EN4505 Cross-cultural Organizational Communication

Final Report on

KFC Restaurant Joint Research Project

Composed By:

Flora Chan (50415348)
Lawrence Wong (50394059)
Clover Mok (50409458)
Amanda Chan (50392982)
Queenie Tsang (50213947)
Terry Tong (50440714)
Yvonne Wong (50465616)
Jennifer Lau (50362271)

Jamie Liu (50395591)



Contents

1) Introduction

2) Overview of market of fast food industry in Hong Kong

3) Background of KFC

4) Methodology

4.1 Primary Research
4.2 Secondary Research

5) Findings

5.1 Online Questionnaire
5.2 Field Visit1

5.3 Website

5.4 US Report

5.5 Newspaper Clippings
5.6 Video-conference

6) Discussion on Transferability of Practice

6.1 Menu

6.2 Nutrition Table

6.3 Recruitment, Staff training and Staff Benefits
6.4 Delivery service

6.5 Table Bussing

6.6 Multibranding

6.7 Souvenirs

6.8 Washtubs

6.9 Restaurant Layout

7) Conclusion

8) Appendix

10
10
10
13
15
16
17

17
17
20
20
23
24
26
26
26
27

28

31



1) Introduction

KFC, one of the largest international fast food restaurants, has built up its own empire
around the world. KFC is known for its fried chicken, we can eat its famous
traditional chicken in any KFC stores around the world. However, KFC in different

countries provides different kinds of food and service.

This semester, our group has worked with our US counterparts in the Fast-food
Restaurant Joint Research Project to study the differences between KFC in Hong
Kong and USA. This project aims at investigating how cultural difference influences

business practices.

In terms of food, service, facilities, employment training, promotional strategies and
restaurant layout, KFC in Hong Kong has some different practices with KFC in USA.
This report will analyze the differences and discuss what different business practices

in Hong Kong or USA can or cannot be transferred to either side.

2) Overview of market of fast food industry in Hong Kong

Fast food shops account for nearly 20% of Hong Kong’s total out of home dining
market. Local fast food chains include Caf¢ de Coral, Fairwood Holdings and Maxim.
International fast food chains include McDonalds, KFC, Pizza Hut, Hardee’s , Jollibee

and Yoshinoya.

Among all fast food chains, McDonalds, Café de Coral and Maxim are the top three
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most popular ones in Hong Kong, and they account for 20%, 11% and 7% of the total
number of fast food shops respectively. The average annual turnover of fast food
industry in Hong Kong was about ten billion Hong Kong dollars. McDonalds, Café de

Coral and Maxim account for about 70% of market share.

From 2001 to 2003, the number of fast food shops increased by 14% from 520 to 593.
Over the past two years, there is a significant increase of 26% in fast food chains
serving western food. Currently, western chains have surpassed Chinese chains in
terms of penetration (88% vs. 80%) and are enjoying equal shares of trade in value
terms (29% vs. 30%). Nevertheless, local fast food chains also have a strong foothold,
62 percent of fast food consumers choose local operators as their choice of fast food

restaurants.

According to the ACNielsen Consumer Confidence and Opinion Survey conducted in
October 2004, most people claim to have patronized in fast food shops seven times a
month. The average spending on fast food per head is HK$510, with an increase of
7% over the previous quarter. One third of fast food consumers are middle-income,
mature working men who account for 70% of the total fast food business. Their total
spending on fast food and frequency of visit are twice as much as the average fast
food diner. 11% of fast food consumers who patronize fast food shops at least five
times a week, with an average spending of HK$2,836. The survey also reveals that
while breakfast is the least popular occasion for fast food meals across Asia, USA and

Europe, it is the most popular in Hong Kong.

In Hong Kong, convenience (56%), price (56%) and type of cuisine (50%) are found

to be the most important choice criteria. With fast food operators introducing healthier
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options such as salads, consumers today have more choices than ever.

3) Background of KFC

KFC Corporation, based in Louisville, Kentucky, USA, is the world’s most popular
chicken restaurant chain. KFC is a division of Yum! Brands, Inc. Originally founded
by Colonel Sanders, KFC is famous for its fried chicken. To avoid the unhealthy
connotations of the word “fried”, the company name was changed from Kentucky

Fried Chicken to the abbreviated form KFC in 1991.

In total, there are more than ten thousands KFC around the world. KFC has opened
franchises in many countries such as China, Japan, UK, Australia etc, in addition to

the initial franchises in USA.

USA |International|| Worldwide
Company 1,439 1,185 2,624
Franchised (US) 3,743 3,841 7,584
Licensed (US) 49 55 104
Joint Venture (I) 514 514
TOTAL 5,231 5,595 10,826

Soure: http://kfcatlanta.com/aboutkfc.htm

Every day, nearly eight million customers are served in KFC around the world. KFC's

menu everywhere includes Original Recipe chicken. Customers around the globe can
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also enjoy more than 300 other products—from a Chunky Chicken Pot Pie in the

United States to a salmon sandwich in Japan.

KFC was introduced to Hong Kong in 1985. Its operations were taken over by
Birdland Limited as a franchise in 1997. Nowadays, there are 55 KFC branches in
Hong Kong, 15 branches on Hong Kong Island, 22 branches in Kowloon and 18

branches in the New Territories. In total, KFC has 2,500 employees.

Last year, the turnover of KFC (HK) was over 7000 million dollars. KFC(HK) is the
forth most popular fast food chains in Hong Kong, the most popular ones are
McDonalds, Café de Coral and Maxim .

'7’

On its 20™ anniversary, KFC (HK) has put up a new image “KFC so real!” to impress
the customers. This new concept targets at the youngsters, who like “real” ideas. The
slogan is “KFC so real!”—real food served by real people at real place. Food qualities,
restaurants’ design and staff services are clearly emphasized. Customers can
experience real pleasure every time visiting KFC. The “KFC Real Care Foundation”
has been set up in Hong Kong to ensure its impact on charitable activities. The staff

members are proactive to sell the charity cash coupons. It has raised over HK$1

million due now.

In the coming five years, KFC (HK) has planned to open 8 to 10 branches, with an
estimated 20-30% annual growth in turnover. Its target is 100 branches in Hong Kong

in 2010.



4) Methodology

In order to better understand the background and cultural differences of Hong Kong
and US KFC, we used six means to gather information for this research study.
Primary research included online questionnaire, field visit and video-conference.
Secondary research included website viewing, newspaper clippings and study of US

report.

Among these research studies, online questionnaire, field visit, website viewing and
newspaper clippings were used to obtain useful background information about KFC
(HK). The other two methods, US report study and video-conference, were used to
find out cultural differences between US and HK KFC. With all the results, we can
then discover similarities and differences in business practices between HK and US
KFC and be able to analyze the impacts of culture difference had on these business

practices.

The followings are an overview of why and how we applied each methodology:

4.1 Primary Research

4.1.1 Online questionnaire

An online questionnaire was conducted during 15-20 October 2005 to find out local

people’s view on KFC(HK) regarding its restaurant environment, food, staff service

and their dining habits and average spending of KFC meals.

It also enabled us to find out the phenomenon that we were not sure at that time. For
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example, we presumed that it was a tradition for the Americans to bus the table after
eating in KFC(US) but we were not sure if it was the fact for Hong Kong people too.

Therefore, we included two questions focusing about this issue in the questionnaire.

The questionnaire consisted of two types of questions, open-ended and close-ended
questions. Nineteen close questions were derived to obtain quantitative data which
facilitated data analysis and summary. One open-ended question was set at the end to

obtain alternative comments from people about KFC(HK).

