Delivering happinessall year round

Since its arrival to Japan in 1970, KFC and its “secret recipe” has continued to allure the Japanese. Using Instagram and summer-
themed imagery to deliver the message that "KFC adds even more happiness to the funtimes spent with friends and family”, KFC
successfully drove a significant lift in ad recall and top-of-mind awareness.
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awareness as “fast food respondents who selected
enjoyed with others” “Strongly Agree” to "KFC is
among 25 to 34year- something I'd like to eat with
olds others”

From asmall diner toa global restaurant chain

Kentucky Fried Chicken (KFC) started out in 1930 asa dining service offered at a gas
. station in Kentucky. The food chain made its way across the ocean to Japan in 1970,
O Q where it successfully turned fried chicken into a part of the Japanese food culture.

@ Wi ! 9,776
kfc_japan EDBWE #7 > 5 v — #KFC #5

Bringing the younger ones back to the table

f Q © Q - KFC Japan’s mission is to make people happier through the uplifting moments its
savory fried chickens provide. Aiming to reach out to the younger generations to
deliver the message that “KFC can provide uplifting moments,” KFC Japan chose as its
vessel a platform popular amongst the youth: Instagram.

Instagram helped us convey

that our Party Barrel buckets

are great for summer Spicing up the happiness of shared moments

occasions too, and not just for
Christmas. Now that we've
seen thelift in top-of-mind
awareness, we'd also like to try

While KFC Japan enjoys strong nationwide awareness of its brand, it was concerned
that its customer base was growing older by the year. To rejuvenate its customer base,
KFC Japan leveraged on the fact that Japanese KFC fans prefer to get their food "to
- i go.” With creatives themed around sea bathing, a popular summer activity, KFC Japan
raising purchase intent. reached out to the younger generations on Instagram to associate its brand to the fun
times spent with friendsand family.

As aresult, the campaign achieved an outstanding 44-point lift inad recall, aswell asa
5-point lift in those who strongly agree that KFC is something they would like to eat
with others.

Furthermore, amongst the 25 to 34-year olds, a 7-point lift was observed in top-of-
mind awareness of KFC as “fast food enjoyed with others”.
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