at the base of the pyramid of needs: clothes, food, and shelter. On the other side, a businessman will place more importance on the summit of the pyramid, which is either self-confidence or a sense of achievement. The greater demands of human nature are taken into consideration by this theory, which is another benefit. This is illustrated by the example of satisfying lower-level requirements. Think of a little child who is hungry as an illustration.

[bookmark: _Toc117962851]9.3 Disadvantages of the Maslow model

Looking at this theory, there is a flaw because not everyone thinks the very same thing. Considering some individuals, social connection and dignity are more essential than their security needs, resulting in numerous individuals perceiving several people cheering their child's birthday parties or weddings, to purchase expensive sports cars to show off to the general populace before purchasing an insurance policy for all family members who wish to purchase a home for the family since they receive more gratification from showcasing off their wealth to the public 
[bookmark: _Toc117962852]9.4 Cultural differences
Each sovereign country or nation has a unique cultural identity; for instance, in nations like the US, kids leave residence after a specific age, so mom and dad are not required to worry regarding their kids development and at the same time, those children do not need to fret about their family members including their parents. This is one restriction of the hypothesis because differences in culture pertain to various nationalities. In comparison, in nations where culture and family is prevalent, like India, children and parents must take each other's needs into account.

[bookmark: _Toc117962853]9.5 Measurement is quite difficult
It's challenging to feel satisfied after satisfying any amount of desire. Because it involves the human brain, something that no computer or technology can anticipate, this is considered as personal. Individuals are therefore happy with their physiological and security demands, whilst some individuals won't be at ease even if all of their requirements are supplied. Although Maslow's hierarchy of needs has benefits as well as drawbacks, it remains one of the most influential and commonly applied models for assessing customers' desires and needs. (Papix Vinish, 2021)

[bookmark: _Toc117962854]10. 0 Porter's Generic 
A international corporation, Kentucky Fried Chicken is well-represented in only a few Chinese target markets. In China, Kentucky Fried Chicken has found it challenging to retain its market dominance and steadily raise its market share due to the intensifying industry competition. Kentucky Fried Chicken within Chinese marketplace needs to acquire a large competitive edge in the market if it wants to remain ahead of their competitors. As a worldwide trademark with a strong worldwide existence, Kentucky Fried Chicken in China A has created its strategic advantage based on essential crucial aspects that give it a major advantage over rivals, including the competition in most customers. In China, Kentucky Fried Chicken enjoys an advantage over its rivals.
To respond to competition challenges, companies combine the following measures: price differentiation, leadership, and focus. By concentrating on the most appropriate market entry and market expansion in accordance with three broad strategy streams, the goals of client acquisition and increased sales are achieved (differentiation, expenditure, and focus). To meet its growth goals, Kentucky Fried Chicken in China A employs aggressive growth techniques such market entrance, product expansion, market expansion, and diversity within their product lines as well as their target consumers. This article looks at the broad and aggressive growth techniques used by Kentucky Fried Chicken in China A to obtain a competitive edge.

[bookmark: _Toc117962855]
10.1 Flows for Porter's Generic Strategies

Porter's strategic choices, which are employed by global corporations like Kentucky Fried Chicken in China A to attain expansion objectives, include three key components. Cost leadership's main goal is to lower expenses in order to achieve a comparative advantage. Kentucky Fried Chicken in China Target costing is KFC's main general approach across many consumer markets.
The major objective of this strategy is to keep a lead in the market via appropriate selection.

[bookmark: _Toc117962856]10. 2 Diversification 

Kentucky Fried Chicken is a global corporation with a large following in only a few Chinese target markets. Due to heightened industry rivalry, KFC in China has struggled to hold onto its market-leading position and steadily grow its market share. To keep on top of the competition, KFC in China A must acquire a sizable opportunity in the economic climate. As a worldwide brand with a strong international presence, Kentucky Fried Chicken in China A has created its market position based on key criteria that give it a considerable edge over its rivals, such as the competing company in the majority of customers. Kentucky Fried Chicken enjoys a competitive advant.Kentucky Fried Chicken is a global corporation with a large following in only a few Chinese target markets. KFC enjoys a competitive advantage in China.

Focusing on the price and availability of its goods in China has helped KFC to build a strong brand, increase sales, and gain a considerable economic advantage. By reducing manufacturing costs and streamlining the distribution network, KFC in China A regularly provides reductions, promotions, and lower current pricing to reach sales objectives.
The competitive strategy adopted by KFC in China A has a number of advantages that have already been mentioned, such as boosting brand recognition quickly, growing the clientele, promoting usage, and hitting sales targets by emphasising product availability and affordability. Although target costing is highlighted as the main strategy in this analysis of KFC in China A's strategic competitive techniques, the business also uses a strategy of differentiation in addition to cost leadership to lay the groundwork for a long-term chance to compete in the fiercely competitive worldwide customer industry.
[bookmark: _Toc117962857]10.3 Differentiation

Another general tactic that is frequently employed to acquire a competitive edge is differentiation. For instance, China A's fried chicken employs differentiation and a cost-cutting approach to meet its growth goals.
As a supplementary generic strategy, KFC in China A can increase its customer base by highlighting the distinctive product attributes.
The strategy objective of KFC in China is to stand out from the competition by embracing technology and addressing consumer' rising health issues. For instance, to set itself apart from rivals and increase the range of prospects within the market, Fried Chicken within China A has increased its line of products after researching changes in customer preferences. The conjunction of the differentiation.
In order to structure its offerings in a manner that sets them apart from the competition, Fried Chicken in China A hires a strategy of differentiation. The business employs distinction as a strategy to lessen the strain of rival brands because it has a well-established, established brand. To differentiate itself from other brands in China A, Kentucky Fried Chicken invests money in marketing, marketing, and celebrity endorsements.
Extensive expertise, the longest trademark in the sector, and a significant global presence are all part of the firm's marketing and communication strategy.
In addition to all of this, the trade mark is created to have a sense of uniqueness and to be instantly recognised to consumers.
In addition to all of this, the new logo is created to have a point of distinction. The distinctive and diverse brand emblem has helped the company establish a great reputation among customers. The product's core idea has persisted through multiple iterations in an effort to stand out from the competition.

Additionally, the business offers a wide variety of flavourings to satisfy the varied tastes of its clients. Customers are given distinct enhanced services using innovations as a strategy, which might also thrill them and improve their choice for KFC in Asia A over competing brands.
Concentration Strategy
The general approach encourages companies to concentrate on growing in narrowly focused areas. Businesses that implement the technique use highly targeted advertising to gain a competitive edge while focusing on different market groups.

In China A, KFC upholds the emphasis approach of highest value at lowest cost. The low-cost concentration approach entails providing for the demands of a certain market segment for the least amount of money. Making purchasing decisions is done while attempting to highlight the product's flavour profile, proportions, and image that can best satisfy the needs of the customers.
The marketing plan for KFC in China A is continually being revised, and future product concepts are being introduced.

[bookmark: _Toc117962858]10.4 Intensive Growth Strategies

Intensive growth plans cope with the invention of goods or markets in accomplishing company's growth goals. Major corporations, like KFC in China, take these approaches into account while figuring out how to increase their client base and deeper infiltrate current businesses with product and market development. Intensive growth tactics help firms develop quickly by relentlessly looking for opportunities to increase their products or markets. The three main general business strategy objectives of cost, distinction, and focus are the cornerstones of KFC's rapid growth tactics in China. These growth techniques are shown in Ansoff's item business expansion grid that has four aspects: "entrance into the market, product development, market expansion, and diversification".
Depending on the amount of rivalry, each development strategy is selected.


[bookmark: _Toc117962859]10.5 Aim of Kentucky Fried Chicken in China 

After considering these strategies, Kentucky Fried Chicken in China A's key objective is to boost profitability and expand market share in order to preserve relevance and long-term company growth. The company must, however, make exceptional contributions in order for these initiatives to be implemented successfully, especially when management views them as a source of competitive advantage. So that you may better appreciate how another growth plan seems to help accomplish the goals for foreign sales growth, this article looks at Kentucky Fried Chicken's four intense growth tactics in China A.

[bookmark: _Toc117962860]10.6 Market Penetration Strategy

Market penetration entails promoting customer retention and expansion. It involves initiatives aimed at gaining market share by emphasising an already-existing product in an already-existing market. Market penetration is KFC's main intense growth approach in China A to achieve its growth goals.

How well does KFC use market presence in China A?