These data were useful for us to better understand customers’ view on and their needs
of KFC, which in turn allowed us to determine and analyze factors contributing to

KFC’s overall performance.

4.1.2 Field visit
Festival Walk KFC was the destination for our field site. We chose to visit this outlet

because it had more customers due to its location in a large shopping mall.

This field visit allowed us to obtain first-hand information such as staff interaction,
environment and food quality, which we could not find on the company website, other

internet sites and literature. Thus, we could have a clearer picture of KFC operation.

4.1.3 Video-conference

The videoconference was held on 9 November 2005 (Wednesday) from 10:30 am to
11:25 am at Room Neptune (N) in the Computer Service Centre (CSC) at City
University of Hong Kong. In the videoconference, we discussed with our US

counterparts, two students of Illinois State University, Georgene Chissell and Justin
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Veach the transferable and non-transferable business practices of KFC. We also

experienced intercultural communication under different cultural backgrounds.

4.2 Secondary Research

4.2.1 Website

The official homepage of KFC(HK) provided a prominent piece of background
information about the company: its history, food menu, staff services, community
campaigns, promotional activities, news, membership privileges and a link to global
KFC official homepages including the KFC(US) one. It gave us a general idea of
KFC which helped us set up our online questionnaire, prepare for our field visit and
write out interim KFC report which was later exchanged with that one of our US

counterparts.

4.2.2 Newspaper clippings

Since we could not get adequate information about KFC employment and staff
training on its official homepage, we collected two articles from the magazines in
order to get supplementary information about this topic. Collecting newspaper

clippings also let us keep track with the company’s latest changes.

4.2.3 US report

By reading the KFC report written by our US counterparts, we obtained useful
information about KFC(US). We were then able to discover similarities and
differences between KFC(US) and KFC(US) in order to determine transferable and
non-transferable practice for both KFC in preparation of discussion in the

video-conference with the US counterpart.
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5) Findings

5.1 Online Questionnaire

64 people participated in the questionnaire. The majority of them are aged between 16
and 30. Most of them are students and employees. Majority of them visit KFC once a
month. Lunch time is their most frequent visiting periods at KFC, followed by tea
time dinner and breakfast sessions respectively. They usually visit KFC with friends.

They spend around HKD$ 20 to HKD$ 50 per person each time on buying KFC food.

Regarding KFC staff service, 80% of the participants are satisfied with KFC prompt
service. 93 % of them agrees that the staff are friendly and courteous. Over 80% of
them agree that tables are cleaned and trays were cleared up immediately after
customers leave. When asking about bussing the table by oneself after eating, 61% of

the interviewees will be willing to do so.

5.2 Field Visit

Results of the following seven aspects were obtained.

5.2.1 Clerk-manager interaction

A harmonious atmosphere among staff was observed. Managers called their

co-workers by their first names. Good teamwork was observed during peak hours-

mangers helped in taking customers’ food orders at the cashiers.

10



5.2.2 Customer profile and behaviour
From our observation, a slight change about the type of customer visiting KFC was

noted.

During breakfast and lunch periods, the average age of customers was around 25 to 40.
Most of them were local “white-collar” clerks. During tea and dinner periods,
secondary school students and middle-class people were the major customers. There
were also children being with their parents, as well as a few elderly. Customers were
mainly dining in KFC but some of them were discussing school work or business

projects.

5.2.3 Staff efficiency

Staff at cashiers took less than 1 minute to pack the food to customers. The queues
were short, with normally 3 people queuing up. Staff cleaned the tables immediately

as soon as the customers left. Customers could find their seats easily.

5.2.4 Facilities
A hand washtub was provided in the restaurant for customers’ use. Customers could

save time from washing hands at the washtubs than washing hands in the washroom.

In addition, a large-screened LCD monitor was installed at each cashier to show the
price of food to customers. They could then prepare money for payment when the

staff was packing the food.

5.2.5 Housekeeping activities

There were 3 cleaners in the restaurant. During non-traffic period, 1 cleaner was
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responsible for tray cleaning and another for floor and washroom cleaning. During

rush hours, an extra cleaner helped in cleaning.

A standard cleaning practice by the staff was observed. They sorted the cleaning cloth
in to 3 types: 1 for cleaning the food tray, 1 for cleaning the table and 1 for cleaning
the floor. Before the staff swept the floor, they were instructed to put a ‘Caution: wet
floor’ sign board on the floor to be cleaned. Besides, Staff needed fill in a check-list
when they cleaned the washroom to ensure they have completed those required

cleaning tasks.

With respect to the cleaning frequency, 1 major cleaning activity was recorded during
the non-traffic time but no other major cleaning activities were recorded during rush
hours. The staff swept the floor once before lunch hour. They cleaned the washroom

every half hour during non-traffic time and every 15 minutes during rush hours.

5.2.6 Menu
Breakfasts were served from 7 am to 11 am while D’Lite meal sets were served after

1lam.

Food was only sold in meal sets instead of separate items. Granulated sugar,
sweeteners and butter were only provided upon request. An unlimited refill of milk tea
and lemon were provided. New meal set “fried egg with onion” was offered whereas

no children meal sets were provided at all times.

5.2.7 Restaurant attractiveness

The theme decoration color of the restaurant was red. Yellow lamplights were used to
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provide sufficient lighting. Room temperature was kept at 23 degree Celsius. Central
air-conditioning system were installed but its temperature could not be adjusted even
we requested. Large and beautiful photos showing people enjoying KFC food were
hang on the wall, together with some soft, English songs as background music to

provide a pleasant dining environment.

5.3 Website

On KFC(HK)’s official homepage, we obtained information on the following aspects:

5.3.1 Company background
KFC was originated from Kentucky, U.S.A. The KFC chicken restaurant had been
operating in Hong Kong for twenty years already, with a total of 55 branches. At its

'7’

20" anniversary, HK KFC had put up a new image “KFC so real!”. Its target
customers were the youngsters. Besides, “KFC Real Care Foundation” had been set

up in Hong Kong to enchance charitable activities.

5.3.2 Marketing and advertising strategies

KFC had been doing advertising activities such as TV advertisements, discount
coupons, souvenirs exchanging offers as well as a membership programme. A new
slogan: “KFC So Real” was used in all its advertisements. The new promotional
scheme “KFC So Real” contained four elements aiming to promote KFC(HK) as a
“real place”, serving “real food” by “real people” and customers enjoying the “real

pleasure”.

Other than TV commercials, KFC co-operated with newspapers in Hong Kong to
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launch some discount coupons. Moreover, KFC also collaborated with other
organizations such as Coca-Cola Hong Kong Limited. to provide unique souvenirs
exchanging offers to its customers. It also established a membership programme in its

website. Customers who join the programme could receive special offers regularly.

5.3.3 Recruitment and staff services

Management positions of KFC were degree holders either in Hotel and Catering
Management or in Hospitality. KFC provided its staff with educational subsidy for
training. The training of KFC managers focused on five main areas: customer

satisfaction, efficiency, labour cost, semi-variable costs and employee satisfaction.

5.3.4 Menu
HK KFC main menu were “Rise & Shine” Breakfast Combo, Bucket Menu,

Individual Menu, Snackers, Value Choice, Tea Menu and Drinks & Dessert.

5.3.5 Service
Colonel's "Round-the-World" Birthday Parties could be organized in KFC(HK)
Customers can benefit from receiving Saint Honore Cake Shop Birthday Cake

discount coupon, birthday card and a free gift pack.

