Delivery Channel Strategy and
Menu Vision
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Agenda

e Reality Check
» What BIT shows
» What U&A shows the QSR channel profile

Delivery Strategy

Internal Data Analysis

Menu Vision- Delivery Combo and Catering Combo
Order platform management: CSC vs. OOS
Working progress and timeline
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Reality Check
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Delivery Service Unaided Brand Awareness
KFC delivery service awareness is at 45% in 2013Q2; rolling base at 47%.

—e—Quarterly_Pizza Hut Quarterly-McD ——Rolling-Pizza Hut Rolling-McD
—&—Quarterly-Domino's Quarterly-KFC —4+—Rolling-Domino’s ~#-Rolling-KFC
—m-Quarterly-Napoli —#—Rolling-Napoli

84
8 29 S 36 T 82 82 81

50
47
02 o2 OE OS e ././I’.—*’.—._H
Deer ._.___.—.——l———.—_.'_‘.—_-

2Q 3Q | 4Q 1Q 2Q 3Q 4Q 1Q | 2Q |(3Q10~4Q10~|1Q11~2Q11~|3Q11~4Q11~|{1Q12~12Q12~(3Q12~
(%) 11 11 11 12 12 12 12 13 13 2Q11 |3Q11|4Q11|1Q12|2Q12|3Q12|4Q12|1Q13|2Q13

N 602 604 601 601 607 601 601 602 603 2406 | 2406 | 2407 | 2408 | 2413 | 2410 | 2410 | 2411 | 2407

Pizza Hut 61 65 66 64 65 66 71 68 72 62 63 64 64 65 65 66 67 69

McD 78 79 77 79 81 84 82 82 | 81 73 74 76 78 79 80 82 82 82
Domino’s | 57 | 56 | 59 | 55 | 59 | 63 65 63 | 65 55 | 55 | 57 | 57 | 57 | 59 | 60 | 62 | 64
KFC 42 | 39 | 42 | 46 | 45 | 50 | 47 | 45 | 45 34 | 37 | 40 | 42 | 43 | 46 | 47 | 47 | 4
Napoli 25 23 26 23 27 30 29 32 | 30 24 23 24 24 25 26 27 29 30
Source: BIT 2013Q2 * Only show brands with unaided awareness 29% above in latest quarter

Base: All WQSR users in P3M
E6: Some western QSR offers delivery service. Do you know which of the western QSRs offers this kind of serlpSOS Marketlng 4



& Delivery Order Times in P3M by Brand

McDelivery order times showed a jump in 2013Q2 the key reason might be their service
charge fee discount changed strategy. (McDelivery order times 2013Q2 increased by+41%
compared to 2013Q1.)

——Quarterly Pizza Hut Quarterly-McD —+—Rolling-Pizza Hut Rolling-McD
——Quarterly-Domino's Quarterly-KFC —4—Rolling-Domino’s Rolling-KFC

&/g\\/

> M
2165 164
‘W \ ST 135 125

73 63

65
% g 42 @ 39 >4

2Q 3Q | 4Q 1Q 2Q 3Q 4Q 1Q | 2Q |(3Q10~4Q10~|1Q11~(2Q11~3Q11~|4Q11~(1Q12~(2Q12~|3Q12~
11 11 11 12 12 12 12 13 13 2Q11 | 3Q11|4Q11|1Q12|2Q12|3Q12|4Q12|1Q13 | 2Q13

‘tJ_rder 448 | 367 | 487 | 343 | 431 | 627 | 463 | 541 | 614 || 1553 | 1571 | 1702 | 1644 | 1628 | 1889 | 1865 | 2036 | 2218
Imes

PizzaHut | 166 | 133 | 161 | 120 | 155 | 220 | 158 | 181 | 182 565 | 549 | 596 | 580 | 524 | 656 | 653 | 714 | 741

McD 137 103 165 121 135 178 125 164 | 231 456 472 529 526 569 599 559 601 698

Domino’s 84 81 97 52 69 118 75 98 87 305 317 337 314 299 336 314 360 378

KFC 56 29 42 42 39 73 63 54 65 140 144 162 169 152 196 218 229 255
(Quarterly: visits) *  Since 2013/1 McDelivery changed the call center to China (Rolling: visits)
Source: BIT 2013Q2 *  Since 2013/4 McDelivery changed the selrvi%e chgrge ;ee o
. ; ice i % Only show brands 64;times a in Jatest quarter
Base: Respondents who used WQSR delivery service in P3M AlpSOS ar E'Elﬂg 5

E9: In the past 3 months, how many times have you used (brands mention in E8) for delivery?



