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Future Developments in the Field of Marketing: KFC Case Study


Executive Summary
This report is a critical evaluation of the marketing activities of Kentucky Fried Chicken (KFC) in the light of digital transformation by looking at how the organisation reacts strategically to the technological disruption in the quick-service restaurant (QSR) industry. This analysis shows that despite the fact that KFC has reached the stage of technology parity because of the significant investments in the digital infrastructure, like 100 million users of the applications and 100 million dollars of digital revenue (High, 2024), there are still key areas concerning the implementation. The report identifies five major failures, including the discrepancy between the digital readiness of franchises, a workforce capacity crisis with 150% annual turnover (Shriedeh, 2019), data architecture fragmentation, weak spots in ethical AI governance, and franchise unit economics affected by 25-30% delivery platform commissions. Based on the use of the SOSTAC framework, four strategic recommendations are suggested, including compulsory digital readiness programmes, a customer data portal (integration), dynamic franchise economic models, and holistic ethical artificial intelligence governance. The report finds that the main predictor of digital transformation success is organisational change discipline, rather than increased investment in technologies. It is estimated that the implementation of these recommendations in a period of 18 months will help improve the brand perception, operational efficiency and competitive positioning against market giants McDonald's and Starbucks. 
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[bookmark: _Toc218556491]1.0 Introduction
[bookmark: _Toc218556492]1.1 Report Purpose and Scope
The digital transformation has substantially altered the formulation and implementation of marketing strategies in the global industries. The intelligence systemic combination of artificial intelligence, mobile technologies, and data analytics has become a survival threshold instead of a competitive differentiator in the quick-service restaurant segment (Cioppi et al., 2023). The report presents a critical analysis of KFC's marketing activities and offers some suggestions for the future strategic developments to help the company overcome the challenges arising from the pressure of digital transformation. 
[bookmark: _Toc218556493]1.2 KFC Organisation Overview
Kentucky Fried Chicken is a subsidiary of Yum! Brands, with the presence of about 27,000 franchisee outlets in 150 countries (Wang, 2022). By generating over half of the total sales revenue via digital channels (High, 2024) already, the organisation has already reached one of the key milestones of its digital transformation. However, the business model applied according to the franchising practice generates internal tensions between the corporate innovating strategy and the ability to implement the franchisees. Competition is growing in the QSR market due to the presence of traditional and web-based competitors to the positioning of KFC. 
[bookmark: _Toc218556494]1.3 Digital Transformation as Key Driver of Change
Digital transformation is the major external force that will alter the marketing environment of KFC. The digital transformation canvas framework shows 4 strategic dimensions, which are, change in organisations, integration of technologies, value creation processes, and redesign of customer experience (Elia et al., 2024). These dimensions have their dynamics that give rise to strategy opportunities and implementation challenges.


[bookmark: _Toc218556495]2.0 Concept and Importance of Marketing
[bookmark: _Toc218556496]2.1 Marketing Role Definition and Strategic Importance
The sustainability of the performance outcomes and the organisational competitive advantage depends directly on the marketing activities (Sharp, Dawes and Victory, 2024). Marketing activities in the QSR environment are no longer about the traditional promotional activities, but include integration of customer data, coordination of the digital channels, and a cohesive brand experience in its various touchpoints. The strategic value of marketing is even more acute in the digitally disrupted markets, where the cost of customer acquisition and effectiveness of the loyalty programme are defining the profitability to a great extent.
[bookmark: _Toc218556497]2.2 Resources Invested in Marketing by KFC
KFC has portrayed great investment by advancing its digital infrastructure as far as marketing is concerned. The organisation has 380 million digital followers globally, and the Chinese market alone is on the top of the chart when it comes to application-based interaction with the customers (Baohong, 2025). On the basis of financial resources allocated to marketing, the annual revenues of digital resources created annually are ten billion US dollars, and it is supported by over 100 million active users of applications (High, 2024). These investments are related to strategic prioritisation of the digital channel development rather than traditional media allocation.
[bookmark: _Toc218556498]2.3 Marketing Department's Contribution to Organisational Success
The marketing department leads the process of customer acquisition and retention by using data to optimise campaigns and manage loyalty programmes (Wang, 2022). Precisely, marketing practices facilitate the accumulation of brand equity, enhance customer lifetime value, and provide a competitive advantage in a saturated market. Nevertheless, the efficiency of marketing spending varies widely between franchise territories due to the lack of uniformity in implementation priorities and competence shortages.


