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[bookmark: _Toc135686307]1.0 Executive Summary
This report focuses how KFC should improve their business in implementing a marketing plan that will ensure that the organisation is able to attract target market. It highlights with several framework that will be reported regarding the focuses. The model used is SOSTAC which is a framework model that is used to identify the important steps that is needed to achieve goals for the organizations. The second framework used is SMART which is used to define the parameters of how it is to achieve the goals in a set timeline. Both models are used in this report to create a marketing plan that will ensure KFC is able to meet their goals by three years according to their set timeline.
[bookmark: _Toc135686308]2.0 Introduction 
Marketing plan has a purpose of defining the strategies that are used to engage consumers for the business to achieve their objectives (Lindley, 2023). It could serve as the waypoint for organization’s marketing teams to provide guidance on the approaches they are using in achieving their objectives by increasing their brand awareness, drives sales and so much more. By using elements such as SOSTAC and SMART, marketing teams can further analysis the required changes and their ability to improve on certain aspects for the greater good of the organisation. SOSTAC is a planning framework model that can identify the important steps that needs to be taken place into achieving the goals of the organisation (Wijaya & Hermawan, 2018). SOSTAC method consist of 6 stages which is situation analysis, objectives, strategy, tactic, action, and control (Chaffey 2015; Setyo et al., 2021; Irwanto et al., 2021).   According to Boogaard, (2023), SMART goals are the acronyms of Specific, Measurable, Achievable, Relevant and Time bound, which is used to define the parameters as to pertaining the goals ensuring that the objectives are able to be attain within a certain timeframe. It allows the organisations to achieve their goals within the required timeframe that they had put out years before to ensure that they are on track with the expansion and success of the organization. KFC is able to use their audits into creating a SOSTAC and SMART analysis into ensuring the organisation is able to achieve their goals. 

[bookmark: _Toc135686309]3.0 SMART and SOSTAC analysis 

[bookmark: _Toc135686310]3.1 SMART analysis 
The external and internal audit allows KFC to identify the strategic marketing objectives that will ensure to enhance the fast-food chain. The main strategic objective that could be use it their weakness which is analysis in the SWOT analysis of the audit. It discusses about the unhealthy food menu options that KFC has proposed to their consumers. The selection towards this issue could be use to KFC’s advantage where it enables the organization to improve on their menu by making options for healthier meals, vegan options, and vegetarian selection to ensure that more consumers are able to choose KFC as their preferred fast-food chain due to the numerous amounts of choices that concerns health and beliefs in the span of three year. It allows the growth of KFC’s target market where it could as well increase the overall profit of the organization. According to Arun, (2023), KFC has a demographic segmentation where it targets vegetarians and non-vegetarian consumers where it offers to all ages of group. KFC can target more consumers that are health conscious by improving their menus and widening their selection base. This is considered as a SMART goal as it allows KFC to achieve their goal in a span of one year in their franchise worldwide as it will become a gamechanger for the organization. 

[bookmark: _Toc135686311]3.2 SOSTAC 
SOSTAC could be used to structure the marketing plan of KFC in achieving their goals toward a much healthier option in their menu to attract newer target market that are health conscious in a span of three year.  According to the acronyms it consists of 6 steps which is situational analysis, Objectives, Strategy, Tactics, Actions, and Control. 
[bookmark: _Toc135686312]3.2.1 Situational Analysis 
According to Baker (2019), KFC have cut their healthier options from the menu after the inability to receive the required amount of consumer purchasing it for it to become their big change in the menu as a permanent option. Decisions should be made after the understanding of the situation, the business current environment and the components that will affect the macro environment surrounding the business (Moulay, 2019).  Based on the audit of KFC weaknesses it is noted that consumers would choose brands that are healthier and have more options for consumers that are unable to eat unhealthy meals. KFC would need to upgrade their menu by acknowledging the environment of their business in who their target market for those certain places. Whether it could be for children whom parents are concern on their intakes or patients that have issues with consuming too much salt but wishes for a fast-food option. KFC scratch off the menu after not receiving much attention from consumers which then allowing them to lose their new target market. 

[bookmark: _Toc135686313]3.1.3 Objectives 
The objective of SOSTAC analysis could be considered with the business setting their goals which are corelating with the SMART analysis to increase their consumer base and to understand the market much more (Reed FIDM, 2014).  It is to ensure that the business does not get sight track from achieving the SMART analysis as it has set a specific goal and a specific timeline for the business to achieve their goals as well as the end rewards in achieving it. In three-year, KFC would fill their menu with multiple healthy options which will indicate the journey of KFC brand image of unhealthy fast-food chain to become more viable and a variety choice for numerous other fast-food chain that are surrounding the business. It will allow KFC to enter a new market of consumers which will enhance their brand image. The marketing objective of KFC is to ensure that the business is able to market healthy food at specific outlets where the target market are prone to be more health conscious. 