The choice to use this strategy requires KFC in China to lower its costs and make use of a variety of promotional and marketing techniques in order to boost sales among its clientele. The company constantly launches advertising materials, sells the product in fresh eye-catching packaging, and offers a variety of price discounts and promotions in order to meet sales growth objectives while preserving competition.
KFC in China has a strategic objective related to the market entry strategy and to increase sales by lowering prices in costs. In such a case, a correlation between a low price is assumed. Another way to achieve this goal and growth is by integrating innovation to create a clear differentiation basis. Helping Kentucky Fried Chicken in China to expand its customer base and despite market saturation, it can be noted that market penetration is becoming more and more expensive. Investing in various marketing and promotional activities brings low returns, encouraging the company to consider other strategies for intensive growth.
The capacity of KFC to distinguish its products and improve cost leadership in China is linked to the company's ability to embrace and join the marketplace as a major strategy for intense expansion. The go approach was crucial in making KFC in Chinese a local accomplishment even during early expansion phase. Later, it gained recognition on a global scale and set its sights on new markets. Today, KFC is one of the most well-known companies operating in China. Market development remains the main strategy for rapid expansion, and the corporation is already active in a number of distribution channels with room for expansion

[bookmark: _Toc117962861]10.7 Product Development Strategy

The second aggressive expansion approach in Ansoff's matrix is development. For instance, KFC in China utilises it as a backup plan to meet its expansion objectives. The tactic entails creating brand-new items or making adjustments to existing product lines to make them novel to the target market. When they discover limited development potential with an existing product line, growth-seeking companies, like KFC in China, utilise this method. For instance, in recent years, KFC has faced more rivalry in China, which has led to the introduction of new goods into certain target market categories. Targeting current consumers with new items needs significantly less time, money, and effort since the business can take advantage of client loyalty and already-established brand recognition.

The line of products has greatly increased and the item variety has gotten too wide since KFC first arrived in China. This enables the business to balance the benefits from other product lines against the risks associated with one line of products. The company presently serves more customers globally than competitor product brand. Product creation therefore is a key strategy for increasing customer appeal.
Increasing investment in R&D for innovations and new product creation is another strategic goal related to this aggressive growth plan. In order to assist the product production process and enhance the company's capacity to provide new or unique items in order to expand in current consumer markets, KFC in China might employ a generic differentiated growth plan.
KFC uses the existing infrastructures and a cost-leadership approach to introduce new items in China. Kentucky Fried Chicken in China must prioritise research and development while utilising new technology, even when the corporation utilises the same resources to grow product lines.
Offering fresh goods that are closely related to existing product ranges is the foremost.
Second, using past customers' purchasing patterns to anticipate future items.
The third tactic is to create new items that improve upon or innovate existing ones. By continuously evaluating client demands, KFC, for instance, has successfully launched new items in China A.

[bookmark: _Toc117962862]10.8 Market Development Strategy

The strategy of   Ansoff is a growth matrix.  
KFC in China A promotes market expansion and advancement as part of its business plan. Due to the organization's approach, it is today present in more nations than its competitors. Making KFC in China a household name has been made possible by the company's successful expansion into new customer markets. In addition to these elements, the effective marketing and celebrity-endorsed advertising campaigns have also assisted KFC in China A in gaining new clients and dominating the market in many nations.
The firm is constantly expanding its distribution to include new nations with underdeveloped markets. The majority of markets, however, have already been accessed by a corporation; therefore, market development currently only serves as a supplemental strategy and is of secondary significance.
In China, KFC is applying this plan will help A achieve its strategic goal of growing the value chain to support the expansion of the distribution network. With the capacity to control costs and a dominant market position in China, KFC can effectively implement its intense expansion strategy.
The intensive growth strategy can be applied in four different ways by multinational companies like Kentucky Fried Chicken in China A: by developing brand-new distribution channels, by creating brand-new market sections by trying to charge various prices, by constructing and improving new item aspects, or by taking into account new geographies. Geographic growth, however, necessitates a significant resource investment. Additionally, entering markets that are culturally different is risky since it calls for a company to develop efficient information administration systems and cultural intelligence.
In China, KFC While entering new geographic regions, cultural awareness and the incorporation of regional conventions and values into marketing efforts are essential. High levels of cultural intelligence have aided Kentucky Fried Chicken in China in becoming popular in areas with a variety of cultural influences. However, in order to implement this approach effectively, businesses must gather comprehensive competition and market knowledge, financial, Operational, and market data that has been well analysed is required to make the best market entrance decisions.

[bookmark: _Toc117962863]10.9 Market Penetration Strategy

Market penetration entails promoting customer retention and expansion. It involves initiatives aimed at gaining share of the market by emphasising an already-existing product in an already-existing market. Market development is KFC's main intense growth approach in China A to achieve its growth goals.

How effectively does KFC use "market penetration" in China A?

The choice to use this strategy requires KFC in China to lower its costs and make use of a variety of marketing and promotional techniques in order to boost sales among its clientele. The company launches regular promotional efforts, presents the product in fresh, eye-catching packaging, and offers a variety of price cuts and incentives in order to meet sales growth objectives while keeping a competitive edge. In China, KFC's strategic goal is to cut costs and product pricings to boost sales as part of its market entrance plan. In this situation, it is presumable that a cheap price is related. Incorporating innovations to provide a sound foundation for difference is yet another strategy to accomplish this aim and stimulate growth. Despite market dominance, market development is getting increasingly expensive, the industry approaches a point of absorption, and the investment in different commercial and advertising activities yields minimal returns, leading the firm to pursue new ways for intense growth.
The capacity of KFC to distinguish its products and services and attain cost leadership within China is correlated to the company's ability to embrace and join the marketplace as a major tactic for intense expansion. The go-to-market approach was crucial in making KFC in China a local success during the early expansion phase. Later, it gained national recognition and expanded to new international markets.
In China, KFC is one of the most significant companies in the business; market development and penetration continues to be the main tactic for rapid expansion, and the firm is presently operating in a number of customer regions with potential for further expansion.

 
[bookmark: _Toc117962864]11.0 Product Development Strategy

The second intense growth approach in Ansoff's matrix is product innovation. It is a supplementary tactic used by KFC in China to meet their growth objectives. The tactic entails creating brand-new items or making adjustments to existing product lines to make them novel to the target market. This technique is easily adopted by businesses who are looking for and seeking expansion, such as KFC in China, and discover limited chances for growth utilising a present product line. KFC has observed rising rivalry in China over the last few years and has launched new items in niche markets. They employ already-established brand knowledge and brand loyalty to attract current clients and new items that need less time, money, and commitment.

Chicken Fried Steak The corporation was able to balance the risks it took on one product line with the profits it generated on others because to China's product line's enormous expansion and overly wide product variety. The company now offers more competitive product brands that are available everywhere. Product creation is therefore a key strategy for increasing customer appeal.
In addition to increasing investments in R&D for innovation and new product production, the tactical aim is tied to leveraging this approach for intense expansion. As a consequence, Kentucky Fried Chicken in China is able to assist the product development procedure and enhance the company's capacity to provide new or original items in order to expand in current consumer markets by using this common differentiated growth approach.
This plan for aggressive expansion is also supported by KFC's cost dominance technique, which enables the company to save costs and introduce new items using current infrastructure. To effectively produce new items, KFC in China must leverage the research and development effort utilising technological advances required to follow this plan, even if the firm will utilise the identical assets to increase its product offerings.
In terms of developing new products, KFC in China has three primary options.
Offering fresh goods that are closely related to existing lines of product lines is the initial step.
Second, combining the purchasing patterns of current consumers with new offerings.
The creation of new items that update or reinvent existing products is the third strategy. For instance, KFC used ongoing consumer needs assessments to effectively launch new items in Chinese business market.

[bookmark: _Toc117962865]11.1 Market Penetration Strategy

Market penetration entails promoting customer retention and expansion. It involves initiatives aimed at gaining market share by emphasising an already-existing product in an already-existing market. Market development is KFC's main intense growth approach in China A to achieve its growth goals.

How well does KFC use market expansion and penetration in China A?

