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ABSTRACT
Due to the coronavirus pandemic, a lot of companies were forced to close their outlets or cope with the decrease in customers. This report looks to evaluate how these changes affected the Kentucky Fried Chicken brand, as well the measures that the company has to put in place to cope with the effects of the pandemic. In this report, the changes the company's management have made throughout the pandemic are analyzed to assess whether they are suitable concerning dealing with the pandemic, as well as the problems faced by the public and their employees, from the staff that works in their fast food outlets to the farmers responsible for the live chicken used in processing the fried chicken, which is their main product. The KFC franchise is evaluated in terms of financial performance to assess the degree of impact of the pandemic on business operations, and how the debt will satisfy all the changes required.
Apart from the financial statistics, the operations are also evaluated such as the quality of service before the pandemic, and how these services need to be changed to cope with the negative effects of the COVID 19 pandemic. Every piece of negative news concerning the company amidst the pandemic is established and the necessary recommendations to retain the company’s operations are suggested in this report. Statistics are applied to bring forth viable solutions that will help the company’s future.
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[bookmark: _Toc71494128]Introduction
[bookmark: _GoBack]Many of the world's fast-food companies were impacted by the COVID-19 pandemic in similar ways, especially the major fast-food chains such as KENTUCKY FRIED CHICKEN under Yum!; Brands, which is also the umbrella company of other fast food companies such as Taco Bell. KFC was started by Colonel Harland Sanders as a fast-food restaurant. The company was created to compete with the burger business which McDonald's had dominated. The company relied on branding to thrive in the market which the founder portrayed by embodying a colonel by growing a goatee. The modern world has brought about an increase in demand for fast food due to work and academic activities. KFC provides food products to the customers instantly through their fast customer service, as well as the delivery service.
1.1.1. Leadership Change
The umbrella company, under which KFC operates, changed the CEO from Greg Creed to David Gibbs, whose leadership qualities and methods vary. David Gibbs is described as being more serious in their decision-making, as well as more concentrated on the operational and technical functions of the business. On the other hand, Greg Creed was more emotional in their decisions, and he prioritized branding to increase the production of the company, same as the founder, Colonel Sanders. The change in leadership means that the financial and operational aspects will face a lot of change.
1.1.2. Financial Problems caused by the COVID-19 pandemic
In the year 2019, KFC generated profits of over 2.4 billion dollars, which decreased in the following year to 2.2 billion dollars due to the onset of the coronavirus. The COVID-19 pandemic brought about by government bans, and restrictions on the transportation of products across borders. The ban was made to regulate the spread of the virus. KFC depends on the global market to thrive because the United States itself is a flooded market about fast-food restaurants. KFC has a lot of competition in the United States from companies such as McDonald's that offer different fast foods, and Chick-a-fil that offers chicken sandwiches. 
The company's stock price is at 2,036.00 JPY. The company's value decreased from a value of 5.51 billion dollars to 5.1 billion dollars. The COVID 19 pandemic forced many companies to suffer huge debts to maintain business operations. The Yum! Brand sold bonds worth 600 million dollars to maintain its business operations amidst the pandemic.
[bookmark: _Toc71494129]1.2. Decreased Customer Income
Due to the COVID 19 pandemic, a lot of people lost their jobs or were the victims of high pay cuts, thus, forcing them to shift their spending habits toward more affordable meals. To most of its customers, KFC is an extravagance, as it provides a higher standard of customer service as compared to most of the local fast food joints, and eats outs. The product itself, the chicken, is of higher quality in terms of taste, as the company keeps the recipe a secret. According to the founder, Colonel Harland Sanders, the chicken comprises 11 herbs, and spices to make the final product. The customer service is also faster as compared to local fast food joints, whereby there is a constant amount of time used in delivering food products to customers. The customers simply have to make their order which is prepared within the stipulated amount of time. The employees are taught the varying periods needed to heat the products, which they use to direct the customers. The COVID-19 pandemic has reduced the number of customers significantly, evident in their decrease in profits from over 2.4 billion dollars to 2.2 billion dollars. The decrease is significant but still leaves room for changes toward reducing the margin or surpassing the 2.4 billion dollar figure. A decrease in the workforce also decreases the number of people dependent on the products and services of KFC to increase their efficiency in the workforce. The presence of many workers meant that the probability of a significant number of these workers choosing KFC would increase. Another factor the workforce presents is the reputation, as well standards of white-collar jobs that influence the eating habits of the employees. Minimum wage employees and employees receiving higher pay do not opt for similar food outlets as the latter go for restaurants that match the amount of money they make. The COVID- 19 pandemics have made eating at fast food outlets such as KFC a luxury (Chen, 2020).
