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Executive Summary
The report presents KFC Squad Sessions, which is a digital campaign for 16 weeks. It aims to inform the participants about hybrid social gamers. The target audience is adults aged 18 to 35 who play games in multiple players’ mode. The campaign is unique among traditional food advertising because it focuses on organizing the entire gaming event. KFC would be positioned as the easiest and most common food choice of the day, helping gamers to coordinate their meals without bothering their game too much. Campaign message is “Make your squad. Order your food. Make your game.”
Customers would visit a specific page of the campaign with meal recommendations, group ordering links, restaurants’ availability, promo codes, etc. Digital platforms that would be used for the campaign are Twitch, YouTube, TikTok, Instagram, and Discord communities, email contact, and pillar partners. The proposed plan contains 5 objectives concerning acquisition of new customers, size of group orders, repeat purchasing, engagement into the campaign, and profitability. The performance will be monitored using a centralized dashboard, controlled experimentation, and comparison of campaign and non-campaign locations.
Sustainability and responsible marketing were considered. KFC must refrain from unwanted audience profiling, false delivery statements, and unnecessary advertising. The campaign will include consolidation of orders and instructions on packages disposal.



Strategic Challenge and Market Opportunity
KFC exists in a competitive food service environment. Customers can compare restaurants, their prices, and delivery time through digital platforms. Achieving success in the market necessitates achieving more than just general awareness of a brand. There must be an explicit connection between the products offered and the consumers, as well as a well-defined route from point A (realising the existence of a product) to point B (buying the product).
To benefit from technological capabilities, a business must incorporate them in its marketing strategy and its knowledge of customers instead of regarding them as separate devices (Bisen et al., 2026). The KFC Squad Sessions work based on the idea mentioned above and are aimed at uniting some of the existing products and ordering systems with certain social occasions.
While gaming is often perceived as something that individuals do on their own, many gaming experiences are of a social nature. Consumers may play together in the same room, connect from their own houses, take part in online tournaments, or even meet in gaming cafés. These sessions usually take place in the evenings or at weekends and can last for hours.
When socialising, food can be a practical problem. Preparing food is likely to take people away from the activities they are currently at. The problems can be solved with the help of KFC’s sharing meals and digital ordering because there is a well-known meal that can be ordered either in advance or during the session. Initially, the campaign is going to commence its activities in cities across the UK that have sizeable young-professionals and student populations, equipped gaming societies, gaming cafes, and dependable KFC delivery capabilities. KFC will utilise the campaign to verify if gaming events can initiate the creation of repeatable and profitable business demand before deciding to roll out a national campaign.
Campaign Plan and Aim
· The name of the campaign will be KFC Squad Sessions.
· The main idea of the campaign will be: "Make your squad. Choose your dish. Start your session."
· The novelty of the campaign is the proposition of KFC’s allowing the target groups to arrange meals sharing during the gaming session while not making meal ordering a big deal.
· The mobile campaign webpage offers several meal options based on the size of the group. The offer will stipulate the possibility for customers to choose from among the two-person and bigger groups. There will also be provided the Squad Link, where the interesting information may be forwarded to friends via gaming community sites or via messaging applications.
· The campaign will not claim that KFC meal improves effectiveness of the game. Yet its essence will be in making the process easy, and familiar, allowing for coordinating the group and having meals consumption social interaction.
The campaign will be driven by five objectives:
1. Acquiring new digital customers through campaign codes
2. Increase the average value of campaign group orders	
3. Achieving a second purchase within six weeks	
4. Generating meaningful participation in community activities	
5. Delivery positive return on advertising investment	
The given targets define the wider scope of the campaign would provide than the previous campaign’s goals. The strategy includes purchases, total number of sales, customer loyalty, community participation and gain instead of focusing on a single sales notification.
According to Serrhini (2025), campaign strategy should combine offers for customers, responsibilities of executives and performance figures before the launching of media operations. Every objective is linked with a suitable source of data and a team in charge of campaign.
