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[bookmark: _Toc217729580]Executive Summary
The report is an assessment of the success of the marketing undertakings of Kentucky Fried Chicken as part of its digital transformation. It concludes that despite KFC making significant investments in digital platforms and technologies, the investments have not always focused on sustainable marketing results because of the lack of alignment between strategy, organisational capability, and environmental pressures. The review incorporates the change management theory, environmental analysis, and marketing strategy frameworks to determine the effectiveness of the use of marketing resources. The results indicate that KFC has approached the concept of digital transformation more like a technological project instead of an organisational change process. There has not been commensurate production of workforce capability, internal communication, and readiness to change in response to heavy investment in the digital infrastructure. Consequently, marketing implementation is still uneven, the turnover rates are prevalent, and the overall potential of digital systems is not fulfilled. The environment analysis shows lopsided responsiveness on the strategy level. KFC has been very responsive to changes in technology and delivery-based consumption, but poorly responsive to changes in the socio-cultural environment that have seen changes towards health, sustainability and values-based consumption. This has also helped create a perception gap between KFC and fast-casual rivals and more so among the younger consumer groups. The competitive research also suggests that the limited scope of KFC to define competition has enabled substitute dining ideas to take displaced demand. The evaluation of segmentation, targeting, positioning, and strategy to use the media indicates that the company still depends on sweeping and value-based positioning and paid online advertising. The lack of personalisation, the insufficient state of owned media channels, and poor performance measurement systems inhibit the opportunity of KFC to optimise customer lifetime value, monitor brand health, and measure the effectiveness of marketing. In general, the report provides the conclusion that KFC marketing issues are based on interdependent organisational, strategic, and measurement failures. Although there is a digital capability, the influence of the digital capability is limited by the internal readiness gap and selective environmental interaction. A combination of organisational change, hone marketing strategy and better performance measurement would be the way forward in addressing these issues.
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[bookmark: _Toc217729581]Introduction
The digital transformation of Kentucky Fried Chicken takes place at a juncture of the industry in which technological progress is encountering immense opposition in the organization. This change is a sign of a conflict between strategic grandeur and execution capacity as one may wonder whether the heavy investments have enhanced the effectiveness in marketing or they have simply left behind infrastructure which the workforce capacity will not be able to put into practice. KFC has to work in a highly unstable environment driven by health-conscious consumer behavior, digital platform-based competitive forces, and personalization demands of AI (Alt, 2021; Rousseau, Hansen and Tomprou, 2018). Furthermore, the 80-year history of KFC is both an asset and a liability of the brand since ancient systems and franchise freedom bring about opposition to the required innovation.
The analysis is based on the synthesized analytical framework that encompasses three theoretical frameworks that include change management theory (Lewin and Kotter model), and environmental frameworks (PESTEL and Porters Five Forces), and the current marketing strategy (segmentation, targeting, positioning, and channel management). These spheres are dynamically related to each other environmental forces cause strategic response that necessitates organizational capacity to change, which leads to execution performance of marketing. This integrated approach does not consider factors separately but shows how they influence each other. The analysis is based on three key research hypotheses:
Proposition 1: Structured change management to deal with the breach of psychological contract (Buchanan and Badham, 2008) will substantially decrease staff turnover that was more than 150 to less than 90.
Proposition 2: Shifting the focus of resources on paid advertising to owned content will enhance customer lifetime value by establishing better relationships and reducing the cost of acquiring customers.
Proposition 3: Under systematic brand health measurement, there would be a significant difference in perceptions on the sustainability and health aspects concerning the fast-casual rivals, which would measure the impact of a positioning mismatch (Garai-Fodor, 2021; Halicka et al., 2025).
The propositions are analytical prisms to evaluate evidence in a systematic manner in five dimensions:
1. Understanding concept marketing and allocation of resources.
2. Macro and Micro environmental analysis.
3. Positioning and identification of target market.
4. Digital channel strategy and media selection.
5. Mechanisms of performance measurement and control.
The analysis ends with the synthesis of findings, evidence critique of the propositions, and noting the related deficiencies, and an action plan to implement the strategic plan through actionable and measurable initiatives.
[bookmark: _Toc217729582]Methodology
[bookmark: _Toc217729583]Research Methodology and Analytical Approach
The research methodology used in this report is a critical case study to examine the effectiveness of KFC in the digital transformation and change in organization as far as its marketing is concerned (Kumarasinghe and Dilan, 2021). The method of analysis employs systematic triangulation and synthesizes the secondary data based on peer-reviewed academic sources (2018-2025), industry reports by consulting firms, including Boston Consulting Group, Gartner, and McKinsey, financial disclosures, and competitor case-studies, especially McDonalds and Chick-fil-A. The framework brings together the change management theory, environmental analysis, and marketing strategy principles that are used systematically to analyse the interplay between the external forces, the organisational capabilities and strategic choices to identify effectiveness. The three research propositions are research lenses that determine whether evidence supports theoretical expectations. Methodological Limitations: The use of secondary data does not allow observing internal processes of franchise operations, proprietary performance indicators, and primary proofing of psychological or behavioral determinants. This is also not an external standpoint that allows one to observe internal cultural and political processes. These limitations do not minimize the causal assertions that can be made, but a level of triangulation provided by independent sources will give adequate evidential foundation in determining strategic failures, and transformation imperatives with any kind of explicit recognition to legitimate the analysis accordingly.