ﬁ Delivery Service Market Share by Order Times
KFC delivery ranked number 4.

(Rolling: %)
( Quarterly: %)
——Quarterly_Pizza Hut Quarterly-McD —+—Rolling-Pizza Hut Rolling-McD
—4— Quarterly-Domino's Quarterly-KFC —4—Rolling-Domino's Rolling-KFC

—— . 37.7 e e .
Qo8 1 ' 313 28.4' Sl

- ——

o 8 12.2 9 116 . 10:57 10.6

2Q | 3@ | 4Q | 1 | 2Q | 3Q 4Q 1Q | 2Q | [3Q10~4Q10~|1Q11~|2Q11~|3Q11~|4Q11~(1Q12~[2Q12~(3Q12~

(%) 11 11 11 12 12 12 12 13 13 2Q11|3Q11|4Q11|1Q12|2Q12(3Q12|4Q12|1Q13|2Q13
g:::: 448 | 367 | 487 | 343 | 431 | 627 | 463 | 541 | 614 || 1553 | 1571 | 1702 | 1644 | 1628 | 1889 | 1865 | 2036 | 2218

PizzaHut [37.1/36.4|33.1| 35 | 36 |35.1|34.1|35.2|29.6/|36.4|349| 35 |353| 35 |(34.7| 35 | 351|334

McD 30.5|28.1| 34 |35.3|31.3|28.4| 27 |(31.9|37.7||29.4|30.1(31.1| 32 |32.2|31.7| 30 |29.5|31.5

Domino’s | 18.822.1/19.8|15.2| 16 | 18.8|16.2|19.114.2||19.6|20.2|19.8|19.1|18.4|17.8|16.8|17.7| 17

KFC 126 79 | 86 (12.2| 9 |11.6|13.6|10.5|10.6 9 9.2 | 95 103 93 |104|11.7|11.2 | 115

Source: BIT 2013Q2 % Only show brands with unaided awareness 10% above in latest quarter
Base: Respondents who used WQSR delivery service in P3M .
E9: In the past 3 months, how many times have you used (brands mention in E8) for delivery? |pSOS Marketmg 6



Brand P3M delivery visits share
life stage profile — yearly comparison

McDelivery gained order growth from YA

+
( Rolling: visits )
295 3059
Famil
amilily 226
m 0A
= YA -7.3%
B Teen
85.2%
54.1%

3Q11-2Q12 3Q12-2Q13

139 0%

139
35.2%
71.0%
32.1%

3Q11-2Q12 3Q12-2Q13

Pizza Hut + Domino’s + KFC
+ McD total brand visits

Family
Old adults
Young adults

Teenager

144

I+

163

3Q11-  3Q12- .
2012 2quz %
565 665  +17.7%
442 472 +6.7%
387 752 +94.3%
152 185  +21.7%
+
13.2%
-14.2%
+
()
104.7% 11 a0

68
o 100%
-2.9%
° 33.3%

3Q11-2Q12 3Q12-2Q13 3Q11-2Q12 3Q12-2Q13

visits 1628 2218

1628 2218

1628

2218

1628 2218

=T
Source: BIT 2

Base: Respondents who used WQSR delivery service in P3M

E9: In the past 3 months, how many times have you used (brands mention in E8) for delivery?

Ipsos Marketing 7



Brand P3M delivery visits share life stage
profile — yearly comparison

McDelivery users more are YA. KFC delivery has potential to grow YA segment.

Pizza Hut

Domino’s

McD

KFC

Source: BIT 2013Q2

Base: Respondents who used WQSR delivery service in P3M
E9: In the past 3 months, how many times have you used (brands mention in E8) for delivery?

M Family mMOA ®mYA Teen

o DTN 4% 0%
2q12 40% 7%
o, N 2% 9% 8%
iz 9%
s °
Q13 37% 10%
3Q11-

2312 27% 13%
3Q12-

2Q13 10%

3Q11-
2Q12
3Q12-
2Q13

12%

9%

n
(visits)

569

742

300

378

524

699

150

255

Ipsos Marketing
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Delivery Service Conversion Rate —
McD / KFC compare with same period last quarter

The conversion rate of ever used to used in P3M needs to be strengthen to shorten the
purchase cycle.

