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Introduction - 1.1 Background

The fast food industry has witnessed exponential growth
globally, and India is no exception. With rap.id urbanization,
changing lifestyles, growing disposable income, and the
increasing influence of West.ern culture, fast food consumption
in Ind.ia has sur.ged dramatically over the past two deca.des.
Accor.ding to ACNie.lsen, over 70% of urb.an Indi.ans
cons.ume takeaway food at lea.st once a month, plac.ing Ind.ia
amo.ng the top 10 countries globally in ter.ms of fast food
consumption frequ.ency.

Kent.ucky Fri.ed Chic.ken (KFC), one of the world's most
recognized fast food bra.nds, ente.red the Ind.ian mar.ket in
1995. Desp.ite a turbulent beginning mar.ked by protests and
positioning challenges, KFC has grown significantly and now
commands a str.ong consumer base, particularly amo.ng you.ng
adu.lts. KFC's gro.wth story in Ind.ia is a compelling stu.dy in
adapting a glo.bal brand to loc.al consumer behavior while
maintaining core brand identity.

Underst.anding consumer behavioral patterns is cent.ral to the
succ.ess of any business. For a fast food comp.any like KFC,
whi.ch operates in a hig.hly competitive mar.ket alongside
McDon.ald's, Domino's, Sub.way, and Piz.za Hut, know.ing
what dri.ves consumer decisions — tas.te preferences,
promotional soc.ial influences, and digital
engagement — can make the difference betw.een gain.ing and
los.ing mar.ket sha.re.

sensitivity,

1.2 Fast Food Industry in India — Overview

The Ind.ian fast food indstry was transformed in the mid-.1990s
with the entry of major multinational cha.ins. McDon.ald's
ente.red in 1996, adapting its menu significantly to Ind.ian
tas.tes — usi.ng mutton inst.ead of beef, launching vegetar.ian-
only sections, and introducing uniquely Ind.ian products like
McA.loo Tik.ki and Maha.raja Mac. Domi.no's Piz.za ente.red
thro.ugh a franchise agreement with the Bhar.tia brothers in
1996. Piz.za Hut launched its fir.st Ind.ian out.let in Banga.lore
in 1996.

KFC debu.ted in Banga.lore in 1995 but faced inte.nse
oppos.ition from farm.ers, environmentalists, and activ.ists.

Desp.ite the.se early challenges, KFC regrouped and
repositioned itself, achieving strong double-digit growth in
subsequent yea.rs. Tod.ay, KFC is recognized primarily for its
frred chic.ken products and has been stea.dily expan.ding its

menu to incl.ude veget.arian ite.ms and regi.onal adapta.tions.

The competitive landscape in Ind.ian fast food is inte.nse.
Consu.mers today have multiple opti.ons and exercise
significant cho.ice. This mak.es undersanding consumer
behavioral patterns — what motivates them, what kee.ps them
loy.al, and what dri.ves switching — critically important for
bra.nds like KFC.

1.3 KFC — Brand History and Evolution

KFC was foun.ded by Colo.nel Harl.and D. Sand.ers in
Kent.ucky, USA. Star.ting as a roadside din.er, Sanders
perfected his now-famous rec.ipe of fried chic.ken usi.ng a
sec.ret blend of 11 her.bs and spi.ces. The brand grew into one
of the world's larg.est chic.ken restaurant cha.ins, with over
30,.000 locations in more than 100 countries.

In Janu.ary 1997, KFC, Taco Bell, and Piz.za Hut were spun
off from Peps.iCo Inc. to form Tri.con Glo.bal Restau.rants,
which lat.er bec.ame Yum! Bra.nds Inc. in May 2002. Yum!
Bra.nds operates one of the largest restaurant syst.ems in the
wor.ld. In Ind.ia, KFC is mana.ged und.er Yum! Restaurants
(YRI) and has aggressively expanded,
particularly in metropolitan cit.ies like Del.hi, Mum.bai,
Banga.lore, Kolk.ata, and Hyderabad.

Interna.tional

1.4 Need for the Study

Cons.umer behavior is dyna.mic and influenced by multiple
for.ces — psychological, soc.ial, cultural, and economic. For
KFC, understanding the.se for.ces wit.hin a specific mar.ket
cont.ext is essential to formulate effective marketing strategies.
The need for this stu.dy ari.ses from the following observations:

Fast food consumption is increasing amo.ng Ind.ian
urb.an you.th, but brand loya.lty is volatile.
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KFC oper.ates in a hig.hly compet.itive market whe.re
cons.umer decis.ions are influ.enced by mult.iple
fact.ors simulta.neously.

Digi.tal marke.ting and soc.ial med.ia have
fundame.ntally chan.ged how consu.mers disc.over

and engage with food bra.nds.

Price sensit.ivity rema.ins high amo.ng the stud.ent
segm.ent, mak.ing promot.ional strategies criti.cally
impor.tant.

KFC's prod.uct mix, whi.le predomi.nantly non-
veg.etarian, nee.ds to cat.er to Ind.ia's mixed diet.ary
prefer.ences.

This stu.dy specif.ically exam.ines the behav.ioral patt.erns of
KFC consu.mers to prov.ide actio.nable insi.ghts for marke.ting
strategy optimi.zation.

1.5 Scope of the Study

This study focu.ses on cons.umer behav.ioral patt.erns in the
cont.ext of KFC's marke.ting strat.egies. The sco.pe cov.ers:

*  Demogr.aphic profi.ling of KFC consu.mers.
*  Frequ.ency and patt.ern of KFC vis.its.

*  Prod.uct prefer.ences and key purc.hase deci.sion
fact.ors.

