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[bookmark: _Toc216301497]EXECUTIVE SUMMARY
KFC is one of the world’s largest quick service restaurant brands, with 31,981 restaurants in over 150 countries operating as independent franchises under Yum! Brands. KFC’s major challenge is the rapid transition to digital marketing and sales. Yum’s system sales are now more than 50% digital, so good digital marketing is essential for KFC’s future growth. The report finds that KFC’s marketing has several clear strengths. The brand is very well known, operates on a huge global scale, and has invested heavily in AI-based tools such as Byte by Yum, which links online ordering, point of sale, kitchen operations and delivery. KFC also uses loyalty programmes, social media and locally adapted menus to attract young people, families and value-conscious customers in a global QSR market worth around USD 971 billion in 2024. At the same time, the analysis identifies key weaknesses. Digital tools are not used in the same way across all franchise markets. The brand is still strongly linked with indulgent fried chicken rather than health and sustainability. High staff turnover and fragmented data systems also make it harder to personalise offers and deliver consistent service quality. Based on the findings and conclusion the paper finally provided evidence-based recommendations that treats marketing transformation as an organisation-wide change programme. It emphasises unified data, stronger franchise and people capabilities, and clearer health and ESG communication. These recommendations aim to protect KFC’s competitive position while supporting more sustainable, responsible growth in a rapidly evolving QSR environment.


