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[bookmark: _Toc218470834]Executive Summary
This report serves as a critical analysis of the marketing campaign of KFC (Kentucky Fried Chicken), which is a leading player in active global Quick Service Restaurant (QSR) industry. Facing emerging consumer demands and current digitalization, KFC has invested staples in data-driven marketing, A.I., and omnichannel media. Nonetheless, this analysis indicates that there is a serious lack of alignment between its ambitious digital vision and its operational implementation, which greatly undermines the effectiveness and sustainability of its marketing activities in the long term. An in-depth evaluation, based on the key-approaches developed over the years, including PESTEL and Porters Five Forces, the extended 7ps marketing mix prove that, though KFC marketing able to create involuntary traffic and online interactions rather quickly, it fails to develop a sustainable competitive edge. Structural and systemic are the main limitations. Lack of uniformity in the digital adoption in its network of franchises, combined with high turnover in its employees, directly hurt the quality of service and were corrosive to its brand trust. More so, fragmented data architecture hinders the comprehensive view of the customer journey and over-reliance on third-party delivery systems undermines profitability and strategic independence. Another major weakness is that it does not have a formalised ethical governance policy of its AI-powered marketing efforts, which is both a regulatory and a reputational risk.
The main finding is that it is not the technological ability that holds KFC back in the marketing performance but the deep organisation and strategic governance gaps in the company. This report discusses the interrelated inadequacies by presenting a prospective marketing strategy that is planned in the SOSTAC framework. The main suggestions are encompassing the use of a mandatory franchise-wide digital literacy initiative, the creation of an integrated customer data platform, the enactment of the clear ethical artificial intelligence charter, the renegotiation of the third-party platform’s partnerships, and the creation of the performance measurement in the form of a balanced scorecard. These strategic, practical proposals will be integrated into ensuring the alignment of strategic intent and operational capability to make KFC a stronger brand to claim its sustainable development in a more competitive market.
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[bookmark: _Toc218470835]1. Introduction
Marketing is prominent to the process of determining the change in organisational response to the shifting customer expectation, competitiveness, and technological evolution. The global quick service restaurant (QSR) market has broadened its marketing to grow beyond promotional opportunity, and it has become a strategic process that develops customer understanding, online interactions, and sustainable brand value generation. KFC is working in a highly competitive and dynamic environment in which the digital transformation is no longer an option, but a need to survive. This report is based on the premise established in Assignment 1 with the environmental and organisational challenges highlighting the critical role and performance of KFC marketing activities in this report. The transition of the organisation towards digital marketing, data-driven decision making, and personalisation with the help of artificial intelligence are given special consideration. There are high indicators of digital performance at KFC, but there are still important gaps in performance in areas of execution, organisational orientation, and brand perception in the long term.
The first one is the strategic and the significance of marketing in KFC. This is then preceded by an analysis of the macro and micro marketing environment and the role of forces in shaping the marketing strategy. The report then provides a critical analysis of the targeting, positioning, marketing mix through the marketing mix and the media strategy of KFC as well as the way marketing performance is measured and controlled. The three-stage model of change developed by Lewin is used in a specific section to assess the efficiency of the transformation implemented in KFC through marketing. Through these findings, this report ends with the conclusion by pointing out five important failures of the present marketing strategy and providing feasible recommendations of future development by applying the SOSTAC planning framework.
[bookmark: _Toc218470836]2. Strategic Role and Importance of Marketing at KFC
Marketing in QSR industry is the key to maintaining customer relevancy and competitiveness. Kotler, Armstrong and Balasubramanian (2023) state that marketing can no longer merely be a practice facilitated through communication; it is the role of marketing to realise customer value and influence brand meaning as well as the way an organisation reacts to market change. Marketing has become a significant concern in the case of KFC since the consumer preferences have changed due to the demand towards convenience, online orders, and personalisation. KFC has heavily invested in capabilities about marketing and specifically those related to the digital platform like mobile applications, customer relationship management, and data analytics. These investments show that marketing is not based on the operational aspect but at the level of strategic growth. As far as a resource-based point of view, when marketing capabilities of firms are valuable and inimitable, performance can be strongly affected (Chatzoudes and Sarigiannidis, 2018). The size of KFC, its brand name, and access to high volumes of customer data are possible strategic resources.
The organisation’s current focus on Marketing 5.0 also serves to underscore this changing view of marketing. Marketing 5.0 is characterized by the convergence of cutting-edge technologies such as artificial intelligence and automation in customer relationship management and operations optimization (Kotler and Keller, 2016). The use of AI-powered demand forecasting that informs personalized promotions and digital loyalty incentives (components) all signal that KFC is in line with this strategy. According to its annal report: “Digital sales now represent a meaningful portion of total revenues, further articulating the strategic importance of marketing-led digital initiatives” (Yum! Brands, 2024). According to Homburg and Wielgos (2022), digital marketing capabilities cannot add value until they are established throughout the organisation and backed by stable processes. The positive aspects of marketing innovation have not been evenly distributed in the case of KFC because of the structural problem of the franchise system and lack of stability in the work force.
[bookmark: _Toc218470837]3. External Marketing Environment Analysis
[bookmark: _Toc218470838]3.1 Macro-Environmental Drivers of Marketing Change
The macro-environment has put a continuous pressure on the marketing strategy at KFC, and there is a need to constantly respond to external factors that are not under the control of the organisation. The political factors affect marketing indirectly by government interference in policies related to labour regulation, food standards, and health policies of the population. Such measures come to influence cost structure and limit the flexibility of promote messages especially regarding nutrition, sourcing and claims about health. Economic factors are a significant force behind marketing change. Increase in labour costs, inflation, and overall economic uncertainty has heightened price sensitivity of consumers. With the decline in purchasing power, customers are more likely to assess QSR brands as per value for money, which forces KFC to reinforce the value-based marketing propositions and enhance the effectiveness of promotions (Fantozzi, 2024). Social factors have gained more importance in developing the marketing expectations. The increasing issues on sustainability and responsible data usage are shaping the perception of the brands that is why marketing communications should be based on broader societal values and not focused only on the product qualities (Jagt, 2024).
Technological factors like online platforms, mobile retailing, and analytics powered by artificial intelligence have reshaped the customer experience towards restaurant brands. According to Aliyeva (2024), digital marketing needs to combine technology with customer understanding to make targeted advertising and better demand forecasting possible, with increasing customer expectations of unbroken buyer experiences. Environmental factors have become more pronounced with customers questioning waste management practices, packaging, and sustainability practices directly affecting brand credibility. The legal aspects, especially the laws on data protection and new standards on AI governance demand transparency and ethical use of data. The consequence of non-compliance includes the loss of consumer confidence in a consumer marketing environment that is increasingly driven by data usage.
[bookmark: _Toc218470839]3.2 Industry Structure and Competitive Pressure (Porter’s Five Forces)
Porters Five Forces model is a systematic method to assess the intensity of competitiveness in the QSR industry within which KFC is operating (Porter, 2008). This analysis is trying to prove a market with high competition rate, low price power and reasonable dependence on external platform all of which influence the efficiency of the marketing strategy.

