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[bookmark: _Toc92803168]Introduction
In this assignment, the different marketing aspects of KFC will be discussed. The different factors of integrated marketing communications in KFC will be analysed in the context of a model of communication. The different promotional strategies that can be used by KFC will be evaluated in this assignment, followed by the explanation of branding and brand equity. Finally, in this study, the customer journey map of KFC will be evaluated, along with an evaluation of the Total Engagement Model in its context.
[bookmark: _Toc92803169]Background of the Company
KFC, which is the abbreviated form of Kentucky Fried Chicken, is considered one of the largest fast-food restaurants across the globe. This company is owned by the holding company ‘Yum!’ that also owns different other popular fast-food chains, such as Pizza Hut and Taco Bell. The business market of KFC is spread over 150 different countries, as they operate through several different market entry strategies, most popularly franchising (KFC, 2022). The number of stores of KFC across the globe is about 24,104, which indicates its vast number of consumers. Furthermore, the total revenue of KFC in the year 2020 was about USD 27.9 billion, which indicates that it has gained a high level of revenue despite the global lockdown due to the Covid-19 pandemic (KFC, 2022). The major products of KFC are related to chicken, where they use their trademark recipe for coating. This special recipe involves 11 different spices and herbs, which creates a unique taste, thus making it a highly popular product among its consumers. KFC was the first company that popularised fried check products as fast food products across the globe and established the global standards of fried chicken fast food products (KFC, 2022). However, they have also started to offer other variants of chicken products, such as wrappings and sandwiches, along with different soft drinks.
[bookmark: _Toc92803170]Definition of Integrated Marketing Communications
Integrated marketing communication is being defined as the procedure for conveying any unified message across a variety of channels across the company. Duralia (2018) reflected that the primary purpose of this technique is to drive maximum engagement of customers and for the services and products of the company. Moreover, by use of Integrated marketing communication, an organisation generally unify the marketing communication elements such as advertising, principles of business development, social media, public relation, and audience analytics. Valos et al. (2017) reflected that therefore by using principles of Integrated marketing communication, KFC conveys important messages to their all departments like mission, vision, and goal for the financial year. Ahmad and Salleh (2019) denoted that integrated marketing enables KFC to provide a seamless experience for customers for the services and products and it optimises and it improves the relationship with the stakeholders. Moreover, Integrated Marketing Communication in the field of multidisciplinary, which combines practices of new media and traditional media, practices. Communication of Integrated Marketing Communication is the holistic approach that considers the strategy of marketing in context with the aims of the organisations and requirements of business development and needs of maintenance.
[bookmark: _eyn3sbspjcd0][bookmark: _Toc92803171]Definition of communication
According to Hancock et al. (2020), communication can be defined as the act of the transformation of the information from one place, person or group to another.  On the other hand, Garkushenko (2018) defined communication as the apparent answer related to the painful diversion between self and other, private and public, regarding the inner thoughts of the outside world. Communication is difficult for consistent endeavours defining a wide range of characteristics and purposes.  As per Garkushenko (2018), the complexities in communication arise from the knowledge that communication is a universal phenomenon with a specific discipline and categorisation. 
While there are various types of communication, there are two primary types of communication; verbal communication and non-verbal communication. According to Hancock et al. (2020), Nonverbal communication refers to the process of conveying in the form of non-linguistic representations. Some of the prominent examples of nonverbal communication include chronemic communication, haptic communications, facial expressions, eye contact and body language.  Verbal communication is the written or spoken conveyance of a message as the main mode of communication. Some of the main modes of verbal communication are voice message, constructed language, programming language, phonetic language, written language, etc.  
[bookmark: _Toc92803172]Any model of communication with a diagram
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Figure 1: Interaction Model of Communication
(Source: Ponjavic et al., 2021)
Communication models are the critical analysis and graphical representation of the phenomenon of the communication between the sender and receiver. According to Ponjavic et al. (2021), The Interaction Model of Communication depicts communication as a holistic process where the participants find themselves in the alternative potions of the sender and receiver for generating the meaningful endeavour through sending the message and receiving the meaningful feedback regarding the psychological and physical contexts. The communication process takes place between machines or humans in both non-verbal and verbal ways. The Interactive Model of Communication is a relatively new communication model relevant in the contemporary communication scenario. Interactive Model of  Communication consists of the variable components for making the communication process function. 