[bookmark: _Toc218556499]3.0 Macro and Micro Marketing Environment Analysis
[bookmark: _Toc218556500]3.1 PESTEL Analysis of the QSR Industry
Table 1 presents the PESTEL factors influencing KFC's marketing environment.
Table 1: PESTEL Analysis of QSR Industry Impacting KFC Marketing Strategy (self-made)
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The aftermath of the pandemic has accelerated the adoption of contactless delivery and increased reliance on mobile applications (Chen, 2020). The sustainability promises of KFC, such as its goal of achieving net-zero emissions by 2050 and science-based targets approved by the Carbon Disclosure Project, allow for the development of marketing communication opportunities but impose certain limitations on the enterprise's operations (KFC, 2024). All these combine to influence the boundaries of marketing strategies and priorities on resource allocation. 
[bookmark: _Toc218556501]3.2 Porter's Five Forces Analysis
The level of competitive intensity in the QSR market is also extremely high due to low switching costs and a high number of substitutes (Sharp, Dawes, and Victory, 2024). The following five forces framework is used in KFC's competitive environment, as shown in Figure 1. 
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Figure 1 Porter's Five Forces Analysis for KFC in the QSR Market (self-made)
 
Table 2A: Porter's Five Forces Analysis for KFC in the QSR Market  
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Application: This model is used to measure the intensity of competition, build differentiation strategies, and identify possible threats to profits (Sharp, Dawes, and Victory, 2024).
Benefits: Rationally determines structural forces that influence profitability and strategic positioning strategies.
Weaknesses: Static analysis does not accurately reflect the rapid dynamics of disruption in the digital environment or the competitive models of ecosystems that are gaining popularity in the QSR markets (Saidarka and Rusfian, 2019). 
[bookmark: _Toc218556502]3.3 Environmental Influence on KFC's Marketing Strategy
The environmental forces require strategic reactions at various marketing dimensions (Gao, 2025). Technology adoption is directly proportional to the results of the business performance and there is a sense of urgency to invest more in digital technology. Nevertheless, organisational capability is crucial in regards to the efficiency of technological solutions in the implementation of a consistent change within a network of franchises.
[bookmark: _Toc218556503]3.4 Response to Digital Transformation Driver
The three strategic pillars by KFC are creation of mobile apps, continuation of loyalty schemes and incorporation of AI. The success rate in implementing corporate-owned and franchise-based outlets though varies greatly and therefore causes discrepancies in brand experience which consequently leads to poor marketing results.
[bookmark: _Toc218556504]4.0 Strategic Analysis Frameworks
[bookmark: _Toc218556505]4.1 SWOT Analysis
The strategic position of KFC is presented in Table 2, based on an internal-external analysis of factors. 
Table 2: KFC SWOT Analysis in Digital Transformation Context (self-made)
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Application: It is an internal-external mapping, which establishes strategic priorities and resources (King, Freyn, and Morrison, 2023).
Digital strengths of the technology achieve the technology parity. The technical competence is indicated by the correctness of the demand forecast at KFC, which grew to 95% with the implementation of artificial intelligence (Baohong, 2025). However, the workforce capability crisis is the most threatening weakness. The research works attest to the fact that a 150-percent turnover rate in the fast-food environments is a systematic killing of training funds and electronic devices adoption (Shriedeh, 2019). The retention rate of frontline employees is only 54% after three months and this means that there is a steady loss of knowledge.
Advantages: SWOT analysis offers a combined approach to strategic positioning and includes different viewpoints into the action insight categories.
Weaknesses: It is a subjective framework with regards to the classification of factors and does not have inherent prioritisation procedures to assist in the process of decision-making to allocate resources (King, Freyn, and Morrison, 2023). Moreover, there are no paths of dynamic capability development because of the nature of a snapshot at a certain moment.
[bookmark: _Toc218556506]4.2 Ansoff Matrix Application
Figure 2 shows the growth strategy options of KFC using the Ansoff framework. 
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Figure 2 Ansoff Matrix Applied to KFC Growth Strategies (self-made)
 
Market penetration strategies aim to develop loyalty programmes, with the current 54% involvement targeting a 70% penetration rate. Product development encompasses artificial intelligence-based menu customisation and plant-based protein alternatives, designed to meet the needs of health-conscious consumer segments. The focus of market development is on emerging market digital infrastructure investment, particularly in high-growth territories in Asia (Huang, 2025).
