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Business Objectives

Capture a 20% lift in category SOM, bringing SOM among Gen X and young millennials
to 10% by close of CY22.

Attract Gen Z and younger Millennials to the new traditions of this classic brand. In
addition, drive awareness and trial among diverse younger audiences.

Conquest share from top category in QSR and fast casual inclusive of Chick-fil-a,
Popeyes Chicken, Zaxby’s, Bojangles and Raising Cane’s, while secondarily stealing
share of visits from traditional QSR burger and brands.

Introduce The Colonel’s LATE, LATE night menu (midnight - 4:00a.m.)

Ascertain potential for rapid growth of incremental sales on a geographic basis.




Marketing Objectives

Showcase the highly evolved product offerings along
with the traditional menu among key younger
audiences.

Emphasize drive-thru and delivery inclusive of
late-night option.

Objectives
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Share of market

1% BOJANGLES

2% ZAXBY'S

2% CARL’'S JR/ HARDEES
3% JACK IN THE BOX
3% DEL TACO

4% KFC

7% WENDY'S

9% BURGER KING

- 11% POPEYES CHICKEN

17% CHICK-FIL-A

17% TACO BELL

22% MCDONALD'S




Target audience

KFC

Light/Medium user 71%
Adult

Ages 18-34

Graduated High School 44.9%
Employed 70

ChiCk’I:ﬂ"A Income: $25,00S* 84.5% Popeyes

Light/Medium user 64% Light/Medium user 60%
Adult Adult

"}SCS 18-34 o o Ages 18-34

Graduated High School 33.1% Target Graduated High School 41.7%
Employed 7

Employed 73.2%
Income: $50,000+ 79% Customer Income: $25,000 83.1%

Light/Medium user
Adult

Ages 18-34

Graduated High School
Employed

Income: $25,000+
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Target Audience

Light and medium users
of KFC, Chick-fil-A, and
BV Popeyes

) Ages 18-34

High school+

HHI $25,000+
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Target Audience & Personas
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The Sports Fanatic
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- The Sports Fanatic -
James Watson




James Watson | Charlotte, NC | 27 | The

Sports Fanatic

- James Watson is a single man who recently

graduated [111] from UNC, in Charlotte. He works
full time [111] as a T-Mobile sales rep [161] but in
his free time, James loves watching professional
football and basketball with friends [148]. He also
enjoys watching action movies with his friends
when he can [163]. Because of his busy schedule, he
often does not have time to prepare healthy meals
[118] so he continuously is looking for quick and
easy drive-thru meals.



- The College Comedian -
Troy Smith




Troy Smith | Sacramento, CA | 34 | The

College Comedian

- Troy Smith is a 34 year-old full time college student [341].
He put off college to focus on work, but is currently
working towards his first degree in Sacramento, CA. Troy’s
main sources of entertainment are radio [118], and going
to comedy clubs with his friends [150]. But starting in
September, Troy loves to throw all of his free time into
fantasy football [202]. Troy is a modern day social media
user and enjoys his screen time, he is most likely to always
be persuaded by product advertisements on Instagram or
Facebook [188]. Troy focuses more on having fun than
counting calories [111], and his favorite type of food is

southern comfort/ homestyle meals.



- The Social Butterfly -
Emily Martin




Emily Martin | Raleigh, NC | 30 | The Social

Butterfly

- Emily Martin attended two years of college, but
realized it wasn’t for her and is now a successful
restaurant manager [167] in Raleigh, North
Carolina. Her job allows her to have more free
time to do the things she enjoys, such as going to
the bars and out dancing with her friends [190].
Although she is a restaurant manager, Emily
does not consider her diet to be very healthy
[126] and is happy with her life as it is [105].
Emily loves a good deal and can be swayed with
coupons to try new foods [116].
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Geography

Top Markets in USA
(Based on CDI & BDI > 100 and
percent of sales > 1%)

1. Charlotte KFC-1ariot
2.  Raleigh KFC-Sacramento eS|
3. Sacramento
4. Miami
5.  Cleveland KFe-Los Angeles m’aff:mh
6.  Orlando
7. Los Angeles KFC-Adanta
8.  Atlanta
9. Detroit
10. Houston sFc-Houston BRR. Orlando

Objectives Personas Gography

-18.91% of KFC sales

Seasonality Goals

Media Budget Research |@'
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Seasonality

50%
40%
30%
20%
10%

0%

JAS

OND






Communication goals

50% reach at 3+ frequency nationally with a flighting campaign to sustain brand
awareness.