Encoder-Source-Decoder: The person from whom the message originated is known as the source. The encoder and decoder are regarded as the same person or source in the model. The second source is also regarded as the encoder or decoder.  The source acts as the primary encoder while transmitting the message and acts as a decoder when receiving the message (Sun and Bin, 2018). The second source helps in decoding the messages and then facilitates the originating of the other messages. This originated message is then encoded and is sent to the primary sources. The source is then regarded as the encoder and decoder during the process of encoding and decoding. 
Message: According to Ponjavic et al. (2021), the message is the set of the information created during the interaction.
Feedback: The decoder helps in forming the second message post receiving the first message which is regarded as the feedback. 
Field of Experience: The field of experience is the knowledge and experience that the sources possess that impacts the formation of the message and the interpretation. The example of the field of the experience ranges from the culture, social behaviour, etc. of the source. 
The message from both sources of the encoder and decoder is impacted with the help of their ‘field of experience’. The Field of Experience is the pattern of communication altering the pattern factors such as social, culture, situation, psychology and channels that are utilised judiciously (Godfrey et al. 2018). Overlapping of the field of the experience helps in the initiation of the conversations and conservation, expanding the field of the experiences. All of these factors collectively affect the interpretation of the message. The Interaction Model of Communication induces the concepts of the barriers and noise like network problems, language that has a significant impact on the process of communication. 
[bookmark: _Toc92803173]What new promotional strategies KFC can use to raise awareness of the brand
According to Ding et al. (2021), Marketing Strategy of KFC includes using the sales figure to estimate the requirement for the sales promotions. KFC’s main USP is its fried chicken recipes with several variations, KFC must stick to highlighting its signature dish apart from introducing a new menu as per the localised flavour. For instance, it has introduced a rice bowl combo menu in the South Eastern countries like  India to capture the rice eating and meal living customers. KFC must stick to this policy to attract local customers effectively. It must keep on advertising its signature menu as well as the localise menu aggressively on the digital platforms, electronic media and print media to make more and more customers aware of its strategies. 
According to Ding et al. (2021), KFC can also make use of the demographic segmentation for serving the market as per the requirements and wants. The consumers of the KFC consist of both younger as well as older adults, demographic segmentation would help KFC to a tailor-made impactful promotional strategy based on the preference and choices of each age group. Just like its competitors, McDonald's KFC's focus on the local menu should be uninterrupted to give it better positioning in the market. 
Uddin (2020) stated that KFC must transform itself into a positioning strategy that will increase its value as a brand apart from being product-based. KFC has strongly positioned itself in the segment of the chicken. It must maintain the streak of being the best chicken fast food brand and offer mid-segment combo packs at the peak of the season to make the non-vegetarian lovers flock to its restaurant. KFC must make strategic market analysis and continue to increase its base in the developing market. Before opting for any location, KFC must conduct a market analysis survey to understand the viability of KFC as a brand in terms of the brand value and sales volume. Based on the report, KFC must approach the market and create aggressive marketing campaigns locally to make the local population aware of its new opening. According to Ponjavic et al. (2021), while opening its branch, KFC must understand that the pricing strategy must be compliant with the local pricing and budget capability. Therefore, KFC must understand that pricing must be reduced as part of the deals and promotions while opening a new outlet at a new location. 
Husna et al. (2020) stated that  effective promotional strategy would be to create a better sales channel for creating better custom support stray. This would be to create better customer support both online and offline that would help in creating a better impression on the customer. Providing impeccable customer service is regarded as the best way for meeting the promotional needs as well as creating a brand name. Therefore, KFC must create more open-ended customer support where they could reply to the customer's queries, complaints and feedback through the social media platforms like Twitter, Facebook. Uddin (2020) stated that customer could simply initiate a chat on social media or tag the customer support of KFC to resolve the queries or issues. This would be the best way to promote the product and create brand value. 
