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[bookmark: _Toc92738214]Introduction

The purpose of this report is to analyse the strategies pursued by KFC during the COVID-19 pandemic and how elements of the extended marketing mix have played a significant role in keeping the brand on top of the others. While many published reports have mostly covered how prices and products have influenced businesses, the current one will try to emphasize how people, processes and promotion played a more important part during the difficult times of the pandemic. Also, report will analyse how future trends may or may not be useful to the marketing strategy of KFC and what challenges the company can confront in the future.

[bookmark: _Hlk92385035][bookmark: _Toc92738215]Objectives of Marketing and Marketing Research at KFC

There is a purpose behind all human activity, and market research, as a conscious intellectual activity, has specific objectives. Six clear market research objectives can be observed in general and in particular, relevant to KFC.

[bookmark: _Toc92738216]Knowing the buyers

Marketing is about the people, the product and the transfer process. Every business wants to know who is willing to pay for their products or services (Kotler & Armstrong, 2005). This knowledge relates to the buyer's variables, such as the number of times the buyers make a purchase, the social category, the regional location, etc. If the above basic data is available, useful information may appear.
Therefore, the data may reveal that sales are highly concentrated in certain places, while being irregular and broad in some. By supplying such important information over several years, the pace of growth can be estimated; variation can be tracked and evaluated so that market potential is recognised.



[bookmark: _Toc92738217]The advertising’s effect on sales

Advertising, face-to-face sales, and sales promotion are the three major elements of today's promotional mix (Andrews & Shimp, 2017). Each element has sub-elements, and it is entirely possible that some advertising strategies are remarkably attractive and that others could be catastrophic failures in today's changing marketing environment.
Researching the efficacy of the marketing mix in these areas will allow the researcher to identify the strengths and weaknesses of the components of the mix so that they may be amended accordingly for better outcomes. 
[bookmark: _Toc92738218]Learning the customer’s reaction to products and services

KFC’s focus is on the reaction of consumers to its attempts to supply and deliver the items, rather than the sales objectives the company has set on short or long term (Chen, 2020).
Studying the response of consumers is also known as market-product testing. A savvy corporation like KFC will keep an eye on customers’ feedback after launching a new product into the market (Groucutt & Hopkins, 2015).
To put it another way, the company wants to hear what customers have to say about how satisfied (or dissatisfied) they are with the product, so that it may make adjustments to the product's features and specifications to better meet the needs of customers.
[bookmark: _Toc92738219]Profits and costs of marketing

The cost of marketing is an input that KFC uses to carry out its marketing programme and is used as a standard measure of performance because marketing costs have increased so much around the world.
Total marketing costs should be studied and broken down in order to identify and assess marketing policies and practises that are incompatible with their costs (Blythe, 2001).
By feeding cost-conscious marketing management research objectives KFC can control and reduce costs. Cost analysis results in increased performance across regions, products, and customers, and this information on cost behaviour leads to certain changes in advertising, pricing, and sales adjustments (Culliton, 1948).
[bookmark: _Toc92738220]External variables and forces can be controlled

As a result of both internal and external factors, business strategies are constantly being re-evaluated in light of KFC’s market share and developments in the global marketplace, as well as changes in government policies, technological advancements as well as consumer spending and new product substitutes (Benady, 2014).

In order to remain relevant and successful, KFC needs to stay on top of these ever-evolving factors by investing in the research that will help them do so, especially in a world where the fear of the COVID-19 pandemic is growing each day (Madart, 2020).
[bookmark: _Toc92738221]External variables and forces can be controlled

Monitoring and reporting on marketing performance, measuring and evaluating it against planned performance standards to identify deviations, correcting them as soon as they are discovered, and providing information for the market are the final tasks of marketing management at KFC (Contagious , 2020).
It is only via the implementation of the plans that marketing control can be developed. 














