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Executive Summary：
This report aims to analyze the current landscape of the fast food market in the UK and to propose a comprehensive strategic marketing plan for KFC UK. The plan uses the SOSTAC framework to address the identified strategic weakness—that is, consumers' negative perceptions of unhealthy fried food and sustainability issues—while leveraging KFC's existing strengths in distribution, supply chain, and brand equity. 

The main findings of the situational analysis emphasize the growing demand for affordable, healthy, and environmentally sustainable fast food options. Therefore, the core recommendation is to develop and launch a new product line that offers high-quality, green food alternatives.

The strategic approach focuses on a 'differentiation focus' model, with specific tactics detailed through a penetration pricing strategy and the 7P marketing mix, including eco-friendly packaging, 'zero cross-contamination' kitchen processes, and targeted digital marketing campaigns.

The implementation plan is structured according to a phased timetable, from preparation to nationwide rollout and ongoing evaluation. Contingency plans have also been established to ensure the achievement of objectives. Finally, the report recommends increasing local sourcing, establishing a cycle of continuous menu iteration, and forming strategic B2B partnerships with universities to consolidate KFC's competitive position and drive its long-term sustainable growth in the UK market. ...
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[bookmark: OLE_LINK57][bookmark: OLE_LINK26]In the current fast food market in the UK, various fast food brands are constantly emerging. The KFC brand must continuously adapt to changes in consumer preferences, economic factors, and the overall macro market environment. This report aims to develop an innovative and feasible long-term strategic marketing plan based on research on KFC in the UK. 
The core objective of this marketing plan is to leverage KFC's existing core competencies (its strong distribution network, brand equity, and supply chain) to address its strategic weaknesses in unhealthy fried foods and sustainability. To ensure the feasibility of the marketing plan, this report adopts the SOSTAC framework(Chaffey, 2023), which includes six essential stages: situation analysis, objectives, strategy, tactics, action, and control. In addition, the report strictly follows these principles when setting objectives, ensuring that the plan is forward-looking, practically executable, and measurable.
[bookmark: _Toc228974814]2. SOSTAC Marketing Plan
[bookmark: _Toc228974815]2.1 Situational Analysis
Based on the in-depth study of KFC's internal and external factors in the previous stage, the UK fast food market is affected by the dual impact of the rising cost of living crisis and the trend toward healthy eating(Willett and Stampfer, 2013). Although consumers pursue the high cost-effectiveness of fast food, they are increasingly leaning toward healthy vegetarian options and more environmentally friendly packaging choices.
TOWS Analysis Summary: In order to identify the key areas for improvement in this plan, TOWS analysis is used here to combine and understand internal strengths and weaknesses with opportunities and threats (Weihrich, 1982)；
• SO Strategy: Leverage KFC's strong brand influence and supply chain to launch new products catering to the growing health-conscious and vegetarian consumer base.
• WO Strategy: Improve the negative perception of the KFC brand as a representative of 'unhealthy fried food' by introducing high-quality healthy ingredient options and transparent nutritional information.
• ST Strategy: Utilize accelerated store digital management programs and brand fan loyalty programs to resist market share encroachment by competitors such as McDonald's.
• WT Strategy: Reduce dependence on a single supplier in the supply chain to avoid the risk of significant meat price fluctuations caused by flu or political reasons affecting meat products.
Ansoff Matrix Directions (Meldrum and McDonald, 1995)： Based on the above analysis of KFC, the strategic direction of this marketing plan is focused on the development of healthy food products. KFC will launch a brand-new 'KFC Earth' healthy ingredient product line to both existing loyal consumers and potential new consumers in the current UK market. This innovative plan aims to strengthen KFC's competitive position in healthy fast food, making it not just a 'fried chicken shop' synonymous with unhealthiness, but a green, healthy, and modern fast food brand.
[bookmark: _Toc228974816]2.2 Target 
Based on the direction of health product development, this plan focuses on the core area of 'health menu expansion'.
Marketing Goal 1:
Through the promotion of nationwide stores and digital channels, the total sales of the brand-new 'KFC Earth' healthy product line among the target consumer group aged 18-34 in the UK reached .
Marketing Objective 2: Increase the proportion of KFC monthly active users who have purchased the new green healthy products by two times through digital management using exclusive promotional activities.