1. [bookmark: _Toc216301498]INTRODUCTION
KFC is a leading global QSR brand specialising in fried chicken, with about 31,981 restaurants in 150 countries and territories, making it one of the largest restaurant chains in the world (Franchise Times, 2025).
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FIGURE 1: SALES AND UNIT OF KFC
(Source: Franchise Times, 2025).
It operates mainly through a franchise model under Yum! Brands. The wider QSR market is expanding strongly, with recent estimates valuing the global QSR sector at around USD 971 billion in 2024 and projecting growth to over USD 1.6 trillion by 2030, driven by urbanisation, rising incomes and demand for convenience.
Taken together, QSR marketing is being reshaped by rapid digital transformation. Apps, delivery aggregators, AI-driven recommendation systems and loyalty platforms now sit at the centre of customer engagement. Yum! Brands reported that in 2024 digital sales grew by roughly 15 per cent and digital mix surpassed 50 per cent of system sales, supported by the launch of Byte by Yum, an integrated AI-driven restaurant technology platform (Yum! Brands, 2024). Partnerships with technology providers such as NVIDIA aim to push this even further, including AI-enabled drive-thru and analytics (Kellaher, 2025).
Against this backdrop, the aim of this report is to critically evaluate KFC’s current marketing activities and to outline future developments in the form of a forward-looking marketing plan. The report focuses on the strategic role and contribution of the marketing function, the macro and micro environmental drivers of change, and the effectiveness of KFC’s segmentation, targeting, positioning and marketing mix. It also examines KFC’s media selection and performance metrics, before drawing conclusions about key shortcomings and proposing feasible recommendations that address earlier identified challenges.
The analysis is based on secondary data from company reports, industry research and academic literature on QSR marketing and change management, combined with insights from the earlier group assignment on KFC. Sections 2 and 3 examine the role of marketing and the external environment. Section 4 reviews KFC’s STP and positioning, while Section 5 analyses the 7Ps, media and metrics. Section 6 presents conclusions on effectiveness and weaknesses, and Section 7 sets out a practical future marketing plan and recommendations.
2. [bookmark: _Toc216301499]THE ROLE AND IMPORTANCE OF MARKETING AT KFC
Marketing is defined as the process of developing, communicating and delivering value to customers and managing relationships in a way that is beneficial to the organization and its stakeholders (Kotler & Keller 2016). It also represents focusing on customer at the heart of decision-making tools such as segmentation, targeting, positioning and marketing mix tools (Jobber and Ellis-Chadwick, 2019).
For a QSR brand like KFC, this would be to provide food items that are equally full of taste, convenience and value for money proposition coupled with providing its customers a rewarding experience both in-store, on online as well as delivery apps (Manhas et al., 2024). It’s also not just about advertising. At KFC it also shapes the menu, the brand image and the full customer journey. This is important because customers now expect fast service, easy digital ordering, good value and increasing attention to health and sustainability, while KFC faces strong competition from McDonald’s, Burger King and newer fast-casual brands.
KFC has access to large marketing resources through Yum! Brands. Digital system sales passed USD 30 billion in 2024, and more than 50 per cent of system sales now come from digital channels, with KFC system sales growing around 6 per cent (Yum! Brands, 2024). In China, tools such as the WeChat “Pocket Store” and the “Kiri” AI chatbot help KFC talk to customers, recommend products and personalise offers (OCTO Plus, 2020). Globally, the Byte by Yum! platform uses AI to optimise ordering, kitchen work, delivery and labour in over 25,000 restaurants, giving a strong base for data-driven marketing (Rogers, 2025). The KFC Rewards programme then builds loyalty through personalised discounts and gamified challenges (Grzybowska, 2025).
These strengths support revenue growth. Digital sales rose by about 15 per cent year-on-year, and digital now accounts for over half of Yum’s system sales, which increases the data available for personalisation and promotions (Yum! Brands, 2025). From a change-management view, models by Lewin (1951) and Kotter (1996) show that new ways of working need urgency, leadership and then “refreezing” into daily routines (Cameron and Green, 2019). KFC’s marketing team pushes digital adoption and customer focus, but high staff turnover in QSRs, often above 100 per cent a year (Paytronix, 2025), and the heavy use of franchisees mean new digital and marketing practices are not applied in the same way everywhere.
Overall, KFC’s marketing resources and digital tools are strong and help support growth, but people-related issues and uneven franchise adoption limit how much value marketing can deliver across all markets.
[bookmark: _Toc216301500]3. KFC’S MACRO AND MICRO MARKETING ENVIRONMENT
[bookmark: _Toc216301501]3.1 MACRO ENVIRONMENT ANALYSIS: PESTEL AND KEY DRIVER OF CHANGE
KFC operates in a large and growing global QSR market, estimated at around USD 971 billion in 2024 and forecast to reach roughly USD 1.63 trillion by 2030, driven by urbanisation, higher disposable incomes and rapid adoption of digital ordering and delivery platforms (Morgan, 2025). This growth offers substantial opportunity but also increases regulatory scrutiny and competitive pressure.
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FIGURE 2; QUICK SERVICE RESTAURANTS MARKET
SOURCE: MORGAN, 2025
POLITICAL AND LEGAL FACTORS
Political and legal factors, including food safety regulation, employment law, taxation and labour standards, directly shape KFC’s cost base and brand trust (Monica et al., 2024). Living-wage campaigns and minimum-wage increases raise labour costs, while tightening data-protection and emerging AI regulations affect how customer data can be collected and used for personalisation (Monica et al., 2024). KFC’s marketing strategy must balance aggressive digital data use with compliance and ethical considerations.
ECONOMIC FACTORS
Over the world, consumers are affected by inflation and high living cost. According to industry reports many QSR are driving traffic with aggressive value deals and discounted packaged deals as consumers become increasingly price sensitive (Littman, 2024). For KFC, this endorses the ongoing importance of value-led propositions but it squishes franchise margins and makes consistent investment in innovation and sustainability marketing more challenging.
SOCIAL AND CULTURAL FACTORS 
Social and cultural trends further complicate the picture. Gen Z and younger Millennials demand convenience, bold flavours and social-media-worthy experiences, but they also place higher importance on health and sustainability. Surveys suggest around 70 per cent of Gen Z consumers value sustainability and many are willing to pay more for ethical food, while discovering brands primarily through TikTok, Instagram and YouTube (Rand, 2025). Health awareness and environmental concerns around packaging waste, animal welfare and calorie intake are highlighted as key issues affecting KFC’s image (Monica et al., 2024). KFC’s marketing has partially engaged with these themes but remains heavily centred on indulgence.
TECHNOLOGICAL FACTORS
Technological change is the most powerful cross-cutting driver. AI-enabled automation, mobile ordering, delivery integration and self-service are transforming QSR operations and marketing (Future Ordering, 2024). With digital sales now exceeding USD 8–9 billion and accounting for over half of group system sales, digital channels have become central to KFC’s business model (Yum! Brands, 2025). Environmental expectations and climate concerns are also rising, pushing KFC to respond more clearly on sustainable packaging, carbon emissions and plant-based diets to avoid reputational and regulatory risks (Kasian et al., 2023).
TABLE 1: PESTEL SUMMARY FOR KFC
	Factor
	Key points for KFC
	Implications for marketing

