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Overview of the Research 

 

Over the course of this semester, our team, Lucky 7 Media, has researched and analyzed the 

Chick-Fil-A brand. By doing so, it provided us with a better understanding of the company and 

gave us insight to expand our knowledge of consumer trends. A situation analysis was first 

performed to discover Chick-Fil-A’s strengths and weaknesses as a company, which then helped 

us to construct research questions in order to look more deeply into its brand image, and what 

could be done for improvement.  

 

For the second part of our research, we conducted an online survey in addition to two separate 

focus group analyses in order to answer these research questions. Our survey, which had 44 

close-ended questions and two open-ended questions, was completed by 123 participants. The 

two focus groups had 5 participants each that lasted one hour. Based on our findings, our team 

was able to make suggestions for our client in order to better Chick-Fil-A’s brand image in the 

future.   
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Introduction 
 

Chick-fil-A, Inc. is a distinguished American quick-service restaurant chain specializing in 

chicken products. They are headquartered in Atlanta, Georgia, and their restaurants are 

prominently located in the southern United States.  The views and culture of Chick-fil-A is 

influenced by its founder, Truett Cathy’s Southern Baptist beliefs.  Chick-fil-A has a centralized 

corporate purpose: “To glorify God by being a faithful steward of all that is entrusted to us and to 

have a positive influence of all that come into contact with Chick-fil-A,” as well as maintain 

loyalty to the community, and provide a family-oriented environment.  This has made Chick-fil-

A one of the most profitable and fastest growing quick-service restaurants in the nation.  This 

situational analysis will describe what Chick-fil-A has done thus far and what they can improve 

upon for the future. We will utilize secondary data in order to help the company continue their 

growth within the market and maintain its competitive presence among other fast-food service 

restaurants. 

 

Brand History & Evaluation 
 

Chick-fil-A Inc., headquartered in Atlanta, Georgia, began in the early 1960s and is the largest 

quick-service chicken restaurant chain in the United States with 1,900 locations spanning 42 

states including Washington, D.C.  In 1967, Truett Cathy established the first Chick-fil-A 

restaurant in Atlanta’s Greenbriar Mall.  Chick-fil-A is still a privately held and family-owned 

business with annual sales totaling nearly $6 billion in 2014 (Chick-fil-A, 2015). Chick-fil-A has 

set itself apart with creating innovative and delicious products, such as the famous Chick-fil-A 

Chicken Sandwich. 

 

Chick-fil-A prides its success on southern hospitality, making customers want more of their 

delicious chicken products. Even though Chick-fil-A is such a hot commodity, they still refuse to 

be open on Sundays; a practice that was instilled from the beginning based on Cathy’s Southern 

Baptist religion. He believed his workers deserved a day off to spend time with their faith and 

family if they pleased.  

 

It was fast success for Cathy and his idea for a solely chicken quick-service restaurant.  In 1964, 

he invented the acclaimed Chick-fil-A Chicken Sandwich. Cathy then saw the demand of 

premium chicken meals rise, so in 1982, they offered the Chick-fil-A chicken nuggets. The 

nineties was a big time for Chick-fil-A Inc., in 1992 they expanded into the college campuses of 

Georgia Tech and Clemson University, located in South Carolina. Their first drive-thru only 

restaurant was built in Greenville, S.C., the first hospital location in the Atlanta Medical Center, 

and their 500th store all happened in 1993. The ever so famous “EAT MOR CHIKIN” cow 

campaign debuted in 1995.  Chick-fil-A announced their sponsorship title of the Chick-fil-A 

Peach Bowl in 1996, turning them from a simple company to establishing brand awareness.  In 

2007, twelve years after the “EAT MOR CHIKIN” cow debuted, it was recognized by 



4 
 

Advertising Week as one of America’s most popular advertising icons and became the newest 

member of New York’s Madison Avenue’s Advertising Walk of Fame. 

 

Chick-fil-A continues to change with the times by going green with their new LEED (Leadership 

in Energy and Environment Design) concepts for new restaurants and health conscious options 

like freshly cut fruits and vegetables for their fruit cups and salad options.  They will always 

strive for perfection and keeping their customers happy with their southern mentalities. 
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Product Evaluation 
 

Product Quality 

 

Chick-fil-A offers unique quality with their products. Since they specialize in chicken products, 

they have created a menu with a wide array of chicken items. Their signature chicken sandwich 

sets the standard for the quality on the rest of their menu. Chick-fil-A has created many other 

items that are unique to their brand and helped to develop their brand image. Items such as their 

chicken mini breakfast sandwiches, milkshakes, and waffle fries have become other signature 

items that are unique to Chick-fil-A.  

 

For their milkshakes, Chick-fil-A is competitively priced, when compared to Sonic, who is a 

competitor in that area, but they don’t offer as many flavors as what Sonic does. Chick-fil-A has 

four flavors, while Sonic boasts over 20 different flavors.  

 

Menu Pricing 

 

Although Chick-fil-A is competitively priced among other limited-service fast-food chains, they 

are viewed as more expensive compared to other fast-food chains. Based off of MRI reports, 

consumers with a household income of at least $150,000 are 38 percent more likely to eat Chick-

fil-A, whereas consumers with a household income of $40,000 to $49,999 were 21 percent less 

likely to purchase Chick-fil-A (Mediamark Reporter, 2015). This allows Chick-fil-A to market 

themselves as a slightly more upscale than other quick-service restaurants, such as McDonald’s, 

yet they have kept their prices low enough that consumers who might not be their target market 

still go and enjoy the positive atmosphere that Chick-fil-A strives to create. 

 

Unique Delivery Methods 

 

Not only do they offer quality in their products, but they strive to be unique in their methods of 

offering their products to as many consumers as possible.  Chick-fil-A has catering trucks that 

they use to reach consumers who may not be in driving distance to one of their more traditional 

locations. This is not only a great way for Chick-fil-A to continue to build their already strong 

brand awareness, but it’s a perfect opportunity for the company to maximize their revenues by 

placing their products in many places that are off limits to them and their competition otherwise. 

Events like city homecomings and local baseball games, in relevant cities, are examples of places 

they can take the catering trucks to reach as many consumers as possible.  

 

They also do catering trays for special events that consumers can order with 24 hours’ notice. 

