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[bookmark: _Toc89509955]Introduction
Marketing is a function of business that involves in capturing value from customers and developing profit relationship with them through offering desirable products. Marketing function helps the company to identify customer's wants and then develop value driven strategy to capture the opportunity (Baker, and Baker, 2003). At present, marketing function matters a lot in business world. Almost every business has to develop appropriate marketing strategy to promote their products and ensure profit. An appropriate marketing strategy can lead a business sustained towards higher revenue (Cohen, 2005). This report covers a brief discussion on marketing fundamental in context of Kentucky Fried Chicken, highly known as KFC. The impacts of COVID-19 on KFC and its marketing function will be highlighted in this report. This report will cover a discussion on five stages of marketing process, marketing environment, such as - internal marketing environment and external marketing environment of KFC, analysis of these environments through several tools and techniques, marketing segmentation, targeting and positioning, and marketing mix in scenario of the impacts of COVID-19 pandemic on the marketing function of KFC.










[bookmark: _Toc89509956]Company Overview
KFC, a renowned multinational fast food restaurant chain, is one of largest companies in restaurant industry. The company has been founded in September 24, 1952 by an old man named Colonel Sanders. At present, KFC is the second largest fast food restaurant chain with more than 25,000 outlets across the world (kfc.co.2021). The company operates in 145 countries in full stack.
[image: ]
Figure 1: A Visual of KFC Offering
KFC has an efficient business management that manages the business around the world. COVID-19 pandemic brought lots of changes, especially this pandemic brought many challenges for restaurant companies and KFC was one of them. KFC affected significantly in the pandemic however the well ordered administration team could able to take appropriate steps and standout during the pandemic.
[bookmark: _Toc89509957]Stages of Marketing Process
Markets process involves such activities that lead to success of a marketing accomplishment (Moore, and Pareek, 2006). It is a process to drive a customer oriented marketing plan which goes fit with company’s profile. Marketing process is consisted with five attributes, such as - company mission, situation analysis, marketing plan, marketing mix, and implementation and control (Getz, 2012). These five stages of marketing process help a company to take effective marketing action in certain situation.
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Figure 2: A Visual of Marketing Process Stages (Getz, 2012)
Now, the marketing process is briefly discussed below in scenario of the impacts of COVID-19 on KFC -
· Company Mission: Company mission involves the goals and objectives of a company that it wants to achieve upon its business activities. Every company directs its business to achieve the mission it wants to achieve (Davis, 2017). KFC has a mission too and it is to serve finger lickin' good food to all our customers (kfc.co.2021)! That means the fast food chain wants to serve the best quality and delicious foods to its customers which will satisfy the customer's hunger in a higher level. During COVID-19 pandemic, the company could realize the upcoming effective which is why the company adapted new marketing considering their company mission.
· Situation Analysis: Situation analysis is the evaluation of certain condition. In marketing process, situation analysis helps the company to understand a situation critically so that the company and marketing function can make most appropriate decision to face the situation. During pandemic, KFC could able to analyze the pandemic situation critically which lead the fast food chain to develop a well decorated plan.