[bookmark: _Toc218470853][bookmark: _Hlk217914727]Figure 1 Porter’s Five Forces Analysis of KFC (Self-Creation)
Competitive Rivalry
The level of competition in QSR is extremely high. Large brands provide more generic products and are competing hard in terms of price, convenience, speed, and, most recently, a digital experience. This rapid growth on digital ordering and delivery has only stiffened the competition as the new variable in differentiation is no longer on menu innovation but the user experience, responsiveness of promotional efforts, and crossing-platform brand exposure. This puts the marketing under constant pressure to ensure that it provides short run performance, as well as ensuring brand relevance.
Buyer Power
The buyer power is high as there are low switching costs and high levels of transparency in the market. Customers can make comparisons (prices, promotions, and delivery times) easily across third-party platforms, creating a reduced brand loyalty and restricting pricing adjustment. This changes the focus of marketing to the value communication and promotional incentives, not to the long-term differentiation. Therefore, marketing decisions are forced to target both retention and acquisition, in a market with weaker customer loyalty.
Threat of Substitutes
Threat of substitutes is high. Consumers have a selection of independent restaurants, casual eating offering, and home delivery meal supply, which involves similar consumption events. The excessive number of options decreases demand levels and necessitates continuous advertising efforts of maintaining focus and pertinence. In the long run, it may result in brand exhaustion and diminished brand loyalty.
Power of Intermediaries
Intermediaries which operate on platforms especially the food delivery service have become very influential in terms of access and pricing systems on the part of the customer. According to Van Alstyne, Parker and Choudary (2016), platform dominance allows the disproportionate value to be captured by the intermediaries. According to Financial Models Lab (2025), the high commission charges meaningfully lower the margins of the restaurant, limiting resources to invest in long-term marketing. This reliance inhibits flexibility in strategies and rewards short-run and performance-oriented marketing solutions instead of long-term brand building.
[bookmark: _Toc218470840]3.3 SWOT Analysis and Strategic Implications
The interaction between a macro-environmental pressure and industry competition becomes of significance in strategic implications to KFC marketing approach. A SWOT analysis is used in analysing the dependence of external forces on internal conditions that affect marketing efficiency and viability.
[bookmark: _Toc218470854]Figure 2 SWOT Analysis of KFC(Self-Creation)