[bookmark: _Toc71494130]1.3. The “Finger Lickin Slogan” and Health Concerns
The COVID 19 pandemic has brought about precautions such as the regulated use of hands in activities such as greetings, as well as eating. The company received multiple complaints stating that their slogan "Finger Lickin Good" encouraged its customers to use their hands for eating despite the dangers that came with it. The COVID 19 pandemic has changed the way people greet each other, as it has increased precaution due to the recorded number of deaths. The coronavirus is stated to be a highly contagious disease spread through body contact or any other form of contact with the virus, and in this case, the complaints state that the number of customers received by the company makes it hard for the employees to regulate each customer's eating habits as their interaction with other customers is hard to keep track of. Some of the customers who make orders do not consider the health protocols in cases where they ordered out of a hurry, thus using their hands, which are not properly sanitized to eat the products. The company's slogan causes trouble for the public because of the attempts by the media to educate its customers on the importance of using eating cutlery to control the spread of the virus. The '"Finger Lickin Good" slogan is seen as a contradiction to the health campaigns by the governments and other concerned parties such as the health practitioners. The slogan was adopted in the 1950s and has been used as the company's main slogan up to date before the coronavirus pandemic which forced the company to temporarily drop the slogan. The company states that it did not completely remove the slogan, but only preserved its use as it would unveil it again after the COVID-19 pandemic is completely dealt with. 
[bookmark: _Toc71494131]1.4. A Decrease in the Currency Values of Many Nations
The COVID-19 pandemic has created economic difficulties for many developing nations that mostly rely on exportation to generate income. The coronavirus has caused the decrease in value of many countries, thus making their products appear to be more expensive due to the difference in exchange rates between the US dollar that is used in their home nation against the currencies of developing nations. The difference forces the company's products to increase in price, which is out of the company’s control. The COVID-19 pandemic made a lot of economies lose out due to bans that decreased business activities, as well as bans such as curfews that brought about the lowering of profits and revenue generated. The employees of the Kentucky Fried Chicken franchise in developing economies were also affected as a result of the pandemic in terms of salaries, as the payment is done in dollars. The team members of the Kentucky Fried Chicken Staff receive an hourly salary of 8$. The increased value of KFC products in developing nations due to the difference in currencies has made the company lose out to local fast food outlets such as Chicken Inn in Africa, which have maintained their rates or have slightly increased their prices because of the issue of currency difference is not a major hindrance to them as it is for KFC. Increased taxation from developing nations has also created an issue of the KFC franchise as some nations such as Kenya depend heavily on tax as a source of revenue for their government. The KFC franchise, therefore, has had to pay more taxes than it did a year earlier for their business in such nations. The increased taxation makes the company's officials contemplate moving their business altogether as other factors such as the decrease in customers are to be also considered. 
[bookmark: _Toc71494132]1.5. Social Awareness Regarding Eating Habits
The COVID 19 pandemic has created the space for mental health campaigns whereby junk food is considered as one of the causative agents of depression due to the obesity it creates, as well as the refined carbohydrates that cause instability in the blood sugar levels of consumers. Obesity causes mental health issues because obese people in society are usually discriminated against and stereotyped as lazy or are the victims of bullying due to their poor social skills. The advocates against fast foods state that junk food will increase the obesity rates in children if not addressed and that the coronavirus pandemic has changed the exercise habits of some people, whereby some have decreased their frequency of exercising while others have abandoned exercise altogether. The change in exercise habits due to the COVID 19 pandemic is stated to have increased the probability of obesity rates increasing because the consumers of fast foods do not lose the calories they gain from eating the company's fast food products. The campaigns against fast food negatively affect a franchise such as KFC because it discourages some consumers from using the products out of concern for their health. The campaigns have more influence and reach due to the COVID 19 pandemic because many people were forced to stay at home, using the internet more for extracting informed information about physical and mental health. In the previous year, the Internet was mostly used for entertainment because many people were part of the workforce, and students were busy with their academic operations thus, making them result to entertaining content during their leisure time. The coronavirus has, however, shifted the preferences of people as most people have a lot of free time which increases their probability of seeking more useful information. The campaigns are also easily spread as many people had the time to support the cause while at home.