5.3.6 Staff

All staff was required to serve customers from the bottom of their hearts, take
initiative to understand the needs of customers, and be courteous and proactive.
KFC staff was trained to wear a friendly smile, and to be professional and

service-oriented.
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5.3.7 Environment
KFC restaurants in Hong Kong had spacious, tidy and smart interior designs, though
there were individual designs for different stores. All outlets had comfortable sofa and

round table to create a feeling of home.

5.3.8 KFC Real Care Foundation
In 2004, a fund raising campaign for Tsunami donation was launched by KFC(HK).
Donation boxes in all its stores were put in all restaurant chains. Staff members are

also proactive in the sale of charity cash coupons.

5.3.9 Membership area
Food coupons were offered to signed-up members. Members could also play

interactive games.

5.3.10 Delivery
Delivery could be offered when the order was $60 or over. The delivery time was

from 11:30am to 10:00pm. 18 districts (87 areas) were covered.

5.4 US Report

5.4.1 Company background
KFC was owned by Yum!Brands Inc., which was the world's largest restaurant

company. They had five brands, 33,000 restaurants, and operate in 100 countries.

5.4.2 Staff training

Hiring at KFC was at the local store level. Training at KFC was very thorough. It had
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necessary tools and training to their employees that allowed them to succeed. The
'STAR2000' training program was designed to increase a Team Member's skills,
performance, and hourly rate. Team Members had the opportunity to be become
Shift Supervisor’s through a program called 'In the Lead. The "Vision I' program
was tailored to train employees into Assistant Unit Managers. Finally, KFC has a
program that trained all of their Restaurants General Managers, called 'Be the

Leader'.

5.4.3 Restaurant Layout
The typical KFC layout was, stock room, kitchen, front counter & drive-thru, and
seating area. It had even been following a strategy of multibranding which allowed it

to combine with another restaurant under the same roof.

5.4.5 Menu information
KFC(US) sold food separately. It contained mainly chicken food. It also had

individual items desserts and kid meal sets.

5.4.6 Customer profile
During the day between the hours of 11:00am-2:00pm, the customer profile was more
of an employee on their lunchtime. However, the hours between 4-7 pm, the customer

profile was more of the family.

5.5 Newspaper Clippings

HK KFC had 53 outlets and 2500 employees. HK KFC franchises recruitment and

staff training were processed under Birdland Hong Kong Limited. New staff worked
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on lower basic level first and would have high promotion chances. Staff training time

was extended from 5% to 10%.

5.6 Video-conference

After discussing with the US partners, the transferable business practices from US to
Hong Kong are adding nutrition tables on official homepage, enhancing employment
training programmes, while from Hong Kong to KFC(US) are providing breakfast,

D’lite meals, and delivery service.

Non-transferable business practices from US to Hong Kong KFC are bussing the table
by customers themselves, multibranding, while from Hong Kong to KFC(US) are

installing hand washtub and restaurant layout.

6) Discussion on Transferability of Practice

In this section, we will examine nine KFC practices to see whether they can be
transferred to the KFC(HK) or KFC(US). In our discussion, we will outlined how the
role of culture affect the transferability of these practices. For each item, a detailed

rationale is given to support our conclusion.

6.1 Menu

KFC’s menu includes chicken pieces made with secret recipe, snacks, desserts and

drinks. The company also offers individual meals and family meals for its customers
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to choose from. However, food items and meal periods may vary in KFC restaurants

worldwide.

In terms of menu, KFC(HK) differs form KFC(US) in four ways including the
addition of international cuisines, introduction of the D’Lite menu, provision of

breakfast meals and provision of tea meals.

In Hong Kong, the chain restaurant provides international cuisines like Japanese-style
rice and Macau-style egg tarts to its customers but KFC(US) does not have
international food items on its menu. The chief reason for KFC(HK) to adopt this
practice is to stay competitive in the local market. Hong Kong has long prided itself as
a Gourmet Paradise. Consumers are used to enjoy lots of dining choices because
cuisines from all over the world can be found in the city at ease. Through adding in
popular international food items, KFC(HK) keep the shop fresh and exciting for
customers in the territory. This fusion of gourmet is a result of cultural blend of US

business values and local consumer demand.

Our primary research data suggests that the practice of food fusion might be
applicable for KFC(US) due to the plurality of US society. However, first-hand
information we collected from our US counterparts has suggested otherwise as the
demand for international cuisines is limited in small and inland cities without much
variety in the race. However, this practice is worth adopting in areas with diverse
ethic groups like Los Angeles and New York. This means the addition of international
cuisine is transferable to the KFC(US) but the effectiveness will be subjected to the

variety of ethnic populations in that particular location.
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It is notable that breakfast meals are not currently provided in KFC(US) considered
that the target customers of KFC(US) are mainly families, who mostly prepare
themselves meals in the morning. Nonetheless, they provide meals for families to
drop off in KFC store and enjoy their family time. However, the practice of breakfast
meals can still be transferable to the US as part its effort to expand their focus of

target customers, eg employees that seek a quick a bite before working hours.

Another set of menu which KFC (US) does not provide is the tea menu. The tea meal
is applicable in Hong Kong because the main target customers are students who have
time for the tea meal. Also, KFC (HK) stores served as a place for youngsters for
hanging out. However, there is no time reserved for afternoon tea in the American
culture. This is because the tea hour in Hong Kong is 2pm to 6pm, which are exactly
the working hours of the Americans. Thus American workers will have no time for the
tea meals. For US students, they usually stay on campus where meals are provided. In
such a closed area, students seldom go out to have meals. With all the above reasons,
the tea meal is not applicable to the KFC(US). Therefore, the tea menu is

non-transferable from KFC(HK) to KFC(US).

KFC(HK) provides a D’lite menu while KFC (US) provides more choices of salad
than that in KFC(HK). It has been a common trend in both American and Hong Kong
culture that people are more aware of health. The D’lite menu which includes
relatively healthier food provides can be a creative idea to market KFC food to the
American public. In Hong Kong, salads are also more acceptable and popular among
people in these days. More choice of salads with chicken can be introduced to
KFC(HK). Therefore, the D’lite menu can be transferable from KFC(HK) to the

KFC(US) whereas more choices of salads can be transferable from the US to Hong
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Kong.

6.2 Nutrition Table

The nutrition table provides information of the nutritional values of all food provided

by KFC.

The online nutrition tables are only available in KFC(US) but not in KFC(HK). In
KFC(HK), nutrition information is only available on the promotional materials for the
D’lite meal. However, these brochures only served as a marketing purpose for the
D’lite meal. The nutrition information of other food items are not available either in

online format or in printed format.

We find that Hong Kong people are becoming increasingly aware of health after the
SARS epidemic. That is the reason for KFC(HK) to promote the D’lite menu in the
territory to target health-conscious customers. However, the openness of such
health-related information of Hong Kong business is still not comparable to that of
US. In view of the attitude on health of citizens, it is time for the KFC(HK) to adopt
the practice of KFC(US) to show the whole nutrition table with all kinds of KFC food.
In addition to posting the information on the web, it would be better if KFC(HK) can
publish it in a printed format so that it would be more convenient for customers
without access to internet or not yet master the use of internet to obtain the
information. This printed format of nutritional table can also be transferable to

KFC(US).
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6.3 Recruitment, staff training and staff benefits

Recruitment, staff training and staff benefits of local and KFC in US are investigated
in this project. KFC(HK) franchises recruitment and staff training processes to
Birdland Hong Kong Limited. The company owns 53 restaurants in Hong Kong.
Training of staff is conducted by Human Resource department of Birdland with five
staff, including teachers offering training course. Recruitment of staff is done by
posting advertisement in recruitment magazines like Jiujik and Recruit. ‘People are

our focus’ is the slogan currently using for recruitment.