These are especially useful when other businesses may be hosting a corporate outing or event, 

but may not have the means or the time to make food for the event. According to Chick-fil-A’s 

website, their catering trays can serve anywhere from 6 people to 25 people based on the tray 

size that one may order, and they offer a variety of items from their everyday menu as part of the 

trays, such as their nuggets, chicken strips, chicken salad sandwiches, as well as a fruit tray and 

cookie trays (Chick-fil-A, 2015). 
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Healthy Lifestyle Promotions 

 

With today’s consumers placing an emphasis on healthy living, Chick-Fil-A has strived to make 

an impact in promoting healthy lifestyles. According to a survey conducted by YouGov, 10 

percent of consumers’ view Chick-Fil-A as having the best healthy/health conscious food, 

behind only Subway, who had 19 percent (YouGov, 2015).  This can also be seen in their menu 

items, as they currently offer fruit cups, an industry first in 2004, as well as one of the healthiest 

kid’s meals of any fast-food restaurant chain, which they introduced in 2011.   

 

Conclusion 

 

Overall, the company has built a strong brand with quality products. They have developed and 

put into practice innovative ways to get their products to their consumers. By using these 

techniques, Chick-fil-A has been able to maximize their profits by developing unique ways to 

create untapped revenue streams. They are constantly working on ways to create quality products 

in a healthier manner as well, striving to stay with the current trend of healthy living that many 

consumers strive for.  
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Consumer Evaluation 

 

“Economic conditions favor eating out, both in LSRs and FSRs (limited service 

and full service restaurants). But competition for those eating-out dollars only 

increases, especially with grocery and convenience stores stepping up their game. 

One traffic-generating tactic is to try and be all things to all consumers. But 

operators might want to consider a strategy that finds the super-user 

demographics by age, gender, and income, for example, and study what motivates 

or turns them off to eating at restaurants, and plan menu items, prices, décor, and 

promotions around their hot buttons.”  

– Julia Gallo-Torres, Sr. Food and Drink/Foodservice Analyst 

 

Users 

 

Typical fast-food companies target children and teens, Chick-fil-A targets a vast clientele with 

children and teens not being their only focus. Chick-fil-A targets primary and secondary 

consumers but the key to their successes is the expansion and placement of all business locations 

to certain target audiences that geographically show success. In 2011, Chick-fil-a made a stance 

to become more environmentally friendly, and offer more healthful meals which has also 

expanded their target consumer as well. For example, in February of 2014 the company removed 

all yellow dye in soups, high fructose corn syrup, all artificial ingredients, working on reducing 

sodium across its menu, and within the next five years only serving antibiotic- free chicken 

(Mintel, 2014). They also support the town or city’s local markets by providing locally sourced 

greens and premium fruits in their now famous wraps and fruit bowls, which appeals to a society 

that is now more environmentally friendly.  

 

Primary Demographic 

 

Chick-fil-A mostly targets the middle to upper-middle class, and all other people who commute 

within the area of the company. Also desiring a fast food restaurant meal, with the high quality 

service of a sit-down restaurant, and don’t mind paying a little more for a higher priced fast food 

restaurant. These consumers prefer; efficiency, a clean environment, healthier options for their 

children, and more of a “high class” touch to fast-food, especially women with children under 

the age of 18.  According to Mintel, mothers ages 35 to 54 are most concerned about wait time 

when it comes to deciding at what restaurant to eat at. Mothers with children also look for a more 

healthful menu and are more likely to use the drive-thru at fast-food restaurants. Father’s also 

being a big consumer, but more likely to dine in a fast food restaurant alone, during lunch hours 

by themselves, or with other male co-workers.  

 

“Given the convenience of the drive-thru, this could suggest that it’s the mothers who have the 

children in the car with them, while fathers may be visiting the restaurant alone or with other 

adults and choosing to dine in, perhaps over lunch hour” (Mintel, 2015). These consumers tend 

to prefer a more active lifestyle and are likely to be in white-collar jobs. Individuals being lovers 

of chicken, which provides Chick-fil-A with a competitive advantage, as they serve the most 

high end quality chicken, as they hand-bread it daily, with the efficiency of a fast-food 

restaurant. According to Mintel, the market for chicken is positioned slightly toward adults, more 
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female, with a higher level of education and income than the red meat market consumers 

(Mintel, 2015). The key to Chick-fil-A’s success within their primary group is that they provide 

an upscale, healthful fast-food menu, with a drive-thru and a great dine in experience. This is 

what this particular demographic looks for in a fast-food restaurant, and this is the primary group 

to target, being that they have the financial leeway to do so.  

  

Secondary Demographic 

 

Mindful of the above demographics, the company also takes a look statistically at the general 

population within an area to decide where they can effectively increase their productivity. They 

have services in general fast-food areas, such as: college campuses, airports, and strips but they 

try to set companies in the not so usual fast-food location, with the alternative of operating in 

suburban malls, neighborhoods, and restaurants, with a high concentration of its target 

customers. They mostly target suburban area families because that’s where you see family values 

to be of importance.  Being that the business originated in the south, that’s where most of their 

businesses are located, with 84% in the South, 81% in the Midwest, and 78% in the Northeast. In 

2010, the QSR stated that Chick-fil-A received the most first place rankings, while topping the 

list in the Houston, Atlanta, and Washington, D.C. markets. The company also ranked second in 

the Los Angeles market (Melnick, 2010). 
 

Figure 1 (Pictured below): Restaurant expenditures, by region, November 2013-December 2014. 

Base (Green): 17,660 adults aged 18+ who have spent money at a fast-food/drive-in restaurant in 

the past 30 days; 17,889 adults aged 18+ who have spent money at a family/sit-down restaurant 

in the past 30 days (Purple) (Mintel, 2013).  

 

Non-users 

 

As you can see Chick-fil-A has strengthened its connection with consumer users by expanding 

healthier menu options as a fast-food restaurant, they’ve also alienated some users as well. Non-

users are; ones that prefer red meat over chicken or don’t eat meat altogether, are 65+ years old, 
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lower class and can’t afford Chick-fil-A prices. Within the past few years, Mintel shows that 

Chick-fil-A has been seen to be the most ethical company, but also ranking on the unethical 

company list as well (Mintel, 2015). Such results prove the outcome of taking a stance on 

controversial issues in today’s world.  

 

Figure 2: Types of restaurants used by age (Mintel, 2009) 

 
 

The main issue that holds the company back and has created former users of the company to 

become non-users is CEO Dan T. Cathy’s remarks towards the LGBT group and gay marriage. 