McD KFC
2012 Q2 2013 Q2 2012 Q2 2013 Q2

B Unaided Awareness W Total Awareness
)ZO%
2%

Unit: %

Aware

Ever Used

Used in
P3M

6%

Source: BIT 2013Q2
Base: Respondents who used WQSR delivery service in P3M , n=603 in 2Q13

E6: Some western QSR offers delivery service. Do you know which of the western QSRs offers this kind of service?

E7: Does (Read out BRAND) currently offer delivery service?

E8: From which of the following brands have you used its delivery service?

E9: In the past 3 months, how many times have you used (brands mention in E8) for delivery? |pSOS Marketing 9



Delivery Purchase Cycle — Internal Data
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Source: KFC Internal Data; 2013Q2 data needs to be updated
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Different consumer compositions across channels

Drive-

Total Dine-in Take-out Deliver
through y

e QSR group-size and
composition across DT and
Delivery tell:

WEIGHTED SAMPL E('000) (7742) (3483) (2135)
ACTUAL SAMPLE (1446) (681) (417)

Frequency

Group size . ) | I
» Delivery is with big group

size. 65% is more than 4.
Group composition both

4 and Above 4 from family and social.

MEAN

Group Composition » Group size 3 accounts for

NET - Family 47 46 63 19%

Children 35 36 35

Spouse 31 31 34

Parents 5 3 9 6 24 » Note: U&A was done last year

Junior other than children 3 2 4 4 9 and McDelivery delivery threshold
was 399 and service charge 70.

Elder other than parents 1 1 2 -

NET - Social 27 42 12 25

Colleague / friend / classmates 16 26 8 11 35

Boyfriend / Girlfriend 13 18 5 13 15

Awe. spending

Individual 127 129 133 126 149

Group 348 339 371 385 501

Source: U&A Report 2012Nov ”I 11 ,



Number of people per household

e People per household is 2.8.

_ — - R Y, = Y
RFEH : 000 =
FE(A)
8,300 - 4
8,200
8,100
8,000 I I I
7,900 . mm N I 13
7,800
7,700
7,600
7,500 2
7,400
7,300
7,200
7,100 1
7,000
6,900
6,800
6,700 0
20[20]20
05|05|05|06|06|06|06|07|07|07|07|08|08|08|08|09|09|09|09|10|10|10[10[11|11]11|11[12[12]12]12]13
Q2|Q3|Q4|Q1|Q2|Q3|04|Q1|Q2|Q3|04|Q1]|Q2|Q3|Q4|Q1|Q2|Q3|Q4|Q1|Q2|Q3|Q4|Q1|Q2|Q3|Q4|Q1|Q2|Q3|Q4| Q1
e (72(72(727373|73]7,374(74|74|75|75|75|7.67.6|7.6|7.7|7.7|7.87,8|7.8/79|7.9|7,97.9/8,08,0(80|8,0(8,1|8,1/8,1
R E%%| (06(02]/0.2/0.4/0.6(0.1/02]05/0.6/0.3]0.3/0.6]0.7[0.3|0.4/05|0.7|04|04]0.1/0.1|0.2/0.1/0.2/0.3|0.3|0.2|0.3/0.4|0.5]0.2
Fg 3.1(3.1|3.1/3.1|3.1]3.1]3.1(3.1(3.1|31|31] 3 | 3| 3 |30/ 3 | 3| 3| 3 |29|29(29|29/29/29|29|29|28/2.8(2.8(2.8

BRI :MB, Fis



The current challenges and GOAL

e Different channel users have different menu needs while our current
menu offers mainly focus the menu across all channel.

e Delivery is an important and strategic channel to grow. The menu
design needs to establish clear strategy to satisfy different consumers.

e Delivery threshold amount and service charge strategy against
competition and household composition and KFC delivery position are
not fixed.

e Two ways of ordering delivery service, on-line or call center, are not
set specific strategy to attract delivery consumers

Define a clear menu strategy and role for Delivery (including OOS and
Call Center), Catering based on consumers needs and behavior in order
to drive sales

J

|| ER



Delivery Strategy
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Growing Delivery

e Bold vision
» Western fast food home food service expert — You can enjoy Western fast
food right at your home.
e Key goals
» Being the number 3 in WQSR delivery market player
» Delivery channel sales account for 10% of KFC sales. (Current: Around 7%)
» Delivery customer purchase cycle shorten from 81 to 79-days in a year.
» KFC delivery unaided awareness rolling 50%.

e Strategies
» Gain TC and shorten purchase cycle.
» Grow On-line ordering customer base.
» Catering delivery service WOM.

e Resources
» Need to strengthen KFC delivery service brand unaided awareness.