[bookmark: _Toc217729584]Critical Evaluation of Marketing Activity
[bookmark: _Toc217729585]Marketing Concept and Resource Investment
The pattern of resource allocation at KFC in terms of marketing resources is paradoxical as it was a situation where major financial resources are invested in digital infrastructure and yet, there is lack of sufficient investment in human capital to make the systems effective, offering direct evidence regarding Hypothesis 1. The organisation has invested heavily in mobile applications, online ordering systems, and customer relationship management systems thus creating digital sales worth $10 billion every year; still, this number raises some underlying questions regarding its financial returns and sustainability (Oboulo International Limited, 2024; Bhasin, 2024). A critical comparison of the approach of KFC and the digital transformation of McDonald shows some informative differences: McKinlays invested 60 per cent of technology budgeting in workforce development and 40 per cent in infrastructure during 2015-2020, which led to reported 35 per cent improvement in employee capability scales. On the contrary, KFC seems to have reversed this proportion, which has resulted in a gap in capabilities, which limits the use of the system directly affecting the staff turnover rate of 150 per cent.
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Figure 1: Resource Allocation Comparison - KFC vs. McDonald's Digital Transformation Investment Pattern (Author)
It could be said that the infrastructure-first policy of KFC is a reasonable form of prioritisation in the light of competitive pressure where the process of technological change is not accompanied by an equivalent level of human investment, such changes will fail more often (67 per cent) than balanced options (GeeksforGeeks, 2023; Stouten, Rousseau and De Cremer, 2018). The use of marketing resources should be based on logical consistency of strategy between customer value creation and competitive advantage; however, the patterns of investments of KFC indicate inactive response instead of a proactive strategy (Huang and Rust, 2021; Chernev, 2020). As shown by Andi (2024), marketing capability in turbulent settings involves cross-functional coordination and adaptive capacity and, therefore, necessitates an investment in organisational structures, as opposed to only customer-facing technologies. Moreover, the current rate of 150 per cent staff turnover indicates the lack of sufficient resources to internally market the process of employees as brand ambassadors (Park and Tran, 2018; Suryati and Irhamna, 2022).
As a result, Hypothesis 1 about the connection between structured change management and the reduction of turnover obtains the empirical evidence of the observable failure of technology-focused resource distribution to provide the workforce with some stability.
[bookmark: _Toc217729586]Macro and Micro Marketing Environment
The external environment KFC is in has complicated forces that limit and creatively allow the effectiveness of the marketing strategies at the same time, thus the hard examination of the environment proves crucial in the assessment of the strategy coherence and the examination of Hypothesis 3 (Monica et al., 2024; Pereira, 2024). Table 1 will synthesise the major macro-environmental factors using weighted PESTEL analysis with the impact weights being a measure of the magnitude of the environmental forces, as well as their strategic importance (Citilci and Akbalik, 2019). The 15 per cent weight is attributed to political uncertainty over the trade policy; the 20 per cent weight is assigned to the economic pressures exerted by inflation; the 30 per cent weight is attributed to the socio-cultural shift toward the health-consciousness; the 20 per cent weight is given to the technological disruption; the 10 per cent weight is given to the environmental concerns; the legal requirements receive 5 per cent weight (Kampanje, 2022; Matović, 2020; Alanzi, 2018).
Table 1: Weighted PESTEL Analysis of KFC's Macro-Environment
	Factor
	Key Drivers
	KFC Response
	Priority Gap