	Political / Legal
	Food safety, labour laws, tax, living wage, data and AI regulation
	Need for compliant messaging, careful use of data and AI, cost pressures on offers

	Economic
	Inflation, cost-of-living crisis, input price volatility
	Strong demand for value deals; margin pressure limits investment in innovation/ESG

	Social
	Gen Z/Millennials want convenience, experience, but also health and sustainability
	Must balance indulgence with “better for you” and ethical positioning

	Technological
	Apps, delivery platforms, AI, Byte by Yum, chatbots
	Digital channels central to growth; big opportunity for data-driven marketing

	Environmental
	Climate concern, packaging waste, animal welfare, plant-based diets
	Need for credible ESG actions and communication, not just one-off campaigns

	Legal (data/AI)
	Stricter data protection, algorithmic transparency debates
	Requires clear data consent, fair pricing and AI governance frameworks


Digital transformation clearly cuts across these PESTEL forces. KFC’s strong digital sales performance suggests alignment with technological and economic trends. However, evidence of slower, more reactive responses in areas such as health positioning, sustainability communication and data governance indicates that the brand’s marketing strategy remains only partially aligned with the full range of environmental pressures.
[bookmark: _Toc216301502]3.2 MICRO ENVIRONMENT ANALYSIS: (PORTER FIVE FORCES)
RIVALRY AMONG EXISTING FIRMS
At the industry level, rivalry among existing competitors is intense. Global QSR reports repeatedly list McDonald’s, KFC, Burger King, Subway and Wendy’s as key players competing on price, convenience, menu innovation and digital experience. Aggressive “value” campaigns in 2024 underline the extent of price-based rivalry (Littman, 2024). In this context, relying primarily on price risks further margin erosion, so KFC must differentiate on more than cost.
THREAT OF SUBSTITUTES
The threat of substitutes is high. Healthier fast-casual concepts, local street-food vendors, meal kits and home cooking all compete for consumers’ “share of stomach.” Research shows growing interest in plant-based and flexitarian diets, and links fast-food consumption with obesity and health risks (Sinha, 2025). This increases pressure on KFC to diversify menus, provide clearer nutritional information and reposition some offers around moderation or “better for you” choices.
BUYER POWER
Buyer power has increased sharply with digitalisation. Online ordering platforms, comparison tools and reviews make switching between QSR brands almost frictionless. Studies indicate that around 71 per cent of food-delivery app users rely on restaurant apps or platforms for lower costs and convenience, and that digital-first Gen Z consumers expect speed, personalisation and consistent quality across channels (Accio, 2025). This means any inconsistency in KFC’s value proposition or service quality is instantly visible and punished.
SUPPLIER POWER
Supplier power is moderate to high for key inputs such as chicken, oil and logistics. Exchange-rate movements, inflation and raw-material price swings directly influence production costs and pricing decisions (Monica et al., 2024). Analyses of QSR franchisees, including KFC operators in markets such as India, highlight pressure on profit margins from rising raw-material and marketing costs despite robust sales (Tanna and Paramasivam, 2025). This constrains the capacity of franchisees to absorb extra marketing or ESG costs.
THREAT OF NEW ENTRANTS
The threat of new entrants is being reshaped by ghost kitchens and virtual brands. The ghost-kitchen market is forecast to more than double between 2023 and 2030, with compound growth above 13 per cent (NMSC, 2025). Delivery-only brands can enter markets quickly with low fixed costs, intensifying competition in the very channels where KFC is trying to grow. In this environment, KFC’s brand equity, loyalty programmes and distinctive digital experience become critical defensive assets rather than optional extras.
TABLE 2 : PORTER’S FIVE FORCES FOR KFC
	Force
	Current situation in QSR
	Impact on KFC marketing strategy

	Rivalry among existing firms
	Intense competition (McDonald’s, Burger King, local chains, value wars)
	Must differentiate beyond price through brand, experience and digital loyalty

	Threat of new entrants
	Ghost kitchens, virtual brands, delivery-only concepts growing fast
	Need strong brand, own app/loyalty and consistent digital experience

	Threat of substitutes
	Fast-casual, local food, meal kits, home cooking, health-oriented options
	Must develop healthier and more flexible propositions to stay relevant