The choice to use this strategy requires KFC in China to lower its costs and make use of a variety of marketing and advertising techniques in order to boost sales among its clientele. The organization's goal is to increase sales while preserving its competitiveness. 
In China, KFC's strategic goal is to cut costs and prices in order to gain market share and boost sales. A connection here between cheap cost is presumable in such a scenario. Integrating innovation to provide a distinct differentiating base is another means of achieving this objective and growth. Despite market congestion, market development is getting increasingly expensive, which will help KFC in China increase its consumer base. Low returns from engaging in various promotional and marketing efforts prompt the business to pursue other growth-focused methods. The capacity of KFC to distinguish its products and improve cost competitiveness in China is linked to the company's ability to embrace and join the market as a major strategy for intense expansion. The go-to-market approach was crucial in making KFC in China a local success during the early expansion phase. Later, it gained national recognition and expanded to new international markets.
Market penetration is still the main approach for rapid expansion; Kentucky Fried Chicken is one of the most well-known companies operating in China and around the world. The business now operates in a number of consumer areas with room for expansion.

[bookmark: _Toc117962866]11.2 Product Development Strategy

For instance, Kentucky Fried Chicken in China utilises it as a backup plan to meet its expansion objectives. The tactic entails creating brand-new items or making adjustments to existing product lines to make them novel to the target market. When they discover limited development potential with an existing product line, growth-seeking companies, like Kentucky Fried Chicken in China, utilise this method. For instance, in recent years, Kentucky Fried Chicken has faced more rivalry in China, which has led to the introduction of new goods into certain target market categories. It takes comparatively less time, money, and effort to market to current consumers with new items, and the business may take advantage of customer loyalty and brand recognition that have already been established.

The product line has dramatically increased and the product variety has gotten too wide when KFC first opened in China. This enables the business to balance the benefits from other product lines against the risks associated with one product line. The company currently serves more customers globally than competitor product brands. Product creation is therefore a key strategy for increasing customer appeal.
Increasing investment in R&D for innovation and new product development is another strategic goal related to this aggressive growth plan. As a consequence, KFC in China is able to assist the design and development process and enhance the company's capacity to provide new or unique items in order to expand in current consumer segments by using a generic differentiated growth plan.
In China, KFC has a cost leadership approach that has an aggressive growth plan because it enables the company to cut costs and introduce new items using current equipment. KFC in China must prioritise development and research while utilising new technology even as the firm employs the same resources to grow product lines
Offering fresh goods that are closely related to existing product lines is the first.
Second, using past customers' purchasing patterns to anticipate future items.
The third tactic is to create new items that improve upon or innovate existing ones. By continuously evaluating client demands, KFC, for instance, has successfully launched new items in China A.



[bookmark: _Toc117962867]11.3 Market Development Strategy

The third intense growth approach from Ansoff's growth area is market development. The plan should scout out and penetrate untapped markets.
Market expansion is used by KFC in China A as a competitive strategy to promote product development and market entrance. Within the most aggressive nations, the organisation uses its approach extensively. Making KFC a household name in China has been greatly aided by its successful expansion into new customer areas. Affordable costs, a strong brand reputation, and good taste are the essential components of the worldwide influence. In addition to these elements, effective marketing and advertising efforts supported by well-known personalities also assisted KFC in China A in gaining new clients and dominating the industry in numerous nations. However, one corporation has already made inroads into the majority of markets globally; hence, marketing strategy now serves just as a supportive tactic and is of secondary significance.
Implementing this plan through extending the supply chain to enable the expansion of the distribution network is KFC's strategic goal in China A. The accomplishment of a cost leadership position and the reduction of expenses in China A enable KFC to effectively carry out this intense expansion plan. Additionally, KFC's extra development in China A to reach new customer markets is supported by cost reduction. This strategy-intensive growth can be implemented in China A by multinational companies like KFC in one of four ways: by constructing brand-new channels for distribution, by establishing brand-new sections trying to charge different rates, by developing new significantly determined, or by exploring innovative geographical area. Substantial resources must be committed for geographic growth. The company must also determine if its present distribution system and other available resources support its choice to operate in that specific geographical area. Entering markets that are culturally remote is hazardous since it demands that the firm have strong knowledge management systems and cultural intelligence.
When expanding into new markets, KFC in China A recognises the necessity of gaining a cultural awareness and incorporating regional customs and values into marketing efforts. High levels of intercultural competence aided KFC in China in becoming popular in markets with a variety of cultural influences. Companies must perform thorough competitive and market knowledge to adopt this approach effectively. Financial, Operational, and market facts that have been well analysed are necessary to make wise market entrance decisions. Implementing this tactic, nevertheless, runs the risk of alienating current clients.





[bookmark: _Toc117962868]11.4 Diversification (Supporting Strategy)

Last of the four intense growth techniques in Ansoff's matrix is diversification. This tactic entails introducing fresh items into fresh marketplaces. Diversification and the diversification approach are related.

Unrelated diversity, as the name implies, entails greater risk than related diversification when the company decides to introduce brand-new goods into untested marketplaces.
Contrarily, in the event of linked development, the firm's architecture, expertise, and personnel are there to facilitate the choice to expand the line of products. Due to its limited ability to maintain expansion beyond that brought about by entering the market and product design and development, KFC in China is subordinate to this approach. The overall expansion strategy of KFC as well as its capacity for cost leadership and cost reduction promote the broadening of its product in China. Additionally, the firm is able to investigate new product potential in other markets thanks to the current infrastructure.
From a strategic perspective, the goal is associated with a plan for aggressive diversification expansion that involves increasing the portfolio through successful acquisition techniques. Due to risk issues, the business concentrates on linked diversification and steers clear of riskier endeavours in uncharted territories. In addition, the business leverages the brand's strength and introduces complementary items in the worldwide beverages industry.
The associated differentiation strategy is put into practise through purchasing successful firms, paying attention to market trends, and meeting evolving client demands. For example, in response to growing criticism from environmental groups, the company is trying to offset the loss of declining sales by investing in green business practices and creating business partners with a positive brand image.
Strategically sound implementation of the related diversification growth strategy improves business resilience and helps the organization achieve long-term growth goals despite solid market shocks. In addition, managing a product portfolio related to diversification that offers the ability to a declining trend in some product areas can be balanced by emerging trends in related product areas.

[bookmark: _Toc117962869]11.5 Limitations of the model
Porter's generic strategic model has been criticized for lacking flexibility and specificity. Porter also recognized the limitations of the three generic strategies he initially introduced and later added three more dimensions to the model for better analysis-access-based, needs-based, and diversity-based strategies. However, Porter does not adequately explain how these additional dimensions are integrated into an existing framework. However, only that purpose was to improve the specificity of the previous model. The model is criticized for its hypothesis that it is "stuck in the middle." According to this model, if a firm fails to adopt a cost leadership or differentiation strategy, lost a competitive advantage over competitors. Critics argue that firms have the average experience to provide a competitive advantage; excluding criticism and limitations, the model has been widely applied in real-world settings, and multinational firms such as Kentucky Fried Chicken in China A have used these models to make critical strategic decisions.One of the main reasons for Kentucky Fried Chicken's success in China is its ability to choose the right mix of proposed intensive growth strategies based on prevailing competitive and market conditions. The analysis suggests that the risks and costs associated with each intensive growth strategy vary, and the firm's choice of each is related to overall growth strategies.
(Aidan Butler, 2018)






[bookmark: _Toc117962870]11.6 Diversification (Supporting Strategy)

Diversification is one of the fourth intensive growth strategies from Ansoff's matrix. This strategy involves entering new markets with new products. The diversification strategy is further split and linked to diversification.

As the name suggests, unrelated diversification is also riskier than related diversification because the firm decides to launch entirely new products in new markets without prior experience.
While in the case of related diversification, the company's knowledge, resources, and infrastructure exist to support the decision to diversify the product portfolio. Kentucky Fried Chicken in China is secondary to this strategy because it only sustains growth achieved through market entry and product development.
The overall expansion strategy of KFC as well as its capacity for cost leadership and cost reduction promote the broadening of its product in China. Additionally, the firm is able to investigate new product potential in other markets thanks to the current infrastructure.
From a strategic perspective, the goal is associated with a plan for aggressive diversification expansion that involves increasing the portfolio through successful acquisition techniques. Due to risk issues, the business concentrates on linked diversification and steers clear of riskier endeavours in uncharted territories. In addition, the business leverages the brand's strength and introduces complementary items in the worldwide beverages industry.
The associated differentiation strategy is put into practise through purchasing successful firms, paying attention to market trends, and meeting evolving client demands. For instance, the corporation is attempting to make up for the loss of dropping revenues by engaging in green company practises and cultivating business associates with a favourable brand image in reaction to mounting criticisms from environmental organizations.
The associated diversified growth plan, when implemented effectively, increases company resiliency and aids the firm in meeting long-term growth objectives despite significant economic shocks. A falling tendency in some product categories can be countered by increasing trends in adjacent product areas when managing a product portfolio connected to diversity.