The most risky growth avenue is diversification by ghost kitchen. The studies suggest that the acceptance of ghost kitchens is largely based on consumer knowledge and the perceived benefit-risk ratios (Cai, Leung and Chi, 2022). This observation suggests that consumer education is high prior to mass adoption.
Relevance: The matrix offers clear growth pathway options within the context of digital transformation, enabling strategic choice evaluation.
Advantages: The framework gives direct but broad strategy categorisation, which is suitable for communication and alignment with the organisational levels.
Limitations: The model does not account for barriers to implementation, particularly the limitations on strategy implementation due to the franchise's capabilities and the limitations of capital availability.
[bookmark: _Toc218556507]5.0 Target Market Analysis
[bookmark: _Toc218556508]5.1 Primary Target Segments
KFC focuses on three segments with respect to digital adoption and growth potential.
· Segment 1 - Gen Z/Millennial Digital Natives: This mobile-first generation (65% of QSR customers) requires personalised digital experiences, which is the rationale to pay high prices to acquire them due to their high lifetime value (Baranowski and Pandari, 2021).
· Segment 2 - Emerging Market Consumers: The consumer segment is marked by the high pace of smartphone penetration and the preference towards off-premise ordering (75%), which is why the value-based strategy should be employed in this group because of the high level of price sensitivity (Sharma, Deshmukh and Kumar, 2025).
· Segment 3 - Convenience-Seeking Mobile Users: A cross-demographic cohort that highly values speed and painless purchases, and thus will be best suited to upscale delivery services (Chowdhury, 2023).
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Figure 3 Primary Target Segments (self-made)
[bookmark: _Toc218556509]5.2 Rationale for Target Selection
The choice will be made based on the prospects of high digital adoption, the potential of a loyalty programme, and alignment with the growth market, which allows marketing effectiveness and customer equity in the long term.
[bookmark: _Toc218556510]5.3 STP Strategy Evaluation
The effectiveness of positioning has a significant impact on brand performance. KFC has weaknesses in terms of not being very clear. It has been shown that market orientation mediates this effectiveness, meaning that before one can succeed, they must develop internal capabilities. 
[bookmark: _Toc218556511]5.4 Differentiation and Positioning Analysis
Analysis of competitive positioning reveals numerous gaps in perceptions. KFC has a brand preference of 42% compared to 58% for McDonald's, indicating that the company lacks strong differentiation (Saidarka and Rusfian, 2019). More importantly, the perception of innovation is 38% at KFC compared to 72% at Starbucks, which indicates a lack of effectiveness in communicating digital transformation progress. Such perception gaps hinder the ability to charge a premium price and limit the effectiveness with which the company can attract customers in younger age groups. 
[bookmark: _Toc218556512]6.0 Marketing Mix (7Ps) Evaluation
[bookmark: _Toc218556513]6.1 Product: AI Innovation and Menu Personalisation Effectiveness
With artificial intelligence, it becomes possible to make dynamic menu suggestions based on a user's purchase history, weather, and time of day (Susanu et al., 2025). These engines increase the size of baskets using upselling and create more relevance. Nonetheless, they are not as effective due to the disintegration of legacy systems that limit access to unified customer data. 
[bookmark: _Toc218556514]6.2 Price: Dynamic Pricing Implementation and Customer Perception
As dynamic pricing maximises revenue, it will put fairness perceptions at risk. Consumer responses to discount framing, compared to surcharge framing, show positive reactions at the same prices (Haws and Bearden, 2006). This principle is applied in the case of KFC's application-exclusive offers to reduce risks; however, there remains a problem of transparency regarding algorithmic decisions. 
[bookmark: _Toc218556515]6.3 Place: Omnichannel Integration and Ghost Kitchen Appropriateness
The successful implementation of omnichannel must be based on a well-coordinated mechanism of customer touchpoints (Safitri, Sujarwo and Hartono, 2023). The KFC portfolio comprises dine-in, drive-through, mobile applications, delivery, and ghost kitchens, the usage of which will depend on the perceived benefits (Jiang, Balaji, and Lyu, 2024). The performance in different channels varies a lot.


Table 3: KFC Distribution Channel Performance Comparison (self-made)
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[bookmark: _Toc218556516]6.4 Promotion: AI-Driven Campaigns and Digital Media Mix Effectiveness
Short-form video marketing (e.g., TikTok, Instagram Reels) offers better engagement than traditional methods (Shen, 2023) and has the potential to go viral. The effectiveness of digital marketing tools is highly associated with the performance of businesses (Gao, 2025). But the ability to create variable content within franchises contradicts brand message consistency. 
