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In the UK fast food industry is growing at a rapid pace, the overall annual worth of the fast food industry in the UK has been estimated to be almost  £8.02 billion (Burgoine et al., 2018). People are motivated to purchase fast food products as it provides them flavour and good value for their money. This essay will discuss different processes and stages that KFC uses in order to improve its sales. 
[bookmark: _Toc48924664]Discussion
Different stages and process of marketing used by KFC are objectives, situational analysis, marketing planning, marketing mix and implementation and control.
Objectives are the initial stage of marketing that helps an organisation to set up their goals. Objectives established by KFC to effectively implement its marketing strategy are stated below:
· To expand its business in the highly competitive market
· To provide quality product and service to the customer in order to achieve customer satisfaction (Shibghaturaham and Sadfuloh, 2018)
· Progressively increasing its annual profits.
· To occupy a stronger hold in the market as compared to its other competitors.
Situation Analysis is a stage of marketing that helps KFC in analysing and evaluating the present factors that impact the selling of its products. Introduction of new and variety of products generally helps an organisation in the fast food industry to attract more customers and increase their customer base. KFC has to regularly analyse the market situation as well as introduce new products as per the demands and requirements of the target customers. In order to increase their customer base and reach out for more customers belonging from every community of the society KFC has enriched their menu by introducing HALAL chicken. This also assists KFC to be sensitive and fulfil the cultural demands and provide customer satisfaction.


	Strengths
	Weakness

	Strong brand value across the globe
Strong business performance
The use of HALAL chicken and achieving licence from HALAL Food Authority (HFA) (Rahman, 2019)
Trademark secret recipe of KFC that includes 11 different herbs and spices (Hussain, 2020).
Trained and skilful employees  
	Insufficient in building proper relationship with its employees
Use of vegetable oil that consists of trans fat.


	Opportunities
	Threats

	
Providing an alternative of red meat to the customers.
Introduction of meals offered.

	High competition in the present market by well-established organisations.
Loss due to unpredictable outbreak of bird flu.


Table 1: SWOT analysis of KFC
(Source: Created by Learner)
The main strength of KFC is its strong brand value across the globe. According to Scholz and Smith 2019, by the end of 2019, KFC has managed to establish almost 19000 different outlets spread across 118 different countries. This assists KFC in reaching out to a large number of customers and increasing their sale significantly.  KFC also generated profit of £2.1 billion in the year 2019 (Gusarov and Diadiuk, 2019). Introduction of HALAL chicken as well as certification from HALAL Food Authority (HFA) by KFC has helped the organisation in increasing its sales significantly. Additionally, KFC has also managed to entice its customers with their unique flavour; this secret recipe of KFC that includes the use of different herbs and spices has managed to attract more customers. This uniqueness and originality in its flavours have managed KFC to increase their customer base. Besides, KFC also ensures that its employees are well trained in effectively handling its customers and providing quality service. However, the weakness of KFC is that it pays its employees just above the standard minimum wage in the UK. This restricts KFC to maintain its employee satisfaction (Soomro et al., 2016). Another weakness of KFC is that most of its cooks use vegetable oil while cooking. This is unhealthy oil that contains excess trans-fat. This makes an impact on the customers who are health conscious and will result in reduction of its sale. 
KFC has a wide range of opportunitiesthat will assist the organisation in reaching out more customers. The initiation of meals and brunch to the customers has managed KFC to somehow maintain its sales after the outbreak of coronavirus. KFC also ensures to keep its kitchen clean, sanitised and hygienic to avoid covid-19 infection. Additionally, KFC have provided customers an alternative to read meat by easy availability of quality and flavoured white meat. This has led KFC to maintain customer satisfaction and make a stronghold in the market. However, KFC has a great threatfrom other business organisations in this industry as well as KFC also suffers a huge loss whenever bird flu hits its peak.  
	Factors
	Details

	Political
	Introduction of Brexit
Employment relation Act 1999	

	Economic
	High GDP of the UK
Large population of UK helps KFC in reaching out to more customers and generate more profits 

	Social
	Use of HALAL chicken
Use of unhealthy oil

	Technology
	Implementation of ROS technology in its outlets.