Reasons for Target Selection and Business Benefits: There are strong strategic reasons for choosing the above targets. First, if this target is achieved, it will directly create new sources of revenue (profits from specific product lines) and hedge against the risk of rising poultry import costs due to political reasons. Second, the 18-34 age group is the main force in the fast-food market and is most sensitive to environmentally friendly green food(Bagnato, 2023). Successfully attracting this group will bring long-term new consumers. Finally, measurable sales and digital marketing activity (López García, 2019) can directly reflect market penetration(Bogwasi, 2025)，significantly increasing KFC's market share and long-term brand equity in the 'sustainable green and healthy fast food' segment (Keller and Brexendorf, 2019).
[bookmark: _Toc228974817]2.3 Strategy
STP Strategy：
• Segmentation: Segment according to first- and second-tier cities in the UK, such as London, Manchester, and Birmingham, and based on psychological traits with a focus on health and strong environmental awareness. 
• Target: The core target audience is 'urban vegetarians'—they are not strict vegetarians, but wish to reduce meat intake in their daily diet while not wanting to give up the convenience and taste of fast food.
• Positioning: Position 'KFC Earth' as 'an irresistible classic taste.' Emphasize that our consumers do not need to sacrifice the iconic KFC 'finger-licking' flavor experience for green environmental protection and healthy eating.
Porter's Generic Strategies (Tanwar, 2013)： This plan adopts a differentiated focus strategy (Sidhu and Mather, 2017).虽However, KFC as a whole adopts a cost-priority strategy in its supply chain (Joshi, 2024)，But in the specific segment of healthy fast food, KFC will differentiate itself through its exclusively developed secret recipe (Caves and Williamson, 1985)，Make its new green and healthy products taste different from McDonald's or Burger King.
[bookmark: _Toc228974818]2.4 Tactics
In order to successfully implement the above strategies, a highly integrated 7P marketing mix will be implemented (Tarihoran, 2026). All decisions are based on contemporary QSR consumer behavior research (Ottenbacher and Harrington, 2009).
1. Product
• Core Innovation: Launch the "KFC Earth" menu, including healthy green fried chicken burgers and healthy green fried chicken.
• Reason: To meet the pursuit of high-protein, zero-fat options by urban vegetarians, while retaining the brand's core assets (secret spices).
2. Pricing
· • Pricing Strategy: Combine penetration pricing with value-based pricing. The price of the green and healthy set meal should be the same as or slightly lower than the regular chicken set meal in order to reduce the trial-and-error cost for each urban vegetarian consumer(Dolgui and Proth, 2010).
· • Reason: According to preliminary judgments in behavioral economics (Camerer, 2011) , consumers are generally unwilling to pay a significantly higher premium for healthy green food alternatives. A fair pricing strategy can accelerate market penetration and increase the limited market share.
3. Channels
• Omni-channel coverage: All physical stores in the UK, the KFC official app, and third-party delivery platforms.
• Reason: The target audience is Gen Z and Millennials, who rely heavily on digital ordering and delivery services. Set up a dedicated "Green Zone" ordering portal within the app to enhance user experience.
4. Promotion
• Digital Marketing and Social Media: Launch the #FakeChickenRealTaste TikTok challenge, inviting social media influencers to conduct blind box real-order evaluations.
• Public Relations: Release environmental testing certificates, emphasizing how this product line reduces carbon footprints to gain recognition from environmentally conscious consumers.
• Reason: Young audiences pay too little attention to traditional advertising methods; genuine user-generated content and transparent public relations communication are more likely to build long-term brand trust.
5. Personnel
• Specialized Training: Implement "zero cross-contamination" operational training for frontline employees and set up a dedicated "Green Ambassador" promotional position.
• Reason: Vegetarians and people with allergies are extremely sensitive to the food preparation process. Professionally trained employees can improve service quality and customer reassurance.
6. Processes
• Supply Chain Optimization: Introduce a zoned management system in the kitchen back area to ensure that green and healthy products are completely physically separated from existing meat product cooking processes.
• Reason: An efficient and safe meal delivery process is the cornerstone for ensuring product compliance and consumer trust.
7. Tangible Evidence
• Eco-friendly Packaging: Use 100% compostable green-themed exclusive packaging for the "KFC Earth" series.
• In-store Visuals: Set up green plant walls in flagship stores in major cities and display carbon emission reduction data on digital menu boards.
· • Rationale: The visual effects of offline marketing can strengthen the brand’s eco-friendly positioning in the minds of consumers (Tang, 2025) , creating a positive psychological resonance during consumption (Shang, 2017).
[bookmark: _Toc228974819]2.5 Actions
To ensure that the marketing plan moves from documentation to reality, clear task assignments and scheduling are crucial. The implementation plan is as follows: 
Preparation Period: Finalize the product formula within 2 months and complete the brand's supply chain procurement agreements. Responsible persons: Product Development Director, Supply Chain Manager.