[bookmark: _Toc91929389][bookmark: _Toc92803174]Definition of branding and brand equity
In the context of marketing, branding is defined as the recognition of a brand to customers, which comes to their mind when they think about the product. Organisations establish equity of brand through creating a positive experience that all the customers began to prefer the product to the product of the competitors. Valos et al. (2017) reflected that this is achieved through the generation of awareness, which speaks to target the values of customers, and by delivering the promises, they made to their customers during the advertisement of the product. Therefore, KFC by providing top quality services and products to their customers had built a strong brand of their product and hence now they enjoy goodwill all over the world. Maplestone et al. (2017) denoted that due to branding and brand equity, customers could now easily recognise as well as identify KFC. One of the topmost advantages of branding and brand equity is Return on Investment (ROI)
Organisations that leveraged the technique of branding generally enjoy more sales and earn more profits than that of their competitors. Moreover, an organisation that has good branding always must spend less as being compared to other organisations and examples of this expense are on advertising, marketing, and production. Porcu et al. (2019) denoted that therefore because of strong brand and brand equity, KFC generally earns more profit than its competitors earn and must spend less amount nonproduction of foods and on advertisement and promotion. Moreover, whenever any organisations plan to launch any new product, due to strong branding, they do not have to spend much on advertisement and customers always prefer the products of that company. Crespo et al. (2019) argue that therefore whenever KFC plans of launching new products into the market due to their already strong branding, they can easily enjoy more sales and profits from their new products. Moreover, on other hand, their competitors had to spend much on advertisement and marketing whenever they try to launch any new product in the market.
[bookmark: _Toc92803175]Customer journey map of KFC
As opined by Fischer et al. (2020), the map of customer experience is aligned with the strategies to enhance the process of collaboration in the management of the organisations willing to promote new business opportunities in their products and services. The model used for designing the customer journey map could be observed as the growth opportunity in respect to the current business concern of KFC for promoting their products in the target market as per following the below diagram.

Figure 2: Customer journey map of KFC
(Source: Learner)
The above map has been designed to understand and observe the credentials of improving customer experience in the post-pandemic situation regarding its concern to retain the global customers willing to purchase KFC food in lesser time as a choice of comfortable food preferred among the competitors in the market of restaurants and fast foods. The above map has been designed by following the desire and approach of the customers to improve their real-time experiences in the services as a major requirement to develop further purchase experiences and bring more referrals in the revenue and earning concern of KFC.
[bookmark: _Toc92803176]Explanations of customer touch points of KFC
According to De Keyser et al. (2020), the planning in customer experience could be properly executed by following customer touch points in the process by determining the credentials of the customers to ensure their repeat purchase intentions in the organisations. Considering the current requirements for customer experience mapping of KFC, the below segments could be followed to fulfil the essentials in support of the organisation. 
Need to purchase: As per following the opinion of Tong et al. (2020), the advertising and marketing strategies adopted by the organisations should be adequate in terms of provoking the need to purchase among the target customers in the business process. Considering the current customer experience in respect to KFC, it could be observed that the present understanding to develop the customer experience for KFC is adequate for the management of the organisation to enhance the need to purchase among the target customers. Caskey and Warden (2021) suggested that 82% of the current customers in KFC are associated with the brand name of the organisation from both the online and traditional advertising procedures as the main source of communication during these years of business in KFC.
Research options on the phone of customers to get the best fast food: As per following the process to maintain the need of purchase among the customers, the current advertisement of KFC in both online and traditional platforms have measured the reach among the target customers as they can search about the best offers in the Smartphone at any time. In this context, it could be observed that customer interaction has become 80% easier as the KFC food and its information are always updated on their websites and in every global search engine (Souiden et al., 2019). 
Visiting KFC outlet or online store: As per getting the information from the websites, promotional emails, social media offers and newspaper advertisements, the customers get influenced to purchase the KFC products (Jiang and Zhang, 2021). The easiest way for purchasing KFC food products is by visiting the nearest KFC outlets or ordering the food from the online store of the organisation. 
Online and store purchase of KFC food products: The modern customers of KFC are accustomed and flexible to visit the KFC outlets for meals, hanging out with friends and acquaintances or a comfortable place for dating. However, after the Covid-19 pandemic, ordering online from KFC has enhanced by more than 47% rather than the store visit opportunities to the consumers (Tarmazi et al., 2021). 
Dine-in, take away and home delivery for consuming the KFC products: The consumption of KFC customers to maintain customer convenience has been observed in its business practices to ensure that the customers could get the food at their preferred locations. KFC is using 3 different types of order delivery systems in their business practices. According to Chan et al. (2020), the dine-in facilities are observed as the convenient medium for making the consumption of the orders convenient to the visiting customers in KFC. Moreover, the takeaway facility is observed for the customers willing to order the food on the counter and take the food away at the place they want to consume. However, the home delivery of KFC foods is observed as the most convenient way for consuming the products among the current customers of KFC.