· Marketing Plan: Marketing plan is the idea that a company adapts for its marketing accomplishments of products in a situational condition (Sheth, and Sharma, 2005). Effective marketing plan fulfil the marketing accomplishments appropriately, that is why developing an effective marketing plan is very important. COVID-19 pandemic made KFC to develop a effective marketing plan for serving its products to customers which went well.
· Market Mix: Marketing mix is associated with products and their attributes which combination a company offers to its customers. Marketing mix considers product, price, place and promotion in marketing operations (Malhotra, Nunan, and Birks, 2017). During COVID-19 pandemic, KFC had to ensure its products are hygiene and healthier, price is affordable to its customers, product is available in right place, and the promotion is certain into its market.
· Implementation and Control: It involves to application a marketing plan in a certain situation and then evaluates the progress of that plan (Rust, Moorman, and Bhalla, 2010). Proper implementation and controlling of a marketing plan leads proper accomplishments of company’s goal. During COVID-19 pandemic, KFC implemented that plan of introducing some new category fast food items, as well as, the chain also focused carefully to serve the food as fast as possible from customer's ordering time. This plan went well and customers were much delighted from the quality assurance by KFC.
[bookmark: _Toc89509958]Internal Marketing Environment Analysis of KFC
Internal marketing environment is consisted with such factors that are very close to company and has its direct impact on the business which can affect the business operations significantly. Some internal marketing environmental factors are - customers, suppliers, employees, administration, product and service quality, offerings etc. Now, the internal marketing environment of KFC is analyzed below by applying resource capability and SWOT analysis method -
[bookmark: _Toc89509959]Resource Capability Analysis
Resource capability analysis is a tool to evaluate a company’s resources and measure how much capable those resources are compatible with company’s accomplishments (Gilmore, and Pine, 2002). This analysis involves three types of resources of a company that are - tangible resources, intangible resources, and human resources.
Tangible Resources of KFC: Tangible resources are the resources that can been seen and used in production, such as - land, property, machineries, raw materials etc (Erevelles, 1998). KFC has well furnished tangible resources like modern machineries, factories, company owned land and outlets, offices and many more which play significant role in the business operations of KFC.
Intangible Resources of KFC: Intangible resources are the resources that cannot be but only can be felt and realized that these resources play as back role into the success of the company’s business activities, such as - brand value, brand name, quality assurance, customer's belief etc (Wind, 2008). KFC has high capable intangible resources, such as the fast food chain has a stronger brand value than any other fast food chains, as well as, the quality of foods they offer is known to all as they don't compromise with the best quality products (kfc.co.uk. 2021).
Human Resources of KFC: Human resources are the resources that company has in form of its workers, employees, managerial board (Deepak, and Jeyakumar, 2019). KFC has highly efficient and productive human resources who work hard to operate the business activities of the company and achieve the company’s goal (kfc.co.uk. 2021). 
[bookmark: _Toc89509960]SWOT Analysis of KFC
SWOT analysis is the most used tool to evaluate a company’s internal environmental across the world. The analysis is made on considering a company’s strengths, weaknesses, opportunities and threats (Hole, Pawar, and Bhaskar, 2018). It is a useful internal environment evaluation tool through which a company can easily evaluate and point out its stronger and weaker points. As well as, it helps to identify the opportunities based on its capacity and threats that can impact the business badly (Ferrell, and Ferrell, 2020). Now, the SWOT analysis of KFC is shown below - 
	SWOT Analysis of KFC