[bookmark: _Toc218556517]6.5 People: Workforce Capability Crisis
This is KFC's most critical marketing mix weakness. An annual turnover rate of 150% erodes training ROI and digital proficiency (Shriedeh, 2019). Institutional knowledge never builds up, as only 54% of employees are retained after three months. They have retention solutions (Umezurike, 2021), and the economics of franchising usually restrict required wage investment.    
[bookmark: _Toc218556518]6.6 Process: Data Fragmentation Constraints
Franchise databases, legacy point-of-sale systems, and delivery platforms operate as silos, which do not allow creating a single customer view (Cioppi et al., 2023). This disintegration suppresses individualisation ROI and predictive marketing. Resolving requires huge capital and change management expertise. 
[bookmark: _Toc218556519]6.7 Physical Evidence: Digital Brand Consistency
Contemporary features, such as AR menu visualisation and electronic kiosks, are not being consistently implemented across franchises, resulting in inconsistent brand experiences that compromise positioning clarity. 
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Figure 4 KFC 7Ps Analysis (self-made)

[bookmark: _Toc218556520]7.0 Selection of Media and Communication Channels
[bookmark: _Toc218556521]7.1 Key Channels Analysis
KFC's portfolio focuses on digital channels, aligning with its target segments. Mobile applications offer the benefits of owned media, which include no media costs and complete data capture. Earned/paid opportunities are offered through social media, whereas the delivery aggregators are a hybrid paid-owned channel that needs commissions. 
[bookmark: _Toc218556522]7.2 Appropriateness and Effectiveness Evaluation
The level of engagement is incredible because short-form video platforms are characterised by the entertainment-education fusion (Shen, 2023). Digitising sensory marketing techniques to boost the purchase intent and appeal to appetite (Randhir et al., 2016). But excessive reliance on algorithms poses platform risk. 
[bookmark: _Toc218556523]7.3 Digital versus Traditional Media Balance
The digital distribution is strong: 45% mobile application, 30% delivery platforms, 25% social media and web (High, 2024). Traditional broadcast/print attract a small amount of expenditure, albeit with a preference for targeting media consumption, but may not cover an aging demographic. 


[bookmark: _Toc218556524]8.0 Measuring Marketing Success
[bookmark: _Toc218556525]8.1 Current Marketing Metrics
KFC has employed a multi-dimensional KPI model that encompasses reach, engagement, conversion, and advocacy KPIs (Grave, 2019), such as monthly active users, Net Promoter Score (NPS), Customer Satisfaction Score (CSAT), conversion rates, and participation in the loyalty programme. 
[bookmark: _Toc218556526]8.2 Effectiveness of Campaign Assessment Methods
There is a high predictive validity of CRM systems in terms of loyalty (Feliks, Binsar, and Panjaitan, 2014). Attitudinal data can be found in NPS and CSAT, whereas the economic impact is in customer lifetime value (CLV). Nevertheless, attribution modelling in omnichannel touchpoints is still flawed. 
[bookmark: _Toc218556527]8.3 Marketing Control Mechanisms
Dashboard reviews are conducted monthly, enabling quick intervention when metrics are not met. Continuous optimisation insights are created through A/B testing protocols on application features and promotional offers. However, inconsistency in franchise implementation limits the effect of corporate-level control. 
[bookmark: _Toc218556528]8.4 Competitive Benchmarking
Competitive performance comparisons are made between the primary marketing measures, as listed in Table 4. 
Table 4: KFC versus Competitors Marketing Performance Benchmarking (self-made)
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KFC demonstrates parity in some of the operational indicators, including forecast accuracy (Baohong, 2025), but lags in measures of consumer perception. The digital revenue success of 10 billion dollars is significant, but it is only half of what McDonald's has accomplished (Saidarka and Rusfian, 2019). This gap indicates market share differences, as well as differences in digital monetisation effectiveness. 
[bookmark: _Toc218556529]9.0 Conclusions 
[bookmark: _Toc218556530]9.1 Strategic Strengths 
KFC has achieved technological infrastructure parity with industry leaders through a systematic digital transformation investment, exemplifying its competence in technology, processes, and value aspects (Elia et al., 2024). Its AI forecasting, mobile application, and data analytics platform features provide a strong foundation in innovation. o
[bookmark: _Toc218556531]9.2 Critical Shortcomings
Five critical gaps in implementation hinder marketing efficacy despite the availability of adequate technology.