	Buyer power
	High: apps make switching easy; reviews and price comparison instant
	Need consistent quality, transparent pricing and personalised value

	Supplier power
	Moderate–high: chicken, oil, logistics affected by inflation and FX
	Marketing must work with operations on value perception without destroying margins


Taken together, these forces push KFC towards stronger digital and loyalty marketing, clearer brand differentiation beyond price, and faster innovation cycles. They also underline the importance of aligning STP and the marketing mix with health, ESG and digital expectations, which Section 4 explores.
[bookmark: _Toc216301503]3.3 KFC’S STRATEGIC RESPONSE AND CHANGE-MANAGEMENT 
KFC’s strategic response shows elements of classic change-management models. Lewin’s three-stage model describes organisational change as unfreezing current behaviours, moving to a new state and refreezing to stabilise new practices (Awati, 2022). Kotter’s eight-step model stresses creating urgency, building a guiding coalition and anchoring new approaches in culture (Kotter, 1996).
At corporate level, Yum! Brand has created a compelling force for digital change by aggressively investing in e-commerce and AI-systems abroad and partnering with tech giants like Nvidia to develop A1-enabled restaurant solutions (Kellaher, 2025). Rapid growth in digital sales, and expansion of units indicate that the “unfreeze” and “change” stages (Lewin’s model) are starting for KFC’s marketing as new digital tools/apps/workings are being opened out (Ahrestani here; Lewin, 1951). But this shift is not uniform. For example, reports suggest that in India, advanced-digital operators such as Domino’s are already ahead of KFC and McDonald’s in app-based ordering with delivery by a long shot and KFC and Pizza Hut franchisees continue to lag in recovery with tougher competition (Tanna & Paramasivam, 2025).  Moreover, organizational challenges including high staff turnover and large variation in franchise capacity make it difficult to fully integrate new, customer-oriented processes (Monica et al., 2024). Overall, KFC is under very strong external pressure and has responded forcefully at head-office level, however weak health and sustainability positioning in places and inconsistent delivery throughout means a marked difference between plan and practice (Kotter 1996; Cameron and Green 2019).

FIGURE 3: APPLICATION OF LEWIN’S THREE-STEP CHANGE MODEL TO KFC’S DIGITAL MARKETING TRANSFORMATION
[bookmark: _Toc216301504]4. TARGET MARKETS, STP AND POSITIONING
[bookmark: _Toc216301505]4.1 SEGMENTATION AND TARGET MARKETS
STP is widely described as the essence of strategic marketing because it links the identification of distinct customer groups with tailored value propositions and communications (Hanlon, 2024). In the QSR sector this is critical, as competitors often offer similar core products.
Recent analyses show that KFC uses a combination of demographic, geographic, psychographic and behavioural variables. Demographically, its core customer base includes young adults and families in the 18–35 age bracket, particularly students and working professionals seeking quick, affordable meals (Karthikeyan and Bajj, 2025). Case studies and consumer research identify children, teens, young adults, families and “budget customers” as primary audience groups (Arun, 2025). Behaviourally, KFC targets consumers who look for convenience and better value, goes for late-night diners, uses digital apps and react to time- limited deals (Pereira, 2025).
Geographically, KFC is located in more than 150 countries and it generally customize its manus based on local test and preferences. For example; KFC Hall menus, spicier recipes and regional dishes (Chauhan & Shiwang, 2025). In the mature market of UK and US, KFC appeals to urban middleclass masses who depend on home delivery and mobile ordering systems where as in developing nations it often plays to ambitious middleclass youth for whom western QSR brands are contemporary and a sense of belonging (Karthikeyan & Bajj, 2025). Recent actions indicate a reorientation toward Gen Z, as evidenced by new concepts ranging from “Saucy” and “Kwench,” which are based on intense flavors or bespoke beverages (Tangalakis-Lippert, 2025), to marketing initiates like the ‘Bucket for One,’ an advertising push that speaks to today’s ‘treat yourself’ mentality (Lia, 2025).
TABLE 3: KFC’S MAIN SEGMENTS AND TARGETING STRATEGY
	Segment
	Key characteristics
	Main needs
	Current KFC response
	Main gaps

	Children & families
	Parents with kids, family groups, often value-conscious
	Affordable shared meals, familiar taste, convenience
	Family buckets, kids’ items, value boxes, in-store seating
	Limited health-positioning, limited clear nutritional messaging