[bookmark: _Toc117962871]11.7 Limitations of the model

Porter's general strategic paradigm has come under fire for being too rigid and generalised.
Aware of the shortcomings of the three general methods he had first proposed, Porter later expanded the model to include three more dimensions: needs-based, access-based, and variability approaches. Porter, however, falls short in his attempt to describe how these extra dimensions are added to a current structure. Only that goal—to increase the prior model's specificity—was achieved.
The model's claim that it's "stuck in the centre" has drawn criticism. This model states that if a company does not implement a cost - leadership strategy or differentiating strategy. Although critics argue that firms have the average experience to provide a competitive advantage, excluding criticism and limitations, the model has been widely applied in real-world settings, and multinational firms such as Kentucky Fried Chicken in China A have used these models to make critical strategic decisions.
One of the main reasons for Kentucky Fried Chicken's success in China is its ability to choose the right mix of proposed intensive growth strategies based on prevailing competitive and market conditions. The analysis suggests that the risks and costs associated with each intensive growth strategy vary, and the firm's choice of each is related to overall growth strategies.
(Aidan Butler, 2018)

[bookmark: _Toc117962872]11.8 External factors 

The success story of the American multinational corporation in the developing markets that is growing in China is remarkable; KFC opens an estimate of one small eatery per day predicated on about 3,300, trying to reach 15,000 sites; the firm has achieved immense accomplishment by employing the main driving factors behind the expansion in the US with a low prices, restricted restaurant, and a focus on home cooked food.

KFC has developed advantages and competences that create significant hurdles for rivals as a result of research into the evolution of KFC China as well as the business strategy that made KFC a household name. As a result, KFC Chinese may teach leaders important lessons about whether or not to stick with their current business strategy in emerging areas.

Foreign businesses and marketplaces are granted access by the Chinese governing authorities. Trying to make KFC a product to be recognized as portion of China's rapidly growing smaller and medium-sized cities, creating a thorough logistics operations, in-depth organisation of distribution networks, and coaching of staff members are some of the five genuinely extremist factions that the supervisors of KFC China progressively implement to reshape the chain. Almost every transnational Chinese company works their way up and via trial and errors using this strategy, which appears amazingly evident and encapsulates five particularly revolutionary components.

KFC managers in China think that the American business model is adequate and that it is performing ok in the largest cities in the country. The degree of success the corporation desires, both in Chinese and internationally, has not been attained, though. In emerging nations, food is central to society and is inextricably linked to local and national traditions. To attract a sizable audience, it will also be necessary to provide an abundance of tastes and a welcoming environment.
(David Bell, Mary L. Shellman, 2021)

By fusing a thorough grasp of the international business with Chinese traits, KFC is progressing in the correct direction in China in an effort to attract Chinese consumers there. The business employees are working to change consumers' perceptions of KFC so that it is seen as a local institution rather than just a fast food chain that sells low-cost Western goods and serves a range of cuisines that appeal to Chinese customers. A huge kitchen and greater room for consumers to store themselves are made possible by the sizeable retail establishments, which are roughly double the length of the US. In contrast to KFC outlets, which are created for outstanding meals at home - most of the food they prepare at home - they go out of their way to accommodate families and groups and make a particular effort to do so.



[bookmark: _Toc117962873]11.9 Rapid expansion

KFC China prioritised rapid development while ignoring the ongoing growth of its Chinese competitors and other KFC sites. This influenced the decision. Rather than take on the Big Mac, KFC decided to accept smaller areas and grow into a national chain with locations all across the country. Being the first to enter a city requires setting up shop in strategic areas with high visibility and pedestrian traffic, and the company's scale enables cost savings. Being first also means getting free publicity when community leaders hail the opening of a business as a turning point. The popularity of KFCs (as well as other Yum! eateries) is also attributed to its accessibility.

Fast food businesses in the US and Europe both employ allocation network systems. Food is handled carefully and refrigerated from the farm to the café. Unfortunately, they are scarce in the emerging marketplaces all throughout the globe. KFC China established a delivery business in 1997, building facilities and managing a fleet of vehicles to address this issue. This was an expensive undertaking, but it was necessary if the company wished to expand fast, provide a long and intricate menu, and add new things. The business established a provider rating system as a consequence, enabling administrators throughout the majority of China to concentrate their purchasing with the best providers.

Rather than franchising, importance is placed on ownership.
However, as China grew more accepting of foreign corporations with 100% ownership, KFC China reverted to a policy of corporation stores, once again requiring the dominating rationale. Initially, China required foreign companies to have regional allies. (Compared to 12% in the US and 11% in other foreign marketplaces, more than 90% of businesses in Chinese market are controlled by corporations.

The franchise system has historically been a hallmark of the fast-food business since it lowers investing costs as well as risk while enabling quick regional development. Restaurant operations are a very simple example centred on a small menu of simple-to-make items, and it works effectively when a pool of skilled, entrepreneurial applicants can manage franchises. However, the business strategy of KFC China was more intricate and developing quickly. The fact that the corporation owns the restaurants gives it the ability to tightly supervise every area of its business, from the food to the decor, and to track outcomes and the performance of new goods. It enables unified buying, which lowers expenses and gives the company a bigger cut of outlet revenues. (David E. Bell Damien P.2021)



[bookmark: _Toc117962874]12.0 The possibility of feedback

China's KFC's fast expansion presents difficulties Against the alleged drawbacks of fast food, a well-known corporation can easily become the subject of public or governmental reaction. Furthermore, some Western health issues are already showing up in China. "The National Nutrition and Health Survey" of China dated from 2002 found that 22.8 % of Chinese individuals became overweight, rising from 6% in 1982. The percentage of obese and overweight youngsters aged seven to 17 has quadrupled to 8.1 percent over the previous ten years, reported to the same organisation.

Su gave the reason why he intended to import "junk food" to China some serious thought after a fellow seminar participant in the United States questioned him about it in the 1990s. Su questioned. Given the rising perception in the Western that elevated, high-carbohydrate diets contributes to the obesity issue, brands may be able to help resolve these issues in China.

A "new fast meal" which would be "nutritional and healthy" and encourage "healthy living" was created by the firm in 2005. The menu was enlarged to include fish, roast chicken, shrimp, sandwiches, and fruit and vegetable dishes while "supersize" products were eliminated. Vegetables and drink are included in KFC's kids' meals, although chips and drink can be replaced upon demand.


[bookmark: _Toc117962875]12.1 Internal factors

In comparison to the US, where there are normally 29 items on a menu, KFC China's menus often include 50 items. Variety in the menu fosters repeat business and boosts visitors. However, contrasted to just 1 or 2 in the US, the corporation launches roughly 50 new goods annually (some of which are only accessible temporarily). A committee comprising marketing, operational, consumer safety, and managers of supply chains oversees its executives' ambitious development of new products plan. On the menu are items like soy milk drinks, rice dishes, spicy chicken, fried dough sticks, egg tarts, and wraps with regional sauces, including shrimp and fish hamburgers on fresh buns. Customers value spiciness levels highly. The very same ingredients were offered when the chain originally started. Consumers in Hunan and Sichuan  claimed that the food was too bland, while those in Shanghai grumbled that it was too spicy. The corporation altered their formulations as a consequence to suit the locales. Additionally, it offers Congee, a well-known rice pudding that is challenging to cook at home and is KFC's best-selling morning item.

Chinese KFCs prepare their cuisine more intricately and using more hands than American KFCs due to their wider selection (thus, the bigger kitchens). These businesses generally have 60 employees, about double as numerous as in the US. One of such workers is frequently a hostess who welcomes clients and plans activities for tiny kids in play spaces, including teaching them English songs.