According to Marzilli in 2012, Cathy’s statement caused perception among consumers to drop 

nearly twenty-six points, with the biggest drop occurring in the Northeast (Marzilli, 2012). This 

controversial statement has caused some alienation among most college students as well, as the 

millennial generation supports more of an individualistic culture. “Students at several colleges 

and universities launched efforts to ban or remove the company's restaurants from their 

campuses” (Wikipedia, 2012). For example, in 2012 student council at NYU received a petition 

with over 11,000 signatures, in favor to remove Chick-fil-A’s presence from the campus 

(Wikipedia, 2012).   

 

“Chick-fil-A is a religious company and they don’t support LGBT because it’s not 

in the Bible. I still buy their products but I wish they would have stayed out of it. If 

there was a company that had food just like it and didn’t take a stance I would 

most likely switch companies.” 

– Female aged 25-29 (Mintel, 2015) 

 

Figure 3: Top 20 Companies mentioned as especially ethical or especially unethical (Mintel, 

2015).  

 
 

Conclusion 

 

Chick-fil-A has a vast consumer group, and over the years has created more healthful options to 

expand their target market. Their primary consumers are what help financials within the 
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businesses, but their strategic positioning of store location is also another key factor to their 

success within their secondary consumers. They aim to target a community as a whole, wherever 

the location of the business may be. Chick-fil-A’s food quality and brand image is what draws 

such a vast target audience in, instead of the usual red- meat market target market. Although, by 

taking a stance and voicing an opinion on a controversial issue has caused them to be seen as an 

Ethical and Unethical company, people with the mind set of Kathy, support his statement and 

think it’s great the company is taking a stand to support religious views. Yet, their quality of 

chicken is what keeps consumers coming around, even if they don’t support Kathy’s remark, it 

won’t stop them from eating satisfying and filling chicken.  
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Competitive Evaluation 

 

Chick-fil-A’s main competitors are other fast food restaurants. Although Chick-fil-A primarily 

serves chicken products, they still compete with other quick service restaurants that serve other 

products, such as beef. Chick-fil-A has two major, direct competitors: Kentucky Fried Chicken, 

part of the Yum! Brands, Inc., and Popeye’s. Both of these companies have a well-established 

following and reputation in the South, the region in which Chick-fil-A originated and the area in 

which its restaurants are predominately located. Both of these competitors sell mainly chicken 

products, with menus containing chicken sandwiches, chicken strips, and chicken nuggets. 

 

In addition to its direct competitors, Chick-fil-A also has indirect competitors. McDonald’s and 

Burger King Corporations are both well-established fast food franchises in the United States. 

Although these restaurants primarily serve beef products, they serve chicken products as well. 

This creates indirect competition within the companies. These are already well-known fast food 

empires, which causes a very competitive environment. 

 

 

 

Kentucky Fried Chicken 

 

Kentucky Fried Chicken is a part of the Yum! Brands, which also owns Pizza Hut, a pizza 

restaurant, and Taco Bell, a Mexican fast food chain. The company is the largest fast-food 

operator in the world in terms of number of location. They boast more than 41,000 locations in 

about 125 countries, and as of 2014, are making a 27.01% Gross Profit Margin (Hoover’s, Inc., 

2015). Colonel Harland Sanders founded KFC in Louisville, Kentucky in 1952. The company 

mascot, “Colonel Sanders”, remains a popular advertising tool for the franchise, as well as a 

staple for brand recognition.        

 

Kentucky Fried Chicken serves three types of chicken: Original Recipe, its bestseller, Extra 

Crispy, and Kentucky Grilled chicken. This sets the company apart in the fact that they prepare 

their chicken in three different ways, and are more likely to appeal to a wide range of consumers. 

However, the company has recently faced negative publicity due to accusations of unhealthy 

suppliers. In addition, their menu has been scrutinized for not appealing to health-conscious 

customers (Arndt, 2007).  
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 Popeye’s Louisiana Kitchen 
 

Popeye’s is another leading fast-food company that specializes in serving chicken. The company 

is the #2 fast food restaurant chain that specializes in chicken, behind Yum! Brands. Popeye’s 

was started in Louisiana in 1972. The company is heavily concentrated in the South. As of 2014, 

Popeye’s Gross Profit Margin was 66.21% (Hoover’s, Inc., 2015). The restaurant chain has more 

than 2,300 locations in the United States and other countries. 

 

Popeye’s specializes in serving Cajun-style chicken and includes seafood options as well. Their 

menu items are typically served with a buttermilk biscuit on the side. Popeye’s has a variety of 

menu items that may appeal to different types of consumers. A wide range of options provides 

the element of choice within the customer. However, because the company is so heavily 

concentrated in the South, a large portion of consumers in the North and Midwest regions do not 

have the option to purchase chicken from Popeye’s, limiting its availability.  

 

 McDonald’s Corporation 
 

Perhaps the most popular and recognizable fast food staple is the McDonald’s Corporation. 

Opened in 1955, the franchise has sold billions of hamburgers throughout its 36,000 restaurants. 

McDonald’s has locations in about 120 countries. More than 80% of McDonald’s restaurants are 

locally owned and operated (Hoover, Inc., 2015). This could allow for more locally relevant 

restaurant experiences. The company states that, “The strength of the alignment among the 

Company, its franchisees and suppliers has been key to McDonald's long-term success” 

(McDonald’s, 2015).  

 

The McDonald’s Golden Arches are a staple of the company and a major part of brand 

recognition and advertising. In addition, well-known menu items such as the Big Mac, Chicken 

McNuggets, and Filet-O-Fish are also a major part of its branding. The addition of newer, 

healthier options also brings in an entirely new demographic to McDonald’s. Although the 

company is known for its hamburgers, its chicken products are also very popular menu items, 

making it an indirect competitor.  
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Burger King 
 

Burger King, founded in 1953 in Florida, is one of the most popular hamburger chains in the 

United States in sales. It is concentrated in all regions of the United States, and has over 13,000 

restaurants worldwide (Hoover, Inc., 2015). The company is owned by Restaurant Brands 

International. Burger King’s brand is easily recognizable by consumers, as it is a major fast food 

staple in the United States. The company is best known for the Whopper, its signature 

hamburger.  

 

In addition to the Whopper, however, Burger King also offers salads, chicken products, breakfast 

items, desserts, and an array of sides. Recently, Burger King reintroduced, for its third time, 

Chicken Fries. This menu item is very popular among consumers, and could pose a possible 

threat to our company.  

 

Figure 4 (Pictured Below) 

           Annual Sales of Direct Competitors                 Annual Sales of Indirect Competitors  

 

   
                 (Hoover’s, Inc., 2014)                                                          

 

After evaluating Chick-fil-A’s direct and indirect competitors, it is evident that the fast food 

industry is very competitive between companies. Chick-fil-A’s main competition is food chains 

that primarily serve chicken, but competitors that specialize in other products also may pose a 

threat. It may be beneficial to expand Chick-fil-A in less concentrated regions in order to reach 

different consumer bases. This would help combat competition that is heavily populated in all 

regions of the country.  