Audience Architecture
KFC Squad Sessions aim at a variety of connected gaming communities instead of viewing every gamer as a joint audience.
The main target group is adults aged 18-35 playing video games and having the opportunity to communicate with others at the same time. The campaign is focused on all genders and does not rely on stereotypes concerning looks, job and gaming skills.
Geographical targeting includes urban and suburban areas with effective delivery of food to universities, entertainment districts and gaming places. Ads should only run in places where the ordering option being advertised is offered.
From a psychographic point of view, the audience focuses on entertainment, small comforts, humor and group activities. It is expected to reject advertising that seems too corporate or try to base itself on gaming lore without fully grasping it.
Behavioral information will consist of such indicators as engagement with gaming videos, visits to appropriate communities, inquiries concerning group food and previous takeaway orders. Retail digital transformations are most productive when customer data helps add relevance and remove unnecessary steps from the buying process (Gouveia & São Mamede, 2022).
The use of data should stay proportional. A campaign should focus on noticeable interests and voluntary activities instead of trying to figure out some sensitive personal traits.
Positioning and Customer Experience
The following statement has been proposed:
For social gamers who wish to procure food without being distracted from the game, KFC Squad Sessions represents a convenient sharing meal that allows the gathering of people around familiar products simply ordered online. The positioning is based on the whole occasion rather than just the food. KFC would compete based on convenience, shareability and brand knowledge.
5 stages of the customer journey could look as follows:
· The customer learns about the campaign from a gamer community or content creator.
· The customer opens the Squad Sessions page.
· The customer indicates the size of the group and the type of meal he or she wants.
· The customer sends the link or code of the campaign to his or her group.
· The order is placed via available KFC services. 
Technologies for virtual marketing help enhance clients’ experiences as they create direct link between the process of communication, selection and buying (Karpenko & Ivannikova, 2021). The campaign website should be first mobile optimised as the customers would be using it while playing games and communicating anywhere. It should provide accurate information about the terms of the offer, restaurants taking part in and availability of the offer. 
Artificial intelligence can help with giving product recommendations according to the number of clients, time and previous campaigns. At the same time, it should be effortless for clients to comprehend the automated suggestions and choose the most suitable among them. Cloud-based systems and those based on AI can basically facilitate the process of digital marketing by improving communication and decision making instead of eliminating human involvement in this process (Saleh & Zeebaree, 2025).
Digital Media and Content Strategy 
Media campaign is going to employ community driven contents, high intent contents and media owned by KFC. 
1. Twitch and YouTube 
Twitch and YouTube can provide awareness of the campaign due to livestreams, gaming videos and demonstrations by influencers. Influencers can conduct sponsored Squad Sessions, where viewers may vote for which games they would be playing, what name they would choose for their team and what food they would like to order. Influencer codes would help to correlate interaction with purchases. Online communication can be more engaging when clients take part in branded round trips instead of passively receiving advertising messages (Christou et al., 2025). Therefore, KFC must employ polls, instant reactions and community challenges during the campaign instead of just relying on pre-scheduled sponsorship messages. 

2. TikTok and Instagram 
Content delivered through TikTok and Instagram would be short and funny and will be based on some recognizable circumstances and conditions. There are many examples of a group arguing about food prior to a tournament, a player trying to cook amid matches, or roommates pulling together a last-minute Squad Session. A media calendar would include contributions from the creators, played promotions, gaming highlights from the season, and community events throughout the campaign (Karonen, 2023).
3. Discord and Community Partners
The Discord collaboration should be conducted via university clubs, amateur leagues, and gaming cafes. KFC can sponsor chosen tournament days and give codes to participants. The brand should not invade communities without permission. Community moderators and organisers should be able to develop the activity so that it benefits the people in the community.
Powerful connections with stakeholders can build up the value when companies acknowledge the demands of partners and communities, rather than focusing on transactions only (Tapaninaho & Heikkinen, 2022).