*  Resp.onse to KFC's promot.ional strat.egies.

»  Compet.itive positi.oning rela.tive to oth.er fast food
outl.ets.

* Role of social med.ia and digi.tal platf.orms in brand
aware.ness.

*  Cons.umer perce.ption of val.ue for mon.ey.
CHAPTER 2: LITERATURE REVIEW

2.1 Consumer Behavior in the Fast Food Sector

Cons.umer beha.vior refers to the stu.dy of indivi.duals,
gro.ups, or organiz.ations and the proce.sses they use to sel.ect,
sec.ure, use, and disp.ose of prod.ucts, serv.ices, experi.ences,
or ide.as to sati.sfy nee.ds. In the fast food sec.tor, cons.umer
beha.vior is partic.ularly comp.lex beca.use purc.hase
decis.ions are freq.uent, oft.en impul.sive, and influ.enced by
multiple conte.xtual fact.ors such as time of day, soc.ial

comp.any, promot.ional off.ers, and bra.nd perce.ption.

Philip Kotler and Gary Armstrong (2018) in the.ir

founda.tional work on marketing manag.ement empha.size that

cons.umer purc.hase decis.ions are sha.ped by four key
psychol.ogical proce.sses: motiv.ation, perce.ption, lear.ning,
and mem.ory. For fast food bra.nds, tas.te and conven.ience are
primary motiv.ators, while bra.nd perce.ption sha.ped through
advert.ising signifi.cantly influ.ences

rep.eat purc.hase

beha.vior.

Solo.mon et al. (2019) in 'Con.sumer Beha.vior: Buy.ing,
Hav.ing, and Bei.ng' highl.ight the role of soc.ial iden.tity in
fast food choi.ces — peo.ple oft.en cho.ose restaurants that
refl.ect the.ir self-.image or aspira.tions. This is partic.ularly
rele.vant for KFC, who.se cons.umer base is heav.ily ske.wed
tow.ard you.ng adu.lts who assoc.iate the bra.nd with soc.ial

outi.ngs and peer gathe.rings.

2.2 Fast Food Consumption Patterns in India

The ACNie.lsen Glo.bal Online Sur.vey on fast food
consum.ption ranked Ind.ia amo.ng the top 10 nati.ons in fast
food consum.ption frequ.ency. Over 70% of urb.an Indi.ans
cons.ume fast food at lea.st once a mon.th, and approxi.mately
37% do so at lea.st once a week. This frequ.ency is dri.ven by
shif.ting lifes.tyles, time constr.aints, and grow.ing accep.tance

of West.ern food cult.ure amo.ng urb.an you.th.

Rese.arch on Ind.ian fast food consum.ption indic.ates that the
prim.ary cons.umer segm.ent for bra.nds like KFC is the 18-25
age gro.up — coll.ege stud.ents and you.ng profess.ionals. This
segm.ent is charact.erized by high eatin.g-out frequ.ency, pri.ce
sensit.ivity, str.ong peer influ.ence in purc.hase decis.ions, and

high engag.ement with digi.tal and soc.ial med.ia platf.orms.

2.3 KFC's Marketing Strategies in India

KFC's marke.ting stra.tegy in Ind.ia has evol.ved signifi.cantly
sin.ce its 1995 ent.ry. Init.ial positi.oning aro.und chicken.-
centric iden.tity was broad.ened to incl.ude value mea.ls, family
pac.ks, and veget.arian opti.ons to app.eal to Ind.ia's dive.rse
diet.ary prefer.ences. Key marke.ting strat.egies empl.oyed by

KFC in India incl.ude:

*+ Com.bo meal dea.ls desi.gned to off.er perce.ived

val.ue while incre.asing aver.age transa.ction size.
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Limi.ted time off.ers (LTOs) to cre.ate urge.ncy and

drive tri.al amo.ng new consu.mers.
* Digi.tal marke.ting through soc.ial med.ia platf.orms
— Insta.gram, YouT.ube, and Twit.ter — to eng.age

the you.th segm.ent.

Locali.zation of menu ite.ms to incl.ude Ind.ian spi.ce

prof.iles and veget.arian vari.ants.

Loya.lty prog.rams and app-.based promo.tions to

encou.rage rep.eat vis.its.

2.4 Competitive Landscape

KFC comp.etes prima.rily with McDon.ald's, Domino's,
Sub.way, and Piz.za Hut in the Ind.ian QSR (Quick Serv.ice
Restaurant) mar.ket. Rese.arch by pri.or stud.ies indic.ates that
whi.le McDon.ald's maint.ains a stro.nger family-.oriented
positi.oning, KFC comm.ands stro.nger loya.lty amo.ng you.ng
adu.lts and non-veg.etarian food enthusiasts. Howe.ver,
Domi.no's has aggressively capt.ured mar.ket sha.re thro.ugh

home deli.very and frequent promot.ional off.ers.

A key insi.ght from compar.ative cons.umer rese.arch is that
KFC consu.mers demons.trate a hig.her inclin.ation to also visit

McDon.ald's, whille McDon.ald's consu.mers show

signifi.cantly low.er inclin.ation to vis.it KFC — indic.ating
that KFC has a narr.ower but more loy.al cons.umer base
concen.trated amo.ng you.ng, non-veg.etarian consu.mers who

eat out frequ.ently.

2.5 Role of Social Media in Fast Food Marketing

Social med.ia has fundamentally transf.ormed bra.nd
aware.ness and cons.umer engag.ement in the fast food sector.
Schif.fman and Kan.uk (2019) note that digi.tal platf.orms
ena.ble real.-time, two.-way communi.cation betw.een bra.nds
and consu.mers, crea.ting opportu.nities for person.alized
engag.ement at sca.le. For KFC, soc.ial med.ia ser.ves as both
an aware.ness chan.nel and a promotional plat.form, enab.ling
aim.ed at demogr.aphic

targeted campa.igns spec.ific

segm.ents.