Internal Testing Period: Conduct employee 'zero cross-contamination' training and run operational procedures in all UK stores within 2 months. Responsible persons: Human Resources Department, Regional Operations Manager.
Soft Launch Period: First, launch the new product in 20 test stores in London and Manchester for one month; collect early feedback. Responsible persons: Marketing Manager, Store Manager.
National Launch Period: After the soft launch period is completed, all stores nationwide will officially go live, and TikTok marketing campaigns and cross-industry public relations will be initiated. The people in charge are the Chief Marketing Officer and the PR team.
Digital Advancement Period: At the same time, exclusive discounts and double points for the 'Earth' series will be launched in KFC. The person in charge is the E-commerce Manager.
Evaluation and Adjustment: Conduct a comprehensive review of sales volume and adjust the menu mix and marketing budget based on the data. The person in charge is the Data Analyst.
[bookmark: _Toc228974820]2.6 Control
Marketing plan control is the safety measure to ensure that the marketing plan does not deviate from the established marketing objectives. KFC needs to collect data through continuous monitoring and evaluation to optimize strategies (Sulistyaningsih, 2024)，thereby supporting continuous real-time updates of marketing strategies.
Key Performance Indicators and Measurement Frequency:
1. Sales Metrics:
o Indicator: Weekly sales volume and percentage of total sales for the 'KFC Earth' series.
o Frequency: Weekly.
o Measurement Method: Store POS system and backend transaction data from the KFC App.
o Application: Assess product popularity; if sales in a certain region are below expectations, increase localized digital ad spending in that area.
2. Customer Acquisition and Retention:
o Indicator: Cost of acquiring new users who purchase green health products within the App and repeat purchase rate.
Frequency: Monthly.
 Measurement Method: Analyzed using Customer Relationship Management (CRM) software(Ferrer-Estévez and Chalmeta, 2022).
Application: Evaluate the return on investment of digital marketing; optimize loyalty rewards to stimulate repeat purchases (Berman, 2006).
Brand Sentiment and Feedback:
- Metrics: Net Promoter Score and positive or negative ratings of the KFC brand on social media.
- Frequency: Real-time monitoring, with a comprehensive report issued monthly.
- Measurement Method: Customer satisfaction surveys within the app.
- Application: Promptly identify and address any negative PR crises related to product taste or cross-contamination.
Contingency Plan: If sales of green and healthy products do not reach 50% of the target in the first three months, management will trigger a contingency plan, including: increasing aggressive discount subsidies within the KFC app and inviting mainstream influencers for broader advertising endorsements to expand market awareness.
[bookmark: _Toc228974821]3. Recommendations
Based on the analysis and suggestions of this strategic marketing plan, the following recommendations are proposed for the long-term sustainable development of KFC's brand value in the UK:
1. Increase local sourcing: It is recommended that KFC emphasize the procurement of green and healthy ingredients from local British sources more prominently in its marketing advertisements. This not only reduces carbon footprint but also caters to the psychological tendency of a large number of local consumers in the UK to support domestic agriculture (Banerjee and Quinn, 2022).
2. Continuous menu iteration: Green and healthy menus should not be treated as a one-time project. It is recommended to regularly launch new menu items on a quarterly cycle, such as seasonal limited green and healthy products (e.g., Christmas special vegetarian burgers), to maintain consumer excitement (Schäfer, 2023) .
Strengthen B2B cooperation: It is suggested that KFC's marketing department consider establishing deep and long-term strategic partnerships with local UK universities and environmental NGOs. For example, offering exclusive green meal discounts to customers holding student IDs at stores around campuses to further increase Gen Z market penetration.
[bookmark: _Toc228974822]4. Conclusion
This report, based on a rigorous SOSTAC framework and a comprehensive market background investigation, has developed a strategic marketing plan for KFC in the UK aimed at long-term brand management. By focusing on the strategic direction of 'green and healthy product development,' this plan seeks to launch and promote the new 'KFC Earth' green and healthy product line.
By combining precise and actionable strategies with an innovative 7P marketing mix—particularly emphasizing evidence of environmental friendliness, strictly controlled kitchen area workflows, and highly empathetic digital marketing campaigns—KFC can not only effectively respond to external threats posed by health-conscious eating and the cost-of-living crisis but also open up new profit growth opportunities. Along with strict store monitoring and emergency adjustment mechanisms, this plan will significantly enhance KFC's competitive resilience and brand reputation in the evolving UK fast-food market, ensuring its long-term sustainable business growth.
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