 

  

(Hoover’s, Inc., 2014) 
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Market Environment Evaluation 
 

Open book business practices 

 

In the fast-food industry, a trend shows that more people are becoming interested and concerned 

about the food they are consuming, as well as becoming more health-oriented. Due to this trend, 

Chick-fil-A offers the “Meal Tracker” app on their website. The meal tracker provides access to 

the full menu along with nutritional facts and allergy information of each product. You are able 

to enter in everything you ordered and the tracker will calculate all of the nutritional information 

in the side bar. This allows consumers to be aware of what they are eating, as well as how 

healthy they are eating.  

 

Another way that Chick-fil-A is contributing to this trend is through their “Step into Our 

Kitchen” page on their website. This page focuses in on how Chick-fil-A is centered around the 

quote, “happily handcrafted…. as always.” It takes you through a virtual tour of how they 

squeeze their fresh lemons for lemonade, hand-bake rolls daily, and prep and cut their vegetables 

in store every morning. This contributes to the open book business practices market trend 

because it gives the consumers a great behind the scenes visual experience of how Chick-fil-A, 

bakes and prepare their food (Chick-fil-A, 2015).  

 

Fundraisers encouraging family involvement 

 

Chick-fil-A offers multiple fundraising nights in local communities. This, not only increases 

involvement in the families, but also helps the business immensely. Hosting fundraisers for local 

schools and events can help the business by encouraging more business on slow nights, bringing 

in new customers that otherwise would have eaten somewhere else, and creating a good standing 

of the business in terms of the community and family involvement (Mintel, 2011). 

 

Economy 

 

“Chick-fil-A generates more revenue per restaurant than any other fast food chain in the US,” 

(Peterson, 2015). In 2014, Chick-fil-A generated nearly $5.8 billion in revenue. Their average 

sales per a restaurant were at nearly $3.5 million, whereas their competitor KFC sold $960,000 

per restaurant. McDonalds also lost to the chain, averaging $2.5 million in per restaurant sales. 

Chick-fil-A only has 1,887 restaurants, primarily located in the Southeast, and none of them are 

open on Sundays. In comparison to McDonalds having 14,000 locations with most of the 

restaurants being open 24/7, their average sales per a restaurant beat out McDonalds immensely 

(Peterson, 2015). 

 

Problems that have an effect on product sales are that Chick-fil-A is closed on Sundays, due to 

their religious beliefs. Having the restaurants open on Sundays could increase sales per 

restaurant, as well as increasing their annual revenue. Another problem that has an effect on 

product sales is the amount of store locations. Opening more stores in the Northern parts of the 

country could make Chick-fil-A more known in all of the states, as well as increasing their sales.  
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Figure 5: 2014 Sales of Fast-Food Chains in 2014 (Peterson, 2015) 

 

Conclusion 

 

Chick-fil-A is known and loved for their “southern hospitality” environment they portray 

throughout their restaurants. They have a different approach in the fast food service industry 

compared to their competitors but are still coming out on top in their sales per restaurant. Their 

annual revenue has increased immensely from the year 2000, when they first reached one billion 

in system wide sales. From there, their annual revenue increased to nearly 6 billion by 2014. 
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SWOT Analysis 
 

Strengths 

 

 Specializes in Chicken Products. Chick-fil-A provides a good alternative to consumers 

who want to stray from other fast food restaurants, such as McDonald’s and Burger King, 

that serve red meat. By focusing on chicken products, Chick-fil-A has also been able to 

set themselves apart from other fast food restaurants as well as maintain a persistent 

increase in sales since the company’s inception. 

 

 Positive Work Environment: Chick-fil-A prides itself on investing in their employees’ 

futures by offering academic scholarships and above minimum-wage pay. Doing so has 

created a positive work environment for their employees. By offering scholarships, 

Chick-fil-A is encouraging and empowering their young employees to achieve their 

personal goals. 

 

 Popular Advertising Campaign: Chick-fil-A boasts a popular advertising campaign that 

makes the company easily identifiable. The Chick-fil-A Cow is a signature element to 

their brand. 

 

 Community and Family Oriented: Chick-fil-A is known as a family and community- 

oriented fast-food chain.  The company offers birthday parties, family nights, and 

fundraising opportunities for local schools and organizations. These events have set 

themselves apart from other fast food restaurants that don’t offer such opportunities. 

 

Weaknesses 

 

 Closed on Sundays: All Chick-fil-A restaurants are closed on Sundays. This means that 

the company loses 52 days of business each year, in addition to observed holidays.  This 

has a direct impact on sales, and leads to decreased brand awareness. 

 

 Uses Peanut Oil: Chick-fil-A uses peanut oil for all of their fried products, limiting their 

sales to consumers without peanut allergies. 

 

 Regionalized Locations: Chick-fil-A is prominently located in the Southern U.S. 

Although the company is continually expanding, its restaurants are scarce in other 

regions such as the West and Midwest. 

 

 Corporate Culture: Chick-fil-A’s corporate culture has been under scrutiny recently for 

the chairman’s controversial comments on same-sex marriage, the LGBT community and 

religious views.  This controversy may alienate certain consumers and investors. 
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Opportunities 

 

 Franchising Opportunities: There are many franchising opportunities for the company 

to expand onto college campuses and airports.  This opportunity will help to continue to 

expand the growth of the business. 

 

 Menu Diversity: Creation of a more diverse menu without changing their signature 

brand image, chicken products. 

 

 College Sponsorships: By sponsoring college football games, they are striving to expand 

their brand awareness across all universities in the United States. Chick-fil-A is currently 

the sponsor of the Peach Bowl, a college football bowl game held in late December every 

year. 

 

Threats 

 

 Competitions Brand Loyalty: Chick-fil-A’s primary competitors, KFC and Popeye’s, 

maintain strong brand loyalty among customers in the southern region. 

 

 Consumer Protests: Protests against Chick-fil-A could bring negative awareness and a 

decline in profits. 

 

 Diversity in Competitors Menus: Many of Chick-fil-A’s competitors provide more 

diversity in their menus and are continually expanding their options while Chick-fil-A 

hasn’t made a major change to their menu since the Spicy Chicken sandwich in 2010. 
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Research Questions 

 

In what ways can Chick-fil-A target the millennial demographic after Cathy’s controversial 

comments on same-sex marriage?  