Rese.arch consis.tently sho.ws that the 18-25 age gro.up —

KFC's core cons.umer segm.ent — is the most act.ive on soc.ial

med.ia platf.orms and is heav.ily influ.enced by onl.ine cont.ent
in the.ir purc.hase decis.ions. This mak.es soc.ial med.ia

inves.tment partic.ularly high-.return for KFC.

CHAPTER 3: RESEARCH OBJECTIVE AND
QUESTIONS

3.1 Primary Research Objective

The prim.ary objec.tive of this rese.arch is to anal.yze
cons.umer behav.ioral patt.erns amo.ng KFC custo.mers and
under.stand how KFC's marke.ting strat.egies influ.ence

cons.umer decisions, prefer.ences, and loya.lty.

3.2 Specific Research Objectives
* To identify the demogr.aphic profile of KFC

consu.mers in ter.ms of age, gen.der, and occup.ation.

* To ass.ess the frequ.ency of KFC vis.its and

under.stand vis.it patt.erns inclu.ding soc.ial cont.ext.

* To deter.mine the prim.ary fact.ors influe.ncing

cons.umer decis.ions to vis.it KFC.

e To analyze prod.uct prefer.ences amo.ng KFC

consu.mers and iden.tify top-s.elling prod.uct

categ.ories.

* To evaluate the imp.act of KFC's promot.ional
strat.egies — partic.ularly com.bo meal dea.ls and

limi.ted time off.ers — on cons.umer beha.vior.

* To ass.ess the role of soc.ial med.ia and digital
platf.orms in buil.ding bra.nd aware.ness amo.ng KFC
consu.mers.

* To compare KFC's perce.ived val.ue for mon.ecy

rela.tive to competitor fast food outl.ets.

* To prov.ide actio.nable recommen.dations for
optim.izing KFC's marke.ting strat.egies bas.ed on

consumer behav.ioral insi.ghts.

3.3 Research Questions
The following gene.ral and specific rese.arch quest.ions gui.de

this stu.dy:

Gene.ral Rese.arch Quest.ions:
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Who are KFC's prim.ary consu.mers and what are
their demogr.aphic characte.ristics?
*  What motiv.ates consu.mers to cho.ose KFC over

compe.ting fast food outl.ets?

How effec.tive are KFC's promot.ional and marke.ting

strat.egies in influe.ncing cons.umer beha.vior?

Spec.ific Rese.arch Quest.ions (Hypo.theses):

H1: The majo.rity of KFC consumers bel.ong to the
18-25 age gro.up and are coll.ege stud.ents.

* H2: Tas.te is the sin.gle most impor.tant fac.tor
influe.ncing cons.umer decis.ions to vis.it KFC.

* H3: Com.bo meal dea.ls are the most influe.ntial
promot.ional tool for KFC consu.mers.

* H4: Soc.ial med.ia is the prim.ary channel thro.ugh

which consu.mers fir.st bec.ome awa.re of KFC.

*  HS: The majo.rity of KFC consu.mers perc.eive KFC
as offering bet.ter val.ue for mon.ey than its

compet.itors.

CHAPTER4: RESEARCH DESIGN AND
METHODOLOGY

4.1 Research Design

This stu.dy empl.oys a descri.ptive rese.arch des.ign. A
descri.ptive des.ign is approp.riate when the objec.tive is to
desc.ribe characte.ristics of a popul.ation or pheno.menon — in
this case, the behav.ioral patt.erns of KFC consu.mers.
Descri.ptive rese.arch is wid.ely used in cons.umer beha.vior
stud.ies beca.use it enab.les syste.matic colle.ction and
anal.ysis of data abo.ut attitudes, prefer.ences, and behav.iors

of a defi.ned gro.up.

A quanti.tative appr.oach was primarily used, supple.mented by
observa.tional insi.ghts. Quanti.tative data enab.les statis.tical
anal.ysis and gener.ation of percenta.ge-based find.ings that
can be interp.reted meaningfully even with a relat.ively sma.ll

sam.ple, as is com.mon in studen.t-level rese.arch proj.ects.

4.2 Data Collection Method

Prim.ary data was colle.cted usi.ng a struc.tured questio.nnaire
admini.stered thro.ugh Goo.gle For.ms. The questio.nnaire was
desi.gned to capt.ure information acr.oss the follo.wing

dimen.sions:

*  Demogr.aphic inform.ation: age gro.up, gen.der,

occup.ation.

*  Vis.it beha.vior: frequ.ency of KFC vis.its, frequ.ency
of fast food consum.ption gener.ally.

* Soc.al cont.ext: who respon.dents typic.ally vis.it
KFC with, prim.ary rea.son for visi.ting.

* Prod.uct prefer.ences: most frequ.ently orde.red
prod.ucts.

* Purchase decision fact.ors: the sin.gle most

impor.tant fac.tor influe.ncing the deci.sion to vis.it
KFC.

* Promot.ional sensit.ivity: whi.ch type of KFC
promotion most influ.ences vis.its.

* Brand aware.ness: how respon.dents first hea.rd
abo.ut KFC.

*  Compet.itive beha.vior: oth.er fast food outl.ets
visi.ted regul.arly.

* Value perce.ption: how KFC's val.ue for mon.ey

comp.ares to compet.itors.

* Food prefe.rence: veget.arian, non-veg.etarian, or
both.

