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[bookmark: _Toc134866441]Executive Summary
The goal of this report was to critically analyse the external environment of KFC and propose a suitable marketing plan. After conducting the external business environment analysis, the findings established that there was an opportunity for KFC to explore the vegan markets. For this to happen, the recommended application of the differentiation business strategy was considered ideal. Following the STP analysis, the vegan target market was chosen as the appropriate target market for KFC’s approach to grow its market share year on year by 15%. The tactical recommendation suggested a vegan menu that was differentiated to meet different vegan food options, a pricing strategy anchored on value-based pricing, ease of availability of vegan menu items online and in physical outlets. In addition, using social media campaigns and influencer marketing to popularise vegan menu, recruiting knowledgeable individuals who can provide unique perspectives for customers seeking vegan menu offerings, recruiting individuals who are experienced and interested in vegan menu items and preparing the physical KFC outlets to showcase attractive packaging and signage of vegan menu items. In the action plan suggested, the marketing manager, pricing analyst, operations manager and human resource department were considered critical in implementing various aspects of the 7P marketing mix. The sales revenue metric was viewed as effective in controlling the performance of the organization and establishing how effective it was positioned to indicate a growth in market share for KFC. Lastly, it was recommended that a strong brand identity aligned with differentiation strategy and a focus on delivering exceptional customer experience would be instrumental in further emphasizing the differentiation strategy for KFC.
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KFC has a long history of success and this has seen it grow over the years to be one of the leading fast-food chains globally (KFC, 2023). However, there has been concerns that KFC offers a lot of unhealthy foods, and following this, the company has plans to introduce vegan menu, to cater for healthy items in their menu. (Zamani et al., 2022) The following marketing plan focuses on how KFC will introduce the vegan menu, through the use of the SOSTAC framework and SMART principle. Marketing plan basically refers to strategic roadmap in which organization, businesses or firms apply to help in organizing, executing, and tracking their overall marketing strategy (Chaffey & Smith, 2022). The SOSTAC model consists of six important stages: situation analysis, objectives, strategy, tactics, actions and control. It helps in breaking down the large goals into simple manageable steps, hence making it easy for a business to attain the crucial goals. It also provides a structure that allows business managers to easily integrate into their marketing plans (Chaffey and Smith, 2022). The following is a report highlighting the marketing plan that KFC will follow to introduce a new vegan menu. The paper discusses the SOSTAC framework that KFC will follow to implement the new menu, and then offer recommendations that KFC can use to attain the best results from the new product development. 
[bookmark: _Toc135071891]2.0 SOSTAC Model
[bookmark: _Toc135071892]2.1 Situation Analysis
From the previous research, KFC is currently enjoying from its strong brand recognition, unique products offering, a high global presence, and a strong franchise model (Mobarak et al., 2022). Some of the weaknesses include unhealthy menu items, and limited menu offerings (Singh et al., 2021). Further, the restaurant chain faces a huge threat of competition and changing consumer preferences, who are turning to healthy foods. 
While focusing on the situational analysis, KFC ought to do something to ensure that the weaknesses and the threats does not swallow the business. In the recent years a lot of consumers have changed their lifestyles and they are more aware of what they eat (Janssen et al., 2018). A lot of people are doing away with a lot of fats, and other unhealthy foods. This does not sit well with KFC which has been in the forefront of fast-food service and a majority of which offers foods considered to be unhealthy (Fulkerson, 2018). This means that when the consumers change their lifestyles to healthy foods, they are more likely to do away with KFC, which is not good. as a result, the major strategic plan for KFC is to introduce a vegan menu for its customers as a way of targeting all sorts of consumers, for their health purposes, and also for its profitability (Nijke et al., 2016). 
However, KFC enjoys a strong brand recognition, and a lot of people identifies with it. As a result, if KFC would leverage on the strengths and introduce the new vegan menu, it would be able to maintain on the upward trend.
