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Agenda

1. The QSR Market / KFC UKI Performance

2. The Green Shoots of Growth
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The macro economic environment is affecting consumer on all 
fronts

Interest 
rates cuts

House 
market 
standstill

Drop in 
bank 
lending

Job lossesGas price 
hikes

Food 
inflation
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Those affected are adapting their behaviour accordingly

Cutting Back Life on Hold Trading Off Trading Down

Occasional 
Treats

On the upIt’s worth it Life goes on 
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This is resulting in a reduction in overall Out Of Home eating 
across the UK
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However, as a result of people trading across from Casual 
Dining to the QSR Market, resulting in slight growth.
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With KFC being one of the top performers in this category
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Equally as important, our sales growth is strong across 
asset types and regions

Drive Thru
Food Court
High St Rest
Restaurant
Express

2009 YTD P10 growth by asset type

112%
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107%
107%
107%

SSSG

Midlands
East
London
Scotland / North
South West

2009 YTD P10 growth by Region

112%
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109%

SSSG

Source: internal data for KFC GB Ltd
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And our franchisees are benefiting also.

KFC Franchise Store No’s and SSSG%

Source: internal data for KFC GB Ltd
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And our New Store Openings are breaking sales records

Worcester

Washington

Beaconsfield MSA

Manchester Fort

Hazel Grove

Canterbury

Source: internal data for KFC GB Ltd and KFC franchisees
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Agenda

1. The QSR Market / KFC UKI Performance

2. The Green Shoots of Growth
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Our estate is growing by approximately 35 restaurants per year, 
and we are actively looking to increase this rate.

Key Benefits

• We are actively 
seeking growth 
opportunities 
throughout the 
UK.

• Over 400 
opportunities to 
increase income

Drive Thru
301

Restaurant
286

Express
124

Food Ct, 62

773

Drive Thru New
243

Restaurant
New
12

Exp New, 60

Current Portfolio Future Needs

Source: internal data
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We have a number of Facebook campaigns supporting a KFC 
right across the UK

Key Benefits

• Consumers are 
actively 
campaigning for 
our brand right 
across the UK.

Worcester
149 members

Trowbridge
1,862 members

Scarborough
1,731 members

Crawley
1,691 members

Newbury
275 members

Sheerness
2,260 members

Bridlington
1,310 members

Deal
748 members

Goole
694 members

Source: www.facebook.com
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We are upgrading our restaurants with new contemporary 
designs and are committed to a rolling 5 year program
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Key Benefits

• Our assets will 
be regularly 
upgraded to  
add to the look 
and feel of your 
developments 
and ensure we 
attract the right 
customers

Source: internal data
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And our new designs are advancing even further.

Testing a new 
design in 2010
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As we do this our customer base is changing towards even 
more families

Key Benefits

• We are 
attracting more 
families as we 
build consumer 
confidence 
across our 
business
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Source: approx 6,000 customer questionnaires
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KFC benefits from being located along side good retail 
generators, but Retail Parks benefit also…

Key Benefits

• KFC creates / 
encourages 
linked trips

• KFC may also 
increase visit 
frequency of 
local residents

Shopping, 
44.0%

Live Local, 
42.0%

Driving Past, 
14.0%

KFC System % Reason for Going

Source: approx 6,000 customer questionnaires
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Our transaction base is consistent across the main retail 
dayparts.

Transactions by hour
Weekly average transactions YTD

9am 1pm 6pm 2am

Key Benefits

• Consistent trade 
throughout the 
day limiting car 
park issues.

Source: internal data
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We are listening to the Community and are progressing  
our brand reputation framework.

http://www.gettyimages.co.uk/detail/85203934/Digital-Vision
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And we are listening to Developers, with programs to anticipate 
and address unsociable behaviour, litter and smells.
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We are also listening in other ways… Design flexibility, Point of 
contact, Expertise, Agents fees

http://images.google.co.uk/imgres?imgurl=http://www.diamond.ac.uk/Home/About/Facts/mainColumnParagraphs/0/text_files/file/construction.jpg&imgrefurl=http://www.diamond.ac.uk/Home/About/Facts.html&usg=__TTutL23kBxfRdukR-vFeTgBgrBI=&h=652&w=521&sz=88&hl=en&start=1&tbnid=A_93fM-fOAmCFM:&tbnh=138&tbnw=110&prev=/images%3Fq%3Dconstruction%26gbv%3D2%26hl%3Den
http://images.google.co.uk/imgres?imgurl=http://tglab.princeton.edu/wp-content/uploads/2008/11/jadwin-125-a2.jpg&imgrefurl=http://tglab.princeton.edu/category/blog/&usg=__yBwaX39cUmoWLNgZVdCvAVRJois=&h=950&w=945&sz=403&hl=en&start=5&tbnid=vsd9EKBwq2XJwM:&tbnh=148&tbnw=147&prev=/images%3Fq%3Darchitectural%2Bdrawings%26gbv%3D2%26hl%3Den
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