KFC does not and cannot want to market itself as the least expensive meal choice given all the activity that supports it. Customers spend between $2.50 and $3.50 every visit, aiming to place KFC above local eateries and street sellers, and even somewhat above rival fast-food companies. A household in a smaller city would go to KFC once or twice a year to commemorate a special occasion, but young "white collar" in China might do so either once twice a month with companions.
Considering recent events involving polluted animal feed and poisoned powdered milk amongst Chinese customers, food safety is extremely important. A few years earlier, KFC China participated in a comparable activity.
Back to the manufacturers of animal feed and other inputs, KFC China keeps an eye on the whole distribution chain. Personnel are instructed in basic grooming, including how to present themselves professionally and how regularly to clean their hands. It currently possesses China's most modern and comprehensive cold-chain network, with 11 full-service logistics centres and six satellite facilities covering every region except Tibet. It relies on backup plans, such as hiring temporary facilities and booking capacity on cargo planes, to prevent the kilo-meters away traffic delays that may happen in the winter.
China is where most items are derived from. It's essential to buy locally to cut expenses and improve the parental firm's standing with the Chinese administration. Some spices and herbs for KFC's "special fried chicken recipe" that are inaccessible in China are one of the few inevitable exceptions to the rule. However, the business collaborates with producers to promote American crops such as corn types as it collaborates with its providers to enhance its skills and capacity.
Training in employee services
One of the initial businesses to encourage good service to clients in Chinese after generations of communist was KFC when it initially started in Beijing. Staffing, however, continues to be a big concern despite the abundance of available labour. Sam Su claims that that is what prevents the chain from growing. To continue its present rate of franchise openings, KFC needs at least 1,000 different managers and 30,000 new employees each year. They must also be prepared the moment a location opens since it is expected to be busy. Teams of new hires work cooperatively with seasoned staff at well-established establishments; after receiving training, they transfer to a new site.

Teaching staff how to connect with clients is not simple. Chinese youngsters communicate with one another less than children of earlier generations as a result of one-child households and the widespread use of personal computers. As a result, KFC candidates frequently need to master crucial interpersonal and collaboration skills. In essence, customers are marketplace players who play a range of functions, including information suppliers, payers, and, finally, disposers.
The importance of customer behaviour in a marketplace has several ramifications, starting with the advertising approach of the company.

[bookmark: _Toc117962876]12.2 Consumer behaviour is central to marketing strategy

Consumer behaviour is the fundamental decision-making process and set of actions that consumers do while evaluating, obtaining, utilising, and discarding products and services (Lacobucci, 2014). Due minimize consumer behaviour, oversimplification, might be summed up as the investigation of consumers' purchasing decisions and the factors that affect them.
Customer behaviour influences the buying process.
Pre-purchase data, buy decisions, and post-purchase results are all behavioural and environmental elements that interact continuously to influence consumer decision-making. (Lacobucci, 2014).

When the customer becomes aware of his wants, he searches for information on quality, viable alternatives, brand awareness, and product variants both internally and outside. After acquiring knowledge, customers restrict their list of potential purchases and may or may not eventually make the buy. Finally, the buyer experiences post to-purchase conflicts based on the degree of happiness gained after acquiring a goods. Pure delight to disappointment are both possible emotions. (Lacobucci, 2014).
There are several both interior and exterior elements that have an impact on the purchase process. Perception, awareness, education, motivations, attitudes, and way of life are examples of internal elements. Examples of external elements include a set of common, familial influences, socioeconomic status, values, and different cultures. (Haseeb, 2016)

[bookmark: _Toc117962877] 12.3 KFC's positive consumer impact strategy

Consumer opinions of a good or service are a great indicator of how successful a company may be. A consumer's attitude influences whether they choose to purchase a good or service. The goal of KFC's Health Menu is to alter consumers' perceptions about fast food.

Researchers in psychology have shown that three attitudes can influence consumers' purchase decisions.
An object, which may be seen as a particular consuming item, is the initial aspect of disposition. The Healthy Menu at KFC is the subject here.
The second trait is referred to as "learned propensity," which is an outlook influenced by consumer purchasing patterns. Direct product experiences, word-of-mouth promotion, and advertising can all help to create this (print media and TV commercials). Because of the commercial, consumers could be inspired to buy the goods or not care.
Reliability in purchase and purchasing is the third and final attitudinal trait. For instance, despite the general favourable opinion of fried chicken among consumers, KFC continues to provide fried chicken to preserve consistency.

KFC has addressed external variables impacting customer behaviour, such as those mentioned above, in addition to favourably influencing the customer through addressing a variety of customer mind-sets. People's manner of life is referred to as their culture. Nation to country variations exist. For instance, individuals today are worried about the quality of their food. They are acting differently than they did in the past. (Schiffman, 2021).

Chicken is the company's main product, helping it to create brand requirements in each region it serves. KFC sells about 50 products in the Republic of China, compared to 29 in the US, to better service its large population there. This increases customer traffic and promotes return visits. On the menu are egg tarts, wraps with regional sauces, spicy chicken, rice dishes, soy milk drinks, fish and shrimp burgers on fresh buns, and wraps. Customers appreciate spice levels highly, especially in China. The corporation adjusts its formulas to suit the locations as a consequence. In addition, KFC offers Congee, a popular rice porridge that is challenging to cook at home and a top seller on the Chinese morning menu. (Bell, 2011).

Chicken is more widely consumed in India than beef. Contrarily, meals tend to be carb-heavy with a predilection for a vegetarian diet. Additionally, the chicken is cooked in the classic Tandoori manner. In an effort to attract more customers, KFC has opted to offer hotter varieties of its chicken. These include a fiery grill taste that imitates the scorching heat and red colour of classic tandoori and chicken curry, which is based on the hugely popular local curries. In addition, KFC widened its veggie option to appeal to the expanding vegan sector. KFC offers fried veggie pieces and hamburgers composed of either vegetables or starches to cater to vegetarians consumers' demands. (Friend, 2013).
The local market localisation of KFC's products has contributed to its popularity in international markets. This implies that as consumers wield the most power, their conduct is crucial. As a result, success is inevitable for any company that can understand customer behaviour.

The major goal is to assess the suitability of the technique used throughout the study in relation to the study's goals while enabling readers to comprehend the justification and options taken into account during the research. The study We shall talk about the concept, research methodology, research approach, and layout in this chapter. It will also discuss the ethical issues that must be addressed in order to finish this research.

[bookmark: _Toc117962878] 13.0  METHODOLOGY VERSUS METHODS
According to Paltridge and Starfield (2007, p. 119), "scientific method" refers to a philosophical underpinning so about paradigm in which the researchers conducted their research, while "methodologies" are the vital instruments and supplies they use to gather and analyse their data. The selection of the technique and the definition of data are influenced by it.
The original study goal, attitude, approach, methodology, time frame, and data gathering techniques are all included in the research methodology (Saunders et al., 2007). Wisker (2008) claims that the worldview, philosophy, and specific specification of the topic and study area behind the study all naturally influence the research technique and methodologies choice. Research methodology, according to Saunders et al. (2007), is a philosophy of how research should be conducted based on its consequences for the methodologies used. This relates to comparisons made by Saunders et al. (2007) on the many phases of the investigation process, which are shown as layers of an onion. (as shown in Fig. 3.1). This section attempts to cover justification for the selection of the research methodologies covered.

Fig 3.1: The Research Process Onion
[image: Chart, diagram, sunburst chart
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Research methodology Onion structure by Saunders et al. (2007)

[bookmark: _Toc117962879]13.1 RESEARCH PHILOSOPHY
Philosophical concepts impact research practise and the requirement for identification, even if they are mostly veiled in research (Creswell, 2009, 3rd and. Pg.5). On rationale (theory) and experiences, investigation is founded (data or information). The philosophical question of how perception and reasoning connect to knowledge formation is still open (Blumberg & Schindler, 2005, p. 8). Research philosophy, according to Saunders, Lewis, and Thornhill (2007, p. 101), incorporates fundamental presuppositions about your worldview. Positivist research outlines reality, including what is believed to exist and, more crucially, what does not exist in the context that we are in (Maylor & Blackmon, 2005, p. 155). The sort of research question used determines the methodological approach used in each investigation.

[bookmark: _Toc117962880]13.2 RESEARCH STRATEGY
According to Bryman and Bell (2011), a research approach is a generic approach and method used in business model. According to Saunders et al. (2007), a study topic and goals, amount of prior knowledge, time, and other available resources for this form of research are all taken into consideration when choosing a methodological approach. Philosophy foundations are also taken into consideration. Distinct strategies were employed for data gathering, each one should not be viewed as reciprocally unique. Neither tactic is inherently more valuable or greater to the other with regards to information gathering and limitations in investigation, such as problems involving cost, information access duration, cash, placement, and ethical concerns, according to Saunders et al. (2007). Each tactic may be explained, but (Saunders & Lewis, 2012, p. 114). Interviews were used as the primary research method for this study. The study's analytical and analytical goals were to get insights into how foreign quick-service eateries are perceived. Contrary to common belief, a questionnaire survey is a desirable proposal for scientists who have a restricted amount of time to complete the research (Saunders and Lewis, 2012, p. 116); it was chosen for this study because it helps in the compilation of data from surveying restaurant patrons and permits the study to ask various questions, which provides broad versatility in data gathering.