Training of elementary staff is conducted in both back office and KFC restaurant. The
duration of training lasted for few weeks to months and the staff would be sent to the
restaurant during the training period. Training of KFC manager is more
comprehensive than the elementary staff, which focuses on five main areas: customer
satisfaction, efficiency, labour cost, semi-variable costs and employee satisfaction. A
new programme , ‘Star’ and ‘All Star’ is introduced in this year, remuneration of staff

will be adjusted according to the level they reach.

The benefits provide to staff by KFC (HK) varies among different employment level.
KFC(HK)’s upper management enjoys stock option of 5% share of KFC, but MPF is

the only benefit for elementary full-time staff.

On the other hand KFC(US) is owned by Yum!Brands Inc., which is the world's
largest restaurant company. Comparing with KFC(HK), the scale of Yum! is much
larger than Birdland HK Ltd. They have five brands, 33,000 restaurants, and operate

out of 100 countries. The recruitment process of US KFC is more systemic than local
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KFC. Its website allows job search function. Under this section, an interested party is

able to select their location (such as States), division, and job type.

Training at KFC(US) is very thorough and comprehensive when compared with
KFC(HK). KFC in US prides itself on making available the necessary tools and
training to their employees that allow them to succeed if they wish. Various
programme are designed to achieve the purpose, including ‘STAR2000’ training
program that designed to increase a Team Member's skills and performance. ‘In the
Lead’ programe to increase staff’s hourly rate, and the "Vision I' program that tailored

to train employees into Assistant Unit Managers etc.

KFC(US) offers more benefits to staff than KFC (HK). Since it is owned by Yum!, its
employees are also entitled to these benefits. Some benefits listed on the website
include Medical Coverage and Prescription Benefits, Life and Disability Insurance,
Stock Options, Management Incentive Plan, Tuition Reimbursement etc. Yum!
University is designed to provide extensive education about the company for future
leaders of the company including KFC. Yum! University offers Marketing College,
HR College, Finance College, etc. The purpose of the University is to enhance

practical skills, leadership, and decision-making abilities.

The difference in recruitment and training mode between local and KFC(US) mainly
because of the difference in company scale between Birdland and Yum!. Since Yum!
is a large corporation, it has more capital and manpower to invest on recruitment, staff

training and staff benefits.

However, we also need to consider the corporate culture of KFC (US) when

22



explaining the enormous benefits provided to staff by Yum!. According to Wikipedia,
United States started the human relations movement, placing emphasis on how
leadership, cohesion, and loyalty played important roles in organizational success .US
corporate understands the importance of human resources earlier than Asian corporate
and invests more on staff training and benefit. In Asian corporate, human resource is

less emphasized so that they provide less benefit to staff than US.

As a result, KFC(US) staff training is transferable to Hong Kong but the scale of
training need to be scale down. It is applicable in HK if the local KFC expand its scale.
Also, the recognition of the importance of human resource in Hong Kong is still not
very high at this point. Still, local KFC is less likely to provide as much as staff

benefit than US KFC.

6.4 Delivery Service

Hong Kong KFC offers delivery service to their customers ordering via KFC hotline
for any purchase over $60. KFC staff will send the food to their homes with the KFC
motorcycles. This service covers 18 districts (87 areas) in Hong Kong and the
delivery time is from 11:30am to 10:00pm. In US, drive-thru service replaces the
delivery service. Customers can drive to KFC restaurants and buy the food when they

want.

It is likely that delivery service of KFC(HK) is launched to solve the overcrowded
condition during lunch and dinner hours of the restaurant when lots of people queue
up to purchase the food and waiting for the tables. In determining the transferability

of the delivery service, our primary data suggests that the sparse distribution of
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population is key factor that hinders the delivery service. In the United States, people
residential areas are usually distant from the city centre where the shops operate. If
KFC offers the delivery service, they may not be able to deliver the food on time and

keep the food warm and delicious.

However, after conferencing with the US counterparts, we find that the delivery
service would be able to be transferred to the KFC in US. Firstly, in the United States,
there are lots of restaurants offering delivery service including the Pizza Hut, Domino
Pizza and Chinese food restaurant. These stores are able to guarantee to deliver the
food within a limited time. This means there are demands for delivery service in the
States. Moreover, the target audience of the KFC(US) is family. Working parents tend
to have less time to prepare food for their children. KFC can take this opportunity to
extend their reach of consumers. We believe this act can have a positive effect on the

revenue of KFC(US). Based on the evidence, delivery service can be transferred to

KFC(US).

6.5 Table Bussing

Table bussing means to clear the table after dining.

All Hong Kong’s KFC restaurants have hired staff to bus the table for customers.
KFC(HK) use cleaning cloths to bus the table. KFC(HK) has a standard procedure for
their staff to clear up the tables. The restaurant divides the cleaning cloth into three
types. The staff responsible for cleaning pick up the cleaning cloth from three
different trays: one tray is for cleaning the food tray, one tray is for cleaning the table

and one tray is for cleaning the floor. The staff will solely use the right cloth to bus the
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table and they will use another cloth to wipe the tray. This practice prevents staff from
using the floor cloth to bus the table or wiping the food tray. From our observation in
KFC(HK), all staff responsible for bussing the table are female aged 40-50, and they
are dressed in KFC uniform and KFC caps. In our field research, a restaurant staff
came to the table and cleared it up after the customer had just walked away one

minute ago. The efficiency of table bussing among the KFC(HK) staff is very high.

Yet, the KFC in the US does not hire anyone to clear up the table. The staff only
works behind the counter to make sure food is properly prepared and to restock the
food. Only when during non-peak hours the KFC(US) restaurants will send someone
out the wipe the table. Yet, there is no particular staff person responsible for table
bussing. Customers dine-in are expected to bus their own tables upon leaving the

restaurant.

This difference in practice can be explained in terms of cultural norm. Hong Kong
customers are used to leaving everything behind for the cleaners to take care due to
the common belief that we have paid to be served. Customers should not do the job of
staff. Moreover, Hong Kong is a fast-pace city. People are not willing to spend the
time on bussing the tables. The same phenomenon applies in McDonalds and other

local restaurants, be they small or big in size.

On the contrary, people in the US bus the table themselves after eating at KFC. This is
because the US people have different a shared custom. It is a responsibility to bus the
table after dining. The civic education in the US emphasizes on ‘being considerate’
and ‘as a citizen, you should take up your own responsibility’. Therefore, the

customers in KFC(US) will not bother to bus the table themselves. Since the
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customers in the United States are accustomed to bussing the table themselves upon
finishing the meal. There may be difficulties when transferring the practice of
KFC(HK), that is hiring a staff to bus the table, to KFC(US). Also, having staff
members to be responsible for bussing table will take away the family-oriented

atmosphere of KFC(US) restaurant.

6.6 Multibranding

KFC’s parent company, Yum!Brands Inc. is also the owner of KFC, A&W, KFC,
Long John Silver, and Pizza Hut. Recently, KFC has adopted a strategy of
multibranding. This philosophy allows Yum!Brands to combine KFC with another
restaurant owned by Yum: A & W, Long John Silver's, Pizza Hut, or Taco Bell under
the same roof. It is a good marketing strategy because it gives more variety and

convenience to customers.

However, in the context of Hong Kong, KFC is operated by Birdland Hong Kong Ltd
under the franchise of Yum!Brand. Birdland had the franchise to run KFC only but no
other brands. Putting different brands under the same roof would raise issue on
logistics and staffing. The cost would be prohibitive. Thus, multibranding strategy

cannot be transferred to KFC(HK).