Strengths
One of the strongest marketing advantages associated with KFC is the brand recognition and wide market coverage offering it a stable platform to interact with customers. The digital channels and personalised promotions increase visibility and enable the marketing activity to become efficiently scalable. These advantages are advantageous in the short term as a firm is able to react quickly to a competitive pressure. Nonetheless, dependence on brand recognition and size stands a chance of clouding organizational latent execution problems provided operational continuity is not upheld.
Weaknesses
There are some internal weaknesses that restrict strategic influence of marketing. Poor consistency in its implementation in franchise locations compromises customer experiences reliability, as well as the credibility of marketing communications. Disparate data system also limits the capability of the organisation to build unified customer understanding to enhance the effectiveness of personalisation. These are the weaknesses that show the inappropriateness of the marketing ambition and organisational capability.
Opportunities
Digital marketing offers a chance to enhance competitiveness with the help of the expanded reach and efficiency, as well as the better understanding of customers. According to Singh and Dhir (2022), digital marketing has the potential to enhance performance in the restaurant industry with supporting aligned processes and capabilities. In the case of KFC, digital interactions hold prospective in strengthening the relationships with customers if the organizational disparities are tackled.
Threats
The external threats are stiff competition, high levels of buyer power as well as the growing reliance on platform-based intermediaries. These forces are promoting short term promotional tactics and face the danger of losing brand equity if the weaknesses are not addressed.
[bookmark: _Toc218470841]4. Critical Evaluation of Targeting, Positioning, and Marketing Mix
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Description automatically generated]4.1 Segmentation, Targeting and Positioning (STP)[bookmark: _Toc218470855]Figure 3 Segmentation, Targeting and Positioning (STP) Framework of KFC (Srikanth, 2023)


Segmentation
The segmentation strategy of KFC is mainly based on demographic and behavioural factors, targeting consumers who are price sensitive, and those who are interested in convenient, indulgent foods. The given strategy will mirror the accepted trends in the QSR sector, in which the frequency of purchases and accessibility will be the major demand drivers (Kotler and Keller, 2016). Nevertheless, this type of segmentation is quite broad and can fail to capture changes in consumer expectations. Younger customers are more interested in personalisation, ethical business approaches, and lifestyle compatibility and it may be proposed that increased focus on psychographic segmentation can lead to more relevance. KFC restricts its capacity to customize its offerings beyond transactional rewards by not efficiently exploiting attitudinal and value-based variables.
Targeting
The target market selection seems to focus on the volume and frequency of transactions instead of the long-term relationship building. The organisation focuses on mass-market dates by price-based promotion and convenience-based communication. Although this helps to boost short-term sales, it undermines emotional involvement. According to Safitri, Sujarwo and Hartono (2023), customer journeys at both digital and physical touchpoints should be backed by effective omni-channel strategies. Despite the KFC embracing of the omni-channel approach via the use of mobile apps and delivery services, the target decision-making is still strongly promotion oriented. This minimizes the possibility of developing long term loyalty and distinction customer relation.
Positioning
The main marketing strategy of KFC is brand positioning. According to Keller (2003), strong brands present a concise and consistent value addition that is in alignment with customer expectations. Despite having have a strong brand awareness, KFC has some indications of a disparity in brand awareness, and brand preference, especially among health perceptions (Nguyen et al., 2018). This implies that the marketing communications strengthen familiarity, but they are not effective enough in meeting consumers changing concerns. This means that KFC may find itself at the risk of brand stagnation in a market setting where brand sense is becoming more and more health conscious, transparent as well as ethical in nature.
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An analysis of the marketing mix shows that KFC has significant strengths and structural weakness that limit overall marketing performance. Innovation of products is a competitive advantage, and new menu items are frequent to provide demand and loyalty. Nonetheless, according to Ottenbacher and Harrington (2009), QSR innovation needs to be structured to achieve operational consistency; too much menu variation risks making operations more complex and unevenly capable across franchises. Price is the value proposition of KFC, which is highly backed by high usage of digital promotions and discounting. Although it can achieve short term sales in price sensitive markets, long term promotional reliance can damage the perceived value and profits will become compromised in the long run. Place wise, the further delivery and online ordering will make it more convenient but more dependent on third-party solutions, which cannot provide the control over customer relations. Advertising has also become more and more data-driven and personalised, but lack of consistency in how it is carried out across outlets undermines the credibility of the message. The strongest weaknesses are people and process factors, in which employee turnover and lack of strategy and frontline delivery alignment are obstacles to digital marketing performance (Vitsentzatou and Mihiotis, 2022).
[bookmark: _Toc218470844][image: ]5. Evaluation of Media Strategy and Digital Marketing Channels[bookmark: _Toc218470857]Figure 5 Integrated Marketing Communication at KFC (self-made)