 The increased exposure to the Internet caused by the COVID 19 pandemic has also brought about the exposure of many scandals such as the one regarding the way the chicken used is treated during the initial stages of slaughtering, and preparing the chicken for processing. In an expose video, the chickens are shown being slaughtered and later thrown in a pile inside a large vessel of boiling water before they completely die off. The farmers are reported to be unsatisfied by the amount of money offered for their services as compared to the huge amounts of profits generated. KFC is seen as a problem because of the number of chickens slaughtered annually that amount to a billion chickens. The transportation of the chicken from farms is also campaigned against by human rights activists as the chicken are packed in containers without ample spaces, and because the company’s standards specify that they are to be bred to become fatter than the average chicken, their wings and legs tend to break. 
[bookmark: _Toc71494133]Solutions
[bookmark: _Toc71494134]2.1. Dealing with Government Restrictions
The coronavirus pandemic has brought about ever-changing measures to regulate the effects of the pandemic. The issue of exportation can be resolved by collaborating with the concerned authorities to make sure the company's products are safe for exportation. The best way to do this is by employing a whole team dedicated to making sure the packages meet the health precautions set to curb the spread of the virus. The packages have to pass all the coronavirus scans at checkpoints thus forcing the team responsible to make sure they have done prior scanning for the coronavirus. The second ban brought about by the COVID 19 pandemic that has affected KFC is the social distancing rule. The social distancing laws have to be adhered to thus creating the need to maximize the amount of space covered by the restaurants. The fast-food outlets need to create a sense of urgency in the customers while at the same time granting them ample time to use the restaurant's facilities. KFC has depended on branding to stay relevant, therefore, the creation of slogans that influence customers to allow others to also use the facilities. KFC also needs to increase floor space in their restaurants by renting more of the space, which will allow them to make up for all the spaces taken up for social distancing. Thirdly, the COVID 19 pandemic has been curbed in some nations through the introduction of curfews that force businesses to close up early. The curfews reduce the profits of the KFC franchise in some nations as their daily targets are not fully met. The solution to the curfew issue is to market the home delivery services more due to the customers who prefer using the fast-food outlets. The quality of home delivery services must make sure the food products are in similar condition as the ones in the fast-food outlets, as customers generally perceive the fast food outlets as providing better quality food products in terms of conditioning. Finally, the company should not make the customers feel less welcomed to the fast food outlets due to social distancing. The fast-food outlets should incorporate themes that make the customers feel safe, and at the same time as welcome as they were before the onset of the pandemic. This can be achieved through the use of animated stickers, and high-quality art that emphasizes both the importance of the customer, as well as the fact the measures being put in place are designed to specifically favor the customers. The spacing of their seats should also be considered whereby new designs suited for social distancing are to be tailor-made to avoid the disorder that comes from arranging the seats that were initially used. Creating such spacing using tailor-made furniture is useful in proving to the customers of the franchise's commitment to curbing the spread of the COVID 19 virus. 
[bookmark: _Toc71494135]2.2. Providing Cheaper Menus
The COVID 19 pandemic has seen a decrease in people’s salaries as well as the loss of jobs of many of the former clients. In 2019, many people had stable jobs, therefore, could afford the products of KFC but after the onset of the pandemic, many of them opted out of the franchise as their main supplier and go-to for fast foods. The best way to deal with the jobs crisis is to accommodate the average earner in the job industry, by introducing menus that favor their financial situations. The Kentucky Fried Chicken has to provide more affordable combos that its customers can choose from, otherwise, providing just a few cheaper menus would seem like a statement toward devaluing the customers whose income is lower than the ones who can afford the more expensive options. Offering gift vouchers to the customers would also be a move toward supporting its customers amidst the financial crisis caused by the pandemic. The company could also accommodate more employees by increasing job opportunities and making it public. Advertising job opportunities could also increase the number of customers because of the advertisements amidst tough economic times for a significant percentage of the world's population.