4.3 Questionnaire Design

The questio.nnaire consi.sted of 12 struc.tured multipl.e-choice
quest.ions. All questions were close.-ended to enable
quanti.tative anal.ysis. Quest.ions were organ.ized in a logi.cal
sequ.ence — begin.ning with demogr.aphics, progre.ssing to
behav.ioral quest.ions, and end.ing with compet.itive and
perce.ptual quest.ions. This seque.ncing ensu.res respon.dents
move natur.ally from eas.ier demographic quest.ions to more

refle.ctive opinio.n-based quest.ions.

Each ques.tion offe.red betw.een 3 and 5 resp.onse opti.ons.

The questio.nnaire was pre-tested with a sma.ll gro.up of 5
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respon.dents to iden.tify any ambig.uity in ques.tion fram.ing
bef.ore deplo.yment. Min.or word.ing adjust.ments were made

bas.ed on pre-.test feed.back.

4.4 Sampling Design

The follo.wing samp.ling param.eters were appl.ied:

Samp.ling Deta.ils
Param.eter
Tar.get KFC consu.mers who have visi.ted

Popul.ation KFC at lea.st once

Samp.ling
Met.hod

Conven.ience Samp.ling (Non-
pr.obability)

Sam.ple Size 59 respon.dents

Data Onl.ine sur.vey via Goo.gle For.ms
Colle.ction

Mode

Sur.vey What.sApp and peer netw.orks

Distri.bution

Sur.vey Acad.emic Year 2025-26

Per.iod

Conven.ience samp.ling was sele.cted beca.use acc.ess to a
for.mal samp.ling frame of KFC consu.mers was not
avail.able. The non-pro.bability nat.ure of the sam.ple is
acknow.ledged as a limit.ation, and find.ings are interp.reted
accord.ingly. The sam.ple size of 59 is approp.riate for a
studen.t-level rese.arch proj.ect and is consi.stent with simi.lar

stud.ies.

4.5 Data Analysis
Data colle.cted thro.ugh Goo.gle For.ms was automat.ically
tabulated. Perce.ntage distrib.utions were calcu.lated for each

ques.tion to identify response patt.erns. The anal.ysis focu.sed

respon.dents sele.cted each resp.onse opt.ion for each ques.tion.
Find.ings are prese.nted usi.ng summ.ary tab.les and
interp.reted in Chap.ter 5.

No adva.nced statis.tical techn.iques (regr.ession, fac.tor
anal.ysis) were appl.ied giv.en the sam.ple size. The find.ings
are interp.reted descrip.tively, focu.sing on identi.fying
domi.nant patt.erns and nota.ble resp.onse distrib.utions.

CHAPTER 5:DATA ANALYSIS
INTERPRETATION

AND

This chap.ter pres.ents the find.ings from the prim.ary sur.vey

of 59 respon.dents. Each ques.tion is

anal.yzed indivi.dually with the data prese.nted in a summ.ary
tab.le foll.owed by interpr.etation.

5.1 Demographic Profile of Respondents

5.1.1 Age Group Distribution

Age Gro.up No.
Respon.dents

of Perce.ntage (%)

Bel.ow 18 3 5.1%
18-25 52 88.1%
25-35 4 6.8%
Abo.ve 35 0 0%
Tot.al 59 100%

Interpr.etation: An overwh.elming 88.1% of respon.dents fall
in the 18-25 age group, confirming that KFC's prim.ary
cons.umer base cons.ists of you.ng adu.lts. This is consi.stent
with KFC's positi.oning as a bra.nd that appe.als to you.th
thro.ugh tas.te, soc.ial din.ing experi.ences, and digi.tal
engag.ement. The 6.8% in the 25-35 age gro.up suggests some
upw.ard age exten.sion amo.ng KFC's consu.mers. The
remai.ning 5.1% are bel.ow 18, indic.ating KFC also attr.acts a

youn.ger teen.age segm.ent.

on frequ.ency distri.bution — i.e., what perce.ntage of
© 2026, JOIREM  |www.joirem.com| Page 5 ISSN (0) 3107-6696
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5.1.2 Gender Distribution

Male 57 96.6%
Fem.ale 2 3.4%
Prefer Not to O 0%
Say

Tot.al 59 100%

Interpr.etation: The sam.ple is heav.ily male-do.minated at
96.6%. This is an impor.tant data point that must be
interp.reted caref.ully. It cou.ld refl.ect a genuine male skew in
KFC's cons.umer base — consi.stent with find.ings from
simi.lar stud.ies — or it cou.ld be a samp.ling arti.fact giv.en
the conven.ience samp.ling met.hod. Pri.or rese.arch on KFC
consu.mers in Ind.ia sho.wed a significant male skew,
sugge.sting KFC does attr.act more male consu.mers, tho.ugh
the extr.eme rat.io in this sam.ple sugg.ests the distri.bution

chan.nel may have predomi.nantly reac.hed male respon.dents.