[bookmark: _Toc117962881]13.3 SELECTION OF RESEARCH
According to Creswell (2003), various research challenges call for various research techniques. Because this type of research evaluates a theory or premise and typically employs quantitative techniques to get the data, it is positivist in nature and is founded on the idea that the universe is comprehensible, demonstrable, quantifiable, and deductive (Wisker, 2008, p. 65). Quantity assumes the meaning of anything and chooses to quantify it, whereas quality refers to the analogy, definition, meaning, or pattern characterising something (Blumberg et al., 2005). Usually, statistical techniques are helpful for examining correlations and quantifying these patterns (Rudestam & Newton, 2007, p. 26).

However, Blumberg et al. (2005) underlined that there should be no pre-determined parameters for either qualitative or quantitative research; one cannot simply conclude which is more advantageous. The positive descriptive statistical analysis of Blumberg et al. (2005) examines the distinction between quantitative and qualitative elements; quality is a crucial aspect of anything, whereas quantity considers both its amount and its quality.. While Bryman and Bell (2007) provide additional clarification by stating that descriptive method can be understood in research options that typically emphasise words instead of quantitative c data compilation and data assessment and suggested that research includes the gathering of numerical information as well as as an indicative view of the relationship between theory and research.


According to Saunders et al. (2012), a thorough design strategy for this study considers how to respond to survey questions. However, Cooper and Schindler (2008) concurred that no single definition of study design encompasses all of its critical components. The descriptions represent the fundamental study design, despite the fact that they vary in specifics.
According to Bryman and Bell (2011), a key idea of research design is that it offers a framework for gathering and analysing data. A set of investigation procedure aspects that were prioritised are reflected in the selection of study design. There are several options available to Saunders et al., 2007, when creating a study design. Dependent on theoretical viewpoints and awareness, several options are rather closely connected. This could also at least guarantee that all of the study design's components are comparable with one another. Questionnaire forms were chosen for this research even though they provide the research scientist with an essential tool from which hypotheses can be deduced from survey participants who have a clear knowledge of the perceived notion of multinational fast food brand eateries, their sector, and acquisition justification factors.
The core of the company is the collection of data and their perception, and investigation derived from research can only be as decent as the information and reasoning based on it. Because gathering and analysing such data always involves expenses and time, a strong justification for the amount is perfectly adequate will be needed. (Camreon & Price, 2009). Data gathering is typically a component of the survey and the obvious place to start when determining the project's worth. There are several types and techniques for gathering data depending on the information needed, which is independent of the technique that was determined to be effective for gathering the information and must be thorough (Cameron & Price, 2009). The technique of data collecting chosen relies on the importance and demand for the knowledge, the cost, the available resources,, and the amount of time needed (Alreck & Settle, 1995, p. 32).
For researchers, selecting the best technique for data collecting is essential, yet each approach will have unique strong and weak features. For instance, it might be better to interact physically with the participants in this study.
Data collecting comes in two flavours: main and secondary. Secondary information, as according Cooper and Schindler (2008), are the findings of research investigations conducted by others with goals other from those that the data is being examined. Relevant research, on the other hand, is specifically gathered for the study topic (Saunders et al., 2007). The primary sources of secondary data for this study were textbooks, media articles about fast-food chains and global brand awareness in Asia, and academic journals that were accessible online at the DBS Library, Velvet, and university websites.

For the purposes of this study, cloud computing or evaluation refers to numerical instead of textual data. According to Alreck and Settle (1995), a collection of graphs and tables displaying the survey findings are the end result of information processing. This analysis's main goal is to eliminate irrelevant data and highlight the relationships between the most crucial facts.
[bookmark: _Toc117962882]13.4 QUESTIONNAIRES 
A survey is a set of inquiries or a series of inquiries intended to extract data from
whenever a question is posed by the interviewers or is finished without the participant's help, an agent or responder. Standardized questionnaire survey will be the most beneficial for this investigation.
Items pose an inquiry and provide the response with a selection of potential replies.
(Pg. 104 of Alreck and Settle's 1995 book) I will concentrate on the questionnaire survey, which is still the most popular way to get structured survey data sets, according to Greenfield, 2002, even if the research can be produced using various ways. Therefore, it is the approach this study will use to get its data. Questionnaires can be disseminated using a variety of means, including self-administered, e - mails, regular mail, phone, and distribution.

[bookmark: _Toc117962883]13.5 Questionnaire
[bookmark: _Toc117962884]13.6 Participants
50 respondents will get the survey, and they will be given access to it using email and on a social networking app such as WhatsApp. For the safety and health of the interviewer and the interviewee, this procedure will be employed. Participants will receive an explanation of the survey and asked to sign a permission form because of the ongoing COVID-19 epidemic. At any point in during research, they are free to stop responding to the questionnaire. All respondents' responses to the study's survey will stay confidential. The easiest arbitrary selection approach will be employed to get the opinions of 50 people via a survey.
[bookmark: _Toc117962885]13.7 Methods 
The purpose of the study's survey was to determine how frequently participants frequented KFC. To better comprehend all practises of various genders, age groups, as well as social positions, it includes eight questions asking about gender, age, as well as social status. Respondents will receive 8 questions in an easy-to-understand manner via a questionnaire website. The questions that were asked to the respondents are shown in Figure 1 above and in the program's appendix.

[bookmark: _Toc117962886]13.8 Analysis
Using SPSS, the survey's results will be examined. It will be an ad hoc study.
[bookmark: _Toc117962887]13.9 Procedure
The research will be explained to the respondents, and they will have access to Forms to finish it. COVID-19 prevents carrying out the study in a controlled situation. Alternatively, respondents will get the survey through email. It will be filled out by people from the institution and elsewhere, primarily KFC customers. This sampling strategy will be randomized.
[bookmark: _Toc117962888]
14.0 Ethics statement

The questionnaires used in this investigation is optional, and nobody of the respondents are required to consider or take precautions to protect their mental health or reputations because it is completely anonymous. The subject should be made aware that they are free to leave the research at any point while it is ongoing. As a consequence, the surveying methodologies employed do not forecast unfavourable findings.
[bookmark: _Toc117962889]14.1.Secondary Data
The secondary information has been collected in this research. It has been acquired from KFC's formal financial statements for 2020 and 2021, which are accessible online.

[bookmark: _Toc117962890]14.2 Traditional model



[bookmark: _Toc117962891]14.3 Economic perspective 

Taking into account that several Asian nations share traits based on their proximity and shared economic objectives and developmental stages, such as the onset of regional integration in Southeast Asia (Siddiqi, 1991). In light of comparable socioeconomic features, some scholars want to concentrate on developing nations in Asia, the so-called "economies in transition" (Batra, 1997), developing nations (Batra et al., 2000), and international economies (Manrai & Manrai, 2001). As an illustration, despite having similar cultures, nations like Malaysia and Thailand are grouped whereas the relations Between the two countries are not because of respective socioeconomic difference.



[bookmark: _Toc117962892]14.4 Socio-psychological perspectives 

Taking into account that several Asian nations share traits based on their proximity and shared economic objectives and developmental stages, such as the onset of regional integration in Southeast Asia (Siddiqi, 1991). In light of comparable socioeconomic features, some scholars want to concentrate on developing nations in Asia, a so "economic systems in transition" (Batra, 1997), emerging nations (Batra et al., 2000), and international economies (Manrai & Manrai, 2001). As an illustration, despite having similar cultures, nations like Malaysia and Thailand are grouped whereas the relations Between the two countries are not because of respective socioeconomic difference.

[bookmark: _Toc117962893]14.5 Cultural Perspective

Asians and Europeans differ from one another in their consumer behaviour in terms of attitude and views (Luna & Gupta, 2001; Maheswaran & Shavitt, 2000), as well as their wants and ideals (Kim et al., 2002). According to these experts, opposed to Western customers, who are primarily individual, most Asian customers have a collectivism perspective.

[bookmark: _Toc117962894]14.6 Model of Intercultural Management

Mcdonalds and KFC have assimilated aspects of Chinese culture like respect, acknowledgment, assimilation, amalgamation, and understanding while preserving the core characteristics of Western societies like effectiveness, democracy, freedom, equality, and humanism. This cross-cultural management approach, which places American corporate structure at its core and supplements it with elements of Chinese conventional culture, serves as a role model for multinational corporations that must modify, enhance, and re - create their corporate cultures in order to increase local market versatility.