50% reach at 6+ frequency at the start of the campaign. (February)

50% reach at 6+ frequency during the months of May and September to take
advantage of high seasonality and National Chicken Month.

Objectives






Media consumption habits of target audience

Radio-Drive Time Radio-All Day TV-Prime Time TV-Early and Late TV-All Day Outdoor Internet-All Day
(92) (103) (70) Fringe (94) (98) (161)
(medium/high) (medium/high) (low) (66) (medium/high) (medium/high) (high)
(low)

Media Consumption of Target Audience

150

100

50

Radio Drive Radio All Day TV TV Early & TV All Day Outdoor Internet All
Time PrimeTime Late Fringe Day
Index
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TV Dayparts

Early morning Daytime Primetime Late Night

TODAY

@ lw 77
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TV Dayparts

Early morning Daytime Primetime Late Night

howi =2
met OUI'

mother

R:-E-N-P- s

Objectives Personas Geography Seasonality Goals Media Budget Research |@'



TV Dayparts

Early morning Daytime Primetime Late Night

hOW | 202 A MERICAN

199
met your HORROR STORY

mother T o

R1ENPD-s KARDASHIANS




TV Dayparts

Early morning Daytime Primetime Late Night

3 ’ ad SV \ LATE 166
] L Y I A N 4 NIGHT] ...
howi 20 /%ﬁzm
et vour AMERICAN 199
m Otl% or HORROR STORY o el 129
R )/ iy
171 KARDASHIANS RS Lz

Rl-EN-P-S




TV Dayparts

Early morning Daytime Primetime Late Night
7, £ 251 241 € It swim
%ﬁf@ ‘ﬂ' ggﬁé 227 [adult s 221]
GO Lt

™" (Bops Bumsms] 2+ 220 icKenire

SMORNING 77 L 0. - USHESS 221
b Ry g [N
h(l?T]\/\e/ I Our 202 Ho,}/é\glglg!?ka 199 JIMMY EYERS CARTOON NETW:I;Kg

mother 187 ol ' ) COMEDY
TTKARDASHIANS gl s CENTRAL

R:-END-S > 164
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Sports

| —— | g P

143
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TV Specials

billboard

237 MUSIC AWARDS 158

VIDEO MUSIC AWARDS 267
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Tumblr 266

tumblr. Dashboard PauSantesmasses

¥ Liked 761 posts
@ m m WE MADE A SPECIAL MENU, JUST FOR THE LATE NIGHT LOVERS
A Following 222 blogs
Link Chat Audio Video
s _'

Js Find blogs

¢ architecture
& bcore

4 catalan

¢ design

4 dischord

@ #KFC #chicken #fingerlickingood

Objectives Personas Geography Seasonality Goals Media




Instagram (239

‘# KFC Sponsored v
()

==l

e =

Learn More > F'NGER LICKIN'
GOODNESS,

© Q MADE JUST FOR

*® 37K likes YOU!

KFC Finger Licking' Goodness made just for yoL
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Twitter 210

KFC @KkrC
We made a special menu, just for the late night
lovers

WE MADE A SPECIAL MOVE, JUST FOR THE LATE MENT LEIVERS

&} Promoted
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Pinterest [1s2

Objectives Personas Geography Seasonality Goals Media

P @ Like 47 Send e

WE MADE A SPECIAL MENU, JUST FOR THE LATE NIGHT LOVERS

FINGER LICKIN' GOODNESS

Saved from
KFC

Get more Pins from KFC Follow

We made a special menu, just for the late night lovers

Budget Research




Facebook (134

eeeee Company = 11:45 PM

s Like Page
@ Search

=3 Sponsored
We made a special menu, just for the late night lovers. #KFC 4 @ ﬁ
» a ¥ . i&y}a

#FingerLickinGood
Direct Your story Friend Friend Friend

% KFC
fﬁ% Today at 11:45 @

We made a special menu, just for the late night lovers!
#KFC #FingerLickinGood

WE MADE A SPECIAL MENU, JUST FOR THE LATE NIGHT LOVERS

WE MADE A SPECIAL MENU, JUST FOR THE LATE MIGHT LOVERS
o
|

-5 - v
e B S

FINGER LICKIN' GOODNESS
il Like @ Comment A Share

oo:.: 347 562 Comments 311 Shares
B 8 @

Like B Comment Share
“ LIS

Budget Research |@'
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Facebook Carousel 1134
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Website