Interpr.etation: 79.7% of respon.dents are coll.ege stud.ents.
This dire.ctly corre.lates with the age distri.bution find.ing and
confiirms that KFC's domi.nant consumer gro.up in this
sam.ple is the colleg.e-going you.th. Post-graduates repre.sent
10.2%, sugge.sting some pres.ence in the early-.career
segm.ent. Work.ing profess.ionals at 6.8% indi.cate a sli.ght
broad.ening of KFC's appeal bey.ond the stud.ent
demogr.aphic, whi.ch is a positive sign for bra.nd rea.ch

expan.sion

5.2 Visit Behavior

5.2.1 Frequency of KFC Visits

Fir.st Time 4 7.1%

2-3 Tim.es 10 17.9%
4-6 Tim.es 7 12.5%
6+ Tim.es 35 62.5%
Tot.al 56 100%

Interpr.etation: A domi.nant 62.5% of respon.dents have
visi.ted KFC six or more tim.es, indic.ating a very str.ong base
of loy.al, rep.eat custo.mers. Combined with the 2-3 tim.es
(17.9%) and 4-6 tim.es (12.5%) segm.ents, 92.9% of
respondents have visi.ted KFC mult.iple tim.es, demonst.rating
excepti.onally str.ong rep.eat purc.hase beha.vior. Only 7.1%
are first.-time visi.tors. This sugg.ests that KFC's bra.nd equ.ity
and prod.uct qual.ity are driving outsta.nding cust.omer
reten.tion amo.ng the 18-25 age gro.up.

5.2.2 Fast Food Eating Out Frequency (General)

5.1.3 Occupation
Sch.ool Stud.ent 2 3.3%
Coll.ege 47 79.7%
Stud.ent
Post-G.raduate 6 10.2%
Work.ing 4 6.8%
Profes.sional
Tot.al 59 100%
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Once or More 13 22.4%
Per Week

Once a 15 25.9%
Fortn.ight

Once a 11 19%
Mon.th

Less Than 19 32.8%
Once a

Mon.th

Tot.al 58 100%

Interpr.etation: 32.8% of respon.dents eat out at fast food
outl.ets less than once a mon.th, whi.le 22.4% do so once or
more per week. This more spr.ead distri.bution comp.ared to
earl.ier data sugg.ests the sam.ple capt.ures a wid.er ran.ge of
eating-out behav.iors. The signifiicant 25.9% fortni.ghtly
segm.ent and 19% mont.hly segm.ent repre.sent regu.lar but not
hea.vy users — an impor.tant mid-.tier segm.ent for
promot.ional targe.ting. For KFC, this mea.ns a dive.rse

frequ.ency prof.ile that requ.ires tie.red marke.ting strat.egies.

5.2.3 Social Context — Who Respondents Visit KFC With

Vis.it No.
Compa.nion Respon.dents

of Perce.ntage (%)

Frie.nds 31 56.4%
Fam.ily 12 21.8%
Colle.agues 6 10.9%
Alo.ne 6 10.9%
Tot.al 55 100%

Interpr.etation: A majo.rity of 56.4% vis.it KFC with frie.nds,
confi.rming KFC's positi.oning as a soc.ial din.ing bra.nd.
Import.antly, fam.ily vis.its have gro.wn to 21.8%, indic.ating
KFC has meani.ngful fam.ily app.ecal as well. Colle.agues
(10.9%) and solo visi.tors (10.9%) add to the diver.sity of vis.it
occas.ions. This broader soc.ial prof.ile sugg.ests KFC can
mar.ket acr.oss mult.iple occa.sion typ.es, while keep.ing

social/f.riendship occas.ions as its prim.ary messa.ging pil.lar.

5.2.4 Primary Reason for Visiting KFC

Primary Reason No. of Percentage (%)

Respondents

Snac.king 19 32.8%
Get Toge.ther 14 24.1%
with Frie.nds

Lun.ch 10 17.2%
Fam.ily Out.ing 2 3.4%
Celebr.ation 12 20.7%
Oth.er 1 1.7%
Tot.al 58 100%

Interpr.etation: Snac.king (32.8%) and gett.ing toge.ther with
frie.nds (24.1%) toge.ther acco.unt for 56.9% of prim.ary vis.it
reas.ons, establ.ishing the soc.ial snac.king occa.sion as KFC's
domi.nant use case. Nota.bly, celebr.ations now acco.unt for a
signifiicant 20.7% — a key insi.ght sugge.sting KFC sho.uld
deve.lop celebration-specific promo.tions and pack.ages.
Lun.ch vis.its at 17.2% indi.cate KFC is also consi.dered a
via.ble meal opt.ion, prese.nting opportu.nities for lun.ch

com.bo dea.ls.
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5.3 Product Preferences
5.3.1 Most Frequently Ordered Products

Prod.uct No.
Respon.dents

of Perce.ntage (%)

Hot & Spi.cy 16 27.6%
Chic.ken 14 24.1%
(Gen.eral)

Zin.ger 10 17.2%
Bur.ger

Orig.inal 18 31%
Rec.ipe

Snac.ker 0 0%
Tot.al 58 100%

Interpr.etation: Orig.inal Rec.ipe has emer.ged as the most
popu.lar prod.uct at 31%, foll.owed by Hot & Spi.cy (27.6%)
and gene.ral Chic.ken ite.ms (24.1%). This is a signif.icant
shi.ft from earl.ier data and sugg.ests that KFC's glob.ally
iconic Original Rec.ipe is gain.ing stro.nger trac.tion amo.ng
Ind.ian consu.mers. Hot & Spi.cy rema.ins str.ong in sec.ond
pla.ce, sti.ll refle.cting Ind.ian prefer.ences for bold flav.ors.
The Zinger Bur.ger at 17.2% repre.sents a sol.id perfo.rmer.
This bala.nced distri.bution sugg.ests KFC's prod.uct ran.ge is

well-a.ccepted across mult.iple offer.ings.