	Young adults (18–35) / students
	Urban, mobile-first, heavy social media users
	Quick food, late-night options, deals, digital ease
	App ordering, delivery, social media campaigns, Gen Z concepts
	Brand seen as less modern/healthy than some competitors

	Value-conscious budget customers
	Price-sensitive, may trade between brands
	Low prices, bundles, predictable offers
	Frequent promotions, combo deals, “value” menus
	Risk of over-reliance on discounts, margin pressure

	Emerging middle class (EMs)
	Aspirational consumers in developing markets
	Status, Western brand, taste, local flavours
	Local menu adaptation, halal offers, regional items
	Health/ESG not strongly built into positioning yet

	Digital/loyalty users
	Regular app and aggregator users
	Seamless ordering, tailored offers, speed
	Apps, kiosks, delivery integration, loyalty rewards
	Experience varies by market; data not yet fully unified for deep personalisation


Overall, KFC employs broad segmentation targeting strategy to cover the market but in a narrow way youth and families are targeted by running advertisement especially for them, whereas value meals has been introduced to lure in consumers who have limited monthly spending. However, this wide approach presents questions about how differentiated its brand is.
[bookmark: _Toc216301506]4.2 POSITIONING AND DIFFERENTIATION
Positioning refers to the place a brand occupies in the minds of target customers relative to competitors (Brzaković and Brzaković, 2021). KFC’s positioning remains anchored in its heritage as the “finger lickin’ good” fried chicken specialist, offering indulgent taste, comfort and fun. Brand-strategy reviews note that KFC blends tradition and modernity by retaining its core visual identity and Colonel Sanders narrative while updating tone of voice and communications to remain culturally relevant (Lau, 2025).
Functionally, KFC differentiates itself through its Original Recipe seasoning, focus on chicken and a menu architecture emphasising buckets and sharing formats, alongside value bundles (Pereira, 2025). Experientially, humorous advertising, social-media banter and newer concepts like “Saucy” and “Kwench” aim to create “vibe dining” environments for younger guests (Mitchell, 2024).
There have been attempts to stretch the brand towards health- and sustainability-conscious segments. Beyond Fried Chicken in the US targeted flexitarians and meat reducers who want to cut meat consumption for health or environmental reasons (Kelso, 2022). KFC has also promoted CSR initiatives such as sustainable packaging and responsible sourcing. However, academic and industry reviews argue that the core menu remains heavily centred on fried, high-calorie items and that KFC still struggles to align its image with wellness trends (Sinha, 2025). Perceived quality inconsistency further weakens differentiation, with some review-based rankings placing key KFC products among poorly rated fast-food items in the US (Cost, 2025).
[bookmark: _Toc216301507]4.3 CRITICAL EVALUATION OF STP EFFECTIVENESS
From an STP perspective, KFC’s broad targeting strategy enables it to capture a wide customer base and leverage economies of scale. Local adaptation and youth-focused initiatives show attempts to refine segmentation and appeal strongly to Gen Z and urban digital users, aligning with contemporary views of STP as a move towards more precise, high-impact strategies (Hanlon, 2024). Digital tools and local SEO also support contextual targeting for mobile-first users.
The weaknesses lie mainly in health and sustainability perception, and in the consistency of experience across markets. Fast-food consumption remains linked with obesity and health risks in academic work (Sinha, 2025), and KFC is widely associated with fried, high-calorie food. CSR and plant-based initiatives exist but are relatively small in scale and sometimes perceived as tokenistic, particularly where plant-based items are cooked in shared fryers, which undermines credibility with strict ethical consumers. In addition, heavy reliance on franchisees and variation in digital maturity mean that some markets apply STP and personalisation more effectively than others, resulting in fragmented delivery of the intended positioning (Accio, 2025).
These gaps are not cosmetic. They directly limit KFC’s ability to respond to the PESTEL and Five Forces dynamics identified in Section 3, especially the move towards health, ESG and digital empowerment. The next section examines how these strategic choices play out in the marketing mix, media use and metrics.
[bookmark: _Toc216301508]5. MARKETING MIX, MEDIA AND METRICS AT KFC
The 7Ps framework is widely used to analyse service brands and has been shown to influence satisfaction and purchase decisions in QSR settings, including KFC (Saidani and Sudiarditha, 2019). Table 4 summarises KFC’s 7Ps before discussing the most critical elements in more depth.
TABLE 4: SUMMARY OF KFC’S 7PS AND KEY FUTURE ISSUES
	PS
	Current approach
	Key issue for future development