4. Search and Digital Display
Paid search would target consumers who are actively looking for food for communal occasions. The search terms can be “food for gaming night,” “group takeaway,” “gaming party food,” and “chicken delivery for late night.” Geofenced display ads would work in proximity to universities and cafes involved. Competitive communication should be based on providing a unique offer through channels corresponding to consumer behavior and market conditions (Sudirjo, 2023).
5. App, Email, and Retargeting
KFC-owned channels would help convert consumers and promote re-purchases. Clients that completed an order for the campaign would be contacted several weeks later, rather than having a constant stream of promotions. 
Retargeting messages may be based on behavior. For example, people visiting the campaign website can get food suggestions, while those leaving the basket would receive reminders on the availability or completion of orders. 
Execution of the Campaign 
The campaign will be held over the course of 16 weeks and broken into a total of 4 phases. 
Phase 1: Preparation of the Community - Weeks 1-3 
KFC will look for gamers, arranging gaming groups, cafes, and creators. These days will be spent creating campaign pages, links for monitoring actions, and communication guidelines, as well as materials for promotion. 
Phase 2: Public Launch - Weeks 4-6 
The material of creators will be posted online, as well as some ads on social media together with public events where Squad Sessions will be promoted. If analysis of the work done for the first weeks shows any technical or client issues, corrective action should be further planned based on the results of analysis.
Phase 3: Growth and Experimentation - Weeks 7-13 
The campaign will be promoted in the places that show the best performance and among the target groups engaged in the geographical market. 
Phase 4: Support and Analysis - Weeks 14-16 
The focus will be on the retention of clients at this stage including their purchasing activity, recommendations to friends, surveys of customers as well as analysis of the campaign.
Digital adaptation in the company is successful when technology, the level of preparedness of the organization, and the external market situation are considered together (May et al., 2025). KFC must make its restaurants ready and prepare its service and digital departments before implementing campaigns and engaging customers with intensified promotion. 
Evaluation and Optimisation 
Evaluation of the campaign will cover each single step of the customer journey starting from the level of Awareness. The indicators of awareness should include unique reach, views of live streaming, video watches till the end, and searches for the campaign. 
The evaluation of the campaign should also consider the level of Engagement of the audience which can be evaluated with the help of creator code utilisation, links sharing, participation in the community, and activity on the campaign webpage. 
Conversion KPIs include number of new customers reached, number of orders of the group, previously uploaded baskets of the clients, and average order amount. The retention strategy will evaluate customers based on their second purchase within six weeks and revenue generated by acquired customers.
An overall control center would compare results between locations, creators, community partners, channels, and size of groups.  Digital marketing plans are more effective when organisations can interpret data and activate them quickly. The campaign would include locations where KFC runs regular promotions but does not activate the Squad Sessions. 
Responsible marketing and risk management
· KFC should avoid making false claims about availability and delivery of its products. 
· All advertising materials should state at the bottom that prices, products, and ordering options may differ by location. 
· The campaign should communicate minimally and clearly. An effective marketing plan should include responsible business practices and transparent reporting.
· Environmental aspects should include consolidation of group orders, disposal instructions, and lack of excess promotional materials. 
· Sustainable and responsible value chains should include companies' consideration of materials and other impacts of their operations.
· Responsible marketing requires the marketing claims and the actual activities of the company to match. 
· Campaigns’ environmental and sustainability strategies are more credible if they are backed by real innovations rather than just marketing words. 
· KFC should monitor complaints, comments about packaging, and concerns from partners while the campaign is implemented.
· ESG performance should be regarded as a part of corporate decision-making. 
Conclusion
KFC Squad Sessions presents a unique way to approach social gaming by using group meal offerings in combination with KFC's online ordering system. The campaign is different from conventional fast-food advertising because of its constant customer support throughout the entire process of planning a gaming event and ordering food. Over a period of 16 weeks, the project attempts to unite the three components of gaming content creators, partnerships with gaming communities, and social video marketing to win new clients, improve average check, stimulate repeat purchases, foster loyalty of customers and achieve good profit.
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