5.3.2 Food Preference (Vegetarian vs Non-Vegetarian)

Food Prefe.rence No. of Respon.dents
Both Veg and Non.-Veg 27

Only Veget.arian 7

© 2026, JOIREM  |www.joirem.com| Page 8

Only Non-Veg.etarian 24

Tot.al 58

Interpr.etation: Whi.le 46.6% of respon.dents cons.ume both
veget.arian and non-veg.etarian food, a signif.icant 41.4% are
exclus.ively non-veg.etarian — a rise from prev.ious data. This
sugg.ests KFC's cons.umer base may be natur.ally self-
se.lecting tow.ard non-veg.etarian prefer.ences. Howe.ver, the
46.6% flexible eat.ers and 12.1% vegeta.rians toge.ther
repre.sent over half the sam.ple, mainta.ining the strat.egic case
for KFC to exp.and its veget.arian menu offer.ings to avoid
los.ing gro.up vis.its whe.re veget.arian prefer.ences dri.ve

resta.urant selec.tion.

5.4 Purchase Decision Factors

5.4.1 Primary Factor Influencing Decision to Visit KFC

Deci.sion No. of Perce.ntage (%)
Fac.tor Respon.dents

Tas.te 18 31%

Bra.nd 6 10.3%

Reput.ation

Conven.ience 16 27.6%
Pri.ce 14 24.1%
Loca.tion 4 6.9%

Tot.al 58 100%

Perce.ntage (%)

Interpr.etation: Tas.te rema.ins the lead.ing deci.sion fac.tor at
31%, bualedgap has narr.owed signifi.cantly. Conven.ience
has ris.en to 27.6% and Pri.ce to 24.1%, indic.ating that the
broa.der f&ﬁ]ogle of 58 respon.dents refl.ects grea.ter pri.ce and
conven.ience sensit.ivity. This is consi.stent with the inclu.sion
of a wider demogr.aphic ran.ge. Bra.nd Reput.ation at 10.3%
rema.ins a meani.ngful but secon.dary dri.ver. For KFC, this

ISSN (0) 3107-6696
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mea.ns marke.ting must bala.nce tas.te messa.ging with strong
val.ue and accessi.bility propos.itions.

5.5 Promotional Sensitivity
5.5.1 Type of KFC Promotion That Most Influences Visits

Promo.tion Type No. of Respon.dents

Com.bo Meal Dea.ls 23
Limi.ted Time Off.ers 25
Digi.tal Promo.tions 10
Loya.lty Rewa.rds 1

Tot.al 59

Interpr.etation: Limi.ted time off.ers have overt.aken com.bo
meal dea.ls as the most influe.ntial promot.ional tool at 42.4%
vs 39%. This is a signif.icant find.ing — scar.city and urgenc.y-
based promo.tions are now the prim.ary conve.rsion lev.er for
KFC consumers. Digi.tal promo.tions have also ris.en to a
meani.ngful 16.9%, refle.cting the grow.ing digital.ly-savvy
nat.ure of the cons.umer base. KFC sho.uld prior.itize a mix of
limi.ted time offers with str.ong digi.tal promo.tion

amplifi.cation to maxi.mize promot.ional effecti.veness.

5.6 Brand Awareness
5.6.1 How Respondents First Heard About KFC

Aware.ness Chan.nel No. of Respon.dents

Soc.ial Med.ia 28
Frie.nds 7
vV 17
Rad.io Ads 7

© 2026, JOIREM  |www.joirem.com| Page 9

Tot.al 59

Interpr.etation: Soc.ial med.ia rema.ins the domi.nant bra.nd
aware.ness chan.nel at 47.5%, confi.rming KFC's digi.tal
marke. it S REVEREALHE are pay.ing off. Import.antly, TV has
ris.en to 28.8%, sugge.sting that traditional advert.ising sti.ll
pla.ys a ssig;ﬁﬁcant role in bra.nd disco.very — partic.ularly for
reac.hin%‘za.l‘pl%oa.der audi.ence bey.ond core digi.tal use.rs.
Rad.io Ads (11.9%) and word-o.f-mouth thro.ugh Frie.nds
(11.9%) 1&gGye-sent complem.entary chan.nels. A multi-
.channel appr.oach combi.ning soc.ial med.ia and TV appe.ars
to be the7omost effec.tive stra.tegy for KFC's aware.ness
buil.ding.
100%

5.7 Competitive Positioning
5.7.1 Other Fast Food Outlets Visited Regularly

Compe.titor  No. of Perce.ntage

Out.let Respon.dents (%)

Domi.no's 44.8%
26

McDon.ald's 13 22.4%

Sub.way 4 6.9%

Piz.za Hut 15 25.9%

Tot.al 58 100%

Interpretatigpy; Domi.no's rema.ins the most frequ.ently visi.ted

compe.ting out.let at 44.8%, foll.owed by Piz.za Hut (25.9%)

and McDdu8id's (22.4%). A nota.ble shi.ft is the rise of Piz.za

Hut from 5% to 25.9%, sugge.sting it has bec.ome a more
. 0 .

s1gn1f.1c§1’§t$:6&npe.t1tor for KFC consu.mers. McDon.ald's at

22.4% rema.ins a dir.ect dine-in competitor. Sub.way has

11.9% L
fal.len to 0n1y06.9%. For KFC, the competitive stra.tegy must
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addr.ess both Domi.no's (del.ivery and val.ue) and the

emer.ging Piz.za Hut thr.eat in the din.e-in spa.ce.

5.7.2 Perceived Value for Money vs Competitors

Val.ue No.
Perce.ption Respon.dents

of Perce.ntage (%)

Much Bet.ter than 11 19%
Compet.itors

Slig.htly Bet.ter 35 60.3%
than Compet.itors

Same as 11 19%
Compet.itors

Wor.se than 1 1.7%
Compet.itors

Tot.al 58 100%

Interpr.etation: An impre.ssive 79.3% of respon.dents perceive
KFC's val.ue for mon.ey as better than compet.itors (19% much
bet.ter + 60.3% slig.htly bet.ter). Only a negli.gible 1.7% rate
KFC as wor.se than compet.itors. This is a str.ong find.ing that
reinf.orces the posi.tive val.ue perce.ption of KFC amo.ng its
cons.umer base. The 60.3% 'sli.ghtly better' majo.rity sugg.ests
that whi.le KFC is seen as good val.ue, the.re is sti.ll
opport.unity to reinf.orce and commun.icate val.ue more
stro.ngly to shi.ft more consu.mers into the 'much bet.ter'
cate.gory.