· First, there is the inconsistent customer experience between territories due to franchise digital readiness discrepancies. The rural and semi-urban branches lag significantly behind urban corporate stores in terms of potential and investment (Shriedeh, 2019). This is a geographic difference that degrades brand consistency.
· Second, 150% turnover rates trigger a workforce capability crisis that systematically destroys investment in training and institutional knowledge. Digital tool proficiency cannot be built since only half of frontline staff hold their positions after three months (Shriedeh, 2019). Unstable human capital nullifies investments in technologies.
· Third, fragmentation of data architecture does not allow for the creation of the unified view of the customer needed in the case of sophisticated personalisation. Franchise databases, legacy systems and delivery platforms are not connected and do not have standardised application programming interfaces or data exchange protocols (Zolfagharian and Naderi, 2019). This technical debt limits the level of marketing sophistication.
· Ethical artificial intelligence governance vacuums bring about fourth, regulatory exposure and risk of consumer trust. There is a lack of a published policy on artificial intelligence ethics, and dynamic pricing and targeting algorithms may be viewed as manipulative (Saura, Škare, and Dosen, 2024). The issue of data privacy contradictions between the advantages of personalisation and the issue of surveillance is not addressed.
· Fifth, profitability and marketing investment capacity are under the pressure of franchise unit economics through 25-30% delivery platform commissions. Channel cannibalisation results in 10-15% traditional loss of revenue, and commission expenses destroy margin advantages. Corporate growth incentives are not aligned with franchisee profitability issues.
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Figure 5 Five critical gaps identified (self-made)
[bookmark: _Toc218556532]9.3 Brand Perception Gaps
The failure of positioning is reflected in consumer measures. The comparison of 38% innovation perception to 72% for Starbucks indicates a lack of effective communication (Nam, Ekinci, and Whyatt, 2011). The positive experience, brand equity, and loyalty relationship seem to be broken.  
[bookmark: _Toc218556533]9.4 Implementation versus Strategy Misalignment
Although the strategy formulation is advanced, there is a lack of proper implementation discipline. The major limitation to marketing performance is the disparity between corporate vision and franchise implementation. Organisational capability shortfalls and incentive misfits cannot be overcome by technology alone. 
[bookmark: _Toc218556534]10.0 Recommendations
[bookmark: _Toc218556535]10.1 SOSTAC Framework Application
The SOSTAC model of planning offers a systematic way of developing recommendations in six consecutive phases: Situation, Objectives, Strategy, Tactics, Actions, and Control. 
[bookmark: _Toc218556536]10.1.1 Situation Analysis
The situation assessment is currently based on the SWOT framework results, including professional commentary on the requirements of analytical rigour and prioritisation of the situation (King, Freyn, and Morrison, 2023). The main situational limitation is the organisation's capability to change, rather than the technology's sufficiency. There is a significant range of capability variance between franchise networks that require tiered intervention strategies. 
[bookmark: _Toc218556537]10.1.2 Objectives (18-month Horizon)
The SMART objectives set quantifiable goals that are in four strategic dimensions.
· Financial: 3-6 months to go: Digital Infrastructure: Reach 90% customer data platform integration across franchise network, and 75% of marketing campaigns using unified customer profiles to personalise.
· Workforce Development: 80% frontline staff digital certification rates with a minimum 70% tool utilisation frequency, turnover decreased to 110%/y, compared to 150%.
· Franchise Readiness: Advance 25% of franchise locations to Tier 1 digital capability standards, with 48% of the revenue coming through the digital channel.
· Governance: Adopt a 100% artificial intelligence system audit certification and an 85% customer approval rate to use the data, which will remove the regulatory risk.
These objectives align with the key performance indicator (KPI) framework approach, which emphasises specific, measurable, achievable, relevant, and time-bound attributes (Gräve, 2019). 
[bookmark: _Toc218556538]10.1.3 Strategy
People-first capability building, incentive realignment, and data governance are prioritised by the core strategic direction as opposed to further investment in technology. This method acknowledges that the organisational change discipline is the main bottleneck, rather than technical constraints.