6.7 Souvenirs

KFC(HK) works with other companies such as Pepsi in offering small toys as
souvenir to kids. In the US, the souvenir toy that goes with kid’s meal is actually

targeted at family customers rather than on kids.
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The idea of giving promotional items for kids cannot be transferred to US because
KFC(US) strategy is to satisfy consumers’ needs with quality, speed and convenience

rather than appealing to emotional need of kids.

6.8 Washtubs

In Hong Kong, washtubs with liquid soap can be found in every KFC restaurant. The
washtub is usually placed near the wall and liquid soap is provided by KFC(HK). In

the US, however, washtubs are not installed in the KFC restaurants.

This facility allows KFC customers to wash their hands before and after finishing
their meals. This is especially convenient consider that most customers are eating
deep fried chicken. Instead of going to the restroom that may be located outside the
KFC premises, for instance in the shopping mall, customers can wash their hands with
the washtub inside the restaurant. This can save customers time from going to the
restroom which may be far away from the restaurant. It also keeps the interior of
KFC(HK) restaurants clean. Also, washtub is more environmentally-friendly than

giving customers wet tissues which helps enhance KFC(HK)’s public image.

However, this practice cannot be transferred to KFC(US). The is because the cost of
setting up the washtub is high. Since the size of a KFC(US) restaurant tends to be
bigger than KFC(HK), three to five washtubs are required for each KFC(US)
restaurant. Therefore, KFC(US) has kept the traditions of giving the customers the
little toilette. In addition, every KFC(US) restaurant has its own restroom, customers

can go there to wash their hands very conveniently. It would not be necessary for the
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KFC(US) restaurants to install washtubs in every restaurant.

6.9 Restaurant Layout

The standardized layout in KFC(HK) includes sofa area, kid’s corner and magazine
rack. Because of the limited living space in Hong Kong, fast food shops especially
those with a cosy environment turn out to be one of the most favorable hangouts for
young people. This is confirmed in our survey that majority of the customers are aged

betweenl6 to 30.

However, transferring the Hong-Kong-style layout to US would be unnecessary due
to a major difference in lifestyle or consumption pattern. KFC(US) is primarily a food
dispenser so the layout is designed for speed. The furniture is stationary. Unlike Hong
Kong, fast food restaurant is not an ideal place for hanging out in the US. Also, US
consumers seldom regards KFC to be an ideal place for gathering. Moreover, it is

doubtful that whether the altered layout will bring in more sales for KFC(US).

7) Conclusion

Culture, as defined by many scholars, is a shared system of symbols, beliefs, attitudes,
values, expectations, and norms of behavior. It is something that is shared by all or
most of the members of some social groups; something which the groups try to pass
on to the younger generations and shapes the behavior, or structures one’s perception

of the world.
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We can see the impact of culture on the business of KFC in the two regions through

our findings of this the project.

As per the culture in US, they are relatively more self-disciplined and have the
concept of being considerate. With the image of “home-style”, customers visiting
KFC are willing to do the table bussing themselves as they have to clean up their
dishes after each meal at home. However, in the point of view of Hong Kong people,
customers pay not only for goods but also for service. It is unreasonable for customers
to bus the table after dining. Therefore, KFC(HK) and KFC(US) have adopted a
totally different style of management in term of housekeeping: there are no special

employees hired for table bussing in US like KFC(HK) does.

From the layout of the restaurant, we can also notice the impact of culture to the
business strategy of KFC. In US, KFC is treated as a fast food company. Even
KFC(US) emphasizes home feeling, the layout of the restaurants tends to be neat and
furniture is stationary so that the paths around the restaurant are clear without
obstacles. Customers then can move around quickly and speed up the dining time. But
in Hong Kong, as mentioned above, customers have the perception of paying for
service, hence to provide a better environment to them, KFC (HK) has installed sofa
area so that its customers can sit more comfortably while enjoying their meals. In
addition to sofa, KFC(HK) also open up kids corner so that children can have their

own piece of land and enjoy their experience in KFC like their parents.

Due to the cultural differences between Hong Kong and US, it is reasonable that some
practices are not transferable to one another. With the trend of globalization, perhaps

there will be one day we all share a universal culture with people around the world.
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Yet, before that age arrives, cultural sensitivity remains an integral part of successful

intercultural communication and international business.
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Appendix

The appendix includes the menu of Hong Kong KFC, the questionnaire and the result
conducted by our group, the news clippings, the minutes of the video conferencing

and the bibliography.

1. Menu

The basic menu of KFC(HK) consists of fried chicken (either original recipe or hot
spicy), BBQ honey wings, Zinger Burger, Chicken A La King rice and mushroom rice.
KFC(HK) also provides soft drinks with three sizes and Tropicana Orange Juice and
Apple Juice. In addition to the main dishes, KFC(HK) also offers several sets of

menus in different time-slots and for different targets.

1.1 “Rise & Shine” breakfast combo

The breakfast menu is available before 11:00a.m. The prices of this menu range from
HK$10 to HK$21.5 with a free drink. Tea refilling is free during breakfast hours. To

Hong Kong people’s appetite, macaroni is available in selected meals.

1.2 Bucket menu

This is available from 11:00a.m. Nine pieces of chicken in a bucket with two bottles
of 600mL soft drinks are provided in a set with either one of the two groups of side
orders. The bucket menu is specialized for groups of friends. A “Barrel Meal” set is
available on weekends in which nine pieces of chicken and the two soft drinks are

provided with both groups of side orders.

1.3 Individual menu

There are eight sets of individual menu available after 11:00am in KFC(HK). Six of
the sets are with two pieces of chicken and medium size soft drinks. Customers can
choose among the six snacks to form their preferable sets. The other two sets are
“Chicken A La King rice with a drumstick” as well as “Zinger Burger with Criss Cut

Fries”. Both sets are served with a soft drink.

1.4 Snackers

Instead of buying a whole set, single snacks like coleslaw, honey biscuits and mashed
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potato & gravy are available at KFC(HK). Besides, Japanese style snacks are recently
added to the menu, such as the baby wings, seaweed rolls and yakitori. All snacks are

available after 11:00a.m.

1.5 Value choice

Value Choice consists of two HK$21 rice set. They are the Teriyaki Chicken Fillet Set
and the Zinger Fillet with Mushroom Sauce Set.

1.6 Tea menu

The tea menu is available from 2:30 to 5:30p.m., from Monday to Friday. The prices
range from HK$11 to HK$16, and it is served with combos of snacks, desserts and
drinks.

1.7 Drinks and dessert

Apart from soft drinks, KFC(HK) also serves tea and coffee as well as some specials
such as Aloe Apple Punch and Mango Punch with Nate de Coco. For desserts,
KFC(HK) provided egg tarts which are traditional Hong Kong snacks.
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2. Questionnaire

Questionnaire about KFC 75 28 5 {E LAY G2

I. Customer profile and behaviour EFZ &R}
1. Age Fi:

a. below /NFA 16
b. 16-30

c. 31-45

d. 46-60

e. above A 60

[\S}

. Sex M4 l: Male 52/ Female %

3. Employment status Ft=£15 50
a. Student 24

b. Working i

c. Housewife 223t 147

d. Retired ELZE{K

e. Unemployed 73

f. Others EHAth

4.What is/are your reasons for eating in KFC? (You can choose more than one option)
{RENETERHENRR? (EEZS N —EEZE)

Cheap price {EHEE{HH

Convenience F5{F

Food quality &¥)/& 2

Clean restaurants FEIEH#

Speed of delivery FR#5#E

Good service g% B4F
Other HAt:

5.How often do you eat in KFC?
RERE A G RNRES—RIE?
Once a few months 2&({[i H —2K
Once a month —{& 5 —%
Once a week —{EE2H]—
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= HH ~fr

At least once a week —{[& 2 Higz/D—2X
Other HAth:

6. Which period of time do you usually eat in KFC?
R B T W e B e 5 Tk ?

Breakfast time &

Lunch time &

Tea time &

Dinner time Hfp&

7.Who do you usually go with? {25 8&r BIIFLEL A\ 21285 %552
Family 2 A

Friends AH/&

Other ELAf:

8. How much do you usually spend in KFC (per person)?
IR E EEEDOHE 2 /D7 (DUE AGT)

a. Less than HK$20 /D& — ¢

b. HK$20-HKS$50 ¥ —+ 2 Fi+T

c. Over HK$50 Z A8 FH -+

On a scale 1-4, 1 being strongly disagreed and 4 being strongly agree. How do
you rate the following?