	Product
	Core fried chicken, buckets, value boxes, local menu adaptation; limited plant-based items
	Portfolio still dominated by indulgent, high-calorie items; need stronger “better for you” and ESG-linked offers

	Price
	Competitive, value-based bundles and promotions, heavy use of deals
	Must balance personalised/dynamic pricing with fairness, simplicity and franchise execution

	Place
	Global network of restaurants, drive-thru, app, kiosks, delivery platforms, some ghost kitchens
	Omnichannel experience inconsistent; need more standardisation and better control of data from aggregators

	Promotion
	Mix of TV, outdoor, social media, influencers, app messaging; fun, taste-led tone
	Health and sustainability messages under-played; need more integrated “modern and responsible” brand story

	People
	Franchise and company staff; high turnover; basic training
	Need stronger digital and service skills, better retention and incentives to embed new behaviours

	Process
	Byte by Yum links ordering, kitchen, delivery and labour; processes vary by market
	Fragmented and uneven process discipline reduces benefits from AI and digital tools

	Physical evidence
	Modernised stores in some markets, branded décor, packaging, digital screens
	Variable cleanliness and ambience; sustainability cues (e.g. packaging) not always consistent with ESG claims


[bookmark: _Toc216301509]5.1 PRODUCT STRATEGY
KFC’s core product remains fried chicken in multiple formats, supported by frequent limited-time offers and strong local adaptation. Global analyses highlight a broad portfolio of family buckets, individual meals, value boxes and desserts, alongside tailored items such as rice dishes in Asia or spicier variants in Latin America (Bhasin, 2024). KFC has experimented with plant-based options, most notably Beyond Fried Chicken in the United States, following earlier pilots that sold out quickly (Beyond Meat, 2022).
This portfolio aligns strongly with indulgence and convenience but only partially with health and ESG expectations. Menu innovation is still dominated by fried items and high-calorie combinations, while plant-based and lower-calorie options remain peripheral or short-term tests. In this context, KFC’s product strategy risks becoming reactive rather than anticipatory.
Yum’s launch of Byte by Yum, an AI-driven platform covering menu management and analytics across 25,000 restaurants, implies that KFC can increasingly use data to test and scale innovations that reflect local tastes and emerging health concerns (Yum! Brands, 2025). The critical question is whether these capabilities will be used to rebalance the portfolio towards credible “better for you” and sustainable choices, or mainly to optimise existing indulgent offers.
[bookmark: _Toc216301510]5.2 PRICE STRATEGY
KFC uses a competitive, value-based pricing strategy, relying on bundles, combos and promotional discounts to attract price-sensitive customers, especially families and students (Bhasin, 2024). Value offers have been important in defending traffic during inflation and cost-of-living crises (Meisenzahl, 2024).
Looking forward, Byte by Yum and similar tools make more dynamic and personalised pricing feasible, given the granular transaction data collected through apps, kiosks and online ordering (Yum! Brands, 2025). App-based loyalty programmes already support targeted coupons and differentiated discounts. However, more sophisticated pricing raises equity and regulatory risks. Customers may perceive large price variations as unfair, and regulators are increasingly interested in algorithmic pricing. Franchisees, who depend on simple price structures, may also resist complex schemes that are hard to execute consistently. KFC’s future price strategy therefore needs to balance personalisation with transparency and operational simplicity.
[bookmark: _Toc216301511]5.3 PLACE: CHANNELS AND OMNICHANNEL
KFC has an extensive physical footprint, with around 32,000 restaurants in approximately 150 countries (Bhasin, 2024). Traditional channels include dine-in, takeaway and drive-thru. Over the last five years, KFC has layered on digital and delivery channels, including a proprietary ordering app, in-store kiosks and partnerships with aggregators such as Uber Eats and DoorDash. Online sales reportedly surged during the pandemic, and digital now accounts for more than half of Yum’s system sales (Enterprise World, 2025). KFC has also tested ghost kitchens in markets such as London, offering delivery-only outlets (NMSC, 2025).
Despite this multi-channel presence, integration is uneven. Corporate data show strong digital growth and AI investment, but industry reports indicate that franchisees vary in digital adoption and operational capability (Rogers, 2025). This variation leads to inconsistent availability of app features, loyalty benefits and delivery quality, weakening the promise of a seamless omnichannel experience. Ghost kitchens and aggregators expand reach but dilute direct control over customer data and brand presentation, making it harder to build unified profiles and manage brand consistency. Future marketing developments must therefore focus on standardising core digital experiences across channels and ownership models.
[bookmark: _Toc216301512]5.4 PROMOTION AND MEDIA SELECTION
KFC uses both traditional and digital media for promotion. Traditional mediums including  television, outdoor and in-store advertisement highlighting the products (Bhasin, 2024). KFC leverages in-app messaging, email, push notifications, local SEO and programmatic advertising to motivate visits and orders. In China, AI-driven chatbots and WeChat mini programs are central to engagement and personalisation (OCTO Plus, 2020). KFC also engaged in social media promotion, influencers and short-form video to try to win over Gen Z in markets like the U.K. and Germany with more humorous and culturally relevant campaigns.
However,  often that promotion ignores ESG and health factors and focus on taste and value. Though  KFC promotes some sustainability initiatives and plant-based launches, not focusing on the health, environment and sustainability may cause lose of massive health and environment conscious consumer groups over the time. 
[bookmark: _Toc216301513]5.5 PEOPLE, PROCESS AND PHYSICAL EVIDENCE IN A DIGITAL CONTEXT
People, process and physical evidence are critical in-service industries and have been empirically linked to satisfaction and purchase decisions in fast food (Saidani and Sudiarditha, 2019). Like many QSR brands, KFC faces chronic staff turnover. Recent QSR statistics suggest turnover can exceed 130 per cent per year, significantly higher than other sectors (Paytronix, 2025). High churn and relatively low wages make it difficult to sustain service standards, maintain digital skills and consistently deliver app- or AI-based promises in restaurant.
