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Introduction
The present process of Marketing is exceptionally customer centred. It is related to making customer value and creating beneficial customer relationships. Customers are at the forefront of the cycle of displaying. The key focus of Marketing is to build consumer confidence and, ultimately, to receive an opportunity from consumers. KFC is an internationally recognized, drive-through joint chain. Colonel Harland Sanders found it in 1952 (KFC, 2020). The KFC is also known as Kentucky Fried Chicken. Their Headquarter is in the United States in Louisville, Kentucky. They offer pieces of chicken, servecitation150 countries, and over 22,621 locations globally. They have sales of more than 300 items. 
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Marketing is an operation, collection of structures and processes for developing, interacting, providing, and sharing value-added services for clients, customers, partners, and society at large (Melara, 2017). The power of marketing has shaped every item purchased by customers, every store that is visited, every media message received and every decision that is made before a purchase of goods or services (Ivanov, 2016). 
Now and then people think Marketing is simply about advertisement or sales, but that is not the whole story. It is a crucial discipline of administration that guarantees merchandise makers and projects can decode and organise, or exceed, purchaser needs and wishes. The marketing cycle is vital to the organisational execution of both large and small companies because it relates to the most relevant areas of the market. This is related to knowing the severe commercial centre and ensuring that organisations can take advantage of key trends, hitting consumers with the right item at the correct value, place, and time. Creating customer value has become more relevant in recent days than it ever was as advanced, and Digital technology is making progress across life (Baineset al., 2017).
The target audience will be any person who appreciates chicken, well that was the underlying business sector and item product (currently they have included various items, e.g. sandwiches and so on) and, from the beginning, it started as a minimal effort leader and sold to those with a lower level of pay or looking for value dinners on their own. KFC has raised mass popularity among all groups of employees and individuals.KFC uses ROS (restaurant-based ordering system) technology at its outlets' operational level to place orders and inform its chefs in the kitchen to work on the order placed by this type of technology is an example of INTRANET Service that most fast food restaurants use today.
The ROS technology is used to cut the time between order taking and informing the chef. During this scenario, orders are taken on the counter, and the device sends details directly to the chef 's computer, which is in the kitchen for the chefs to process the order.
Proper marketing helps keep the consumer familiar with the new products and provides them with the requisite product details. In their buying choice, this eases the buyer because they are prepared with the latest knowledge, which helps them to be comfortable regarding the purchase. Marketing also helps to provide convenient and prompt service to the customer. This brings the client into a healthy relationship with the organization. Marketing often helps boost user service and lets them get reliable details on the commodity they are interested. It also offers multiple choices for the consumer and helps them to select the product which matches their interest. The organisation must provide their customers with proper after sales service and must deliver their promises if the company will keep their image; customer satisfaction plays a very significant role creating value for customers (Spychalska, 2020).
Branding makes it possible for the organization to empower clients to distinguish their item from others. An existing brand will enable the organization to act as an expert. Branding helps with updates and helps differentiate evidence and attracts reliable customers (Holt, 2016). A reliable brand is enabling the company to introduce new items or business administration. In addition, it sets out a framework for an association to push their business forward. Brand goodwill and Customers compare their perceived value of similar products when deciding and with greater satisfaction towards a brand will lead the customers to moreover purchase products or services from the same brand.
Brand name inspire consumers to destroy the frustration and diminish the fear of not getting quality goods or services. Therefore, KFC is a known a renounced brand name which is almost available in every nation and known by almost everyone and this helps to give the customer a real sense of serenity. It also solves the problems of customers as specific issues are identified with assets and allow them to provide the assets they need. Just the name and logo of KFC is enough to engage customers and allow them to feel certain while purchasing items from that brand (Kotler, 2017). To build and maintain a successful brand, KFC has applied range of business strategies, survived in market and followed different brand equity models such as Keller Equity model and others to scale up their brand awareness and brand popularity in market. The brand value model of Keller is otherwise referred to as the CBBE model, which represents brand value based on the customer. As marketing advanced the client became the organization's main focal point. Organizations have realized that they will benefit in case they keep their clients upbeat. Whatever the case, how do such organizations shape a relationship with their clients? It is through the construction of a solid brand.