WE MADE A SPECIAL MENU, JUST FOR THE LATE NIGHT LOVERS

e Gamespot 292 535
e Hulu 213 e
e Ticketmaster 210
e IMDB 171
e Pandora.com 168
e NBA 164
e Monster.com 158
e Wikipedia 153
e Kayak.com 153

Objectives Personas Geography
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YouTube [15s]

WE MADE A SPECIAL MENU, JUST FOR THE LATE NIGHT LOVERS

r

i

*
".:“_‘.
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e

R
FINGER LICKIN' GOODNESS |§C'
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Radio




Google Play
Music =




kS

=)

Print




Magazines

Seventeen (238)

Game Informer (232)

OK! USA (216)

Cosmopolitan (201)

The Source (198)

ESPN The Magazine (174)

GQ (174)

Wired (163)

Rolling Stone Magazine (162)
Muscle and Fitness Magazine (162)
In Touch Weekly (152)
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Billboards

Charlotte, NC (154)
Raleigh, NC (125)
Sacramento, CA (123)
Miami, FL (117)
Cleveland, OH (110)
Orlando, FL (101)

Los Angeles, CA (100)
Atlanta, GA (100)
Detroit, MI (100)
Houston, TX (100)

**Based on BDI
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Branded
conten
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Sponsorship NBA game

Charlotte

Hornets game
[BDI: 154]
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Superbowl

LONEL SANDERS' ORIGINAL RECIPE

\( tuckq Frled Chicken

S




NBA draft
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Base Flow
Chart




Base budget

Television

36.82%
Specials
6.88%
Print
3.12%
Internet
39.76%
Radio
11.21%
Out of Home
2.06%
Research
0.13%

Out of Home:
2.1%

Radio

11.2%

Television
36.8%

Internet

39.8%

Special Events
6.9%
Print
3.1%
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Incremental
Flow Chart
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Incremental budget

Television Out of Home
1.5%
- 45.07% Radio
Special Events 9.2%
8.91%
Print
2.34%
Internet Television
32.73% 45.1%
Radio Internet
9.95% 32.7%
Out of Home
1.55%
Research
0.10%
Extra Print Special Events
2.3% 8.9%
0.06%
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Research

Spend a total of $200,000 on Research.

Monitor all social media interactions throughout the
campaign

Measure video views, banner click-throughs, and
other digital interactions

.
= 5=

Monitor and compare KFC'’s sales at the start, during,
and after the campaign.

x
A
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Business Objectives

™

Introduce the KFC frozen dinner portfolio to key
user groups while not cannibalizing in-store
sales.

Acquire a 15% market share among frozen
entrees at the end of year 1.

Conquest SOM from leading brands such as
Banquet, Hungry Man, Stouffers, and Marie
Callender’s.




Marketing Objectives

Introduce the all-new KFC frozen entrees and sides nationally.

Conquest users for trial and repurchase from leading category
brands.

Provide for geographic emphasis where appropriate to drive
sales volume.

Align marketing calendar with key incentive/couponing timing
for immediate trial and repurchase.




Share of

|
A AN
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Target audience

Marie Callenders

Light/Medium 82%
Ages 18-44

Adult

High School +

No Children

SULE LT E LY Targe t Consumer Banquet

Light/Medium 83.2% Light/Medium users Light/Medium 75.1%
Ages 18-45 Ages 18-44 Ages 18-45

Adult Adult Adult

High School + High School+ High School +

No Children No children No Children

Stouffers

Light/Medium 81.4%
Ages 18-44

Adult

High School +

No children
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Target Audience

- Light and medium
users of Banquet,
Hungry Man, Marie
Callender’s, and
Stouffer’s.

- Ages 18-44+

- High school+




Personas

The Busy Bee




- Your Average Joe-
Ben Howard




Ben Howard | St. Louis, MO | 31 | Your

Average Joe

- Ben Howard is a single [220], 30 year-old who
attended less than one year of college [138]. He
currently works as a server at a restaurant [272]
in St. Louis, Missouri. In Ben’s free time, he
enjoys playing board games with friends [125],
and surfing the internet [131]. As far as his
eating habits go, Ben does not believe nutrition
is a key factor when deciding what to eat [138].
Because of his lifestyle, Ben has found that he
really enjoys frozen dinners and considers them
his main source of meals [175].
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- The Busy Bee -
Madison Green