[bookmark: _Toc135071893]2.2 Objective settings
KFC aims at increasing its market share by 15% in the next two years as per the findings of the situation analysis.
[bookmark: _Toc134866448][bookmark: _Toc135071894]3.0 Strategic Formulation 
[bookmark: _Toc135071895]3.1 Recommended overall strategy 
In recommending the overall strategic direction and broad marketing strategy for KFC, Porter’s generic strategies are used. The cost leadership strategy is based on the premise of becoming a low-cost producer or provider of goods and services in an industry (Islami, Mustafa and Topuzovska Latkovikj, 2020). The differentiation strategy encompasses positioning a company’s products or services as unique or distinct from the competition in the market (Hales and Mclarney, 2017). The focus strategy is anchored on targeting a specific market segment or niche and customising products and services to meet the needs of this particular segment. On the basis of the situational analysis and the overall objective of increasing market year by 15% in the next two years, the differentiation strategy is considered the most appropriate for the overall strategic direction and broad marketing strategy for KFC. Therefore, and as informed by Firoz Suleman, Rashidirad and Firoz Suleman (2019), employing the differentiation strategy would offer the vegan customers something different, valuable and difficult to replicate by other fast-food restaurants. On this basis, the recommended overall strategic direction and broad marketing strategy for KFC should be the differentiation strategy.
[bookmark: _Toc135071896]3.2 STP analysis for KFC
STP analysis stands for segmentation, targeting and positioning (Linneman and Stanton, 2020). Segmentation involves the division of a market into distinct groups on account of similar characteristics, preferences, and needs (Davies, 2008). In the case of KFC, it can segment its market on the basis of customer preferences. This includes health-conscious consumers, non-health-conscious consumers, vegan and non-vegan consumers (Chan et al., 2020). 
Targeting involves the identification of a specific target audience in which to concentrate marketing efforts towards (Linneman and Stanton, 2020). Therefore, KFC should select the specific segments it seeks to target. In this case, it seeks to target vegans who are individuals following a strict plant-based diet and do not consume any animal product (Akrout and Kaswengi, 2018). Given that KFC has reached market saturation targeting other customer types, the vegan target market provides value in terms of a new marketspace and has potential to enhance profitability and market and share.
Positioning denotes the creation of a unique and compelling brand image in the mindset of the consumer (Kenton, 2015). For KFC’s vegan consumer positioning, it should focus on a vegan friendly menu that involves quality product offerings at a value-based pricing (Deivanai, 2016). This would emphasize a focus on quality, vegan products and expansive menu, use of quality ingredients at a price that communicates the value puts into the vegan menu.
The perceptual positioning map for KFC and its vegan menu targeted at vegan consumers is shown below. 
[image: ]
Figure 1: Perceptual conceptual map showing vegan menu targeted at vegan consumers. 
Source: Summarised by this report 
[bookmark: _Toc134866449][bookmark: _Toc135071897]4.0 Tactics (7P Marketing Mix)
The tactics detail how exactly KFC should get to implementing the differentiation strategy. In this regard, the 7P marketing mix is suggested as appropriate in providing this detail. According to Anjani, Irham and Waluyati (2018), the 7P marketing mix is a framework that enables organizations to develop and implement effective marketing strategies. 
[bookmark: _Toc135071898]4.1 Product strategy
The product strategy denotes the goods and services that an organisation offers to the target market (Kenton, 2015). This involves aspects such as product features, design, quality, packaging and branding (Linneman and Stanton, 2020). In pursuing the differentiation strategy, KFC should carefully develop its vegan menu items to meet the preferences and the needs of vegan consumers. For example, KFC could include delicious and satisfying plant-based alternatives for traditional chicken-based products. This could include products such as vegan chicken, burgers, or nuggets. KFC should clearly define and clearly communicate the vegan aspect and taste experience of the vegan menu items when popularizing the vegan food options and how unique and differentiated its menu item is.
[bookmark: _Toc135071899]4.2 Price strategy 