[bookmark: _Toc92738222]Main elements of the marketing mix at KFC: product and price
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[bookmark: _Toc92738223]How KFC Became Marketing Week's Brand of the Week

Brand of the Year 2020, at the Marketing Week Masters, went to KFC, beating out Asos and Channel 4 in the competition (KFC, 2022).
In the face of the epidemic, senior marketing executives characterised the fast food chain's marketing campaign as "brave and gutsy."
A few years before the epidemic, KFC began its transformation into the famous brand we know and love today. Six years ago, KFC underwent intensive diagnostic testing that improved consumer perception. Results were showing that the consumers perceived KFC as a "dying old man" of the fast food business (KFC, 2022).
As a result, significant changes had to be made to the KFC staff. To make matters worse, they had to start from scratch when it came to marketing and public relations. From the design of restaurants to the food items, this embraced "all aspects" of business branding.
KFC has worked hard in the years after this disheartening revelation to reassess its image and what it provides customers. After the brand's sales downturn in 2018, advertisements like the eye-catching 'FCK' commercial nearly went over the NSFW limit because of the brand's willingness to take chances with content. Being consistent and committed is an important quality in any endeavour. It is because of KFC’s unwavering dedication to strategy that the company has been able to achieve the positive changes. 
The decision to remove the "finger lick" tagline from KFC's pandemic advertising campaigns was one of the most critical and difficult in the company's marketing journey thus far. That commercial debuted in February 2020, which is in keeping with the motto, depicts how pleased consumers lick their fingers while eating, which makes sense for the brand (KFC, 2022).
However, this choice was also a chance for even greater innovation in the face of a rapidly changing global climate. Customers and social media influencers were encouraged to come up with creative slogan substitutes when the company began an out-of-home campaign in August 2021 that pixelated the phrase in its commercials. To the dismay of the company's legal department, KFC has even copied slogans from other businesses.
After much deliberation, it was decided to reintroduce the theme of "You're The First, My Last, My Everything" (an advertising campaign accompanied by the song of Barry White). As one fan put it, it was a celebration of KFC’s supporters' efforts on behalf of the company, and it just seemed extremely natural and instinctual (KFC, 2022).

All of these critical decisions regarding the marketing strategy were guided by a brilliant group of individuals, both within the company and from outside sources. As a result of the award-winning production, KFC fostered a culture of creativity.
When it comes to creativity, KFC had to first make sure that individuals are empowered and allowed to take chances, since fear is the largest bucket of water that can be thrown into creation. The most inventive result was the result of several brilliant minds working together to improve and expand upon one another's ideas within the marketing department.

With 500 UK and Ireland locations closing, a six-decade-old tagline being shattered, fan creations being shown on TV screens, and a new worldwide campaign being unveiled, it would be an understatement to say the KFC brand has met the demands of the Covid issue.

KFC's marketing strategy pays off financially, with the UK firm accounting for 6 percent of KFC's worldwide sales in the second quarter, 248 percent higher than in the same period last year, according to Yum! Brands' latest figures (KFC, 2022).
The Independent Marketing Week Masters awarded KFC the 2021 Brand of the Year award, placing it ahead of Asos, Channel 4, Tesco, and Camelot. This follows a successful year for KFC during the previous year.

KFC’s end result was a plan to reposition the brand as a youthful, vibrant, and 'culturally relevant' brand. Everything had to be rethought, from the menu to the way people communicated.
The results were different like day and night from the brand's 2016 results when the study was updated in 2021. The strategy is to keep the study up-to-date, focus on current issues, and develop techniques that take cultural context into account (American Marketing Association, 2021).

Since the country's bankruptcy in March 2020, KFC's efforts to revitalise its proposal have served as a valuable marker. The marketing team began developing a recovery strategy while the firm closed its locations in the United Kingdom and Ireland (KFC, 2022).
It was difficult for them to give meaning to the brand in a way that was specific to KFC, but they saw the necessity of it. If you don't have access to any of your major brand assets, how can you keep in contact with your customers?