	Strengths
	· High quality offerings
· Technology concern
· Productive human resources
· Stronger brand value

	Weaknesses
	· Higher price
· Lack of strong marketing efforts

	Opportunities
	· Industry growth
· Market development

	Threats
	· Competitors
· Same category offerings


Strengths
· KFC is highly concerned with quality of their offerings. Since then, the company offers best quality fast food items and quality service which made its customers delighted, loyal to the brand (kfc.co.2021).
· KFC is also concerned with modern technologies and tools (kfc.co.2021). They have modern machineries to cook their food items, also they take online orders which make easier to purchase food items by the customers.
· KFC is the second largest fast food chain with more than 25,000 outlets across the world. The size of this well renowned fast food chain indicates how popular the brand is in market.
· KFC has very productive human resources who are efficient enough to compatible with their work in several situations.
Weaknesses
· The prices of the fast food items KFC offer is a little bit higher than the others which often differentiate the purchasing ability of its customers (Deepak, and Jeyakumar, 2019).
· Though KFC focuses on serving good quality fast food items, the company has lack of strong marketing efforts which often failed to highlight the offerings and new items to its customers.
Opportunities
· The fast food industry is one of the largest and fastest growing industries across the world. As people are getting busy with their work and get hardly enough time to spend more time on having their meal, they prefer to buy foods in less time which enables a good opportunity to KFC.
· The market for fast food industry is well developed and there are many locations where it is developing. On that point, the developing markets can be a profitable opportunity for this fast food chain (Wind, 2008).
Threats
· There are lots of competitors available in the market, such as - McDonald's, Well Food, British Food, Burger King and many more which can impact the business of KFC badly it the company ever fails to delight its customers. As well as, local competitors can affect its businesses too (Deepak, and Jeyakumar, 2019).
· KFC has almost same category product line and it is high time the company didn’t bring any notable variations into their offerings which may affect its business in long run.
[bookmark: _Toc89509961]External Marketing Environment Analysis of KFC
External marketing environment is consisted with wider factors that affect a business and its functions in a long run, such as - government, government polices, economic condition, economic growth, social beliefs, technological tools and progress, environmental factors, and laws and regulations (Mujanovic, and Damnjanovic, 2018). Now, the external environment of KFC is analyzed below through Porter's five forces model and PESTEL analysis -
[bookmark: _Toc89509962]Porter's Five Forces Model Analysis
Porter's five forces model helps a company to evaluate its five external factors that are closely related with the business and its operations. The five forces are - customers' bargaining power, suppliers' bargaining power, rivalry among existing competitor’s rivalry, new entrants threat and threat of substitutes.
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Figure 3: A Visual of Porter’s Five Forces Model
Now, Porter's five forces model is analyzed below in context of KFC -
1. Bargaining Power of Customers: In UK, the bargaining power of customers is much limited as most of prices against offerings are fixed to customers. The prices of the fast food items of KFC are fixed into the menu bar, which limits the bargaining ability of the customers. So, it can be said, here the bargaining power is low.
2. Bargaining Power of Suppliers: Here, the bargaining power of suppliers is medium. The raw materials of KFC are mainly chicken and different flavoured condiments. KFC has to depend on suppliers for both of these raw materials, and the prices of these often vary from situation. For example, in COVID pandemic, the prices of chicken increased in a notable amount, so did the price of masala, however KFC was able to conduct a good negotiation with its suppliers.
3. Rivalry among Existing Competitors: KFC has lots of competitors, some are International and some are local. KFC is mostly affected by international competitors, such as - McDonald's, Well Food, Burger king etc, however the brand is often affected by some local fast food chains too, such as - British Food, Hedson's Burger, London Fried Chicken etc. So, the rivalry among existing competitors is high here.
4. Threat to New Entrants: Though the industry of fast food items is high growing, there are many well known multinational and local brands available in the market who offer almost same category food items, fast foods. As well as, a company will need a large amount of capital of it wants to enter in this industry and compete with these well known brands. So, it can be said that the threats to new entrants is low here.
5. Threat to Substitutes: Here, threat to substitutes is medium. Pizza hut, a well known multinational pizza company chain, also operates in the same market. As well as, there some local brands too who offer pizza in the same market, such as - Queen's Pizza, Mint's Pizza house etc (Sabaitytė, and Davidavičienė, 2018). Since there are substitutes available in the market however, the quality of KFC is better than them, the threat to substitutes is high here.
	Components
	Measurement

	· Bargaining Power of Customers
	Low

	· Bargaining Power of Suppliers
	Medium

	· Rivalry among Existing Competitors
	High

	· Threat to New Entrants
	Low

	· Threat to Substitutes
	High



[bookmark: _Toc89509963]PESTEL Analysis of KFC
PRSTEL is the most used technique to evaluate the external environment of a company. PESTEL analysis is broken into six different factors that are - political, economic, social, technological, environmental and legal (Malhotra, Nunan, and Birks, 2017). Now, the PESTEL analysis of KFC is analyzed below -
	PESTEL Analysis of KFC
	

	Political Factors
	Discussion
	Condition

	Government policy
	Government policy affects a business a lot. Appropriate government polices help business companies to be flourished, in contrast, inappropriate policies make business firms less profitable which ultimately impact on national economic condition (Jain, and Yadav, 2017). In UK, the government policies for KFC are much appropriate as the business strategies and market operations of KFC are compatible with the government policies.
	Favourable

	National business restrictions during COVID pandemic
	During COVID-19 pandemic situation, most of the fast food and restaurant outlets were closed or operated in a small scale. Government restricted all kinds of public gathering. KFC were one of the fast food outlets where public could gather that is why, the company had to operate in small scale so that public gathered could not take place.
	