[bookmark: _Toc71494136]2.3. Changing Marketing Strategies
Following the campaigns and complaints against their original slogan "Finger Lickin Good", KFC has to retain the slogan as per the branding agreements between the new owners, and the founder, Colonel Sanders. The slogans to be used have to reflect more on the current situation by addressing precaution and being more sensitive to the financial situation being faced by most of the world's population.  Slogan's such as, "It makes you forget about 2020 good," are very applicable in the current period, as people are dealing with a lot of mental health issues. The slogan shows customers that the franchise is more than just a money-making organization, but it is also an organization focused on providing the best quality service to customers regardless of the circumstances. The slogans have to cover all the negative impacts brought about by the pandemic, therefore, making it the go-to fast food outlet (Ray & Rojas, 2020).
[bookmark: _Toc71494137]2.4. Dealing with Currency Fluctuations
The Kentucky Fried Chicken is based in the United States where the dollar is the main currency used. The fluctuations in currency are out of the franchise’s control, thus, creating the need for a team responsible for monitoring the currency fluctuations in their various global markets, and analyzing them. The team is to be responsible for assessing the degree of impact that would be caused by adjusting the prices of products to favor the currency fluctuations of a given state. The team is to also assess if the KFC branch is to be removed completely from a nation whose currency poses a financial strain on the company. The company also has to employ the use of lobbying to decrease the taxation imposed on the company by governments that depend on tax to sustain their economy. To convince a nation to favor the franchise in terms of tax rates would require them to introduce activities sponsored by the company such as sports activities that are helpful to society. The company would need to support the governments in terms of facilitating such activities, from which it would benefit in terms of marketing through endorsements. 
[bookmark: _Toc71494138]2.5. Joining the Health and Animal Rights campaigns
The Kentucky Fried Chicken Franchise has to join in the health campaigns by introducing campaigns that empower people despite their weight, and also encouraging their customers to keep fit to avoid the negative sides of consuming too many calories. The Kentucky Fried Chicken franchise has to adapt similar campaign strategies like the ones used by cigarette companies to sell while caring about the customer's health, by acknowledging that their products do have health risks. The company should go to the extent of collaborating with fitness companies to encourage their customers to check their calorie consumption while promoting their products. The creation of a variety of vegan products would be a step toward showing the franchise's support of health campaigns. The company has already introduced plant-based fried chicken wings and nuggets.
Due to the exposure of the cruel initial stages to the chickens used in processing the KFC products, the company has to lead the campaign against the ill-treatment of animals for profit. The methods used to slaughter the chicken need to be more sensitive, as well the conditions they are put in during transportation. The farmers responsible for handling the live chicken have to be put in more favorable conditions, financially, to encourage them thus, decreasing the ill-treatment of the chickens (Zhu & Zhang, 2017).













1. [bookmark: _Toc71494139]Data Collection and Analysis
Figure 3.1. Profit Analysis

Figure 3.2. Change in the Number of Global Outlets

Figure 3.3. KFC Value Fluctuations

1. [bookmark: _Toc71494140]Conclusion
The COVID 19 pandemic has created difficult situations for many organizations that seemed to be untouchable before the onset of the pandemic. The pandemic has also changed the way businesses operate, in terms of physical structure, as well as branding. The various companies such as KFC have been taught to analyze every aspect of their businesses to cope with unexpected situations such as the coronavirus pandemic, as well as the increased use of social media.
1. [bookmark: _Toc71494141]Recommendations
To avoid similar setbacks such as the ones caused by the COVID 19 pandemic, companies have to evaluate every aspect of their business and create models that will help them to survive in case of any major changes in the market. The company needs to invest in the future by supporting innovation, and intense research, financially. Companies have to also assess any news about their operations that might degrade their reputation, and work toward solving these problems.
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