 

After Chick-fil-A’s chief operating officer, Dan Cathy, publicly stated his stance against same-

sex marriage, the company found itself in some controversy. The millennial generation, 

especially college students, tend to have more individualistic views. Students at several 

universities even attempted to ban the company’s restaurants (Uzzel, 2012). Our secondary 

research also concluded that the demographic of super users are middle-class families with 

children under the age of 18. Knowing these factors, what strategies or marketing promotions 

would best be implemented in order to reach this consumer base? 

 

How can Chick-fil-A maintain their brand message using a good social media presence on 

platforms such as Twitter, Instagram, and Facebook? 

 

Although Chick-fil-A currently has a solid social media presence, improvements can always be 

made in order to further maintain their brand message. Chick-fil-A takes pride in its family-

oriented, community-serving mentality. However, this needs to be reiterated on social media in 

order to reach certain demographics, which they have lost due to comments on controversial 

statements. How can Chick-fil-A maintain a positive brand image through social media 

campaigns? 

 

By incorporating a more diverse menu without changing their signature brand image (chicken 

products), Chick-fil-A will be able to appeal to a wider range of consumer tastes? 

 

Chick-fil-A is known for its signature chicken products, such as the Chick-fil-A sandwich and 

nuggets. However, many of Chick-fil-A’s competitors offer a more diverse menu with options 

such as premium sides and different styles of chicken. For example, according to our secondary 

research, Kentucky Fried Chicken offers an array of more upscale sides like mashed potatoes and 

coleslaw, while Chick-fil-A is limited to waffle fries and fruit. We hypothesize that by creating a 

more diverse menu with more options for consumers (while not changing their brand image), 

Chick-fil-A will appeal to a wider range of consumer tastes.  
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Research I – Focus Group Interviews 
 

Overview 
 

Our team conducted two focus groups in order to conduct qualitive research on our client. Both 

focus groups consisted of 5 participants, lead by a moderator from our team. Participants were 

able to have open discussions with one another, while answering questions pertaining to our 

client. By conducting these focus groups, our team was able to gain insight into consumers’ 

viewpoints and aid in answering our research questions.  

 

Objective 
 

The objective of this focus group research was to discover Chick-fil-A’s brand awareness and 

image. In addition to these findings, we also sought to discover whether Chick-fil-A CEO, Dan 

Cathy’s controversial same-sex marriage comments had any effect on consumers’ purchase 

decisions and opinions on the company’s brand image. 

 

Focus Group #1 
 

Date: Monday, November 16, 2015 

Time: 8:30 p.m. EST 

Location: West Virginia University Downtown Library 

 

Participant Gender Age Brand Awareness 

1 Male 21 High 

2 Male 21 High 

3 Female 20 High 

4 Male 21 High 

5 Female 19 High 
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Focus Group #2 
 

Date: Tuesday, November 17, 2015 

Time: 6:00 p.m. EST 

Location: West Virginia University Downtown Library 

 

Participant Gender Age Brand Awareness 

1 Male 19 High 

2 Female 20 High 

3 Female 20 High 

4 Female 21 High 

5 Female 21 High 

 

Summary and Analysis 
 

Analysis of Introductory Questions 

 

During the introductory questionnaire, participants of the focus groups were asked basic 

questions about Chick-fil-A. These introductory questions were asked in order to get a better 

understanding of the participants’ brand awareness of Chick-fil-A, as well as whether they 

viewed the company in a positive or a negative light. Most participants seemed very 

knowledgeable about the brand and the company. Participants generally ate at Chick-fil-A 

frequently, usually at least once a week. Participants viewed Chick-fil-A’s food quality, service, 

and community involvement as superior to other fast food chains. Participants were asked what 

comes to mind when they think of Chick-fil-A, some responses given were: friendly, quality 

chicken, nicest fast-food place to eat, quick, family-oriented, and religious. The quality of Chick-

fil-A’s chicken is what participants said they are most drawn to about the brand, and the fact that 

it doesn’t feel as greasy as other fast-food chains. All participants were satisfied with their 

experiences with Chick-fil-A, and they would recommend eating at the establishment to others. 

After analyzing these findings, we have concluded that, overall, our focus group participants 

have a positive view of Chick-fil-A’s brand image, as well as their service and quality of food. 

 

Analysis of Research Questions 

 

At the beginning of the research questionnaire portion of the focus group, participants were read 

this statement by Chick-fil-A’s CEO, Dan Cathy: 

 

“We’re inviting God’s judgment on our nation when we shake our fist at him and 

say we know better than you as to what constitutes a marriage. And I pray God’s 

mercy on our generation that has such a prideful, arrogant attitude that thinks we 

have the audacity to redefine what marriage is all about.”  
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Participants were then asked a series of questions pertaining to this statement. These questions 

were asked in order to discover whether or not their opinion of the Chick-fil-A brand had 

changed. Most participants were already somewhat familiar with the controversial issue; 

however, they were not aware to the extent of the comments made by Cathy. During discussion, 

participants came to the conclusion that while Cathy’s comments were not in good taste, it did 

not change how they felt about Chick-fil-A’s service and community involvement. Some 

participants stated they knew the brand was religious for not being open on Sunday’s, but after 

knowing the extent of how Cathy feels, they now realize how super religious the company 

actually is. In addition, participants generally agreed that the comments would not change how 

often they ate at Chick-fil-A restaurants. Participants had varied views on same-sex marriage, but 

all agreed that the comment was not professional. Participants felt that Dan Cathy should not 

have addressed the situation at all, as it had nothing to do with the brand. One respondent even 

stated, “If that was me in his shoes, I wouldn’t have made a comment on such a controversial 

issue.” We have found that these comments have had some impact on the positive brand image 

of Chick-fil-A. However, it has had little to no effect on consumption of Chick-Fil-A products. 

After bringing awareness about what Cathy’s controversial statement, participants were next read 

the following statement, also made by Chick-fil-A’s CEO Dan Cathy, which was his reply to 

Forbes about his controversial tweet: 

 

“Gay Marriage still wrong, but I’ll shut up about it and sell chicken.” 