But in order to use the multicultural management method, some prerequisites must be met. For the two cultures to link and synchronise, there must be environmental commonalities on the subjective side. KFC and McDonald's are examples of market economies, products of progress, and adaptations to the hectic pace of modern life. They are only useful in market economies because of the efficiency and speed they produce. The swift economic development of China created the ideal atmosphere for the culture of fast food. Food service businesses' offerings convey their utmost regard for liberty, an American ideal, and a psychologically fully accessible Chinese desire to learn about and appreciate Western culture. Two civilizations actively merged, interacted, and absorbed one another. Localization is used by KFC and McDonald's. 
The paper tracks the evolution of CFC from its inception to the present in this analysis and review. Think about the things that seem to be a barrier in these circumstances, as well as the tactics the firm does to maintain its position in the market. In parallel, it will monitor user behaviour, changes, and the variables and causes behind those changes.
What modern marketing techniques does KFC employ?

How does this impact KFC consumers' purchasing decisions?
What suggestions may be offered for KFC's next marketing plans to preserve a large competitive advantage?
The major goal of the study is to determine the viability of KFC's tactics for retaining a strong position in the retail industry, as well as the benefits of their approach and how customers react to change.
Qualitative methodology is a technique that aids in the analysis of a user's behaviour or circumstance based on an experiment in which the user's replies are used to assess the user's conduct towards the present scenario.
Additionally, subjective methodology is a process that evaluates illustrative and potential changes based on data gathered from another sources and produces an appropriate projection.
Both qualitative information and the KFC yearly report will be collected for this research. This survey project's quantitative component will be utilised to analyse consumer purchase patterns. This project's evaluation is based on secondary information and data gathered in response to project-related questionnaires. The research also contains primary customer behaviour information in the form of an 8-question survey created specifically for this program's premise, and it utilizes the responses to assess and perform thoughtful evaluation.

Required are suitable information and data gathering techniques.
The research that is being provided will accurately support the preceding assumption using both secondary and primary data. A survey serves as the source of actual information, while reports made available by KFC serve as the source of secondary data. The fact that the material was chosen at random and was not biassed is a benefit of this approach. With this theory, it is feasible to gather data from individuals from various social positions and analyse it based on their responses. This approach makes it difficult to draw distinctions among organizations and social divisions, but it also makes it more difficult to get entry to a certain kind of community or professional organisation. It is crucial to take into account both the benefits and drawbacks of this research approach because of this.
[bookmark: _Toc117962895] 14.7 Questionnaire


The feedback on the following claims about various areas of this study is sought after. Please check the box next to each statement to show how much you disagree or agree with it. ()
[image: ]


[bookmark: _Toc117962896]14.8 Results

50 participants were given the survey in order to assess   as it can be seen Figure  1   their buying habits throughout in the COVID-19 epidemic. Between the ages of 18 and over 75, 18 to 24 represent 18% of the population, 25 to 34 represent 32%, 35 to 44 represent "22%, 45 to 54 represent 20%, 55 and 64 represent 2%, and 65 to 74 represent 4%. Last but not least, one person opted not to disclose their age. As can be seen in Figure 1 below, the bulk of survey respondents were among the ages of 25 and 55. In total, there were nine men and 41 women who participated in the poll . 


                                         Figure 1

	[bookmark: OLE_LINK1]Age 
	18 to 24
	25 to 34
	35 to 44
	45 to 54
	55 to 64
	65 to 74
	74 and older
	Prefer not to say

	Number of Participants
	9
	16
	11
	10
	1
	2
	0
	1



On the question “What is your gender ?it was found that 50%  were male and 50% female, this shows equality shopping preferences in this research  as it can be seen in Figure 2 below .
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                                                  Figure 2 
Upon inquiring, what is your economic position in relation to that question? 20% of people were found to be students, 8% to be jobless, 4% to be business owners, 13% to be part-time workers, and 21% to be full-time workers. As can be seen in Figure 3 above, the plurality of respondents were comprehensive workers and learners. 

[image: Chart
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                                                       Figure 3



	Table of the results of the participants’ social status

	Social Status
	Student
	Unemployed
	Entrepreneur
	Part-time Employee
	Full-time Employee

	Number of participants
	10
	4
	2
	13
	21



On the question “Do you think fast food is good for health?” it was found that 44 percent of consumers answer No, the food is unhealthy, and about 4 percent Yes and about 2 give an answer other.  This leads to the result that the majority of the survey participants do not prefer KFC as a food because it is unhealthy, and the rest mainly chose a yes answer as can be seen in Figure 4.


[bookmark: OLE_LINK2][bookmark: OLE_LINK3]
                                                     Figure 4


The results from question According to your choice, as can be seen Figure  5  why do you choose this restaurant? Respondents from the previous year were quite close, but Figure 6 shows that 50% of respondents chose because it was tasty, 30% of them said they would want to try something new and 20% said they would pick because of excellent service.


                                                    Figure 5 



Finally, the participants were asked under what circumstances they would go to KFC and they answered that 45% like the affordable prices that KFC. offers, 5% of the participants are attracted and I will meet a friend. The vast majority of respondents were drawn to the study's overall findings, which are shown in Figure 6, by the high calibre and delectable cuisine offered by KFC.


The participants were asked according to your choice , why  do you choose KFC they answered that 22% like the taste , 18% answered they would like to try more new products KFC, and 10% of the participants are happy with good service . The vast majority of respondents were drawn to the study's overall findings, which are shown in Figure 6, by the high calibre and delectable cuisine offered by KFC.



                                                       Figure 6

[bookmark: _Toc117962897]14.9 The Ansoff Matrix

The Ansoff Matrix model's approach is to consider a company's resources and growth in the context of its geopolitical and economic environment. In this instance, we examine KFC to see how the firm has developed and how the market has been affected by it in the year COVID-19. That is, the market's active integration with KFC and its potential for rivalry are taken into account, along with its dependency on both external and internal elements. The political and economic climate are examples of external forces. The potential, resources, and effective management inside the organisation are internal variables. (Tran & Nguyen, 2020).

[bookmark: _Toc117962898]15.0 Market Penetration


KFC draws in new consumers and has a solid foothold in the industry thanks to its economical products as well as its adaptable marketing and promotion plan. There are also a few, carefully chosen things for sale. Creates a brand-new collection of clothing with avant-garde fabrics and a front fastening that will benefit persons with impairments. (KFC  Annual Report, 2021).
In many regions of Asia, Australia, Europe, the UK, and the USA, KFC is able to maintain stability. But up until they earned their reputation and respect, KFC had no problems, which makes him even more appreciative of his clever tactics.
For its clothes, KFC relies on several marketing initiatives in addition to effective advertising. Consumers in European have reported certain irregularities in the sizing of the clothing, which is why KFC collaborates with six designers, including JW Anderson, Jil Sander, Christophe Lemaire, and Ines De La Fressange. KFC purchased the Theory firm for $ 290,000,000 in 2012 after succeeding in breaking into the American marketplace. The Theories business moved on to grow rapidly and generate billions of dollars. (Roll, 2021).


[bookmark: _Toc117962899]
15.1 Market Development

Expanding the geographical scope is coping with the production and sales of products and services in the new market. In contrast hand, marketing strategy refers to the sale of current items to a growing product at a different price. KFC's clientele is largely made up of young and middle-class people; this is their target market. However, KFC will need to attract more consumers and expand its operations throughout the world in order to better serve its target market. Gaining more clients will boost the business's profit ratios and aid in making up for prior loss.(Black, 2018)
[bookmark: _Toc117962900]
15.2 Product Development

"Product Development" is the process of creating new or distinct goods or services that purportedly offer the consumer an added benefit. Due to the deception of various consumer groups and lifestyles, consumer behaviour is changing. By including veggies and calorie-free goods, KFC tries to create a variety of selections that are focused on providing energising choices. Customers want to eat low-fat cuisine because they are concerned about their health. KFC should increase the variety of its offerings and draw in more clients. To introduce the newest goods and services, a business like "Try Healthy, Be Healthy" is an illustration of what should be done. By doing this, the target demographic will be increased, significantly boosting sales growth (Cheverton, 2018).