	Economic Factors
	

	Economic growth
	During COVID-19 pandemic, UK tasted a little bit recension in economy. The country’s economic growth became stable which affected the business scenario in UK, however the economic condition is now getting better which is why KFC will get its advantage.

	Favourable

	Market condition
	The market condition is now developing rapidly. After a vulnerable market condition during COVID-19 pandemic, UK started to taste a developed market for its business companies, on that point, it is a great opportunity for KFC to utilize this opportunity and capture the upcoming growth of market.
	

	Social Factors
	

	Customer's preference
	Successfully of business often depends on customer's preference (Sheth, 2020). A company should focus on good quality offerings and strategic marketing plan as these will be able to delight and attract customers. When customers will get attracted, they will become loyal to the offerings. KFC focuses on quality offerings which made its customers loyal and attractive to company’s offerings (kfc.co.uk. 2021).
	Favourable

	Social customs
	Social customs refers the value, beliefs of society that a business company should consider in business operations (Paul, 2019). KFC considers social customs appropriately in its marketing operations. The brand develops business plan, runs promotion in considering the social beliefs of local people.
	

	Technological Factors
	

	Use of modern technologies
	Modern technologies accelerate the production and make the business dynamic. Modern technologies also make the business operations efficient (Nunan, Malhotra, and Birks, 2020). KFC focuses to adapt new technologies into their business operations. The fast food chain brought new technologies into their food processing and cooking which ensure the hygiene and efficient production (kfc.co.uk. 2021).
	Favourable

	Digital marketing
	Digital marketing makes the market operations of a company more dynamic and visible as it can  attract its target customers. KFC considers digital marketing into its marketing operations. KFC is highly focused on social media marketing and branding which attracts its target customers.
	

	Environmental Factors
	

	Waste disposal management
	Waste disposal management should be focused to ensure environment safety. Companies with production should consider how to dispose their production wastes so that it doesn’t affect the environment badly. Though KFC maintains its waste disposal management to ensure environment safety (kfc.co.uk. 2021) but often it faces problem in waste disposal management.
	Unfavourable

	Environment safety
	Environment safety is one of the major concerns of business. A business should be directed in such way that it ensures environmental safety. KFC maintains and focuses environmental safety on its business operations carefully as customers but the government is still not pleasured with KFC's environmental safety approach.
	

	Legal Factors
	

	Business laws
	Business laws include the laws and acts that are used in regulating business companies by the authority. KFC follows laws and acts properly that should be followed by the fast food chain in business operations.
	Favourable

	Food safety law
	Food safety law is must be considered in fast food chain business. Since fast food chains deal with food and drink items which could be served in quick approach. KFC maintains food safety law and acts which also helps the company’s to ensure high quality food items.
	


[bookmark: _Toc89509964]Advantages and Disadvantages Analysis of KFC’s Marketing Environment by Using Situational Analysis Model
	5C’s
	Advantages
	Disadvantages

	Company
	Favourable most of the internal and external marketing environmental factors
	Unfavourable Environmental factor from external environment

	Collaborators
	Well maintained relationship
	Highly dependent on them

	Customers
	A large sized loyal customer base
	Customers are sensitive to market offerings

	Competitors
	Helps to stay careful in business operations
	Sensitive involvement

	Context
	Reputed brand across the world
	Less focused on product innovation and diversification


