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NIANWIN

Business Strategy U843 Key players

(@ua1y “Brand Age” Volume 1 Issue 7
November 2000 (w11 114-122)
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LA®BNIINIIR[1029 KFC

(wunnsaaauiatszinglng Tufi 29 ganay 2540)

1. BACKGROUND OF QSR INDUSTRY

B QSR = Quick Service Restaurant

W 27 Brands at present including both international and local chain
M Core menus include Chicken, Pizza and Burger
|

41% annual growth rate for the past 4 year

2. KFC it’s Finger Lickin’ Good

B Over 50 years age, Colonel Harland D.Sanders created Kentucky
Fried Chicken’'s now famous “secret recipe” with a secret blend of 11 herbs and
spices and a special way of cooking chicken under pressure to seal in the natural
juices and flavor. Today, the Colonel's Original Recipe is a world favorite

Chicken because of its unique great taste and its high standards of quality.

3. KFC STORE GROWTH

B Average growth rate of 37% annually

®|  All store facility types

4. MARKETING strategies

Strategic menu management
Kid's Marketing Initiative
Value communication

Powerful Consumer Measurement

Strategic menu management

= We're the Chicken Expert 1!
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B Kid's Marketing Initiative

= FOOD & FUN

= Chicky the International Mascot

= The Chicky Club
B Value Communication

= Convenience, Complete meal at affordable price
B Powerful Consumer Measurement

= BIT (Brand Image Tracker)

= CEM (Customer Experience Monitor)

= Champcheck

5. OUR PRODUCTS; YUM!!

B Total experience of Food, Value and Ambience

6. KFC BRAND ESSENCE
B Real Food Fast
= High quality food from secret recipe
X Once it's in the air, no-one can resist the tempting aroma
and great taste of KFC
= Complete meals for whole family
= Honest values and unpretentious character
XX Just like the Colonel
B Primary Target Consumer
= Teen & Young Adult (13-35)
= Rational : KFC provides unique, great tasting meals and snacks

that are convenient, satisfying and affordable
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B Secondary Target Consumer

= Moms with Kids

= Where am | going to feed & treat my family

= Answer : KFC provides a convenient, delicious solution to treat
her kids and family

e e e e e Y e e e e v e e deoie e e e ek A e dede ok ek e Aok
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