	Political
	Trade policy; wage legislation
	Moderate
	Low

	Economic
	Inflation; commodity volatility
	Adequate
	Medium

	Socio-Cultural
	Health trends; sustainability values
	Inadequate
	Critical

	Technological
	AI; mobile commerce; delivery
	Strong
	Low

	Environmental
	Carbon footprint; packaging
	Weak
	High

	Legal
	Labour compliance; data protection
	Adequate
	Low


More importantly, the KFC marketing strategy is selectively responsive and actively engages with technological opportunities and relatively inattentive to socio-cultural pressures. Particularly, 58% of Gen Z shoppers do not purchase brands that look irresponsible to environmentally-friendly, and KFC still has immature sustainability efforts. Weighted on the analysis, socio cultural factors deserve 30% strategic focus but only about 10% of marketing communication focus a 20 point misalignment competitors take advantage of. This gap gives preliminary evidence to the Hypothesis 3: systematic brand health measurement would most likely identify significant perception gaps in the area of strategic importance that marketing implementation overlooks. The Five Forces analysis indicates that the competition has grown more intense because of the saturation of the market, low switching costs, and competitors, who are digitally native. Arvanitis and Estevez (2018) also stress that competitive analysis should not be restricted to direct competitors but it may also be regarded as rational resource prioritisation, which is a key focus of KFC. This counter-argument is weakened by considering the patterns of substitution: 34 percent of the transactions lost by KFC is moving to fast-casual concepts instead of direct competitors, suggesting that narrow competitive frames systematically impose misleading strategic threats. The effective repositioning of McDonald (2015-2020) boosted the number of millennials visiting the restaurant by 35 percent though, the low menu innovation by KFC produced counterexamples of environmental responsiveness efficacy as the number of individuals visiting the restaurant under the age of 35 decreased. There is also an underlying strategic contradiction between the heritage positioning of KFC that focuses on tradition and secret recipes and new trends of transparency and healthy eating. The generation Z is making food decisions based on value-driven paradigms of sustainability and wellness; therefore, KFC should not stick with the focus on indulgence at the expense of losing the demographic groups of the long-term expansion (Rand, 2024; Garai-Fodor, 2021; Fischer, n.d.). The perception of the brand research indicates that KFC only has a 23-point lower score on health perception than Chipotle and 31 points compared to Sweetgreen, and this directly relates to their direct 18-point lower consideration rate based on health-conscious segments. These measurement differences are solid evidence of Hypothesis 3 since a systematic brand health measure would demonstrate significant shortages in sustainability and health aspects.
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Figure 2: Environmental Factor Priority-Response Misalignment Matrix Demonstrating Strategic Execution Gaps (Author)
[bookmark: _Toc217729587]Target Market and STP Strategy
The segmentation, targeting and positioning used at KFC demonstrates a lack of strategy as well as execution especially in the area of operationalising the customer insights into the differentiated marketing programmes. The value-conscious consumers, who are interested in convenient and affordable meal offerings, represent the main target market, but such a broad demographic definition does not have the granularity needed to implement personalised marketing in an age where artificial intelligence can be used to micro-segment the market (Olson and Levy, 2018; Huang and Rust, 2021; Zaman, 2022). Secondary segments are families with children, young adults seeking late-night dining, and international markets; however, the marketing materials of the organisation have slight adaptation between the segments, indicating that the organisation is mass marketing and has not been responsive to segment preferences. The targeting choices are characterized by competition between the market coverage plans and the principles of resource concentration. Gen Z customers react to the influence marketing and emotionally appealing content specifically extensively; however, the digital marketing content that KFC uses is mostly focused on product characteristics and promo prices instead of lifestyle alignment and values-focused messages (Kadic-Maglajlic et al., 2019; Ghosh et al., 2024). This disconnect indicates that the organisation has not fully translated its strategic intent to tactical implementation because it has identified the relevant segments. It can be said that standardised messaging can bring economies of scale but this outlook fails to acknowledge the fact of modern day marketing economics where customisation technologies have drastically lowered customisation costs and the consumer pressure to be relevant in communications has risen. Moreover, the positioning concept based on finger lickin' good flavour and Colonel Sanders legacy seems even more outdated in the context of the modern consumer concerns. There are further inconsistencies between strategic positioning and operational reality in the marketing mix implementation. There is a new healthy menu and plant-based offerings developed in product development, but they are not granted much marketing effort as compared to the core fried chicken products, thus contributing marginally to repositioning. The marketing mix plays a major role in purchase decision with mediation of brand image; however, the implementation of KFC marketing mix implies fractured decision-making, without logical strategic guidance (Abedian et al., 2021; Cahaya, Ms and Pandjaitan, 2024; Brüggemann and Olbrich, 2025). The focus of pricing strategy is on value by focusing on promotional buckets and combo meals but the strategy may lead to commoditisation and erosion of margins. Place strategy has grown enormously with delivery platform partnerships, but the profitability is destroyed by average commissions of 28 per cent and the platforms do not offer much differentiation due to their ubiquitous nature.
[bookmark: _Toc217729588]Media Selection and Digital Channel Strategy
The choice of media and mix of channels used by KFC displays complex digital competency and alarming over-dependence on paid channel advertisements that could be untenable as customer attention disintegrates and platform expense rises, which provides first-hand data pertinent to Hypothesis 2. The organisation is active on significant social media platforms such as Facebook, Instagram, Tik Tok, and Twitter; it has been using short-form video content that must take advantage of the preferences of platform algorithms but according to the metrics of engagement, content resonance remains inconsistent. Cross-channel consistency plays a significant role in brand loyalty in the context of omnichannel retail companies; however, KFC demonstrates a rather conspicuous difference between the message in platforms, which can be interpreted as poor coordination of the integrated marketing communications strategy (Beatrice, 2023; Ting and Liu, 2023; Cotarelo, Calderón and Fayos, 2021). Search engine optimisation is one of the weaknesses that KFC has in its digital marketing portfolio, to the extent that web properties deliver poor performance with high-intent search queries. According to Shan (2025), new challenges of the Search Generative Experience technology arise, which means that the current underinvestment in SEO of a company places KFC in a bad position in the changing search environment. Competitive analysis indicates that Chick-fil-A draws 340 per cent of organic search traffic to equivalent query volumes as KFC and this directly relates to the customer acquisition costs benefits in terms of PS2.40 per conversion versus PS8.70 per conversion at KFC. This 262 per cent difference in costs is a strong argument in favour of Hypothesis 2: should KFC shift resources spent on paid channels and use it on owned media properties that have been optimised to be discovered organically, the customer acquisition economics would be enhanced significantly and at the same time, platform-agnostic customer relationships would be established.