Madison Green| Houston, TX | 20 |

The Busy Bee

Madison green is a 20 year-old high school
graduate, and is currently attending community
college in Houston, Texas. [154]. She has a
part-time job in retail [175], but in her free time
she enjoys painting [137] and reading [150]. Being
a college student, Madison frequently likes to use
the internet to meet and connect with new
people [132]. Being a single student [220], she is
really focusing on school and work and often

does not have enough time to cook dinner [110].
She is constantly on the go, so she looks for easy
dinners she can microwave after a long day.
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- The Newlywed -

Justin Brown




Justin Brown | Oklahoma City, OK | 41 | the

newlywed

Justin Brown is a 41 year-old newlywed. He
attended college and graduated with a
bachelor's degree [66], and currently works as a
sales manager [175]. During his days off, he
enjoys watching football [198] or go-carting
[156]. He also loves to watch and talk about tv
advertisements [111]. He lives in Oklahoma
City with his partner, Matt, but they are saving
- up to buy a new house. With his efforts to save
money, he often eats store-made precooked
meals [167].

-
-







Geography

Top Markets in USA

(Based on CDI > 100 and percent of sale

|

> 1%)
1. St. Louis
2. Oklahoma City —
3. Houston :
4.  Austin = ——————— - — — — — —
5. San Antonio — — - ———— —— =
o Dalas - -
7. Detroit - 7 7 7 . -
8. Salt Lake City
9. Phoenix

10. Cleveland

~20.22% of frozen
sales

—

e S
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Seasonality

40%

30%

Objectives Personas






Communication goals

: 50% reach at 3+ frequency throughout the year with a
flighting campaign to drive brand awareness

= 50% reach at 6+ frequency to launch the campaign in our
key markets (February)

------ W 50% reach at 6+ frequency during the month of September
“¥ in our key markets to take advantage of National Chicken
Month.







Media consumption habits of target audience

Internet Outdoor TV-All Day TV-Early and Late TV-Prime Time Radio- All Day Radio
(Medium/High) (Low) (Medium/Low) Fringe (Low) (Medium/High) (Medium/Low)
(112) (77 (83) (Medium/Low) (69) (120) (94)
(84)
200
150
100
50
o
Internet at Outdoor TV All Day TV Early & TV-Prime Radio-All Radio Drive
home Late Fringe Time Day Time

Name
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TV Dayparts

Early morning Primetime Late Night

o A\ » A
V.]a‘ N

“CBS

THIS o
MORNING

(=il 3 D
o A4 4
SMORNING 82
y ¥ J" By
RIVIE Iy




TV Dayparts

Early morning Daytime Primetime Late Night

b A\
V.]a‘ N

“CBS

THIS o
MORNING
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TV Dayparts

Early morning Daytime Primetime Late Night
= =W N

 AMERICA ME!

VORNIK I l ' “vl’-s" 285

o7 MaUury 3 _ e
fa\ . S W 265
o/ C BS LETS MAKE -
THIS oo (ADEAL" 168

MORNING

‘J -4 . J ‘/ '4 Y
SMORNING 82

239
HELL'SL|JKITCHEN'"220 PR




TV Dayparts

Early morning Daytime Primetime Late Night

= v N
A\{) - A I
VIORNIN '
o7  MAUNY 263
Ol @ BS IETS MAKE
THIS oo (ADEAL" 168
MORNING :
250

239
HELL SL|JKITCHEN 220 s



TV Dayparts

Early morning Daytime Primetime

239
HELL SL|JKITCHEN 220 s

Late Night

M

MUSIC TELEVISION®

261

| 164
nickenire

248

[adult swim]

236

CARTOON NETWORK..

233



Sports

* % * %
* % * % ‘
115 \ 164 ;

THE
FISHING & HUNTING
CHANNEL

>

133
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TV specials

BEDk
AWARDS ..

billboard

MUSIC AWARDS "'
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Facebook 1116

eeeee Company = 11:45 PM

ile Like Page

Finger Lickin' Goodness... Whenever and wherever you want it.
#KFCfrozen

Direct Your story Friend Friend Friend

~%, KFC
Today at 11:45 @

FINGER LICKIN' GOODNESS

Finger Lickin' Goodness... Whenever and wherever you
want it. #KFCfrozen

FINGER LICKIN' GOODNESS.