The management of change resistance should be carried out systematically, utilising effective communication and stakeholder involvement (Khaw et al., 2022). Organisational culture plays a crucial role as a catalyst for digital transformation, and culture alignment is used to explain significant differences in transformation success (O'Connor and Martinez, 2024). Thus, the strategy puts more emphasis on cultural change programs and structural interventions. 
[bookmark: _Toc218556539]10.1.4 Tactics
Four tactical initiatives systematically resolve perceived gaps. 
· Tactic 1: Mandatory Digital Readiness Programme
Deploy a full certification program that includes the customer data platform operation, the use of artificial intelligence tools, customer service procedures, and the observance of data privacy. When used by large franchise networks, corporate e-learning infrastructure offers the benefit of scalability (Brown, Murphy, & Wade, 2006). The economic motivation to complete is established by certifying one to retention benefits such as wage premiums and eligibility for promotions (Umezurike, 2021). The competency currency is up-to-date because there are quarterly recertification requirements due to changes in technology. 
· Tactic 2: Unified Customer Data Platform Integration
Build a 360-degree customer view at the enterprise level by standardising the application programming interfaces (APIs) of point-of-sale systems, delivery platforms, and loyalty databases (Cioppi et al., 2023). Cloud-based architecture enables the synchronisation of data in real-time and ensures franchise data sovereignty, thereby ensuring regulatory compliance. High-volume urban areas are prioritised in the rollout, with rural territories coming second, thereby reducing implementation risk through progressive learning. 
· Tactic 3: Dynamic Franchise Economic Model
Redesign the franchise fee structure based on tiered pricing based on digital capability levels and achieved performance results. Franchises with Tier 1s that have attained 25% penetration would be given favourable commission rates and co-investment in marketing. The model of revenue sharing between ghost kitchens and delivery platforms compensates for the costs of the latter through channel economy diversification (Zolfagharian and Naderi, 2019). This method reconciles corporate digital transformation with franchisee profitability to align incentive conflicts and ensure alignment. 
· Tactic 4: Ethical Artificial Intelligence Governance Framework
Issue a detailed artificial intelligence ethics policy that addresses the limits of personalisation, algorithmic transparency, fairness in dynamic pricing and principles of minimising data (Karami, Shemshaki and Ghazanfar, 2024). Virtual assistant large language model management policies define the parameters of acceptable usage and the process of eliminating bias (Piñeiro-Martin et al., 2023). The compliance verification of the General Data Protection Regulation, California Consumer Privacy Act, and European Union Artificial Intelligence Act through quarterly audits will prevent regulatory fines and establish consumer confidence.


[bookmark: _Toc218556540]10.1.5 Actions and Implementation Roadmap
The 18-month phased implementation schedule is presented in Table 5. 
Table 5: Recommendation Implementation Roadmap (self-made)
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Dashboards based on monthly key performance indicators monitor the rates of digital adoption, the indices of workforce readiness, the scores of the brand trust, and operational efficiency indicators (Aliyev, 2024). Agile adaptation procedures facilitate speedy response if the implementation difficulties arise or environmental factors change. 
[bookmark: _Toc218556541]10.2 Feasibility Analysis
[bookmark: _Toc218556542]10.2.1 Budget and Resource Constraints
The dynamic pricing ROI is favourable when fairness principles are used to implement it (Li, Hardesty, and Craig, 2018). Investing in a customer data platform of between $50-80 million is worth it based on the estimated revenue increase of 5-9% on personalisation.
[bookmark: _Toc218556543]10.2.2 Franchise Capability Limitations
Sustainability investments, such as 100% compostable packages by 2025 (KFC, 2024), are straining the budget. The capital of franchisees differs, so rollouts would have to be phased, with high-volume urban stores as the first to roll out, since rural stores will not roll out by 18-24 months.
[bookmark: _Toc218556544]10.2.3 Implementation Fields and Timeframes
The second priority is the customer data platform. Ethics governance and workforce development should come after to facilitate capabilities and reduce risk. Value must be proven before economic adjustment is achieved in a franchise.
[bookmark: _Toc218556545]10.3 Expected Results and Success Measures
Investability in sustainability contributes to brand equity because 64% of young consumers appreciate green practices (Piradeep, 2025). The outcomes of the digital transformation must include a 15-20% increase in customer lifetime value, an 8-12 point increase in NPS, and market share stabilisation. Most importantly, the perception of innovation needs to be increased to 55-60% through continuous communication, as opposed to the current 38%. Constant implementation discipline and executive sponsorship are essential to ensure lasting success. 
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