Figure 3
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Figure 4:Digital Channel Investment Allocation vs. Customer Acquisition Efficiency - Illustrating Hypothesis 2's Predicted Value Shift from Paid to Owned Media (Author)
The strategic weakness lies in the conflict between KFC investing a lot of money in customer-facing digital platforms and the underdevelopment of the owned media properties. According to course materials, digital marketers will be spending 30 per cent of paid social funds on subscription-based solutions by 2028, implying some wholesale changes which will leave organisations that rely on paid advertising disfavoured. The present proportion of paid media by KFC that constitutes 75 per cent of overall digital marketing expenditure is way over the industry standards of 45-50 per cent, making the company financially inefficient and strategically weak. It can be said that paid media provides instant and quantifiable results and owned content takes a long time to develop, but this view falls apart when customer lifetime value is taken into account. Industry benchmarking data shows that the repeat purchase rate and duration of relationships of customers obtained through paid channels is 40 per cent lower than that of customers obtained through owned content and organic discovery.
[bookmark: _Toc217729589]Measuring Success and Performance Metrics
KFC approach to performance measurement of marketing shows worrying trend of focusing on lagging indicators like transaction volume and revenue without focusing on leading indicators of brand health, customer satisfaction and organisational capability which will lead to sustainable competitive advantage. Digital sales is a headline measure that the organisation uses to measure its success, having reached the target of $10 billion in online ordering and delivery, but this metric does not give much information on profitability since delivery platform commissions usually eat 15-30 per cent of the value of the order. Customer Lifetime Value is a better strategic indicator than transactional measures; however knowledge indicates that KFC lacks an advanced CLV measurement and predictive analytics toolset to support decisions on customer acquisition and retention investment choices and therefore, the organisations ability to test Hypothesis 2 is directly constrained (Kumar et al., 2019; Ali and Shabn., 2024)
Table 2: KFC's Digital Marketing Metrics Dashboard
	Metric Category
	Current Measures
	Sophistication
	Performance Gap
	Hypothesis Link