» Lower down the delivery service charge barrier to drive orders frequency.
» Enhance www.4128000.com.tw and 4128000 phone number recall.

|| EER


http://www.4128000.com.tw/

The Growth Box

New

Existing

Market Positioning

* Catering-delivery service expert

Base Retention

* Sides Platter offer for group gathering.

* Tea time delivery theme.

* Less stress on the delivery service charge

* 0O0S delivery customers loyalty program
via coupon system support to give
customer special offer to shorten
purchase cycle.

Market Share Gain

TC gain for weekday.
* Value meal office delivery to beat
McDonald’s value lunch.
* Dinner crisis for family of <=3
people.
TA gain for weekend. Treat meal home
delivery.

Adjacent Markets

* Breakfast delivery: preorder set
of office morning tea offer s

Existing

—-mm_




KFC Delivery Re-branding

- What KFC Delivery means to consumers?

Az zhezH

Why buy me?

Wheo am Who am | for?

KFC XK E IR A IRE S EI

_Ki (7 BEIEE FCalIIE
m
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Data Analysis
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Menu Mix Across Channel 2013 YTD July

100.0%

100.0%

100.0%

Channel
Delivery Dine IN DT IELCWAYEY
Bucket Combo 47.4% 21.9% 37.9% 35.3%
Individual Combo 17.1%  411% | 27.9% | 24.9%
ET 7.2% 4.9% 12.5% 11.8%
Coupon 6.1% 8.2% 6.6% 9.5%
Catering 6.0% 0.1% 0.1% 0.3%
Delivery Combo 4.9% 0.1% 0.2% 0.2%
Other 2.2% 1.1% 1.9% 2.0%
Burger ALC 2.1% 2.0% 2.2% 2.3%
COB ALC 1.8% 3.1% 2.7% 3.6%
Sides - Non Protein 1.6% 2.8% 1.7% 2.1%
Sides - Protein 1.4% 3.0% 1.4% 2.5%
Cold Drink ALC 1.0% 3.9% 1.0% 1.4%
Breakfast Combo 0.5% 5.0% 3.0% 2.6%

100.0%

Delivery channel accounts for
58.3% group-size.

Dine-in customers are more
individual combo consumption
41.1%.

DT and Take away channel are
similar in menu mix
composition. While DT is more
from bucket combo and
individual combo.

Implication and move forward:

Delivery channel are
targeting on “group-size”.

Delivery COMBO will focus
on $600-5999 TA for group-

size > 6 people.

Potential to grow individual
combo sales in delivery

e



Trade zone and weekday/weekend sales %

- Week day sales mainly from office and residential customers contribute the weekday and

weekend dinner .
Thinking:

* Monday to Wednesday office delivery, weekday office snacking delivery and weekend lunch

time are potential to grow.

Weekday
Residential 29.4%
Office 40.3%
Total 69.7%

Weekend Total
21.3% 50.7%
9.0% 49.3%
30.3% 100.0%

Sales % by Trade Zone

Mainly from Thursday and Friday

20 — 17.7%

2013/7/15-8/11

=N ——EEEEE

15% — N\

AN 12.4%

NG | oA
10% .

8.5%

.
0,
6.3% o 8% 6.2% . A
e N e S
2.8% 3.2% . ;53’0\‘

0%

10:00~13:00 13:01~17:00 17:01~20:00 20:01~23:00
Weekday

* (T BN 7 f2 Call Center T M A M T R ERIBRIVAE - IHELRAGHE

4
L.U/0

10:00~13:00 13:01~17:00 17:01~20:00 20:01~23:00

Weekend
|| EX



TA distribution

e S450 delivery threshold and $700 OOS incentive result in two TA range peak. <5450
* TA <450 accounts for 14.5% TC. And the residential TA is also very high during weekday to $532.
Thinking and move forward:

*  Week day TAis very high. The opportunity to grow family of 2-3 people TC to solve dinner crisis

during weekday.
[ san

TA Distribution — TC Base Total Delivery 665
250% 229% 2013/1/1'8/14 CSC 685
0O0S

20.7%
600
20.0% 7\ /\
15.0% - / 10.5% 10.7%
8.2%
10.0% \__/ 6:5% N‘%
5.0%

O-O% T T T T T T T
<450 >=450 <500 >=500 <550 >=550 <600 >=600 <800 >=800 <1000 >=1000 <1500 >=1500
TA by Trade Zone
NTS 2013/7/15-8/11
1200
978 975
1000 331
793 789 805
800 712 — W
—— (T EEE
600 ‘\’_—’*\_’ - —— ‘#T
. 627
400 570 535 591 oy  —W-MpAEREE O 560 555
200
. Weekday Weekend

10:00~13:00 13:01~17:00 17:01~20:00 20:01~23:00 10:00~13:00 13:01~17:00 17:01~20:00 20:01~23:00 III 22
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From delivery DUS comparison, 2012 Dec menu restructure
did not bring positive impact on delivery

Jan-Feb DUS Jan-Feb DUS Delivery
2012 (5 IS E9357) 2013 (B DU EEIR) DUS +/1%
~ FLERFER NT$189 3.63 16.4%
FIRH ) 4.59 -7
R S SHREEEUTR & - ENTS$249 0.96

VAv: ki3 IeEC 1.57

SRR 3.09 SR ZEEER B/ N $399 2.16 -30.1%

IR R 1.92 1088 & - R f $549 0.92 -30.1%

AN PRI S BEAE699 7T 1.27 HeFi EE B - AP $699 0.79 -37.8%

F¥\#sogood|[F]LEE 0.57 T-H\HE[F) 948/ \BE $429 0.35 -38.6%

- The large group-size (5>300) DUS declined by -30%~-38%.

- Delivery exclusive offer “Zinger+ Bucket” dropped by -37.8% which was more serious than other large
group-size meal

Implication:

- The sides attractiveness is very important. Especially heavier impact on delivery.

?“‘%@g}m

DUS=1.27 DUS=0.79 DUS=0.35
N SN Ws



2011 Catering Campaign

2011 Mother’s Day 2011 Moon Festival 2011 Xmas Catering
Catering Catering

'-7’;,.’:,;’/,1’
M b 77 7 I

k RUGAES BhumNAY '“-NN

Preorder time from 3 days to 2hrs Combined DM and one no.4128-0000
4.34M 5.56M 12.05M
|| ER



2012 Catering Campaign

- In the past, Catering needed to introduce new LTO product when in 4 festival seasons

Thinking:

- Catering is an occasion needs while need long-term consistent strategy to build KFC catering
image; not only focus in festival seasons.

2012 CNY Catering Mother’s Day Catering  Moon Festival Catering Xmas Catering

KFC "rrnns wvnns ] KFC #nrnvs »

Praati s w

TVC Support

|| ER



Big Group-size Menu Vision
(Delivery/ Catering Bundles)
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Menu differentiation

- SIDES play an important role in DELIVERY channel especially the treat meal and catering occasion

Burger

serve

Dessert

Soup

Align with group-size and individual
combo layer menu strategy




Delivery Menu Vision — Permanent

« Main meal + Platter Concept
o INEIRABEUR700ZE—EBRSOIEE - BIMEEMBARKEE
« IINEFRANBHURAS0E— I B S o4

Group size 5-6 e
w 8*COB 5299 KUUEHA $299 Cos: 34.91%
$600-999 » Cos:34.25%
g g 4 Corns
Cos 35% - 8 nuggets
8*COB L 2 Fries(L)
4 PCC(L)

D R i
'g | / S429
15 Cos: 36.65%

3 Corns
18*COB $629 1 Fries(L)
Cos: 36.63% 3 PCC(L)

| ER



Catering Menu Vision — Permanent

 Build KFC signature Party Box image- long term, not only focus in festival

Seasons.

« Office happy hour, school/ college activity/ Social gathering.