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Figure 1. Brand Value Pyramid of Keller Equity Model
(Source: Semanticscholar, 2019)
The CBBE model or the Brand Value Pyramid is really a pyramid as shown in Figure 1.It shows us how to manufacture brand value by understanding the needs of your customers and executing systems. According to the model of Keller, brand recognition (brand analysis and brand acknowledgement) is concerned about the consistency of the brand in shopper memory, as expressed by the ability of the consumer to remember the brand under various circumstances and conditions. The Keller's equity model comprises of those measurements, which change shopper conduct, favour capacity of brand affiliations, quality of brand affiliations, uniqueness of brand and uniqueness of brand affiliations.
This branding of KFC creates a need in the market to make the value for the customers furthermore; the administration is extremely fast in a variety of ways. It is globally one of the fastest conveyances, fastest issue reaction, and a standout among other representative client relationships. The spot's style and structure are perfect, flawless and make people happy and pleasant while sitting indoors.
Emotions KFC are making a concerted attempt to give their customers motivation and fun, KFC TV Ads are particularly fascinating, during the half-season of the matches; TV commercials pop up, and watchers are encouraged to buy dinners while watching the match. KFC Is a trustworthy brand as it is an exceptionally strong contender all over the world; it is the second-best rival after McDonald's in cheap food organisations. Reverberation There is good interaction with employees and customers, staff are friendly and smile to customers in any case so they can make them feel comfortable and seek to make them as nice as possible.All of these equates into the equity model used by KFC. Also,they must consider their target market, the people who are well on the path to buying the item or service. Numerous variables, including their age ranges, pay rates, location, training level and various components that identify likely clients must be considered when arriving at the objective market. 
Ansoff claimed in his matrix system, the progress of an organization is based on only two techniques which are either by changing the item sold or by fluctuating the market where the item is sold (Cleberg, 2019). Ansoff Matrix procedure has fully divided an organization's development into four approaches, Example, market development, product development, market diversification and product diversification. Market development is conceivable only if growth is still going on in the market and the association is willing to use the different parts of its market blend system so that the association could have a market edge over its other rival. Procedure for Product Development allows the company to supply another item in the existing market. 
This method relies on the organization that is willing to perform an inquiry and provide the company with the knowledge and business need, and the ability to make a change. The market Diversification indicates the use of an additional new market for an existing product. This technique has more hazard than the primary procedure since the association will find it challenging to know the multifaceted nature of the market. Product diversification approach empowers the company to seek an innovative new product in both the current sector and the new one. This method contains the highest degree of hazard in each of the four approaches as it involves the interaction with the industry for which the connection is curious. 
In KFC, the critical administration and operational control process are particularly complex. KFC's essential arrangement procedure depends on upgrade and admission. Keeping in mind the current situation, Ansoff Matrix has developed the latest marketable approach for KFC. Ansoff Matrix has four phases that incorporate market entry, product advancement, market development and diversification.
Market Penetration
The sale of goods and services in each market is called "Business Penetration." an organisation must actively seek to develop the quality. In this way, a market entry plan can help to do likewise before another market through the existing products. An expansion in the size of the establishment would construct the market share and the organization's profitability. For instance, Tesco uses this strategy to enter different markets like South Korea, which has become its second greatest market after Britain.KFC does not use this strategy as KFC is available in almost every vital market globally, so by penetrating into newer markets will not grant them much revenue as comparted to other methods.
Product Development
According to Ansoff Matrix and analysing KFC it is found that there is not much product development as compared to its competitors and KFC does not have any diversification of their products sold for different ages and cultures (Hussain, 2020).
Buyers are more mindful of their well-being, which is why they enjoy consuming low-fat food. In this way, KFC must extend its product offering, by making varieties of combos for individuals with different age group and newer and specific formulas for specific market. For instance, KFC can provide spicy food for markets where spices are often used in their culture, further they can develop new assortments of cold beverage for hot weathered nations. Even depending on the population and average consumer income KFC can develop cheap varieties of their food items such as mini burgers or probably include egg as an substitute for chicken for a cheaper cost all of these procedures  can help the organization to grab new customers. "Try Healthy, Be Healthy" In this way, the objective market will be expanded to build deals and gain more customers as people are getting more health conscious these days and hence product development would let KFC further improve its customer value (Chanet al., 2020).