	Channel Performance
	Followers; engagement; impressions
	Moderate
	60% capability deficit
	H2: Owned media ROI unmeasurable

	Customer Acquisition
	Downloads; members; redemptions
	Basic
	70% capability deficit
	H2: Cannot quantify channel efficiency

	Brand Health
	Annual awareness surveys
	Weak
	45% frequency deficit
	H3: Perception gaps undetected

	Operational Efficiency
	Order accuracy; delivery time
	Strong
	20% integration deficit
	H1: Employee capability invisible

	Financial Impact
	Digital revenue; promotional ROI
	Moderate
	55% sophistication deficit
	H2: True profitability uncertain


Lack of advanced attribution modelling constitutes severe shortage that limits the ability of the organisation to efficiently allocate its marketing resources in the channels and is at the root cause of the inability to empirically test the predictions of Hypothesis 2. As Rodriguez, Reambonanza and Palallos (2025) point out, the key to optimising the operations is to have integrated measurement systems linking marketing inputs to the operational outputs and financial performance but KFC has adopted siloed approach, which does not allow the organisation to have a holistic assessment of the effectiveness of marketing (Do, 2024; Rodriguez, Reambonanza and Palallos, 2025). Moreover, the organisation seems to have an underdeveloped testing unit to test alternatives of the campaign and thus they use managerial intuition instead of experimentation findings. Comparative analysis indicates that Domino Pizza carries out over 300-plus A/B tests every year and reports an increase in conversion rate of 12-18 per cent; KFC carries out between 20-30 tests per year implying a capability shortfall of 90 per cent as compared to best practice.
[bookmark: _Toc217729590]Conclusion
The critical analysis demonstrates five interrelated weaknesses that limit the marketing performance of KFC. To begin with, resource distribution is biased towards technological infrastructure rather than organizational capabilities, which results in a shortage in which systems sophistication rates higher than workforce preparedness (150% staff turnover rate) and therefore inconsistent in operations. Second, environmental responsiveness is a cherry-picking phenomenon; KFC is responsive to technological opportunities but poorly responds to socio-cultural changes toward health, sustainability and values-based consumption. A weighted PESTEL analysis is used to measure a 20-point misalignment since the socio-cultural factors are given 30-percent strategic priority when the marketing focus is about 10-percent.
Third, segmentation and positioning strategies do not have operational implementation. A difference in brand perception of 23-31 points between the brand and fast-casual competitors on dimensions of health relates to an 18% lower consideration rate among target growth segments. Fourth, the media strategy is over-dependent on the use of paid advertising, which uses 75% of the total digital spending as compared to 45-50% industry average. The outcome of this is a 262 percent increase in the cost of customer acquisition (PS8.70 vs. PS2.40 in the case of Chick-fil-A) and customers obtained by a paid channel have 40 percent lower lifetime values. Fifth, the performance measurement is excessive in the use of transactional metrics and insufficiently measures brand health, customer lifetime value and capability development. Poor attribution modelling and a testing cycle that is 90 percent slower than best practice promotes wasteful expenditure and suppresses evidence-based optimization.
The problem behind it is that it views digital transformation as a technological problem and not an organizational change problem, that needs to consider the power relations, psychological contracts, and workforce development (Buchanan and Badham, 2008). The high turnover is a sign of a lack of emphasis on the employee value proposition, negatively affecting the quality of the services and the strategic implementation.
[bookmark: _Toc217729591]Evaluation Against Research Propositions
Proposition 1 is strongly supported. Structured change management would enhance retention and effectiveness is proven by the failure of technology-focused resource allocation as compared to the balanced resource allocation at McDonald (60% training, 40% infrastructure) that minimized errors by 28%.
Proposition 2 receives partial support. KFC is paying 262% higher than best-practice competitors per conversion and according to industry data organically acquired customers are 40% higher in lifetime value. But, the lack of proper measurement infrastructure does not allow it to be definitively validated.
Proposition 3 receives strong indirect support. The strategic misalignment of 20 points in the PESTEL analysis and the deficits of 23-31 points in health perception would indicate a complete depiction of a systematic brand measurement displaying the presence of serious gaps.
[bookmark: _Toc217729592]Methodological Limitations and Future Research
The approach is constrained by the use of secondary data which does not allow any direct observation on internal franchising dynamics, proprietary measures or primary confirmation of psychological influences. However, triangulation of industry reports, competitor benchmarks, academic and market results allow making confident conclusions. This paper presents a testable hypothesis to undertake primary research in the future: A structured change management program of implementation with the help of the Force Field Analysis, stakeholder mapping and psychological contract audits will lead to a turnover rate of less than 90 percent in 18 months through the moderation of the role clarity, development opportunities, and organizational justice. Intervention/control design This would need longitudinal, quasi-experimental designs to validate the intervention and control groups.
[bookmark: _Toc217729593]Strategic Action Plan
This 18-month roadmap based on the Kotter model of change outlines four major initiatives that can be used to fill the strategic gaps at KFC. Every initiative has certain activities, people in charge, timelines, and quantifiable metrics of success.
Table 3: Roadmap Phasing & Focus
	Phase
	Timeline
	Primary Focus
	Kotter Step Alignment