Table 2: PEST analysis of KFC
(Source: Created by Learner)
Political factors of the UK like the introduction of Brexit and the UK seeing an exit from the EU has impacted KFC. KFC had seen a shortage in its chicken supply that resulted in KFC to shutter down their outlets. This impacted KFC in the overall sale and reduced its profits (Gelderblom, 2019). KFC also has to abide by the employment policy of the UK, this enabled KFC in providing its employees sufficient amount of rest. Employment Relation Act 1999 of the UK enabled KFC to maintain a standard working hours for its employees. However, economical factors provide KFC valuable support in increasing its sales and earning profits. Due to the high GDP rate of the UK as well as the economic stability in the UK enabled KFC to generate high revenue and profits. The UK also has a huge population which is about 66 million. This led KFC to notice a 10% increase in its sales in the year 2019 (Hantzshe et al., 2019).
Social factors of the UK also support KFC in increasing its sales. The implementation of HALAL chicken had helped KFC in satisfying the Muslim community of UK. This helped KFC in attracting customers who were initially not interested in buying products from the UK.  However, the use of unhealthy vegetable oil by KFC has led the organisation to receive high criticism from different health conscious sections of the society. KFC has also implemented different ROS (Restaurant based ordering service) technology in its operations. This enables KFC in taking orders from the customers as well as simultaneously informing chefs working inside the kitchen. This assists KFC in providing quick and quality service to its customers, hence resulting in increasing the satisfaction level of the customers (Sin et al., 2019). This ROS technology is a type of INTRANET service that effectively optimises the quality of service of the organisation. 
Marketing Plan of KFC provides a detailed illustration on the required actions that will assist the organisation to meet its marketing objectives. Marketing plans will also help KFC in developing interests in the mind-set of its potential customers as well as effectively convince the customers to buy its products. 
Marketing mixof KFC will enable the organisation in reaching out to their potential customers in the market. It will also reflect in increasing the sales of KFC and attracting customers towards them. The marketing mix strategy of KFC involves 4Ps strategies that deal with product, place, price and promotions. KFC is required to put an effort in increasing itsproduct variety and include new items in its menu in its different outlets. This will help KFC in analysing the demands as well as preference of products of the customers. However, KFC is required to focus on introducing products that will be beneficial to the health of the customers, as customers are becoming more health conscious. KFC can improve the health factor in its menu by introducing a new product that will be grilled rather than fried. This will reduce the consumption of oil while cooking as well as provide customers with an option to buy a healthy product (Chan et al., 2020). KFC is also concentrating in improving their health index by even adding steamed chicken items in its menu. New products such as grilled chicken sandwiches, grilled and steamed chicken   have managed to attract more customers. 
In order to increase the sale of its new products and attain its desired sale percentage KFC has to expand its distribution areas and places. KFC has managed to expand to some unconventional areas such as hospitals, malls, amusement parks and various collages to increase the sale of its healthy products. KFC uses “marketing skimming” as their “pricing strategy”. This pricing strategy allows the organisation to mark its prices considering its customers range (Jeziorskiet al., 2019).KFC usually marks high prices to its product that is targeted to different customers belonging from middle and upper class. Post this KFC trickle down its product’s prices that concentrate on customers belonging to middle and lower class (Bororing et al., 2017).This assist KFC in reaching out to customers from every section of the society as well as attaining customer satisfaction. 
“Promotion”of products is required to be practiced keeping in mind the advertisement as well as reducing cost of every individual advertisement. KFC provides specials offers to the customers in its newly established outlets this helps the organisation in making customers aware of their recent expansions (Giang, 2016). Special offers will also be attractive for the customers and will entice the customers to avail the offers and buy products. Promotion through different societal programs such as sponsoring college events and social programs will help KFC in promoting its product and increasing the sale. 
Implementation and Control is a very significant stage of marketing. In this stage KFC is required to assess and evaluate that every stage of its marketing is able to provide benefits to the organisation as well as improving the productivity and profitability of the organisation. KFC also needs to control and implement effective marketing research in order to maintain their product quality and provide products to the customers as per their demands and requirements. This will assist KFC in effectively making proper decisions and avoid high pricing of their products. Implementation and control is an important stage for KFC in marketing as it enables the organisation to stay connected with different new trends and reformation in customer’s demands (Abbasi, 2018). This will assist KFC in reforming their product and introduce new products that are in demand and fulfil its customer satisfaction. KFC is noticing high demand in its products as compared to other organisations as it assists customers in keeping away from the red meat and providing them with a different flavour of white meat. This also helps customers to maintain their health and dietary plans.
[bookmark: _Toc48924665]Conclusion
It could be concluded from this essay that KFC has effectively implemented different stages of marketing to achieve the desired goals of the company. Marketing mix has also assisted KFC in identifying the demands and requirements of its potential customers. The SWOT and PEST analysis have assisted KFC in evaluating the marketing condition of the UK and generate high profits. Different stages of marketing have also assisted KFC in providing customers with quality products and service. This has resulted in increasing the customer base of KFC as well as customer satisfaction.
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