KFC may find its hand through the creation of different kinds of burgers in an item advancement approach. McDonald's has been being more ideal than KFC due to an assortment of items such as Mc Pizza, and Masala Grill. KFC is required in this circumstance to deliver a variety of burgers as far as tastes and fixations are concerned.
Market Development
By increasing its topographical inclusion, it manages the sale and creation of products and ventures in the new market. Then again, the selling of existing goods to another customer at specific costs may also be considered a business advance. An organisation intended interest group depends on clients of both the youth and middle class (Visser, et al., 2019). KFC cannot use this strategy for increasing in their revenue as they do not have a very large menu and their menu is almost same for the entire market globally, and therefore they their first step would be to develop verities of dishes in different market then only they will be able to use this method.
Diversification
Creating specific items and services to accomplish the upper hand is called diversification, and the organization needs to coordinate all essential and substantial exercises to build a successful expansion plan. Big firms are implementing a viable strategy to accomplish the upper hand to maintain an uninterrupted business rivalry (Deepak, 2019). An organisation must develop a product or service that is one-of-a-kind creation so that it would be difficult for opponents to copy. Through using product development strategy, KFC would be able to scale up their brand image and market sustainability in the long run. KFC deals in a fast food chain and does not have any menu of exotic food items so making a diversified product is not a viable option for KFC because that would increase the price of the product and that will intern change the brand perspective and moto overall.
Stakeholder engagement and their impact
Stakeholders are typically individuals or gatherings that have an organisation's enthusiasm and can affect or be influenced by the business. Partners in affiliations are its representatives, suppliers, speculators, and clients for the most part. Stakeholders may be partitioned entirely into two classifications, internal and external. Internal stakeholders are directly associated with the intrigued association, such as representatives, proprietors, or speculators. External stakeholders are individuals or groups that are not legally related to the fascinated group but are affected by the organisation's definitive outcome. At KFC, there are many stakeholders, further divided in to internal and external stake holders where internal stakeholders consist of the managers, employees and investors, and the external stakeholders are delivery services, contracted vending companies, suppliers, and contracted cleaning companies. Employees Partner participation is a trend to talk to the partner to get an overall profit from a partnership (Breederveld, 2017). 
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Figure 2- Stakeholder Engagement Matrix
(Source: Bourne, 2016)
In the Stakeholder matrix, it shows that the stakeholders encourage the organization to meet customer requirements. Vital members include KFC's consumers, staff, investors, and suppliers.Their position on the influence at KFC has been shown in Figure 1.
Stakeholders influence KFC in a variety of ways, for instance, The Employees may impact business choices. Be that as it may, they can likewise influence the business legitimately, such as by declining to work or not functioning just as they should. Customers are influenced by purchasing items and services and offer criticism to organizations on the most proficient method to improve them. Mostly customers have high interest and moderate power to company.They are additionally ready to impact others by prescribing the business to companions or by notice them against utilizing the business. Suppliers can influence KFC by changing the quality of the supplies which will directly affect the output of KFC. Compared to other stakeholders, power and interest of stakeholders are comparatively low. Government also impacts KFC significantly, such as if governments change taxes it will directly affect the pricing of KFC. Government has high power over the company, where interest is less. 
The customers and providers are external partners though the internal partners are the representatives and investors. The promotional activities help the organization meet its intended community of interests (Sánchezet al., 2020). Partner involvement has had many positive effects on KFC, as it has helped the organization create trust among consumers in their products. This has helped KFC expand its dealings and enhance the number of customers who have trusted in their items. To maintain this confidence in the customer KFC stores around typically providing higher quality products and keeping up their success. Also, partner engagement pays general attention to KFC's brand among customers in each area, facilitating KFC's way of entering new markets and supporting its development in that advertisement. KFC uses the partner engagement strategy by including significant partners, like investors, to show signs of understanding improvement to attain desired results.

[bookmark: _Toc48849208]Conclusion
It could be inferred that the promotional concept is where a company assesses its customers’ needs and seeks a way to fulfil the customers' prerequisites. It often stimulates the creation of a sound link between the clients and the organization. Apart from this showcasing idea, for example, selling idea and item idea was worked out to have a superior result than past ideas. Another crucial role is the labels because they influence their buyers when it comes to purchasing their products. Item expansion has helped KFC grow, with the aid of the Ansoff Matrix Strategy. 
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