Because people were staying at home without KFC, the solution presented itself. The #RateMyKFC social media campaign got its start when loyal KFC fans posted images of their own handmade fried chicken dishes. In the hundreds of tweets and a 100% attendance, fans referred to KFC in hopes the company would give their handmade goods a humorous coating (KFC, 2022).

So, while many other businesses have gone similar courses, KFC’s job in culture was to transmit ease, fun, and authentic comedy in the face of societal expectations. 

For Comic Relief, the company has done stuff like KFC Clash, where celebrities and influencers duplicate KFC goods and raise money for Comic Relief. Using content from the #RateMyKFC campaign, KFC announced the reopening and reached 500 outlets with an ironic return campaign.

KFC used photographs of fan-made DIY items set to Celine Dion's All By Myself as part of a daring relaunch campaign. 

It was necessary for the corporation to alter its recovery strategy after the initial impasse and resume marketing and production difficulties. To take advantage of all available options, it was critical that the marketing mix remain flexible.
It wasn't just the tone of voice that created a concern at a time when just 500 restaurants were operating, but the quantity of money as well. If KFC was going to keep it open, the greater risk was whether or not to advertise. While this advertising boosted customer behaviour in the style of KFC, the reopening campaign was instinctively the correct choice.

KFC unveiled a new ad in February 2020 to better explain its iconic slogan and highlight how customers lick their fingers at every contact point. The irony was not lost on anyone:
Instead of making a serious business message, the KFC team opted to have some fun with their new motto, calling it "the most incorrect brand slogan around."
This was the beginning of a massive outdoor advertising campaign for KFC, which took over Piccadilly Lights and displayed It's Finger Lickin' Good. Influencers and clients were invited to come up with short-term slogans and even borrow short-term slogans from other businesses in order to help make this important choice.

By deleting their signature motto, KFC was taking a chance as well as a risk. Reflecting on where they needed to be in relation to the worldwide epidemic was a significant time for the brand. 

"Lick Your Fingers Well," KFC's old tagline, is getting a makeover.

Using adorable Barry White tones, the campaign came up with "Your Chicken Could Never," a return campaign that reintroduced the catchphrase while also celebrating the brand's followers' attempts to demonstrate their affection. for the KFC corporation.  In times of difficulty, having followers as enthusiastic as the ones KFC has is a huge asset. The marketing group, on the other hand, sought a middle ground.
There is a big passion for the brand, but KFC also had to acknowledge that there are a lot of individuals for whom KFC is simply one of many companies and many no longer regard the brand. Table top brands that appeal to a wide range of consumers are a primary priority for the marketing team at KFC.
 
Increasing sales immediately and establishing a brand over time are the two pillars on which KFC bases its evaluation of the performance of its advertising (Benady, 2014).
Short-term returns are tracked hourly, daily, and weekly, while brand awareness and general health, are considered critical markers of company success.
For KFC, it is crucial to keep an eye on market share, but they know their performance in the YouGov brand health and their share of performance versus the competition is extremely significant (KFC, 2022).

As a company, KFC has spent a lot of time working to understand and codify the variables that make the company relevant in their market, and they are constantly evaluating them. Perceived value, comfort and flavour notes are all critical indications and KFC measures them on a regular basis.

Growth in the future will rely heavily on digital transformation. "True omnichannel retailer" means bridging the gap between cuisine and transportation, and this is the goal (Andrews & Shimp, 2017).

In addition, the company plans to increase the visibility of its efforts to improve animal welfare in the local community. Announcing its first place on the 2021 Global Animal Care Rankings, a ranking of fast food businesses based on their dedication to puppy welfare, KFC went live with an announcement in July of 2021. Behind the Bucket, KFC's future communications platform, will emphasise the company's brand accreditations for social responsibility (KFC, 2022).

KFC's marketing ingenuity has a positive ripple effect that extends far beyond the company's bottom line. KFC's CMO believes that people and culture are more important than strategy and that the company needs to invest in the team

People should be able to take chances without fear in an atmosphere that encourages it. During pandemic a culture of mutual support has allowed employees to accomplish their best work.