[bookmark: _Toc117962901]15.3 Diversification strategy
By creating distinctive goods and services, a firm may gain a competitive edge known as distinction. By creating a successful differentiation strategy, the company can incorporate into all of its main and complementary operations. Large businesses that must compete against fierce market rivalry, like KFC, McDonald's, and Hardee's, use a tactic called diversity. By creating several items, KFC is able to sustain its competitive edge throughout time. It's challenging for rivals to replicate KFC's output since it's distinctive. The business sells buns, salads, burgers, and chicken parts. Nevertheless, fried chicken is the government's primary product. It provides a wide range of various chicken items. Thanks to its twelve spices and spices, KFC continues to be distinctive in the fast food sector. Creating a successful diversification strategy increased the company's client loyalty. (Bhasin, 2019).




[bookmark: _Toc117962902] 15.4 The Tricomponent Model
People's lives are altering drastically as a result of the adoption of limits for the purpose of safeguarding following the declaration of the epidemic throughout the world. In this arrangement, certain members of civilization were required to work from homes, and others were merely removed from their jobs. As a result, social and cultural norms evolve. People attempted attending social events and in-person meetings in 2019. As a result, employment is a means of earning money as well as a means of social interaction and an opportunity for happy feelings. The buyer's demands and wants alter as a result of these changes in lifestyle. People will constantly need to eat, thus the social lifestyle is crucial for a company like a restaurant. The three-component model incorporates customer behaviour and motivation in online orders connected to Covid 19 for subjective tasks.


[bookmark: _Toc117962903]15.5 Conation

As people's cultural lives have undergone significant change, conational analysis focuses mostly on evaluating and tracking consumer behaviour and changes in consumer behaviour connected to environmental changes. As a result, distinct sorts of purchases were targeted by quiet reasons and dishes. We go shopping for takeout and video games to play at home. Because so many people were concentrating on working from home, they lost interest in hanging out with friends because everyone was exhausted and on the verge of passing out. The only option to save everyone and provide happy feelings was to purchase KFS chicken or wings online.
At the same time as interest in home entertainment grew, so did interest in family boxes with more than three different foods.
(КFC conation analyses, 2021 ) 

[bookmark: _Toc117962904] 15.6 Discussion
50 persons freely participated in a random selection for the questionnaire that was used to examine KFC users and the shift in their attitudes toward shopping. Due to the distinct circumstances, the behaviour of a substantial portion of customers, and the attitude toward market trends, the study based on secondary data was conducted during the lockdown. Through email and WhatsApp, the study based on primary information is carried out. The way consumers purchase has undergone a considerable transformation due to the challenging and perilous season for both healthcare and the economy, preliminary estimates anticipate extremely different market behaviour. Consumer moderation is evident from the series of questions study, but it poses no threat to the market or, in this example, the corporation KFC. Analysis of the first question reveals that a significant number of KFC customers are within the age bracket of 25 to 55 years, are persons of lower socioeconomic class, are students, and have full-time jobs. However, there are obstacles to buying for those who run their run small businesses because of the uncertain economic climate, not only in Britain but worldwide. The results only display the same numbers in both online and in-person shopping circumstances. Although there is disagreement among certain people regarding their thoughts, it is still preferable to purchase at the business by considering the outcomes. These findings suggest that there are customers who have confidence in businesses that have implemented safety precautions in their physical establishments. Users of internet purchasing are substantially more prevalent in the experiment than users of traditional businesses. And so this creates a business a customer favourite. The responses show that many consumers lean toward purchasing more casual and less formal apparel. The forecasts that a significant fraction of users will be offended by unforeseen purchases after lockdown are inaccurate since a substantial percentage of people who agreed on what principles they buy on will demonstrate that they'll shop in accordance with their mood. Upon deciphering the question, a significant portion of my participants prioritised quality. The examination of the respondents also reveals a tendency of frequent purchasing, with the highest percentage of frequent consumers. 



[bookmark: _Toc117962905] 15.7 Limitations

Because most attendees have been collected online, often via e - mail, it was challenging to identify and recruit particular and loyal consumers of the business. Instead, a pre-tour assessment was conducted to separate sentiments from forecasts, and attendees answered the questionnaire in the present continuous, reflecting their current state of mind.


Further Study Regarding the future conversion and execution of the exclusive shopping online as well as the globalisation and marketing strategies used by the majority of enterprises. The detailed growth and transfer of physical periodicals from a venture to a virtual store is something I'd want to track and examine.

[bookmark: _Toc117962906]16.0 Recommendations

It is evident that the COVID-19 epidemic has put a great deal of strain on the business and its customers. When occurrences that are fatal for certain people occur, people's behaviour will change all over the globe. The bulk of the population is mentally and financially impacted, and their motive for forming social connections is re-examined, which results in other drastic changes in their life. The investigation revealed that the firm from proof of an alternative approach will it is the adaptable who managed to modify their marketing plan based on the circumstances and scenario that has altered the focus, opinions, and lifestyles of users. The company's actions helped it preserve its steady business, boost profitability, and draw in additional clients. The firm works really hard to preserve the planet by creating innovative garment technology and encouraging recycling in addition to striving to be a great competition. A specialised staff was established to create new concepts, support client viewpoints, and work only to satisfy their demands. The goal is to transcend and surmount cultural and national barriers in order to create a single global network that will serve as a resource and convenience for individuals all over the world. The organisation, for which bright, admirable, and imaginative individuals labour, steadfastly adheres to its own ideology of improving the world as an environment to live in. It is advised to include additional volunteers who can calculate the size of a greater portion of the population in order to improve the findings for a future project. This will increase the project's dependability by basing it on additional facts. However, though it can be a more closed atmosphere where it would be able to evaluate the accuracy of the responses provided by the participants, it still presents challenges because it is currently unknown when the risk of infection will drastically decline. For a more comprehensive understanding of the participants and the ability to critically assess the data, one can also think about adding the company-based questions. It is essential to work on the mobile application's advancement in order to raise its degree of visualisation and make it simpler to utilise as the business grows. Due to the current state of affairs and the fact that a significant portion of participants choose online participation, The development of the QR code for placing orders is good, as I stated in the previous data, and it must be incorporated and pushed to the greatest extent feasible in addition to improve customer service. It has gained tremendous popularity in recent years in Europe and, as I already indicated, is widely recognised in many European nations, including Britain and the US. The pricing of the corporation’s business also are reasonable and of great quality. Regarding the first suggestion, if the business concentrates on emerging markets like Eastern European nations and these nations, all marketplaces will be able to expand and attract clients who are looking to buy clothing at reasonable costs with high quality. Additionally, the business won't be able to compete with really potent rivals.

[bookmark: _Toc117962907]17 .0 Conclusion

It may be said that various pressures have been placed on KFC and its customers as a result of the COVID-19 outbreak. When the events occurred, people's behaviour altered all over the world. The mass of the populace was mentally and economically damaged, and this caused them to re-evaluate their purpose for forming social connections, which in turn caused other drastic changes in their life. Based on the examination of KFC, it was determined that the firm would not survive by being powerful but by being adaptable. KFC was able to modify its marketing approach in response to the circumstances and surroundings that altered the emphases, sentiments, and users' lifestyles. The company's actions helped it keep its commercial steadiness, boost earnings, and draw in additional clients. A committed crew has been engaged to promote consumer views and completely adhere to them in order to suit their demands. The organisation works hard to monitor the surroundings by producing new ideas. The organisation, for which bright, admirable, and imaginative individuals labour, steadfastly adheres to its own ideology of making the globe a good environment to live in.
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Аappendix

Questionnaire The purpose of the research is to find explore KFC in Asia.
The researches are an MBA student at University of Wales Trinity Saint David, London Campus. The information is going to be used for an MBA Dissertation. Your answers will be treated anonymously and taken into account
just for research analysis. This questionnaire consists of several sections. Please answer   all of the questions. Your spontaneous and honest response is important to the success of this research.



1.What is your age?
10-20
20-30
40-50
Other:

2. What is your gender?
Female
Male
Prefer not to say

3. Your social status?
Student
Unemployed
Entrepreneur
Part-time employee
Full time employee

4.How often do you go to KFC?
Оnice a month
Twice a month
Not for a fixed time 
I don’t go there 
Other:

5.How much money do you spend in KFC?
Under 20£
20£-30£
30£-40£
50£

6.Do you think fast food is good for health?
Yes 
No 
Other

7.According to your choice, why do you choose this restaurant?

Advertisement
Taste
More new products 
Health 
Good service
Other

8.Under what circumstances will you go to KFC?

It is convenient something to eat 
Meet with friends 
Other reason 
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