CHAPTER 6: KEY FINDINGS

The follo.wing key find.ings eme.rge from the anal.ysis of

sur.vey data:

6.1 Demographic Findings
+ KFC's prim.ary cons.umer segm.ent is the 18-25 age
gro.up (88.1%), predomi.nantly male (96.6%), and
consi.sting mai.nly of coll.ege stud.ents (79.7%).

*  The 25-35 age gro.up repre.sents 6.8% and work.ing
profess.ionals 6.8%, indic.ating a sli.ght broad.ening

of KFC's demogr.aphic rea.ch.

6.2 Visit Behavior Findings
*  62.5% of consu.mers are hig.hly loy.al visi.tors with
6+ vis.its — the stron.gest loya.lty indic.ator in the
stu.dy.

*  92.9% of respon.dents have visi.ted KFC mult.iple
tim.es, demonst.rating exceptional rep.eat purc.hase

beha.vior.

+  Eatin.g-out frequ.ency is more distri.buted than earlier
samp.les, with 32.8% visi.ting fast food less than once

a mon.th and 22.4% visi.ting once or more per week.

e 56.4% vis.it KFC with frie.nds, whi.le fam.ily vis.its

at 21.8% indi.cate meaningful fam.ily din.ing app.eal.

*  Snac.king (32.8%) and get-to.gethers with frie.nds
(24.1%) are the top vis.it reas.ons; celebr.ations

(20.7%) have emer.ged as a signif.icant occa.sion.

6.3 Product Preference Findings
*  Original Rec.ipe is now the most prefe.rred prod.uct
at 31%, foll.owed clos.ely by Hot & Spi.cy at 27.6%
— a signif.icant product prefe.rence shi.ft.

*  41.4% of consu.mers are exclus.ively non-veg.etarian,

whi.le 46.6% eat both veg and non.-veg food.

6.4 Purchase Decision Findings
* Tas.te rema.ins the top deci.sion fac.tor at 31%, but
Conven.ience (27.6%) and Pri.ce (24.1%) have

signifi.cantly narr.owed the gap.

*  Pri.ce sensit.ivity is nota.bly hig.her in this broa.der

sample, refle.cting the diverse cons.umer

compos.ition.

ISSN (0) 3107-6696
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6.5 Promotional Sensitivity Findings
e Limi.ted time off.ers are now the most influe.ntial
promot.ional tool at 42.4%, overt.aking com.bo meal
dea.ls (39%).

Digi.tal promo.tions have ris.en to 16.9%, refle.cting
grow.ing digi.tal marke.ting effecti.veness amo.ng

KFC's cons.umer base.

6.6 Brand Awareness Findings
*  Social med.ia is the domi.nant disco.very chan.nel at
47.5%, but TV has ris.en to 28.8% — confi.rming

multi-.channel marke.ting effecti.veness.

e Rad.io and word-of-mouth each contr.ibute 11.9%,

repres.enting meani.ngful secondary chan.nels.

6.7 Competitive Positioning Findings
e 79.3% of KFC consu.mers perc.eive KFC's val.ue for

mon.ey as bet.ter than compet.itors.

¢ Domi.no's (44.8%) and Piz.za Hut (25.9%) are the top
compe.ting outl.ets visi.ted by KFC consu.mers —
with Piz.za Hut's rise bei.ng a new compet.itive

dyna.mic to moni.tor.
CHAPTER 7: LIMITATIONS

The following limitations sho.uld be considered when

interpreting the findings of this study:

* Samp.ling Bias: Conven.ience sampling thro.ugh
digi.tal channels introduces systematic bias. The
sam.ple is heav.ily weighted tow.ard male coll.ege
stud.ents (79.7% coll.ege stud.ents, 96.6% male),
whi.ch does not repre.sent the full diver.sity of KFC's
consumer base. Fem.ale consumers, work.ing

professionals, and old.er demographics rem.ain und.er

repres.ented.

* Sam.ple Size: Whi.le 59 respondents represents an
improvement over prior itera.tions, it rema.ins a sma.ll
sam.ple rela.tive to KFC's lar.ge and dive.rse
cust.omer base in Ind.ia, limi.ting the generali.zability

of findings.

*  Geogr.aphic Limit.ation: The sur.vey was distributed

thro.ugh spec.ific digi.tal networks, mean.ing the

geogr.aphic diver.sity of respon.dents is limi.ted and
find.ings may not be represe.ntative of KFC

consu.mers acr.oss all cit.ies and regi.ons.

* Self-R.eported Data: All data is bas.ed on self-
r.eported cons.umer respo.nses, whi.ch may be

subj.ect to rec.all bias or soc.ial desirability bias.

*  Exclu.sion of Non.-KFC Consu.mers: The stu.dy only

surv.eyed exis.ting KFC consu.mers, miss.ing
insi.ghts from consu.mers who have tri.ed KFC but

stop.ped visi.ting, or tho.se who have nev.er visi.ted.

Dep.th:  The

predomi.nantly quanti.tative and lac.ks qualit.ative

* Limited Qualit.ative study is

dep.th. In-d.epth inter.views or foc.us gro.ups wou.ld
have prov.ided ric.her insi.ghts into the motiva.tions

and emot.ions under.lying cons.umer decis.ions.