Price refers to the amount customers are willing to pay for the product or service (Ravangard, Khodadad and Bastani, 2020). This encompasses aspects such as pricing strategies, pricing levels, discounts and payment terms (Gilani and Cunningham, 2017). In this regard, KFC should take into account the setting of competitive prices for its vegan menu items for the purpose of attracting both existing vegan customers and new customers interested in trying out its plant-based options. By making the decision to offer value for money, KFC can improve its position within the vegan menu and create the perception of an affordable yet quality choice in comparison to other vegan options within the market. This would leverage on differentiation and ease of market access for its customer base. 
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The place factors denote the channels and locations through which customers can access the products or services of an organization (Siripipatthanakul and Chana, 2021). This encompasses the decisions associated with distribution channels, retail outlets, online platforms and physical locations (Suherly et al., 2016). In this connection, the vegan menu should be made available in all KFC restaurants across different locations for the purpose of ensuring accessibility for customers. This encompasses ensuring proper signage and promotion within the restaurant to highlight the availability of vegan options. To further improve the place factors, KFC should explore partnerships with popular food delivery services such as Uber Eats and DoorDash to extend its reach of vegan menu to customers who prefer home delivery.
[bookmark: _Toc135071901]4.4 Promotion strategy 
Promotion involves all actions undertaken to communicate and promote the product or service to the target market (Ravangard, Khodadad and Bastani, 2020). This encompasses advertising, public relations, sales promotions, direct marketing and personal selling (Ryńca and Ziaeian, 2021). Implementing effective promotional strategy is fundamental in creating awareness and generating interest in KFC vegan menu. Therefore, KFC should consider utilising a variety of channels that include digital marketing, social media campaigns, influencer partnerships, and traditional advertising, as a way of promoting its vegan menu. In addition, KFC should utilise the promotional media to place emphasis on the unique taste, high-quality ingredients and ethical appeal of the vegan menu for the purpose of attracting both vegan and non-vegan consumers.
[bookmark: _Toc135071902]4.5 People strategy 
People strategy refers to the individuals who are involved in delivering the product or service to customers (Anjani, Irham and Waluyati, 2018). This includes employees, sales representatives, customer service staff and other personnel who interact with customers (Suherly et al., 2016). In connection with the people strategy, KFC should recruit employees who are knowledgeable regarding the vegan menu offerings. In addition, it should offer training opportunities to ensure employees can address customer inquiries regarding various vegan menu items on offer and also be able to suggest possible preferences for customers exploring the menu. This approach would ensure that the employees of KFC are well informed of the vegan options and are able to enhance the customer experience while helping build trust in KFC’s commitments to offering vegan options.
[bookmark: _Toc135071903]4.6 Process strategy 
The process strategy refers to the procedures, systems and actions undertaken in delivering the product or service to customers (Ravangard, Khodadad and Bastani, 2020). It encompasses aspects such as order processing, customer support, delivery mechanisms and after sale services (Siripipatthanakul and Chana, 2021). In this regard, the KFC process should focus on providing a seamless and efficient ordering experience for customers interested in the vegan menu. This encompasses streamlining the ordering process, ensuring accurate menu labelling and offering proper training for staff to handle specific dietary requirements or customisation requests. The process should be of a good quality in order to complete the characteristics of the differentiation strategy that KFC seeks to espouse with its differentiated menu items. 
[bookmark: _Toc135071904]4.7 Physical evidence strategy 
Physical evidence denotes the tangible elements that customers interact with when seeking to purchase a product or service (Anjani, Irham and Waluyati, 2018). These encompasses the physical environment, facilities housing the business, signage and advertising of the business, packaging and other visual and sensory cues that are visible to a consumer (Ravangard, Khodadad and Bastani, 2020). In this connection, the physical evidence aspect of KFC should reflect commitment to providing a differentiated vegan menu. This can be realised through clear menu displays, attractive packaging for vegan items, and visible communication regarding the brand’s commitment to sustainability and ethical sourcing. In order to differentiate itself further, KFC should introduce signage of a high quality in the physical outlets of KFC premises. 
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Table 1: Action plan for implementing the suggested differentiation strategy for KFC
	