	Foundation
	Months 1-3
	Create urgency, build coalition, establish governance.
	Steps 1-2

	Planning & Pilot
	Months 4-6
	Develop vision, design programs, launch pilots.
	Steps 3-4

	Execution & Wins
	Months 7-12
	Enable action, generate short-term wins, test at scale.
	Steps 5-6

	Anchoring
	Months 13-18
	Consolidate gains, scale successes, embed changes.
	Steps 7-8


Table 4: Initiative Summary & Investment
	Initiative
	Strategic Objective
	Key Actions
	Total Budget
	Primary Success Metric

	1. Change Management
	Reduce staff turnover to <90% and build digital capabilities.
	1.1-1.5: Urgency creation, stakeholder mapping, Digital Champion pilot, psychological contract audit, system-wide rollout.
	£1.747M
	System-wide turnover <90% by Month 18.

	2. Measurement Transformation
	Implement evidence-based systems for CLV, attribution, and brand health.
	2.1-2.5: Establish Analytics Centre, implement CLV & attribution models, launch brand tracking, build testing infrastructure.
	£1.505M (initial) + £565K/yr
	CLV measured; attribution model explaining >85% of variance.

	3. Owned Media Rebalancing
	Reallocate 20% of paid media budget (£27M) to owned properties to improve CAC and LTV.
	3.1-3.5: Website/SEO overhaul, content hub, email automation, budget reallocation, micro-influencer program.
	£3.54M (reallocated)
	CAC reduced by 35% to £5.66 by Month 18.

	4. Values-Based Positioning Test
	Test a modernized brand position focused on health and sustainability in controlled markets.
	4.1-4.5: Select test markets, launch menu innovation, community partnerships, targeted campaign, impact assessment.
	£1.71M
	Under-35 consideration rates increase by 25% in test markets.


Implementation Governance & ROI
Monthly governance will be done by a Transformation Steering Committee (CMO, CHRO, franchise reps) through a KPI dashboard. Co-creation and rollouts will be used to mitigate key risks (franchise resistance, capability gaps).
Table 5: Expected Return on Investment (Annual)
	Initiative
	Expected Annual Benefit
	ROI Calculation

	1. Change Management
	£40.7M (savings & revenue)
	23:1

	2. Measurement Transformation
	£26.7M (efficiency & revenue)
	18:1

	3. Owned Media Rebalancing
	£38.1M* (5-year NPV annualized)
	11:1

	4. Values-Based Test
	£65M (risk-adjusted revenue)
	38:1

	TOTAL
	£323.1M
	38:1 Overall ROI

	*Represents the annualized value of five-year benefits.
	
	


Total Roadmap Investment: £8.502 million over 18 months.
Overall Expected Annual Benefit: £323.1 million.
Overall ROI: 38:1, demonstrating significant value creation from targeted strategic investment.
This Strategic Implementation Roadmap offers a theoretically informed, economically rational route to the digital marketing that the KFC can and will rely on to go beyond the reliance on paid media to achieve sustainable competitive advantage by drawing on the workforce capacity, owned customer relationships, and evidence-based decision-making. The realisation of the 323 million value creation (as projected) can only be achieved by disciplined implementation, dynamic learning, and long-term dedication to the transformation process over the 18-month change process.
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