4§

WHENEVER AND WHEREVER YOU WANT I @

WHENEVER AND WHEREVER YOU WANT IT

O0% 64 >mments 312 Shares
O°=.= 324 237 Comments 402 Shares il Like @ Comment # Share
Like B Comment Share = 8" @

s ,:}f;
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Facebook Carousel 1116

Finger Lickin' Goodness... Whenever and wherever
you want it! #KFCfrozen

mmmmmmmmmmmm

Research
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Instagram p122

- FAST,
EASY &
Z- TASTY.

e
LB ‘*Lkh' FINGER LICKIN'
v GOODNESS..WHEREVER AND
WHENEVER YOU WANT

WHENEVED A0 NHEREVER 10U LM 1L

Learn More

O Q

@ 45K likes

KFC Finger Licki
IWHENEVER AND WHEREVER YOU WANT IT. Kr Pl ek

L N
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Twitter o9

FINGER LICKIN' GOODNESS

IWHENEVER AND WHEREVER YOU WANT IT.

Objectives Personas Geography

Finger Lickin’ Goodness... wherever and

whenever you want it.
goo.gl/’XGh9Bm

FINGER LICKIN' G0ODNESS

NS
i 3
‘-

WHENEVER AND WHEREVER YOU WANT [T

8w

f", & x

Seasonality Goals Medi Budget

&_\ KEg (Crotow )
Finger Lickin’ Goodness... wherever and

whenever you want it.
g00.gI/XGh9Bm

Research




Website

i |§C' FINGER LICKIN' GOODNESS

CLICK HERETO

WHENEVER AND WHEREVER YOU WANT IT. " 5 UNLOCK 15% OFF

FINGER LICKIN'
GOODNESS

FINGER LICKIN'
GOODNESS

WHENEVER WHNEVER

AND
AND WHE%VER

WHEREVER YOU WANT IT.
YOU WANT IT. .

CLICK HERE TO UNLOCK 15% OFF

CLICK HERE TO
UNLOCK 15% OFF

PN v
RN
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YouTube 133

=  DYouTube Searct a ¢ [ .

186,266 views * Apr 24, 2021 il 10k &I57 P SHARE =i SAVE ... -
_— --
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6 Google Play

Music

P 133

pandora




kS

=)

Print




Newspaper

The New York Times (146)

USA Today (132)
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Magazines

Game Informer (324)
Rolling Stone Magazine (160)
US Weekly (150)

ESPN The Magazine (143)
Cosmopolitan (129)

Entertainment Weekly (107)
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Billboard

St. Louis, MO (434)
Oklahoma City, OK (263)
Houston, TX (175)

Austin, TX (151
FINGER LICKIN’ GOODNESS '( )
WHENEVER AND WHEREVER YOU WANT IT. b 2~ . San Anton|o' X (1 50)

Dallas, TX (136)
Detroit, MI (126)

Salt Lake City, UT (122)
Phoenix, AZ (119)
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Sponsorship

Objectives Personas Geography Seasonality Goals Media Budget Research

KFC



Sponsorship NBA game

Toyota Center
e Houston Rockets
o BDI: 175



Sponsorship

AT&T Center % I I %

e San Antonio Spurs
o BDI: 150
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Sponsorship
American Airlines Center % I I %

e Dallas Mavericks
o BDI: 136

¢







Base Flow
Chart

iy 4
et ;L, ! ¥
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Base budget

National Television - 49.9%

Sponsorship
1.5%

Local Television - 2.6% Radio

11.8%

Special Television Events - 14.5%

Print - 3.9% Igegmet

National TV
49.9%

Internet - 14.5%

Radio - 11.8% o

Sponsorship - 1.5%

Special Events
14.5%

Local TV
2.6%

Outdoor - 1.2%

Research - .2%

Geography Seasonality

Objectives Personas



Incremental
Flow Chart
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Incremental budget

National Television - 53.2%

Sponsorship
- o 1.6%
Local Television - 3.8% Radio
12.2%
Special Television Events - 11.4%
Print - 3.7% e
) 13.1%
0
Internet - 13.1% National TV
| -y 53.2%
Radio - 12.2% 3.7%
e 0 Special Events
Sponsorship - 1.6% T —
Outdoor
_ Qo 0.8%
Outdoor - .8% Local TV
3.8%

Research - .14%

AE T
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Research

'@' Spend a total of $200,000 on Research.

KF

|@' Monitor and compare KFC’s Frozen Meals sales at the start, during, and
ko after the campaign.

Track consumer behavior awareness of KFC’s Frozen Entrees before and
krc| after extensive TV advertising and digital presence.

Track interaction and sentiment across all social media platforms
xrc| throughout campaign.

|@' Measure online video views, banner click-throughs, and all other digital

kec| interactions.