Process performance is being reshaped by AI and digital platforms. Byte by Yum integrates ordering, point of sale, kitchen management, delivery optimisation, menu management and labour tools into a single ecosystem across KFC and other Yum brands (Yum! Brands, 2025). In China, tools such as Q-Smart support managers with scheduling and quality checks (OCTO Plus, 2020). These systems can reduce errors, shorten wait times and free staff to focus on customers. Yet they only deliver full benefits where local restaurants follow standardised processes and staff are trained, which is challenging under high turnover. Fragmented legacy systems in some franchises further limit data integration, constraining marketing analytics and personalisation.
Physical evidence covers restaurant layout, cleanliness, décor, packaging and digital touchpoints. KFC has invested in modern store designs and more sustainable packaging, and global communications highlight commitments to “feel-good food at scale” and inclusive, sustainable practices (KFC, 2023). Nonetheless, reviews and case observations report variability in cleanliness and ambience across markets, which undermines brand promises and can conflict with sustainability messages when single-use packaging or waste management are handled inconsistently.
[bookmark: _Toc216301514]5.6 MEASURING MARKETING SUCCESS AND METRICS
The filings show that digital sales in 2024 grew approximately 15 per cent, with digital now accounting for about 55 per cent of system sales and digital system sales reaching nearly USD 30 billion (Yum! Brands, 2025). This suggest that digital and omnichannel take a prominent place on KFC’s performance scorecard. QSR industry and academic studies of marketing mix effectiveness suggest that at the campaign level, KFC likely monitors app download, active users, conversion rates (online to offline), ordering frequency, average ticket size, email and push notification engagement, social-media metrics.
The balance between short-term and long-term measures is less clear. Financial and digital KPIs dominate external reporting, while brand equity, health perception and ESG impact metrics are less visible. There is also potential misalignment between corporate and franchise KPIs. Corporate objectives may prioritise digital penetration and AI adoption, whereas franchisees focus on immediate store profitability and labour costs. This misalignment can reduce commitment to initiatives that require upfront investment, such as sustainability campaigns or healthy-menu development, even if they support long-term brand strength.
Overall, KFC’s marketing mix shows strong, future-oriented capabilities in digital product, channel, promotion and metrics, underpinned by major AI investment. However, its heavy emphasis on indulgence and value, combined with people, process and physical-evidence constraints, limits its ability to respond fully to environmental pressures and evolving STP priorities. These weaknesses point directly to the priorities for KFC’s future marketing strategy.
[bookmark: _Toc216301515]6. CONCLUSIONS 
Overall, KFC’s marketing is clearly helping the brand grow and stay visible in a very competitive fast-food market. The company has a strong and recognisable brand, a huge global footprint and powerful digital tools, including its own apps, loyalty programmes and the Byte by Yum platform. These investments have helped move a large share of sales into digital channels, which gives KFC more data, more control over promotions and closer relationships with customers. The marketing function has also played a key role in driving this digital shift and in keeping KFC culturally relevant through local campaigns and youth-focused content.
At the same time, the analysis of the environment, STP and the 7Ps shows that KFC’s marketing strategy is not fully aligned with all the pressures it faces. Digital tools and processes are not implemented in the same way across all franchise markets, which leads to uneven customer experiences. The brand is still strongly linked with indulgent fried chicken and value offers, while health and sustainability messages remain secondary and sometimes look tokenistic compared with the scale of the core menu. High staff turnover, different levels of franchise capability and fragmented data systems also limit the effective use of personalisation, loyalty and AI.
These issues mean that KFC’s marketing strengths are not used to their full potential. To stay competitive and build a more sustainable position, the company now needs to focus less on adding new technology and more on embedding consistent practices, building people and franchise capabilities, and reshaping its offer and communication around health, responsibility and long-term brand trust.
[bookmark: _Toc216301516]7. RECOMMENDATIONS AND FUTURE MARKETING PLAN 
Based on the findings, KFC should move from “technology-led” change to “organisation-wide” marketing change. The overall direction should be to keep the brand’s fun, fried-chicken heritage, but deliver it through a more consistent, data-driven and responsible marketing approach.
First, KFC should tidy up its data and systems. At the moment, different markets and franchisees use digital tools at different levels. The company should create a standard core set of digital systems for apps, kiosks and delivery that every franchise must use. This will make it easier to build a single view of the customer, support better targeting and measure marketing performance properly.
Second, people and capability need more attention. KFC should design a simple digital-service and marketing training programme for managers and frontline staff and make it part of franchise expectations. Small incentives or recognition can help make sure it is taken seriously. This will support more consistent delivery of app orders, promotions and loyalty benefits in store.
Third, KFC should rebalance its product and communication strategy so that health and sustainability are not just add-ons. A clear “better for you” range, with transparent information, should become a permanent part of the menu, and ESG messages should be integrated into mainstream campaigns, not only separate CSR content.
Fourth, the company should be more open about how it uses AI, data and pricing. A short, clear internal and external policy on responsible data and AI would reduce risk and can also support trust with customers and regulators.
Finally, KFC should pilot these changes in a small number of key markets, track a simple KPI dashboard, and then scale what works, so the transformation is manageable for both the corporation and franchisees.
TABLE 5. SUMMARY OF KEY RECOMMENDATIONS
	Area
	Main issue from analysis
	Simple recommendation