 

Participants were asked a few questions about the above statement. Most participants were aware 

of Cathy’s original statement, but not with the way he handled it with this reply. Participants 

again agreed Cathy handled this in an unprofessional manner and should’ve gone without any 

comments on social media when his opinion wasn’t asked. Participants also stated he could have 

stated it in a way that wouldn’t be so offensive to such a sensitive subject. However, during the 

discussion, participants felt he said what he wanted to without hesitation because he knew in the 

end nothing would change the brand’s success or consumer purchase. We have again found that 

Cathy’s comments have had some impact on the positive brand image of Chick-Fil-A, yet it has 

had little to no effect on consumption of Chick-fil-A products. 
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Research II – Quantitative Online Survey 
 

Online Survey 

 

Survey Overview 
 

For our quantitative data, we conducted an online survey set up to gauge how effective Chick-fil-

A does with their brand image on social media sites.  

 

Survey Objective 
 

We set up a series of questions that pertained to participants’ usage of various social media 

outlets, such as Facebook, Instagram, Pinterest, Snapchat and Twitter. The survey was also used 

to determine the participants’ perception of the fast-food industry’s usage of social media. The 

results were also used to see where Chick-fil-A could improve in their usage of social media. 

 

Survey Details 
 

Open Date – November 10, 2015 

Close Date – November 24, 2015 

Data Collection method – online at www.qualtrics.com, email, Facebook, text message, Twitter  

Total number of participants – 123 

Average age of participants – 24.8 years old 

 

Survey Results 

 

Social Media Perceptions 

 

According to the survey, the top three social media outlets used are Instagram (33%), Facebook 

(28%) and Twitter (22%). When asked how often one checked social media pages, 67% of the 

participants said they checked social media pages more than four times daily, as shown below.  
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Figure 6: Survey participants social media usage. 

How often do you check social media pages? 
# Answer   

 

Response % 

1 Never   
 

2 2% 

2 
Less than 
Once a 
Month 

  
 

0 0% 

3 
Once a 
Month 

  
 

2 2% 

4 
2-3 Times a 
Month 

  
 

0 0% 

5 Once a Week   
 

0 0% 

6 
2-3 Times a 
Week 

  
 

4 3% 

7 Once Daily   
 

5 4% 

8 
2-3 Times 
Daily 

  
 

27 22% 

9 
More than 4 
Times Daily 

  
 

83 67% 

 

When asked if they noticed advertisements on social media outlets, 76% of the participants said 

yes. To further evaluate, we asked the participants if they felt advertising through social media is 

effective, as well as how effective advertising on each social media platform is. 

 

Figure 7: Advertising through social media 

For the following questions, please rate to what extent you agree with 

the following statement. Advertising through social media is effective. 
# Answer   

 

Response % 

1 
Strongly 
Agree 

  
 

18 15% 

2 Agree   
 

60 49% 

3 
Neither Agree 
nor Disagree 

  
 

19 15% 

4 Disagree   
 

21 17% 

5 
Strongly 
Disagree 

  
 

5 4% 

 

As shown above, nearly half of the participants believed that advertising through social media is 

effective. When asked if Facebook is an effective advertising medium, 65% agreed or strongly 

agreed with the statement. When given the same statement for Pinterest, 55% of the participants 

either agreed or strongly agreed with the statement. Twitter is also viewed as effective 

advertising medium, with 52% either agreeing or strongly agreeing with the statement, “Twitter 
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is an effective advertising medium,” while 50% agreed or strongly agreed with Instagram being 

an effective advertising medium. 

 

Figure 8: Snapchat as advertising medium. 

Snapchat is an effective advertising medium. 
# Answer   

 

Response % 

1 
Strongly 
Agree 

  
 

5 4% 

2 Agree   
 

22 18% 

3 
Neither 
Agree nor 
Disagree 

  
 

31 25% 

4 Disagree   
 

46 38% 

5 
Strongly 
Disagree 

  
 

18 15% 

 

When asked if Snapchat is an effective advertising medium, the majority, 53%, disagreed or 

strongly disagreed with the statement. 

 

Fast-Food Social Media Presence 
 

In order to fully evaluate Chick-fil-A and their social media usage, we asked participants a few 

questions that looked at the fast-food industry as a whole. 

 

Figure 9: Fast food restaurants and social media presence.  

Fast food restaurants have a strong social media presence. 
# Answer   

 

Response % 

1 
Strongly 
Agree 

  
 

8 7% 

2 Agree   
 

48 39% 

3 
Neither 
Agree nor 
Disagree 

  
 

36 29% 

4 Disagree   
 

25 20% 

5 
Strongly 
Disagree 

  
 

6 5% 

 

When asked if fast food restaurants have a strong social media presence, there was mixed 

perceptions, with 49% of the participants were either neutral or disagreed with the statement, 

while 45% either agreed or strongly agreed, as shown above. According to the survey, 82% of 

the participants believe that fast food companies use television the most for advertising, while 

only 11% viewed Internet/Social Media as the medium most used for advertising by fast food 

companies.  
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Chick-fil-A On Social Media  
 

When it comes to Chick-fil-A, 90% of the participants stated that they do not follow Chick-fil-A 

on any social media outlets. Because of this, many of the participants were neutral when asked if 

Chick-fil-A had a strong presence on each of the social media outlets, as shown below. 

 

Figure 10: Chick-fil-A Social Media Presence 

 
 

Because of the neutrality, 68% of the participants believed that Chick-fil-A could improve its 

social media presence. 28% of participants felt that other fast food restaurants have a stronger 

social media presence than Chick-fil-A, while 50% of the respondents neither agreed or 

disagreed with the statement.  

 

When asked how they felt Chick-fil-A could improve its social media presence, one respondent 

said, “I am in PR and I pay attention to social media and advertising pretty well, but Chick-fil-A 

has never stood out to me. They could post more fun things to gain awareness and involvement 

from the public. If they post really well, others will share them.” 

 

Survey Conclusion 
 

In conclusion, we feel the survey provided valuable insight into how we can help Chick-fil-A 

improve their social media usage. We also gained valuable knowledge with what social media 

platforms that we can concentrate our efforts towards in order to create a strong social media 

presence for Chick-fil-A. Improving Chick-fil-A s presence on Facebook, Instagram, Pinterest, 

and Twitter would be our main focus. According to our survey, those four platforms are the most 

effective to advertise on. 

 

4
3%

7
6%

70
58%

29
24%

11
9%

Chick-fil-A Has A Strong Over-All Social Media 
Presence

Strongly Agree

Agree

Neither Agree nor Disagree

Disagree

Strongly Disagree

Total Respondents = 121
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Summarization  
 

Our team was very ecstatic to work with Chick-fil-A, a distinguished American quick-service 

restaurant chain specializing in chicken products. Headquartered in Atlanta, Georgia, Chick-fil-A 

restaurants are prominently located in the South, and are known for maintaining their loyalty to 

the community, providing a family-oriented environment, as well as keeping their religious 

views prominent. Throughout extensive primary and secondary research, we, as a team were able 

to collect quantitative and qualitative data to develop a strategic marketing strategy for Chick-fil-

A.  