FRONMIE L T RIENEREE - 1 WRFFEAEE - 4 AFFEEFR)

I1. Food quality &%)4i/E

9. The food is served hot and fresh E¥73 i+ 1 2 3 4
10. The menu has varied items EYJfELEZ% 1 2 3

4

11 The quality of food is good E¥EmE 1 2 3 4

II1. Restaurant attractiveness & EEFRIE

12. The restaurant setting is comfortable IRIFET 7.

13. Seats and tables are clean FfELE.

14. The lighting is good Y43 70 /&

15. The air condition is set at a proper temperature Z= 374 &£ .

—_ = =
[NCT NI \S R\
W W W W
>~ A b~ b

IV. Service AR
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16. I was served promptly AR5 HHEE 1 2 3 4
17. Staff are friendly and courteous £ T HE[S /7% K 450

1 2 3 4

18. The table was cleared up promptly when a customer leaves
BAE R 1% B TR MEUGEH R a2

1 2 3 4

19. I am willing to clear up the tray myself after eating.
RN B % H CUWaTti

1 2 3 4

V. Other suggestion HA= ..
20. Do you have any suggestion for improvement in KFC? {R¥&FELEFA (] = H,
l]/%?
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3. Questionnaire Result

We have done 76 questionnaires. The number in green blanket is the result of different

questions.

Customer profile and behaviour & &}
1. Age F i
(8) a.below /Y 16

(57) b.16-30
(6) c.31-45
(5) d.46-60

(0) e.above KJA 60

2. Sex MERHI:
(47) Male 5
(24) Female %

3. Employment status Ft=£15 50
(37) a. Student 224

(29) b. Working Fi3E

(0) c. Housewife 2 T 4w
(6) d.Retired B

(1) e. Unemployed f#3#

(0) f. Others HAff

4.What is/are your reasons for eating in KFC? (You can choose more than one option)
{RENETERHENRR? (EEZ N —EEZE)

(41) Cheap price {HFZ{FH

(28) Convenience F{F

(16) Food quality B&¥)/& %
(16) Clean restaurants ERiE 5
(11) Speed of delivery Fi5#EE
(10) Good service s E4F

(6) Other HAtfr:
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5.How often do you eat in KFC? {REFEZ A & EIRE 5 —KUE?
(23) Once a few months #&{[E H—¢

(35) Once a month —({& H—X

(10) Once a week —{EFEHI—X

(2) At least once a week —{fHZHAF/—XK

(6) Other HAffr:

6. Which period of time do you usually eat in KFC?
25 B I E T B R B 1 Ak ?

(5) Breakfast time F4&

(36) Lunch time &

(20) Tea time Z2&

(15) Dinner time Hfg

7.Who do you usually go with? {25 8&r BIIFLL A\ 21285 %552
(15) Family 52 A

(56) Friends A

(5) Other HAfh:

8. How much do you usually spend in KFC (per person)?
IR EEDOHE 2 /D7 (DUE AGT)

(11) a. Less than HK$20 ZDjAAE&#E — 5

(56) b. HK$20-HK$50 il —+FE 17T

(9) c. Over HK$50 2% A& T

On a scale 1-4, 1 being strongly disagreed and 4 being strongly agree. How do you

rate the following?

s NMEE LT S HNFERREE - (1 AFRIFEEAEE > 4 AFRIEEFER)

I1. Food quality &%)4iH/E

9. The food is served hot and fresh &%t 1(1)  2(58) 3(16) 4(1)
10. The menu has varied items E&¥fEEEZ  1(1)  2(31) 3(41) 4(3)
11 The quality of food is good E¥EmE 1(2) 2(45) 3(28) 4(1)
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II1. Restaurant attractiveness £ FEEREE

12. The restaurant setting is comfortable IRIFET 7. 1(6) 2(55) 3(14)4(1)
13. Seats and tables are clean F.fa#LE. 1(5) 2(55) 3(16)4(0)
14. The lighting is good Y4370 /& 1(12)2(64) 3(0) 4(0)

15. The air condition is set at a proper temperature ZE i3 1(4) 2(63) 3(8) 4(1)

IV. Service f5
16. 1 was served promptly F#5[REE

1(4) 2(56) 3(16) 4(0)
17. Staff are friendly and courteous £ T HE[S /735 K 450
1(4) 2(64) 3(7) 4(1)

18. The table was cleared up promptly when a customer leaves
BEE B R B TIRMERGE R R &+

1(7) 2(51) 3(18) 4(0)

19. I am willing to clear up the tray myself after eating.
RN B B CWdEts

1(6) 2(42) 3(19) 4(9)
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4. News Clipping
4.1 Article from Economic Digest on 15 October 2005.

g&—ifH 2005-10-15
BEEEMGEEE T IEaEihniEr s

e e e e e e e e e e e o e e e e e e o e e e e e e o e o e e e e e e o e e e e o e o e e e e e e e e e D I )

LR BENTT SR IS R IR B 2 R EAME RS - EEE
REEHEEEAEE  (EEERE TR BT - 5550 ¥R WES
TER I sl Bl mist el - SEEERE 20 BELS » mhi
i emes - T2 R (Real Food) ~ EHEIEIE (Real Place) & & T. (Real
People) =751 > fEHHHIERC &G > 23 " UEZIA:E , (So Real Concept) HY4:
iR -

BTG

BRI S3 o - B 4EREEE 2,500 HE T - EHE 70 HAERE
BT 20 T RE AT 8 M4 2,400 239 HEBERE ST -

Birdland (Hong Kong) Limited—Ef8E5HIKHRE TS - fEFRATHTRE
RS BE T /N0 § B AT E A B\ 20U A S IEAE AR AT sl -
DRy ERVEHERE AT > ERENEEA > HETIRE S EIRG o MR
AEE IR R T 8T AFULE - FAHENE

BEEEANEREHSEGHERGER - SEE_FREREMAERR 2.99%
BCRAFEEIHA BT 0.9 (& 78k

BB S - BRI T - SO (B T - bR T T8 3 IS5 2y
BIHRE > SRR AR A 3% Star Kz All Star RI{ERAK > Hr R IRAR
TiaREE - Ry B TR Rk -

HIREFR  SRERERA BT —ERS - BB A 8 T 2%y
Fo =30 BRI R T (892,040 %) ~ ZRIRE T (224 %) KR#A(E (133
) e

IS DANNIe
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IR Star Jkal & TFH 200 £

300 % : All Star JE&R A # 100 £ » All Star JaR & THICETHT  RrERAE
PEEME > BREkIGER T BEESFRE TEREENET  KEEMIRERS
ERARDEEMER - ) MEEH TFHEEECH AR » EENE L 2E#
AR B TAME SR FEETIE  (FEERVRET T - BEkEE S AR A E
LB BRIk o (ERE 2R EC TIEA SRR E R -