	Data and systems
	Fragmented tools and weak customer view
	Standardise core digital platforms across all franchises

	People and capability
	High turnover, uneven skills, weak “refreezing”
	Introduce mandatory digital-service and marketing training

	Product and positioning
	Strong indulgence image, weak health/ESG alignment
	Create a permanent “better for you” range and promote it clearly

	Brand communications
	ESG and health messages are episodic
	Integrate sustainability and wellness into main campaigns

	Governance and ethics
	Limited visibility of rules for AI, data and pricing
	Develop a short responsible AI/data policy and review process

	Franchise alignment
	Different priorities and adoption levels across markets
	Link franchise evaluations and support to digital and service KPIs
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Unfreeze


Change


Refreeze (incomplete)


Create urgency around digital and AI.
• Yum! Brands highlights digital as a top priority
• Big investment in e-commerce and AI tools (Byte by Yum, Nvidia partnership)
• Digital sales pass 50% of system sales


Roll out new digital ways of working.
• Launch of Byte by Yum across KFC restaurants
• Use of apps, kiosks, delivery integration, AI chatbots
• Marketing team pushes data-driven, customer-focused campaigns


Struggle to stabilise new practices.
• High staff turnover in QSR sector
• Franchisees adopt tools at different speeds
• Inconsistent digital experience and service quality across markets
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