Feedback and support for the product: After purchase and consumption of the products, it is easy for the customers to submit their feedback on the given links in the messages as the customers get while confirming orders at the time of billing. The given feedback in favour or against the KFC orders is counted as the support for enhancing the customer experience of KFC (Long et al., 2019). 
Repeat purchase: Depending on the food quality and services by KFC, the current business development of the organisation indicates repeat purchases of the customers. Long et al. (2019) stated that this ensures the opportunity for KFC to maintain the customer experience to the right extent for determining further business growth in the organisation.
[bookmark: _Toc92803177]Explaining and relating the Total Engagement Model to KFC
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Figure 3: Total Engagement Model
(Source: Alpert, 2010)
As per following Figure 2, the total engagement model could be described by following the components in support of KFC. 
Brand Advertising: The right application of brand advertising in KFC ensures the opportunity in support of the organisation to determine that the customers could be better attracted to the organisation (Bragg et al., 2020). The types of brand advertising are used in the process of KFC to inform the customers about the promises to deliver the best quality foods under the brand name of KFC. 
Customer Experience: Bire et al. (2021) opined that considering the segments of total engagement by KFC, the current culture in the organisation is the strength to gain business for KFC that determines developing customer experience as the major requirement for the organisation. The employees are dedicated in KFC to enhance the service quality for delivering good food on time to the customers of KFC.
Culture: The overall work culture of KFC is significant in terms of establishing the brand reputation of the organisation in the market. The role of employees is evident to measure h culture as per maintaining a good customer experience in favour of KFC (Jiang and Zhang, 2021).
[bookmark: _Toc92803178]Explaining and relating Keller’s Brand Equity model with KFC
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Figure 4: Keller’s Brand Equity Model
(Source: Husna et al., 2020)
Brand Identity: KFC's first strategy is to create brand salience or awareness through aggressive promotional strategy. KFC invested heavily in brand promotions. Husna et al. (2020) stated that  in the year 2020 itself, KFC's global expenditure of creating the brand promotion rocketed up to $89 million This included creating attractive digital hoardings and graphic advertisements on social media, digital platforms and creating video advertisements to be displayed on YouTube videos. The main aim of KFC included forging an understanding of the brand identity to create a better strategy and better customer relationships. 
Brand Meaning: KFC has identified and communicated the requirements of the customers regarding their brand. The performance of KFC has been reliable without the taste and the range of the menu. However, KFC has been embroiled in the controversy regarding serving the old food during the Covid-19 pandemic. Therefore, KFC has issued a verbal apology as well as an assigned food safety check displaying the certificates of the social media platforms and advertisements (Omer, 2018). 
Brand Response: KFC has created an initiated approach in opening up the channels of communications for the customers. Customers of  KFC  always judge products based on quality and perceived quality. Uddin (2020) stated that credibility would help the customers to opt for trustworthiness. This would in turn help KFC to create credible customer channels are they could instantly respond to the customers. KFC has also opened an open-ended channel where the customers could give feedback regarding their recipe menu and suggest any recipe or flavour that they would move to include in the KFCs menu. This has made KFC as a brand much closer to the customers. 
Brand Resonance: KFC has created a better eco-friendly approach in using the packaging and the electricity as it knows that its customers are now aware of the environmental implications. Therefore, KFC has decided to promote organizational efforts by participating in several corporate social responsibilities which includes banning the use of plastic bags below 40 microns, using paper bags and using solar power in its outlet. 
Advantages: Keller’s Brand Equity Model is applied to KFC to create better branding and make a strong marketing approach regarding the strengths for the launch of the new menu. The model would help in strengthening the strong factors and create a successful strategy while meeting the gaps. Keller’s Brand Equity Model for having specific positive venture and marketing alignment. 
Disadvantages: Keller’s Brand Equity Model would not give the exact sales figure, marketing analysis and business forecast of the KFC’s potential growth in the market. It does not take critical approach in identifying the gaps. It is too much concentrated on creating brand image rather than on product and service strategy. 

[bookmark: _Toc92803179]Conclusion
The report concluded that KFC is using better marketing approaches and techniques to maintain its streak as the number one fast foods chain globally.  The report concluded that the right application of brand advertising in KFC ensures the opportunity in support of the organisation to determine that the customers could be better attracted to the organisation. It had been observed ta the credentials of improving customer experience in the post-pandemic situation regarding its concern to retain the global customers willing to purchase KFC food in lesser time as a choice of comfortable food preferred among the competitors in the market of restaurants and fast food. 
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