BIRESFHRN SR 5 - S E 24858 - BREKVGER T B 8 T
SR R AR AN 5% 2 10% - SERIFEEUNEEIB S - | BIEE ATTEIRED
HEAUET  SAE=FREEH > AEHIE T - SR REZ 2B AT
BIRE A ER SEMIMNAIEZIEE - $ARF AR 2 M B TR TRk
0l HEYRtEe 8 TR ik -

IR T RS T

A EEEE T AR GE) KETE - DA IRIFE R - BIEH 2002 FHET
ESMRERITEZRY - Sl EE - SIMEFET IR HE i

(CHAMPS) > 5ifES - HEIEE K& EHYE# (Cleanness ) ~ ZiGH, (Hospitality ) ~
HEREFE (Accuracy ) ~ F54E143% (Maintenance ) ~ & 55 (Product ) K2 #EfE (Speed )
TTHEEEST » RIS ~ vl - e ETIEE - FH AV 8 TRURE A&
SNEE K e EE PR -

SER B A ERE > B B TR RIIF e a2 - BfREEA A
[EIy R A E DR R SR K B TIIRNE BRI A - &
FEAnH S A AR - AHRH B TR STEAL - IEAh > RIS AR B TR 55E) -

B i ERAVEE THA T gt mthAET A TERME  HEW
{25 H AT EIGETEARRERRE > BRI R ERE A G > HERCRE
Tk whER T B TR A LR K FI SRR A R BRI N ERE
StE (i TG > DU RS S g m) - ) A ERMIEAREE TER
ERaN{RE ] ILET PR SRR -

EIRE GRS o [FIR R R A S TR TR SRA T R

FUEENS - 87 DRI IERF I HETT - BREKAIRR R AnRR 3 e F 2 B THYRC
& W E T AERRE LT - WS A TR S
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4.2 Article from East Magazine on 7 September 2005.

HETI 2005-09-07 A33
EaEIESE2-S

e e e e s s e s e e e e e e o e o e e e e o e o e e e e o e e o e e e ) P o e e e e e e o e e e e e e e e )

BEEHEA EEEREER L AN =R - CE TEEE (KFC)
EBERETCERE > A8 BERERPIAE - KEEER/(LFHTEAKE C
ERRE TS > [FRE RGNS > SEITRAA A% I ENERIE
LI Rz T E e E -

W RIEEEATEIARRE TS, (YK F C » UNAFRE— R EEG T L B
[ELEFEAOR TR ~ Dt~ B AR FEREE R B ERE L+ =~
IYIE - REEEEETRIT AR T ERMEPVES - TERIN
RREE - BEHRFL -

KF CHEBITHAE R RS - T 8h  SERMEs - —HE R IRERT
BEFRGBNIGSHR & — D —DIEETSRE - F5 L EEREEE B
fREETIRE 5 REEEMHES > BRI -

VORISR PR EORHAEIR ST - RERVRBEZ PPN TS B
e (A G E MY - e GatE R bE - SNEARA A - R - —
VIR ISR » BRI E R B BTSSR AEH  ZENEE L - B E
AEE R NS (Arthur Ho ) ZE288E, - BIZEIRENERE > MR — ' @
tF > AiEERRIEENES | | s > e O (8 [0 2 Lo Bk (S » BRMAR
SGERIGERIEIENJE Pizza Hut (T #5408 -

BEIRBRAL B I S 4RES - (HEE ~ 180 - HE 2 Hiimtg S8l > gedyiiig
R T > [RFy Pizza Hut AYSHIEFFA A EBIR ATVE EH A E]
Yum!Brands,Inc R34S A B ERL > REEIEERIGRE » TR Z N
B ROg IR EE TR L AE 0 EEEE LIE LAYEEEYS - FTLAEL Yum! SEE4EE—
HEFERE > S NEELERT  SREFEETITHH R R EUENTHRE]
J& Pizza Hut HY%§ 5 {7544 2 10+ -

B &

FVEFBGEEAMTESOGHRE - H YmlE AT B R EGEKE CER - i
R e E K F CEVBEE: - ZFHnbH - SR A EMECHE 1
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o0 BAREEIN > BRSNS - | EEt AT B SR M DvE RIS TS SR
WEE 2N 0 {5 Arthur Ho 58HASE AT PUEEIRY U ERES AV (M E - |

NNFERRFEEL  RBEZENSER - fECSOREEREARKEF C - f#if
R G HIR T - EsRER - TEKF C )\t 2RI R B E T -
AR EC: Rl NI AR THRAEZEE] BESE FTRE(TAE 7 ATk 7

HE > 2K F CA—E8 LA FrA RS AE - F—EKEEDE R
U 315 By CERH— TR R ) » FENER R N R - (BB fRom
fEA - EHEF A FROR PRI 2 A > ANGHEARE - 8 A E BB TN LEE R
PR -

R LI > BRRIERE > BN IR Y5 - 2085 - g% -
VR BRI BAER AR T ZEE T - S — e ZE R R
TS AAR E ZE R PRORLIA Ry—/ N - JniRe R AE & LAV EE(F RIS R TEfR A
MEE DA R DR R AR EH - —EE BB RO Pl
& B HEERFINESE T L RS -

e A sl e E A

B HCALIFEBSEH S - DR A WNETT » SRR St > SRR
{(EBLACKAERE R TR - BIEE g DIEATEIZOK o JRELT 5% S SRR
AR > EIRITIE -

TV RASERGEC g ER] - SR BE /R = e - SRS AR 52 2
DEREBENE - (FEAREGKE CHE AR (EAVEE R - & PFiEe
17 S REEEARBRLEI W EBIIKEF CIRFREsIA T RENE It —
(& > Feeh A T30S > ITAERERR - ZESERKF CoyJEE EHINEEE
B BHLLRUNERIEE » (REEMIEH 25 RBREFEESARRENR (£
K PR -

DRHEEEER

OB K T » BEVE/MAE R ATH © Ry R
e o BB T B AR AL | | (TSR
BRI - PSTORK F C i O £ IEBUATE  BRoars BISR B s, -
HRE R G RERER RS A PRk N Tk
AT AN o AR R SR - S AR RO S A R S A S
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> TEPYEHELIINSEUER - HMPERT/RE R OUE: -

NNFEMAETEKF CHILIEEER - RIS E N HAEREW - B2 2 5HH
HESRERSHE IR FrE TR HE R E H RS - &
AKF CROZERA DS A S 25 HgkE A EE - Bl AR%EE
FISEAVEEERE - S A D =+ T FERT - SRR -

EIEEHER - BUREIHRAGESE - A kAT DARBRS SR R T+ =2 0 JE RV S ~ TH
5~ A - ER SRR S R RN RIR B SR B SRt E
TYEEOTINESTR ~ BRI TR A E— 2SR T FUARST B ERRE -
st~ EEEE R HCODMEE AR A EREN TRGETEY  Hix
RENFE !