KFC has been applying integrated marketing communications approach that involves mobile applications, social media, third-party delivery, and in-store promotions. It has also been observed that consistent communication channels to boost brand meaning are achieved by integrating the channels to promote message consistency (Kitchen and Burgmann 2010). KFC has both online and offline touchpoints, which are designed to provide a unified customer experience with the mobile application to serve as a hub to make orders and engage with and collect information (Wang, 2020). The reward loyalty and app-based promotion have enhanced frequency and interaction with customers. Nonetheless, excessive reliance on the application will be dangerous since it will result in losing clients who enjoy other media outlets. The personalisation of promotions further increases the relevance of the promotion, as AI will potentially offer more targeted deals to boost short-term conversion (Team DigitalDefynd, 2025). However, the success of personalised marketing is tied to service consistency, with digital interaction being insufficient to guarantee loyalty when franchise-level experiences are of low quality (Khan, Fatma and Rather, 2022). Digital marketing is successful due to strategic coherence and not technology (Aliyeva, 2024). Lack of coherence and integration of data and execution impact the long-term strategic worth of KFC integrated media strategy.
[bookmark: _Toc218470845]6. Measuring Marketing Performance and Control
Marketing performance management requires strong cohesiveness of strategic goals, outcome measures and managerial decision making. KFC measures marketing performance based on such indicators as the digital contribution to sales, the level of activity of a mobile application, the extent of customer response, the rate of the conversion campaign. The measures will be offering valuable understanding of short-term performance and facilitate data driven decision making in a digitalizing marketing environment.
Wedel and Kannan (2016) highlight those advanced analytics play a crucial role in data-intensive scenarios, where large amounts of customer data can be leveraged to generate actionable data. In the case of KFC, customer behaviour and promotional performance can be monitored in a very detailed manner because of the availability of a large amount of digital data. However, the tendency to maximize easily quantifiable metrics, like clicks and conversions, should be treated with caution since it may make management overly focus on the short term and disregard such factors as brand equity and quality of relationships in the long run. Marketing agility is gaining relevance in the dynamic market environments. According to Tuli, Kushwaha and Lee (2020), marketing agility is the sense of environmental change, quick response, and continuous learning based on the feedback. KFC gathers a large amount of data on performance, but the sheer formation in digital platforms and franchise systems restricts the capability of the organisation to create integrative insight. This inhibits the use of feedback loops and limits adaptive learning.
Moreover, the increased application of artificial intelligence in marketing also poses more control issues. According to De Bruyn and Viswanathan (2020), AI-based marketing may provide strategic blind spots when they are not properly addressed using governance and ethical aspects. In the absence of some clear supervision, the algorithmic decision making can be focused on efficiency rather than customer trust. It is evident that in the case of the KFC, the lack of a coherent data governance framework negatively affects transparency and adds to risk, therefore, existing marketing control systems need to be further elaborated to facilitate sustainable performance.
[bookmark: _Toc218470846]7. Change Management Evaluation of Marketing Transformation
KFC digitalisation is a significant organisational change since it redefines customer interaction, data-based decision-making, and franchisee-based execution of the brand promise. Marketing-led change becomes fundamentally necessary in a QSR setting that is defined by high competition, platform delivery, and a growing customer expectation. The marketing has started to coordinate the customer experience between the digital and physical touchpoints in that the performance is based on an internal preparedness such as franchise preparedness, workforce stability, and system integration.
[bookmark: _Toc217916807]Table 1 Lewin’s Change Model Applied to KFC Marketing
	Stage
	KFC Application
	Issues