 

To begin our research, we first decided to analyze the history of our brand and interpret the 

tactics used throughout Chick-fil-A’s marketing strategy. From there, we delegated different 

evaluations to each member of our team to complete our situation analysis. Each member was 

responsible for extracting the necessary data for the product, consumer, competitive, and market 

environment evaluations, as well as completing a SWOT analysis.   

 

To conclude our findings, Chick-fil-A has created a menu with a wide array of items specializing 

in quality chicken products while focusing on the healthier aspect of fast food dining. In doing 

so, this separates Chick-fil-A from competitors.   

 

When considering the importance of Chick-fil-A’s menu items, the health aspect of the menu ties 

into the consumer profile as well. In February 2014, by announcing the promise of only serving 

antibiotic-free chicken, Chick-fil-A is becoming more environmentally friendly by removing 

both artificial ingredients from the bun and yellow dye from the chicken soup. In doing so, 

Chick-fil-a’s primary target audience is middle to upper-middle class preferring an efficient, 

clean environment, healthier options for their children, and more of a “high class” touch to fast 

food. On the other hand, they are still focusing on general populations within certain areas such 

as college campuses, airports and strips to increase their productivity.  

 

In 2012, CEO Dan Cathy, made a controversial comment regarding the Supreme Court’s 

decision in favor of same sex marriage stating, 

 

” Were inviting God’s judgement on our nation when we shake our fist at him and 

say we know better than you as to what constitutes a marriage. And I pray God’s 

mercy on our generation that has such a prideful, arrogant attitude that thinks we 

have the audacity to redefine what marriage is all about.” 

 

This comment swayed the decision of many consumers that were once dedicated customers, and 

made it difficult to broaden the demographics to a younger audience.  
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Once our team put together the data and evaluations for the situation analysis, we were able to 

construct two basis research questions that were necessary to kick-start our further research. The 

two questions were: 

 

 In what ways can Chick-fil-A target the millennial demographic after Cathy’s 

controversial comments on same-sex marriage? 

 How can Chick-fil-A maintain their brand message using a good social media presence 

on platforms such as Twitter, Instagram, and Facebook” 

 

In order to develop practical solutions to our research questions, our team implemented a 

quantitative online survey questionnaire and two qualitative focus group sessions. In order to 

reach a wide range of audiences, in an efficient manner, each member of our team sent out the 

link several times through social media platforms such as Facebook and Twitter. Group members 

also distributed the survey link via email, text message and word of mouth. The survey reached a 

total of 129 participants. Our two focus groups consisted of 5 participants in each, 4 males and 6 

females.  

 

After retrieving the data from the online survey and the focus group interviews, we then 

connected that data to the information collected from the situation analysis to ultimately 

conclude our findings to our two research questions.  Overall, our findings suggest that Chick-fil-

A is readily available to all consumers in their target market, and still portrays an impressive, 

well-known brand image within the fast- food industry. Even though our findings prove Chick-

fil-A is prominent in many college campuses, targeting younger demographics, their social 

media presence among collegiate aged consumers are very low. In regards to Chick-fil-A’s 

reputation, it is important to discuss sensitive topics or societal issues in a caring, professional 

manner to keep our customers loyal, happy, and comfortable in our restaurants.  

 

Discussion and Implications  
 

After conducting an intensive research study, we found essential findings through both 

qualitative and quantitative data. These particular findings can enhance Chick-fil-A’s current and 

future campaigns by providing Chick-fil-A with a better understanding of where they stand in the 

fast-food industry.  

 

Our survey reached a total of 144 participants, but only 129 fully completed the survey. This 

caused some implications when constructing tables and graphs with our findings being so 

skewed. After we received these results, our team realized we should have made the survey to 

where participants had to answer every question before submitting to acquire better results. 

Although, we still gained much insight from the survey to understand target consumer lifestyles 

better. Our survey provided valuable insight on how we can help Chick-fil-A improve their 

social media usage while also providing valuable knowledge on which platforms Chick-fil-A can 

concentrate our efforts towards in order to create a strong social media presence. According to 

our survey responses, improving the presence on Facebook, Instagram and Twitter would be the 

most effective platforms to advertise on.  
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Throughout our focus group interviews, we concluded that most of these college participants 

seemed very knowledgeable about the brand, and the company. The participants were aware of 

the family-oriented, community-involved image the company portrays. In terms of the products, 

the participants were mostly satisfied with the quality of the food and the service.  The majority 

of the participants were aware of the controversial statement made by Dan Cathy on same-sex 

marriage, and their responses were steady throughout. Participants felt that Cathy should not 

have addressed the topic at all, as it has nothing to do with the brand or company. Most 

participants agreeing that the statements were unprofessional and uncalled for. Overall, the 

qualitative data concluded that this comment has made some impact on the positive brand image 

on Chick-fil-A, however, according to our focus group interviews, had little to no effect on the 

consumption of Chick-fil-A products. 

 

Technological Errors 
 

It is important to note that during the conduction of this survey, it is possible that there were 

some technilogical errors when participants were answering the questionnaire. Our data shows 

that there were 144 total respondents that simply started the survey. Of this number, there was a 

10% dropout rate. This could be for a multitude of reasons, however it has come to our team’s 

attention that technilogical error could be the reason for this number. In addition, it is a 

possibility that respondents skipped certain questions, which could have skewed some of our 

results. Because of this, there may have been inconsistency in the number of survey respondents 

on some questions. We have taken these considerations into account when analyzing our survey 

data.  
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Chic-Fil-A Research Plan 

 

Our first research question we selected is, “in what ways can Chick-fil-A target the millennial 

demographic after Cathy’s controversial comments on same-sex marriage?” We’ve chosen this 

because we wanted to see if this controversial issue affected Chick-fil-A’s brand image, and if it 

impacted their annual revenue. In this day and age, the gay community has become more 

outspoken and dedicated to what they believe. The specific method we will be using for this 

research question is a focus group. We feel a focus group will be beneficial in providing us with 

a more in-depth analysis about this controversial issue. A focus group will help to provide us 

with more flexibility and a better opportunity with follow up questions. Since our participants 

mostly consist of college students with busy schedules, using a focus group for this research 

question will quicken the process of gathering preliminary information. 