* Abse.nce of Longitudinal Data: This is a cross-
s.ectional stu.dy condu.cted at a sin.gle poi.nt in time.
Cons.umer behavior evol.ves, and find.ings may not
capt.ure seas.onal varia.tions or chan.ges dri.ven by

new prod.uct laun.ches or compet.itive acti.ons.

CHAPTER 8: CONCLUSIONS

KFC's core consumer segment in India is the 18-25 year old
coll.ege stud.ent — predominantly male, with some pres.ence
in the 25-35 age gro.up and amo.ng working profess.ionals. The
bra.nd demons.trates except.ional cust.omer reten.tion with
62.5% of consu.mers hav.ing 6+ vis.its, and 92.9% bei.ng
rep.eat visi.tors. KFC is discovered prima.rily through soc.ial
med.ia (47.5%) and TV (28.8%), and the key purchase dri.ver
is tas.te (31%), tho.ugh conven.ience and pri.ce have bec.ome

more signif.icant fact.ors in this broa.der sam.ple.

Orig.inal Rec.ipe has emer.ged as the most preferred prod.uct
at 31%, challenging Hot & Spi.cy's previously domi.nant
posi.tion. This suggests KFC's glo.bal ico.nic prod.uct is
building stronger reson.ance with Ind.ian consu.mers. Limi.ted
time off.ers have bec.ome the most effective promotional tool
at 42.4%, overtaking combo meal dea.ls. The competitive
landscape has evol.ved with Piz.za Hut (25.9%) emer.ging as a

grow.ing riv.al along.side Domi.no's (44.8%).

KFC's value for mon.ey perce.ption rema.ins str.ong — 79.3%

of consu.mers rate KFC as offe.ring bet.ter val.ue than

© 2026, JOIREM  |www.joirem.com| Page 11
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compet.itors. The bra.nd's positi.oning as a soc.ial din.ing
destin.ation rema.ins int.act, with 56.4% of vis.its bei.ng with
frie.nds, whi.le fam.ily occas.ions (21.8%) and celebr.ations
(20.7%) represent grow.ing occa.sion typ.es that KFC sho.uld

actively culti.vate thro.ugh targ.eted marke.ting.

CHAPTER 9: RECOMMENDATIONS
9.1 Amplify Social Media and TV Marketing

Given that 47.5% of consumers fir.st discovered KFC through
social media and 28.8% through TV, KFC should maintain a
strong dual-channel strategy. Social media content should
foc.us on social and group-dining experiences — short.-form
video on Instagram Ree.ls, YouTube Shorts, and Snapchat
targeting the 18-25 college demographic. TV campaigns should
target the broader audience including family and celebration
occasions.

9.2 Prioritize Limited Time Offers

With 42.4% citing limited time offers as the most influential
promotional type — overtaking

combo dea.ls — KFC should inv.est heav.ily in crea.ting
urgency.-driven promo.tions. Seas.onal LTOs, regi.onal fla.vor
addit.ions, and celebration-themed off.ers can dri.ve tri.al and
rep.eat vis.its. The.se sho.uld be ampli.fied digit.ally to
maxi.mize rea.ch and urge.ncy.

9.3 Strengthen Combo Value for Loyal Customers

39% sti.ll resp.ond stro.ngly to com.bo meal dea.ls, and with
62.5% bei.ng 6+ vis.it loyal.ists, KFC sho.uld develop loyalt.y-
tier com.bo off.ers that rew.ard rep.eat custo.mers. Intro.duce
more gro.up-siz.ed combo opti.ons (3-4 per.son com.bos) that
ali.gn with the 56.4% 'visiting with frie.nds' beha.vior patt.ern.

9.4 Develop Celebration-Focused Packages

20.7% of vis.its are for celebr.ation purp.oses — a signif.icant
occa.sion segm.ent. KFC sho.uld

deve.lop dedicated celebr.ation pack.ages, birt.hday meal
dea.ls, and gro.up celebration promo.tions

that tar.get this occasion specif.ically. Partnering celebr.ation
messa.ging with limi.ted time

availability creates a compelling proposition.

9.5 Expand and Market Vegetarian Offerings

46.6% of consumers eat both veg and non.-veg food, and 12.1%
are exclusively vegetarian.

Together, 58.7% of the sample has some vegetarian
requirement. Expanding the vegetarian

ran.ge and marketing it distinctly — not as a 'minus.-chicken'
option but as its own category

with unique flavor profiles — is both a defensive strategy
against competition and a genuine revenue growth opportunity.

9.6 Strengthen Value Perception Communication

Since 79.3% of consumers perceive KFC as offering better
value than competitors, KFC sho.uld make this perception
visi.ble in its marketing. Comparative value messaging can
reinforce purchase decis.ions amo.ng price-c.onscious students
whi.le count.ering the perce.ption that KFC is expen.sive. With
Pri.ce now at 24.1% as a deci.sion fac.tor, val.ue messa.ging is
more important than ever.

9.7 Address the Pizza Hut Competitive Threat

Piz.za Hut's rise from 5% to 25.9% amo.ng compe.ting outl.ets
visi.ted by KFC consu.mers is a signif.icant compet.itive
develo.pment. KFC sho.uld moni.tor Piz.za Hut's promot.ional
stra.tegy and deve.lop targ.eted counter-promotions,
partic.ularly aro.und din.e-in exper.ience differen.tiation, to
ens.ure KFC rema.ins the prefe.rred cho.ice in the prem.ium
fast food din.e-in occa.sion.
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