	Unfreeze
	Digital pressure
	Franchise resistance

	Change
	AI, omni-channel
	Skills gap

	Refreeze
	Limited governance
	Unstable adoption



The three-step model by Lewin will offer a relevant analysis of this change. The unfreeze process implies breaking the routines and commitment to change, but not all franchises are ready to change, which leads to lapsing unfreezing as the pressure on cost and uncertain returns undermines the behavioural buy-in (Cummings and Bridgman, 2016). The initiatives that KFC has introduced in the change stage are personalisation through AI and omni-channel engagement as well as digital ordering. Nevertheless, staff turnover balances out training and ability development, which means that the tools and systems are developed more quickly than humans (Partridge, 2017). According to Appelbaum (2012), the failure to estimate the implementation capacity can always result to the failure of implementation, which can be seen in the inconsistent implementation of KFC. The issue of refreezing is outstanding, because long-term change presupposes incentives, governance, and strengthening the ability (Ellis, 2023). Digital growth and competition are listed as the strong driving forces, yet the restraining ones, which consist of workforce instability, investment restrictions, and data fragmentation, remain. According to Harvard Business Review (2018) and Chao, Wu and Lin (2025), these barriers need to be removed in the active way, which is why without significant effort to lessen the adverse effect of change priorities, marketing-led change will be skewed and shaky.


[bookmark: _Toc218470847]8. Conclusion
This paper concludes that the weaknesses of the existing KFC marketing strategy are more structural as opposed to tactical. The involvement in digital tools and centralised marketing efforts has succeeded in the organisation, but their success is limited due to the lack of alignment between corporate will and franchise-level competence. Lack of consistent performances in stores, high employee turnover rate, disparate data systems, lack of strong ethical data governance and economic pressure by third parties’ delivery systems all contribute to poor performance in marketing that can be sustained. These are the weaknesses that limit the organisation to providing consistent customer experiences and to using customer data to the maximum in strategic decision-making.
The recommendations put forward centre marketing on organisational capability instead of technological expansion further. With the SOSTAC framework, the focus will be on people-focused digital marketing, data collection, and governance frameworks that focus on trust and accountability (Smith and Zook, 2019; Shrestha and Wang, 2025). It is a strategy that acknowledges the core role of the employees in delivering a promise during the marketing process, and in the measurement of their performance, the measuring should not be through the short-term sales. Ansoff Matrix also proves a conservative approach to growth, as it identifies market penetration as the most relevant strategy at present with limited product development and preventing too early expansion (Patra and Bharatiya, 2020; Zugay and Zakaria, 2023). All in all, these recommendations give KFC a realistic and consistent route of stabilisation of its marketing system and enhanced performance in short and long term through the alignment of strategy with organisational and economic realities.
[bookmark: _Toc218470848]9. Recommendations for Future Marketing Strategy
[bookmark: _Toc218470849]9.1 Strategic Direction Using the SOSTAC Framework
KFC needs to be a more disciplined capability-led marketing strategy to respond effectively to the structural weaknesses outlined in the analysis above and this is structured based on the SOSTAC planning framework. SOSTAC is especially applicable to organisations that have been working within a complex franchise system because it helps to align the strategic intent and operational implementation (Smith and Zook, 2019). The situation analysis shows that KFC is not facing the difficulties in its marketing because of the failure to invest in technology, but because it is not aligned to pursue the goals of the digital strategy with the capabilities of the organisation to provide homogenous customer experiences within the franchise outlets. Thus, customer experience consistency, enhanced data integration, and enhanced franchise engagement should be considered the primary marketing goals in the future instead of the implementation of new digital tools.
	SOSTAC
	Focus at KFC