Group size 9 A
Bk

$1299
Cos: 37.27%

et

st -2
&Zx“"?mu il
it 4N

Add-on Drink e

Catering

18*COB $629
Cos: 36.63%

20{[ENugget $169
Cos: 35.54%

18/ I Bk 25 HE $360
Cos: 38.85%

9{5/NEE $149
Cos: 36.09%

A PALSTTHIRE T ARERE) - 22 ATINREORE - A BRI BRI

/]
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Delivery/ Catering Menu Vision- Other

e Monday- Wednesday lunch- Individual meals/ XL boxes group ordering

» BOX mealis a very good individual pack meal for office lunch delivery. Need
to utilize the advantage of the XL box and variety/ abundent meal

» Example: Monday lunch 7#—f~BLUE- Back to office: Buy 5 XL Box get 1 free

eE Xl 155

W

e Dinner crisis delivery during weekday

e Breakfast/ Snack Time Delivery
» Weekdays, office breakfast and afternoon tea set delivery.

» Breakfast delivery is run in big pre-ordered (Need to calculate the cost of
COL and other related cost)

|| ER



Order platform management:
CSC vs. OOS
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Service charge and delivery threshold (Working

Progress)

~ [FEHEUBEERR
"] HERIMNESHFATE
AEATE AL RHRE
ERFXEZNTAISER
%!

2013-07-16

24hr B %,

rﬁﬁa EEEEEXL

BIeriE !

L
\ BRI EAERNN
RENBDEEFH 206 1k

(21t ] RESKER{BES
RIEM B ERIEIR KT BIRTS -
EH2008F R A 1R SERSL A AR5 LAZR
- RESEEAE—IRH24/\EEI
HRBREHENR MM - BRIFR
fxeom TERNERRRD - &
BHENS (16) BER "HES5E
LRZMARE , - BRINEEH
SHEZHPINMFLOGO - BEE

F24hrEn&esx | Bz ERIAR
#% - MALEHEERRSR - 8
H#E " 24hrRgees | PRIEFIE - S
ZEZHEFE3ST - MEESME
BES5STH TIRE SR, - B
BNUE!

X IR e SRR AR E10:30 2
ZRAO0HE -  EmBEARR - &
ey T

Since 2013/1 McDelivery changed the call center to China
Since 2013/4 McDelivery changed the service charge fee

Currently, we are studying the way of copying
McDelivery’s service charge model: Fix service
charge and take out delivery threshold

» To fight against competition from McDelivery

» To avoid the cannibalization of our internal take-out
customers

» The service charge can be transformed into many ways

of delivery promotion schemes such as 4507 jiy #5555

Finance is supporting on calculation of fixed
service charge dollar amount to find the break-
even price point

“Delivery service charge promotion” to test the
impact. Plan to be done in October 2013 to
check the effectiveness.
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Grow OOS

e Short-term (already applied):
» Bounce back coupon to advertise OOS. R E
» Tray paper advertisement

e Long-term start from year 2014 Jan:

ATREEAS450 » BBIERRRST0

nm&lﬂl
» Continuous precise digital marketing to attract on- st S e i e
line 548/ 45 L RARIE. O™ Q @?:-,” 3

. . . $50 OFF
» CSC consumers will get an OOS incentive once 5 é

xxxxxxxxxxxxxxxxxxx

they regqister their order through OOS and they
can consume the incentive when next time they
place order through OOS.

» Office building Kiosk OOS advertisement with QR
Code.



OOS Menu Order Structure needs be restructured in
a clear way of identifying meals needs/occasions

NHREREN/ Fhom
Current Campaign/ LTO
&
fiEl A&
EADEE
e Currently, our menu structure
“AFREE is not well-designed for
e - consumer’s decision tree. The
BAR=ZR IPNEE:ES OO0S menu structure needs to be
£ ARRN refined according the all menu
RS0 08 /R KEE(HERARL) vision across day-parts are
e finalized.
[EREE R TRL 9'\\16/%%%!1t++ oo

M E R

NS/ /FA 0

mERE
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Working Progress/ Timeline
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Working progress and Timeline

e Delivery service charge and threshold pre analysis and final proposal
before 8/31.

e Delivery DM layout study and ordering behavior in-depth interview — In
house study before mid-September.

Long-term (since 2014)

e Continuously radio KFC delivery awareness building and sustaining.
Digital marketing to grow/ build/ retain OOS customer.

Packaging is a key area to revisit. In particular the catering occasion.
KFC Delivery Branding revisit.

Different trade zone different DM strategy/ Or offer design.
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Thank You!
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