In US, it's been a rough year for the Yum! Brands which includes 4,000 locations. Covid-19's disruption and Popeye's opponents' continuing dominance are only a few of the factors. The chain, on the other hand, was virtually unaffected, and in fact, same-store sales rose by 11% in the most recent quarter (KFC, 2022).

KFC is preparing for what looks to be an inevitable future in which artificial chicken will become widespread due to the fake meat explosion, particularly among young Americans. Although the business has tried a number of plants-based meat, it hasn't yet done so across the country. 

For a long time, plant burgers were commonplace, but the flavour was not all that appealing. There is no escaping the fact that KFC needed to be honest with themselves and admit that taste is the key to artificial meals. The majority of clients say they cannot imagine their lives without it. A muscle that has genuine muscular fibres is what KFC is attempting to re-create. The chewed and glued texture is a little more pleasant. It's a different kind of technology.

KFC’s goal is to achieve the closest genetic resemblance to the original Kentucky Fried Chicken while avoiding the use of any actual animals. Chicken muscle or chicken strips are the best and consumers are looking for products like that in all regions, no matter age, social status, gender or any other demographic segment..

The long-term need for artificial meat is the subject of much discussion. Traditional beef is expected to account for only 55% of the global meat industry by 2035, according to a research from Kearny (Chen, 2020). Plants are frequently associated with veganism or vegetarianism. Animal protein is consumed by more than 90% of Beyond customers. People have already switched to making their own plants burgers at home since they're just as tasty as the regular stuff.
Youthful adults eat more plants than their elders. In KFC’s opinion, this tendency will only get stronger. It's looking well for the company future plans. In their opinion, plants aren't the latest craze, but rather a long-term trend (KFC, 2022).

Fake chickens could be a norm in the future but can also not be a majority player in the market However, specialists in the field do not think it will ever replace animal protein in the fried chicken industry.

The KFC growth strategy includes the opening of restaurants in large cities like New York, as well as other locations around the country. If there is something that this epidemic taught businesses, this is that cities were dying and suburbs were thriving (KFC, 2022).

There are a lot of people that reside in these areas, and they have to go somewhere to eat. In US, this year, KFC should focus on launching in New York. There are a lot of individuals living in Queens or Harlem.
[bookmark: _Toc92738224]After the pandemic drove various items into packing and delivery, what does the future of dining look like?

Before the pandemic, KFC was consuming 14% of the market. It is currently around 2 percent. KFC should not expect a 14 percent return. The KFC prototypes they work with typically have smaller dining rooms than a traditional KFC. The company will reinvest this space in areas of rapid support for customers. People can run around and collect their food from cubby spaces without ever speaking to a team member. The company will invest in every KFC in the country that has this cubby system.
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Anything that can be offered to a market to
satisfy a want or need.

KFC's specialty is fried chicken served in various
forms. KFC's primary product is pressure-fried
pieces of chicken made with the original recipe.
The other chicken offering, extra crispy, is made
using a garlic marinade and double dipping the
chicken in flour before deep frying in a standard

industrial kitchen type machine.




image3.jpg
PRODUCTS

Chilli Cheese Fries

Boneless Banquet

NEW

KFCRICE

5 BUCKET
MEAL

Rice Bucket Meal

Snacker

Fried Chicken





image4.jpg
MARKETING STRATEGY

1. KFC’s marketing strategy: ——e  mess e

a. Competitive prices
b. Quality

c. Promoting with different Monday. Tuesday, Wednesday,

products ‘ b dade

d. Convenient locations

2. Advertising target on: g & &

a. The youth market. Thursday, Friday, Saturday,

b. Advertising by “
+ billboards, a
* junk mail
« sponsors for local big events and Sunday

and charity programs




image1.jpg
Price

* Price is the any amount of money that
customers have to pay while purchasing
the product. More broadly, price is the sum
of all the values that consumers exchange
for benefits of having or using the product

or services