[bookmark: _Toc89509965]Segmentation, Targeting and Positioning
Market Segmentation: It is a process to divide a big market into different categories and make smaller and specific market to operate a business most efficiently into its appropriate market (Garg, and Sharma, 2017). Marketing segmentation is done based on several attributes of customers, such as - age, ethnicity, gender, income, perception etc. KFC segmented its market demographically based on customer's income and buying attitude.
Market Targeting: After segmented a larger market into different categories, a business firm choose most appropriate smaller market and then target it for its business operations (Stadnyk, V., Pchelianska, Holovchuk, and Dybchuk, 2020). KFC targets the market that consisted with mid level income people who can afford the food items of the company which are little bit costlier than others. The brand focuses on concentrated targeting in its strategy.
Market Positioning: Market positioning refers to develop perception into mind of customers targeted segments (Tien, Phu, and Chi, 2019). KFC positioned itself through quality service assurance, made its customers loyal by delivering more value.
[bookmark: _Toc89509966]Marketing Mix in Context of KFC
Marketing mix refers to make a marketing plan stable based on product and its different associated attributes analysis. It considers product, price, place and promotion analysis
Product: Product is the most sensitive part of business. It is the offering that a company offers to its customers (Raewf, Thabit, and Jasim, 2021). KFC offers fast food items that are basically made from chicken. COVID-19 pandemic made the company to think twice on its offerings, and so the company introduced some healthier food items into its offerings. KFC mostly uses attitude branding strategy in branding its products. It makes its customers attitude to buy the products of KFC. Their brainding tagline to finger lickin’ good is the feature line of branding their product.
Price: Price is the value that a company charges against its product (Mintz, Gilbride, Lenk, and Currim, 2021). KFC follows superior price strategy which is why the prices of its food items are little bit higher than others; however this pandemic made the brand to redesign its pricing strategy for some specific food items (kfc.co.uk. 2021).
Place: It ensures the availability of offerings in market. KFC is the second largest fast food chain in the world which indicates that the outlets of this company are available in required locations. During COVID-19 pandemic, customers could buy food items from this chain within 2 minutes of their ordering time. As well as, they could purchase food items from online orders easily. KFC has their own outlets where the brand makes available their products.
Promotion: Promotion creates brand awareness which made customers to buy certain products (Huang, Xu, and Lim, 2021). KFC also follows different types of promotional strategies. The promote their product through person to person promotion, commercial ads, billboards etc.
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Figure 4: A Visual of KFC’s Billboard Marketing During COVID-19 Pandemic
During COVID-19 pandemic, KFC maintain focused on social media marketing, television advertisements and billboard advertisements for promoting their business which went well(kfc.co.uk. 2021). Also KFC uses celebrities and social media influencers to promote their products in market.






[bookmark: _Toc89509967]Conclusion
Marketing is the business function that involves in achieving organizational goals through making plans for the offers of the company. This report has been made on marketing fundamental based on the second largest fast food chain, KFC in scenario of the impacts of COVID-19 pandemic. Stages of marketing process, internal and external marketing environment of KFC, market segmentation, targeting and positioning, and the marketing mix have been discussed in this report.
[bookmark: _Toc89509968]Recommendation
Now, it is recommended by using Ansoff matrix that KFC should focus on product development and diversification as the brand is capable for these and the opportunity for new product development and diversification in market is favourable for the company. KFC should focus on new product development in existing market as it is high time; the brand introduced new products in market. As well as KFC should focus on diversification because diversified will help the brand to make stronger position in international market.