	Who is responsible?
	When they do it
	How to ensure staff deliver with excellence
	Metrics 

	Product strategy
	Marketing manager-Conduct market researcher to identify the specific customer preferences for vegan consumers and develop a product strategy
	Within 12 months 
	KFC regional manager will supervise 
	Number of menu items of vegan foods

	Pricing strategy 
	Pricing analyst-Conduct an extensive market research of the pricing of the competition
	3 months 
	KFC regional manager will supervise
	Value based pricing that reflects high quality yet reachable for majority of middle income class consumers.

	Place strategy
	Operations manager-Assess present distribution channels and make necessary adjustments to accommodate vegan menu items
	6 months 
	KFC branch manager will supervise
	How easy is it to purchase vegan menu items online or in physical outlets, 

	Promotional strategy 
	Marketing Manager-Develop a comprehensive promotion plan encompassing social media, advertising and public relations campaigns.
	6 months
	KFC regional manager will supervise
	Level of brand awareness of KFC

	People strategy
	Human resource Department-Conduct recruitment and selection for the purpose of hiring talented and knowledgeable staff on vegan menu options
	6 months 
	KFC branch manager will supervise
	How efficient is the process of customer service delivery. 

	Process strategy 
	Operations manager-Streamline menu ordering process for vegan menu items. 
	6 months 
	KFC branch manager will supervise
	How menu items of vegans are differentiated from normal fast food menu items. 

	Physical evidence strategy
	Create a visually appealing restaurant layout emphasising vegan menu items. 
	6 months 
	KFC branch manager will supervise
	How easily one can determine availability of vegan menu by looking at a KFC outlet. 


Source: Summarised by this report 
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Key performance indicators are fundamental metrics in the assessment of the performance of an organization (Khan, 2017). Given that the overarching objective of KFC is to increase its market year by 15% year on year, the key performance indicator that should be utilized is sales and revenue growth. Sales revenue is a critical indicator of the increase in sales and overall revenue generated by an organisation over a specified period of time (Khan, 2017). Using the metric of total sales revenue, sales revenues amount that point towards a 15% increase year on year will be interpreted as being indicative of a growth in market share for KFC. In addition, a decrease in customer acquisition cost whereby, after reducing the intensity of its promotion activities, the number of KFC customers continues to increase would be indicative of a growth in market share.
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In light of the choice of the differentiation strategy, this report recommends that KFC should develop a strong brand identity that aligns with its differentiation strategy. This implies creating a brand image that is reflective of the unique aspects of its offerings and resonates with the target market (Bilgin, 2018). By positioning KFC as brand of choice for consumers seeking a differentiated experience of vegan menu items, it can significantly improve its appeal amongst the target audience.
Another critical aspect within the differentiation strategy is delivering on exceptional customer experience. Therefore, KFC should seek to align exceptional customer experience with its differentiation strategy. This implies training its employees to provide superior customer service while ensuring all customer touch points reflect the unique value proposition. This will play a critical role in positioning, the new vegan menu items as not only being of a high-quality, but offering a differentiated experience from the traditional menu of fast-food restaurants.
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The aim of this report was to critically analyse the external environment of KFC and propose a suitable marketing plan. Following the external business environment analysis, the findings established that there was an opportunity for KFC to explore the vegan markets. In order to explore this market, this report recommended the application of the differentiation business strategy. Following the STP analysis, the vegan target market was chosen as the appropriate target market for KFC’s approach to growth of market share year on year by 15%. The tactical recommendation suggested a vegan menu that was differentiated to meet different vegan food options, a pricing strategy anchored on value-based pricing, ease of availability of vegan menu items online and in physical outlets. Leverage on social media campaigns and influencer marketing to popularize vegan menu, recruiting knowledgeable individuals who can provide unique perspectives for customers seeking vegan menu offerings, recruiting individuals who are experienced and interested in vegan menu items and preparing the physical KFC outlets to showcase attractive packaging and signage of vegan menu items. In the action plan suggested, the marketing manager, pricing analyst, operations manager and human resource department were considered critical in implementing various aspects of the 7P marketing mix. The sales revenue metric was viewed as effective in controlling the performance of the organization and establishing how effective it was positioned to indicate a growth in market share for KFC. Lastly, it was recommended that a strong brand identity aligned with differentiation strategy and a focus on delivering exceptional customer experience would be instrumental in further emphasizing the differentiation strategy for KFC.
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