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The battle to get dazzling insights to shine



A long time ago, in a galaxy 
far, far away…



Actually it’s a bit closer and more 
recent…



Closer…

SOUTH AFRICA



Even closer…
KFC SOUTH 
AFRICA HQ



KFC SOUTH AFRICA SENSED AN IMBALANCE 
IN THE FORCE 

CONSUMER 
BEHAVIOR



3x the number of McDonald’s

The largest fast food chain in South 
Africa

In the top ten for KFC’s global 
revenue

KFC South Africa: an international shining star

1000+ LOCATIONS



The New CMO had no foundational insights about KFC consumers

BUT
There was a dark side to success



Olson Zaltman offered a new hope

Olson Zaltman is the home of Insight Jedi.

Instead of The Force, our techniques draw on the 
power of METAPHOR to understand consumers’ 

unconscious thoughts and feelings.



The ZMET Question

“…choose 5 to 7 pictures 
that express your 
thoughts and feelings 
about KFC and its role in 
your life.” 



Freshly 
prepared 

KFC is a 
good 
value

for 
everyoneI trust 

KFC

Strong, 
iconic 
brand

KFC 
taste

Good 
smell

I have a 
craving

I escape

I share 
KFC

Good 
memories

I belonggood 
provider

treat, 
reward

fun for 
children

At peace

I feel 
accomplished

Good 
service

I am 
important

Saves 
me time

feel 
satisfied

energized, 
productiv

e

I feel 
confident

I am happy, 
enjoying life

I eat 
KFC



My relationship with KFC
is like being in love

“When you give someone a ring it means 
that you are committed to that person, 
same as KFC if you eat it everyday you 

become committed to Because it’s always 
fresh and I love it.”













We have to discover them.

Insights are there. 



Where do we look?

Discovering the 

relevant insights
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What are they buying?
What keeps them coming back?



KFC is more than a meal

“You can 
trust them ”

“They care 
about me”

“I escape”

“I feel special”

“I belong” “I feel like a good provider”

“I can enjoy time with 
friends and family”

“KFC is a treat, 
a reward”



Comfort food



Comfort Food

Connection



Homework

• Sensory Audit of 5 stores
• Find pictures that convey connection









Homework

• Sensory Audit of 5 stores
• Find pictures that convey connection









How to design 

the rocket 

ship?

How do we collaborate to 

find the right design / 

idea?

Designing the rocket



Imagination 

Incubator



Challenge

how do we brief agencies to design a space:
• that enables an experience . . . 
• that delivers a feeling . . . 
• that creates desired memories?



Metaphor

a word or phrase that captured 
the desired feelings of the in-

store experience



Cocoon



Country Goodness / Cooking



My Best Friend’s Kitchen



Get it 

launched

How to turn it tangible 

with momentum?

Getting it launched



Brendan Wade
Strategy Director, Grid Worldwide

“never briefed like that–typically takes us 
material period of time to distill the client 

brief into something workable for us”



Get it 

launched

Getting it launched



Talk about 

it.

How do we make sure 

organization knows idea 

and fueled by insights?

Talk about it



Talk about it



Metaphor

Galvanizing force
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