[bookmark: _Toc89509969]References
· Baker, M.J. and Baker, M.J. eds., 2003. The marketing book (Vol. 195). Oxford: Butterworth-Heinemann.
· Cohen, W.A., 2005. The marketing plan. John Wiley & Sons.
· Davis, J., 2017. Measuring marketing. De Gruyter.
· Deepak, R.K.A. and Jeyakumar, S., 2019. Marketing management. Educreation Publishing.
· Erevelles, S., 1998. The role of affect in marketing. Journal of business research, 42(3), pp.199-215.
· Ferrell, O.C. and Ferrell, L., 2020. Technology challenges and opportunities facing marketing education. Marketing Education Review, 30(1), pp.3-14.
· Garg, S. and Sharma, V., 2017. Green marketing: an emerging approach to sustainable development. International Journal of Applied Agricultural Research, 12(2), pp.177-184.
· Getz, D., 2012. Development, and Marketing. Sport and adventure tourism, 49.
· Gilmore, J.H. and Pine, B.J., 2002. The experience is the marketing. Louisville: BrownHerron Publishing.
· Hole, Y., Pawar, S. and Bhaskar, M.P., 2018. Service marketing and quality strategies. Periodicals of Engineering and Natural Sciences (PEN), 6(1), pp.182-196.
· Huang, H.C., Xu, J. and Lim, A., 2021. Marketing mix optimization with practical constraints. arXiv preprint arXiv:2101.03663.
· Jain, E. and Yadav, A., 2017. Marketing and technology: role of technology in modern marketing. IOSR Journal of Business and Management, 19(5), pp.49-53.
· kfc.co.2021. Available at: <https://www.kfc.com/> [Accessed 13 November 2021].
· kfc.co.uk. 2021. Available at: <https://www.kfc.com/uk/> [Accessed 13 November 2021].
· Malhotra, N., Nunan, D. and Birks, D., 2017. Marketing research: An applied approach. Pearson.
· Malhotra, N., Nunan, D. and Birks, D., 2017. Marketing research: An applied approach. Pearson.
· Mintz, O., Gilbride, T.J., Lenk, P. and Currim, I.S., 2021. The right metrics for marketing-mix decisions. International Journal of Research in Marketing, 38(1), pp.32-49.
· Moore, K. and Pareek, N., 2006. Marketing: the basics. Routledge.
· Mujanovic, E. and Damnjanovic, A., 2018. Marketing management and social entrepreneurship. Economic and Social Development: Book of Proceedings, pp.77-88.
· Nunan, D., Malhotra, N.K. and Birks, D.F., 2020. Marketing Research: Applied Insight. Pearson UK.
· Paul, J., 2019. Marketing in emerging markets: a review, theoretical synthesis and extension. International Journal of Emerging Markets.
· Raewf, M.B., Thabit, T.H. and Jasim, Y.A., 2021. The Relationship between the Elements of Marketing Mix and Consumer Behavior during Environmental Uncertainty. Cihan University-Erbil Journal of Humanities and Social Sciences, 5(1), pp.50-55.
· Rust, R.T., 2020. The future of marketing. International Journal of Research in Marketing, 37(1), pp.15-26.
· Rust, R.T., Moorman, C. and Bhalla, G., 2010. Rethinking marketing. Harvard business review, 88(1/2), pp.94-101.
· Sabaitytė, J. and Davidavičienė, V., 2018. The analysis of internet marketing research directions. Маркетинг і цифровітехнології, 2(1), pp.7-20.
· Sheth, J.N. and Sharma, A., 2005. International e‐marketing: opportunities and issues. International Marketing Review.
· Sheth, J.N., 2020. Borderless media: Rethinking international marketing. Journal of International Marketing, 28(1), pp.3-12.
· Stadnyk, V., Pchelianska, G., Holovchuk, Y. and Dybchuk, L., 2020. The concept of marketing of balanced development and features of its implementation in the food market. Agricultural and Resource Economics: International Scientific E-Journal, 6(1868-2020-1687), pp.80-95.
· Tien, N.H., Phu, P.P. and Chi, D.T.P., 2019. The Role of International Marketing in International Business Strategy.“. International Journal of Research in Marketing Management and Sales, 1(2), pp.134-138.
· Wind, Y.J., 2008. A plan to invent the marketing we need today. MIT Sloan Management Review, 49(4), p.21.

Page | 2 

image3.png
Bargaining
Power of
Buyers





image4.jpeg




image1.jpeg




image2.jpeg
Marketing Process Overview

[ Mission ]

A —

Situation Analysis
——————
L Marketing Strategy J