2N E B RAE

FHFRCATS > KF CHYR TN EFREATES] il T B A rHE e E
BT - B a p mTAIR A TEZHIUERERBEK F CEER Bz
E2 tERE A BEE AT e bl - #E  SEEERE R B THE -
TERE NN G SR A K A > SF— IR A AR v A HEciso 8
THIRF -

O=FHVEHFTE G FEITZ RIS - R - SR TIERE - (F2E
FIFOHE, - WEEH SRACRETTEIEE - B4 - KF CRR=Hd > HERA
FERAAIEE R 2R B THHETFE UTEAO B UEER T ERER T4
DIGERAE S o

AR B G ERZEA - (B D LEkR - BEK F CHZEBRIEETREIE & - i
EFEERBEEAMAGSCAZ ST - HEKF CER TR EEES - ¥
e R BTHEAS  FED 2 IR - A TR EE R
s BRI TRIHER - R SRR ES Yom! 2R - ’K&E
FrafEGEEE _O—n% A AERERNGIRTHE > hHRET
RGeS -

PEsRs - FTEAE H AT =0 EREE b R E SR (R T
5 WE_O—OFEE A LUEE—TRE - TR AR E S HIER
bhi > BRI K F CARRER - RERES =12 —  HiZBEEINREE - Rk
T FEERE RN E =R a2 - NSRBI ZETE - K
F C—HRZHRILLEZN - |
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FEPEEINITHE TR

AEPERBEEREI M OfT R -FES  RLOEGIEARTTS
B N =BT TS0 AR - AU S T E R B PR S AR
FEHPZEE L > ARZES) - 140 Wendy's ~ Burger King 5235 UHVE 5 HH THE
R - BN e TR TR E S -

it s > —(ERETERERE) - AR EGER B - NSRBI
& > HDUEARRE B EREREAIINVE b S8 ARt E S
7z > [HHEARH SR > FFAMEHEEIVE R - AamiclEhEH -« Eanbiss -
AT - BAEGHOEK T HEAREEE L REFANEE—H
oy MEZACEHHRL > BEEARICEEEE RH FOSRMERL 5+ 2
SEU R - EERMHEL TR - ) @l R REERRVELS -
I EBEER RN - IRPTERREE IR O -

EEARSRE: 200509078420041
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5. Minutes of the Video conference

Minutes (Group 5)

Date: 9/11/2005

Time: 10:30am (HKT)

Place: Room Neptune (N), CSC, City University of Hong Kong

Attendants

Hong Kong Participants: Clover Mok, Flora Chan, Queenie Tsang, Yvonne Wong
Hong Kong Observers: Amanda Chan, Jamie Liu, Jennifer Lau, Lawrence Wong,
Terry Tong

US Participants: Georgene Chissell, Justin Veach

Issues agreed

- D’Lite menu, breakfast menu were transferable to US KFC, but not the tea menu.
- The Kids’ Menu of US KFC was transferable to Hong Kong.

- Hong Kong KFC could offer more choice of salad like the US KFC.

- Nutrition table was transferable from US to HK in printed format.

- Staff training in US was transferable to Hong Kong with smaller scale.
- Table bussing was not transferable to the US

- Wash tub was not transferable to the US

- Delivery service

- Giving souvenir upon purchase could not be transferred to US.

- Multi-branding would not work in HK KFC

- Hong Kong KFC restaurant layout could not be try out in US

1. Menu
Flora reported the difference in the menus of KFC in US and that in Hong Kong. KFC
US offered Kids’ Meal, Family Meal and Individual Meal; while Hong Kong KFC

have more variety such as breakfast, tea meals and D’lite meals, but no Kids’ Meals.

Flora raised that whether the breakfast meals and the tea meals could be offered in US
KFC. Justin claimed that it would be difficult to have the tea meal during the working
hours, but he thought the breakfast could be worked out in US KFC. Georgene agreed

that because there was no tea time in US.

Flora asked if the tea meal would be transferable to US KFC if it was offered to

students. Georgene mentioned that it would not be applicable, as for school kids, they
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would stay at school where there was a closed environment. Meals were provided in
campus. Moreover, Georgene said that US KFC mainly served employees rather than

students.

Flora moved on to the D’lite menu. Georgene agreed that D’Lite menu can be offered
in US KFC as the food provided was not healthy.

When discussing the international cuisine, Georgene suggested that international
menu should apply in area with higher international population. Justin agreed with
Flora that it could be working out in large cities like LA and New York.

2. Nutrition Table and Employment training courses
Clover pointed out that HK KFC did not have nutrition table as in US. The table could
be in printed format instead of electronic format on the internet .She thought this

practice could be transferred to HK. Georgene agreed.

Clover mentioned KFC in US had the star 2000 training programme but HK didn’t.
Training in HK was conducted by HRM department with only five staff. Probably the
training in US KFC could be transferred to HK with smaller scale.

Justin pointed out that in US there was a hierarchy of staff like restaurant manager,
team manger and assistance staff .He wondered if HK adopted the same practice.
Clover replied that HK have just introduced the ‘star class’ for employee to get

promoted to the management position

Georgene asked Clover to describe the staff benefit of HK KFC. Clover mentioned it
varied among different employees. The limited benefit provided to elementary staff
resulted in high turn over rate. She suggested staff benefit should include medial

coverage to maintain morale and quality. Both Justin and Georgene agreed.

3. Restaurant facilities

Yvonne and Clover pointed out the table bussing issue. In US, people bussed up the
table themselves, but not in Hong Kong. Georgene replied that the KFC in the US do
not hire staff to bus tables, only when time slows down, the US KFC restaurants will

send someone out the wipe the table off.

46



Yvonne asked Justin and Georgene whether it could be adopted in the US. Georgene
also pointed out that it was the family cleaned up the table afterwards. Hiring

someone to buzz the table would take away the family 'feel' of the KFC restaurants.

Yvonne agreed with this and mentioned that in Hong Kong, it was mainly the
individual or friends coming to the KFC restaurant. It was hard to change the habits of
both sides.

Yvonne reported that HK KFC has installed washing tub in their restaurants recently.

Georgene thought it works because it would lead to a healthier environment, but
would cost too much to install wash tub in the US. Also, people in the US would just
go to the bathroom to wash their hands and it would not be urgency for the restaurant

to make the change. Justin also doubted whether the public would use the wash tub.

4. Delivery Service

Queenie reported that in the US, drive-thru service is very common and in Hong
Kong, KFC offers delivery service. Customers can order the food by phone and the
food costs more then $60, the food will be delivered to their home directly. Justin

replied that it can work in the US.

Georgene also thought it works because there are many different companies offered
delivery service in U.S, for example, Pizza and Chinese food. But she reminded us

that it may have many problems to work it out.

5. Promotional Strategies, Multi-branding and Restaurant Layout

Queenie reported that free coupon in newspapers and magazines and special souvenirs
be given upon purchase were very popular in Hong Kong. Georgene replied that there
were coupons in Sunday newspaper or circulations that came from one’s mail.
However the coupon did not take some money off of a purchase, it was more like the

form of buy one and get one free.

Justin further explained the kid’s meal that KFC worked with other company like
Pepsi, the souvenir was targeted to family rather than kids. Georgene said other
competitors like McDonald have given it because they have kid’s playground. There
were no playground for the kids in KFC so promotional items for the kid might not

work.

Queenie raised the issue about multi-branding in US. Georgene said it was a very
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good marketing strategy because it gave more variety and convenience to customers.

Clover explained that Hong Kong KFC was operated by Birdland Ltd. under the
franchise of Yum!Brand. Birdland had the franchise to run KFC only and no other
brand. Queenie further added that putting different brands together would raise issues
on staffing and logistics issues and concluded that the concept of multi-branding

could not be transferred.

Queenie asked whether the layout in HK KFC such as sofa area, kid’s corner and
magazine rack could be replicated in US. Justin replied that the layout in US was
designed primarily for speed. Georgene agreed and said the furniture was stationary,
and it would indeed a great idea to put that kind of stuffs in US. Queenie concluded

that maybe the idea could not be transferred in some large cities in US.

6. Issues raised by the US counterpart

Justin mentioned the animals’ welfare protest in US KFC and wondered whether there
was similar thing happened in Hong Kong and China. Clover responded that Hong
Kong people were less concerned about the animal welfare than in US, but recently

there has been a local petition against HK KFC.
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