	Situation
	Inconsistent franchise execution and fragmented customer data

	Objectives
	Consistent customer experience and improved data utilisation

	Strategy
	People-centred digital marketing

	Tactics
	Data integration and refined personalisation

	Action
	Training programmes and ethical data governance

	Control
	Balanced KPIs covering sales, service quality, and trust



At the strategic level, KFC needs to focus on a people-centred digital strategy where the employees are treated as the key linkage between marketing promises and customer experience delivery. There should be the tactical priorities such as incorporating fragmented customer data systems to facilitate more accurate personalisation and creation of insight. Nonetheless, well-developed governance structures should sustain the integration of the data. As Shrestha and Wang (2025) state, digital trust is at the core of the quality of customer experiences in an AI-enhanced marketing environment. There should also be clear ethical guidelines, the usage of data in a transparent manner, and accountability mechanisms. Stages of action and control must include balanced performance marks that measure not only short-term sales results, but also service quality and development of staff capabilities as well as customer trust. 
[bookmark: _Toc218470850]9.2 Growth Strategy Evaluation Using the Ansoff Matrix
The use of the Ansoff Matrix as a strategic appraisal tool is to justify the direction of future marketing development. The matrix assists with organizing the evaluation of growth choices, as well as promoting adaptive learning and risk awareness (Patra and Bharatiya, 2020; Zugay and Zakaria, 2023). According to the identified organisational constraints, market penetration is the most suitable growth strategy of KFC. This is the extraction of more value out of existing products in existing market by enhancing retention, loyalty, and consistency in experience. Importantly, penetration in the market should not be based on high promotion on prices, which may lead to reduction of brand equity, but must instead be in the enhancement of reliability of the services and quality of relationships.[bookmark: _Toc218470858]Figure 6 Ansoff Matrix for KFC (self-made)

There should be a careful product development. Although menu innovation has long been used in the promotional activity, the constant development of new products makes the professional work more complicated and contributes to irregularities between franchise outlets. Hence, new product development is to be restricted to scalable products that can be provided reliably with the current capabilities. Development strategies of the market including entering a new geographical or demographical market area should be postponed until execution and governance problems are sorted since expansion would increase existing weaknesses. Diversification is the riskiest and not advisable as it would further put a strain on organisational resources and place the organisation at higher risks of strategic failure. 
[bookmark: _Toc218470851]9.3 Feasibility and Practical Considerations
The recommended options are practical in the current resources of KFC, as these are aimed at optimisation but not growth. Investment in developing digital capability and training of the workforce solves the long-standing workforce instability and improves returns on current technology investments. Humaid, Ahmed and Ikram (2024) show that there is a direct influence of frontline digital service quality on customer retention, and it is possible to prioritise employee capability over adoption of newer technology. On the economic side, becoming less dependent on third-party delivery companies that operate on high commission models can enhance margin management and become the owner of the relationship with the customer, by improving the owned digital channel (Van Alstyne, Parker and Choudary, 2016). In general, these suggestions represent a realistic and strategically aligned strategy that will not be too ambitious but will match organisational capabilities thus contributing to more long-term sustainable marketing performance. 
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Competitive Rivalry


Numerous global and local QSR brands


Buyer Power 


Threats of Substitute 


Independent restaurants and casual dining


Low product differentiation


Intense price and promotion competition


Digital experience as key battleground


High marketing spend required to maintain relevance


Low switching costs between brands


High price transparency via delivery apps


Promotion-driven purchase behaviour


Weak brand loyalty


Strong demand for value-for-money


Home-cooked meals and meal kits


Convenience store food options


Health-conscious alternatives


Similar consumption occasions


Power of Intermidiate 


Strong dependence on delivery platforms


High commission fees reduce margins


Platforms control visibility and pricing


Limited direct customer relationship


Encourages short-term promotional focus


Supplier Power


Large-scale procurement reduces dependency


Commodity-based ingredients


Some exposure to inflation and cost volatility


Limited differentiation among suppliers



Strength


Weakness


Opportunities


Threaths


Strong global brand recognition and market reach


Inconsistent marketing execution across franchises


Expansion of data-driven and personalised digital marketing


Intense competition and price-based rivalry


Scalable digital channels and personalised promotions


High short-term responsiveness to competitive pressure


Fragmented customer data systems


Misalignment between marketing ambition and operational capability


Stronger customer relationships through integrated platforms


Competitive advantage from aligned digital capabilities


High buyer power and low switching costs


Growing dependence on third-party delivery platforms



Ansoff Matrix for KFC


  Market Development (Existing products / New markets)


Diversification (New products / New markets)


Market Penetration (Existing products / Existing markets)


Product Development (New products / Existing markets)


Deprioritise geographic or demographic expansion until franchise execution and data governance issues are resolved.


Recognise that expansion under current conditions would amplify existing inconsistencies and increase strategic risk


Avoid diversification due to its high risk and the organisation’s current capability and governance constraints.


Focus resources on stabilising core markets rather than pursuing growth strategies that could dilute brand focus.


Improve customer retention and loyalty by strengthening service consistency and omnichannel experience rather than relying on price promotions.


Shift marketing focus towards relationship quality and reliability to protect brand equity and long-term profitability.


Limit new product introductions to scalable menu innovations that can be delivered consistently across franchise operations.


Avoid frequent product launches that increase operational complexity and undermine service quality.
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