[bookmark: _Toc135686314]3.2.3 Strategy 
Strategy is where it would outline the approach that KFC is taking to achieve their objectives which involving the development and implementations of strategies that will move the objectives into place. KFC are able to create a nutritional policy that allows the organization to set certain guidelines regarding their ingredient choices, portion control and newer menu composition. It allows the organization to be more open with a new policy where they are required to follow gradually in the span of three year. It will help them to clear out the unhealthy option beforehand as to avoid wastage when transitioning into a healthier fast food chain organization. KFC could also acquire new staff that are specifically nutritionist for the organisation to be more aware on their do’s and don’ts which will enable them to be less ignorant regarding health concerns.  

[bookmark: _Toc135686315]3.2.4 Tactics 
The tactics that KFC is working on right now needs to be fix in order for them to start with the strategy that they have accumulated in order to achieve the objectives. According to Chaffey (2016), we should beware of unfulfilled promises as the customers could blame you. KFC should ensure that their tactics meet with the 7p of the Marketing Mix where they could refer to the product. The marketing mix allows KFC to issue newer products towards improving their nutritional values on the menu that they serve in the fast-food chain. By researching on how the consumers surrounding the fast-food chain behaviour and their food choices, they are able to create a tactics that ensure that KFC is able to move forward with the objective and strategy, 

[bookmark: _Toc135686316]3.2.5 Actions 
Action is where it involves with the implementations of the tactics that is outlined. It allows KFC to start their initiative into making sure they are able to achieve their goal by the end of their three-year timeline. KFC should take steps such as reformulating their recipes, redesigning their menu, and training their staff into promoting their new healthier options which will allow them to build awareness on the transition that they are creating for the fast-food chain. KFC should encourage new staff to join talks on nutritional food to bring awareness on the important to create a much healthier food and on how to handle it. It allows current and new staff to be more sensitive when it comes to this. 

[bookmark: _Toc135686317]3.2.6 Control 
Control is where the business monitors, evaluate, and measure the results that they have gotten from the action where they are able to rule out whether they are able to proceed with much success. It allows them to keep the momentum running and able to maintain and improve in the long run. It ensures that they are able to achieve the goals before their timeline comes by. KFC should stress on the guideline policy where there will be consequences on their franchise that are unable to meet a certain threshold by the end of every month where they are able to monitor the achievements and improvement as time goes by. Adjustments and refinements could be made based on the results that they find and it will continuously improve. 

[bookmark: _Toc135686318]3.0 Recommendations 
The recommendations into improving KFC’s marketing operations on unhealthy food. The first one is by adding nutritional information regarding their foods in the menu to ensure that the consumers are able to see the number of calories in their intake. By enhancing the transparency of displaying the nutritional information on the menu could become one of the attractions of consumers toward the products. Consumers are able to make decision on their own regarding their health conscious for those who have their suspicion on the intake of food they are getting. KFC could create a feature in their application to show the amount of calories intake that consumers are purchasing and able to matchmake the products into creating their own healthy meal options. 
	The second recommendation is by collaborating with other health conscious influences and nutritional experts. This will allow consumers to be more aware that KFC is trying to become more health aware and rebranding their products in order to meet the demands of consumers. They are able to gain expertise and credibility that is able to change their perception and attraction into becoming more sensitive towards issues that will become one of the best competitive advantages they have against other fast food chain industry. KFC will be socially responsible for the brand into rebuilding it with trust and credibility with the health-conscious consumers.
	The last recommendation is that, KFC should create a consumer education programme where they are able to focus on the eating healthy and important of nutrition food for their consumers and what it will do to the future of fast food. It promotes eating healthy and also it helps them into taking consideration to those who are struggling with eating disorder which will enable them to be more understanding towards other consumers. This could be achieved by taking feedbacks such as surveys and by monitoring the consumers service interaction from time to time. It builds loyalty to the consumers that are new to the business and able to increase the current loyalty that the business has already acquire. 
	Implementing the recommendations allows KFC to enhance their marketing operation regarding unhealthy food and able to become more transparent with the consumers in their products. It build trust and loyalty towards becoming more sensitive regarding issues that have become more aware as it helps consumers and the organisation to become more aware of their health and care. KFC could show their commitment with these recommendation to ensure that they are able to become one of the choice consumer will pick in the future. 
[bookmark: _Toc135686319]4.0 Conclusions 
In conclusion, KFC’s effort into improving their unhealthy menu option towards a much healthier food option shows the advantage that they have regarding other fast food chain industry. The report provides numerous aspects on KFC’s marketing strategy where it implements the action into going thru with the objectives through the framework of SOSTAC model. It ensures that the business weakness could be a strength in their improvement to become the choice of many consumers in the future. Their objective which requires them to make a healthy meal option allows them to rebrand their organisation where they are able to attract a new target market. The recommendation allows KFC into the improvement of their organisation where they are able to find other options and allowing them to be more aware of the matter. By listening to the demands from the consumers they are able to improve as time goes by into making sure that KFC is able to create a much more safety, cleaner and healthy environment for their consumers. With all of the information regarding this report, KFC is able to turn their weakness into a strength into improving their organisation by the implementation of the recommendations and by using the SOSTAC analysis as a guideline for their marketing plan. 
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