 

 For our second research question we decided to use, “How can Chick-fil-A maintain their 

brand message using a good social media presence on platforms such as Twitter, Instagram, and 

Facebook?” Overall, Chick-fil-A can improve their brand image by engaging in more social 

media platforms. Social media is an inexpensive way to capture people’s attention and reiterate 

Chick-fil-A’s brand image. By doing so, it will create more awareness to a younger target 

audience, while educating their followers on community events and brand awareness. The 

specific method we will be using for this research question is an online survey and written 

survey. We feel that a survey will be effective for this research question because it will give us 

quantitative data that will provide us with more concrete understanding on this research question.  

 

 The focus group will consist of college students on campus at West Virginia University. 

We will recruit these participants by going into the Mountainlair during lunch hours and will go 

around the area and look for a group of students at a table with five to seven people. After 

selecting our participants, we will set up a time and place to conduct our focus group. We will 

also distribute flyers throughout campus. For our survey method, we will recruit out participants 

through social media platforms, such as Twitter, Facebook, Intstagram, etc. We will also 

distribute the link to the online survey at the Mountainlair, library, classrooms, etc. Overall, the 

sample size for our survey method will consist of approximately 150 people.  

 

 We plan to start recruiting our participants within the next ten days. After finding our 

participants for the focus group, we will then prepare interview questions, select a moderator, 

and set up a time a place to meet. For our surveys, we will distribute them as soon as possible 

after we create the questions for the questionnaire. The deadlines for both methods will be 

November 20, 2015. 
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Chick-fil-A Brand Focus Group Moderator Guide 

 

I. INTRODUCTION (2 ½ Minutes) 
 

1. My name is _______________ and I’m the moderator today. 

2. The purpose of this discussion is to talk about Chick-fil-A’s brand image.  I’ll be asking 

your opinions and your experiences.  

3. I am a college student conducting this survey for my strategic communications research 

class.  I don’t work for any particular company and I don’t have anything to sell. 

 

II. GROUND RULES (5 Minutes) 

 

1. This session will last about one hour. 

2. This session is being recorded. 

3. Observers are present.  Notes may be sent in. 

4. Please talk freely and openly. There are no wrong answers, and your opinion is greatly 

valued. We are looking for various different viewpoints. 

5. Everyone in the group needs to speak and respond in some way to each question. 

6. Please talk clearly and audibly. Avoid side conversations and talking over one another. 

7. Exchange points of view with each other – you don’t need to address all answers to me. 

8. Are there any questions before we begin the session? 

 

II. INTRODUCTORY QUESTIONS (15 Minutes) 
 

1. What is everyone’s name and age? 

2. Do you eat at Chick-fil-A restaurants? If so, how often? 

3. How knowledgeable do you consider yourself regarding Chick-fil-A? 

4. How would you describe Chick-fil-A in comparison to other fast food restaurants in 

regards to food quality, service, and community involvement? 

5. Overall, how satisfied are you with the service you have received at Chick-fil-A 

restaurants? 

6. When you think of Chick-fil-A, what is the first thing about the brand image that comes 

to your mind? 

7. Is there any aspect of Chick-fil-A’s brand image that would discourage you from eating 

at Chick-fil-A restaurants? 

8. Would you recommend Chick-fil-A to someone who has never had it? Why or why 

not? 

 

III. BACKGROUND (2 ½ Minutes) 

 

I am now going to read you a comment made by Chick-fil-A’s CEO, Dan Cathy, in 2012 

in regards to the Supreme Court’s decision in favor of same-sex marriage: 

 

“We’re inviting God’s judgment on our nation when we shake our fist at him and 

say we know better than you as to what constitutes a marriage. And I pray God’s 
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mercy on our generation that has such a prideful, arrogant attitude that thinks we 

have the audacity to redefine what marriage is all about.”  

 

IV. ANALYSIS QUESTIONS (30 Minutes) 

 

1. Were you previously familiar with Dan Cathy’s comment on same-sex marriage? 

2. How does the comment make you feel? 

3. Do you think Dan Cathy’s comment has a lot to do with how often you purchase Chick-

fil-A? 

4. If you worked during the time of Dan Cathy’s comment, how would you have reacted 

to his statement? 

5. When you think of Chick-fil-A, does Dan Cathy’s remark stand out in your mind? 

6. Before the controversy, what would be four adjectives you would have used to describe 

Chick-fil-A? 

7. Now after being familiar with what was said, did the four adjectives change? 

8. If so, why? And what are they now? If not, why did your opinion stay the same? 

9. Are you familiar with the way he handled his twitter comment? (Forbes headline: Gay 

Marriage still wrong, but I’ll shut up about it and sell chicken) 

10. Do you think he conducted himself in a professional manner? 

11. What do you think the worst aspect was of this controversial issue? 

12. How could he have addressed the issue in a noncontroversial manner? 

 

V. CLOSING REMARKS (5 Minutes) 

 

1. Does anyone have any other comments or questions they would like to add? Feel free to 

do so at this time. 

2. Thank you for taking the time to participate in this focus group. Your input is greatly 

appreciated. 
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Focus Group Notes 
 

Focus Group #1 Notes 

 

Introductory Questions Notes: 

 

 Participants are college-aged, very knowledgeable about CFA. 

 Discussed that they have always had good experiences when it comes to quality and service. 

All agreed that they are satisfied with experiences overall. 

 Discussed that they identified CFA’s brand image through the “Eat Mor Chikin” slogan as 

well as the cow mascot. 

 Discussed that the only negative aspect they have heard about CFA was the same-sex 

marriage controversy. 

 All participants agreed they would recommend CFA to others 

 Discussed in length about how chicken at CFA is much higher quality than other chicken 

restaurants. 

 

Research Questions Notes: 

 

 All participants were somewhat familiar with the comments made by Dan Cathy 

 All participants said that although they did not necessarily agree with the comments, they 

would still eat at CFA and it would not change how they viewed the company 

 Adjectives used to describe CFA were yummy, juicy, warm-hearted, “My pleasure”, and 

delicious 

 Adjectives stayed the same after comments were read 

 Agreed that Cathy’s comments were not professional 

 Agreed Cathy should not have said anything 

 Cathy should not have brought religion into business 

 Everyone in the group continues to eat at CFA, agreeing that the quality of food trumps 

Cathy’s views 

 

Focus Group #2- Notes 

 

 5 Respondents 

 All eat Chick-fil-A 1-2 times per week 

 Participant 1- likes the nuggets, says sandwiches are greasy 

 Participant 2- says food is good but all fast food is the same 

 Participant 3- foods good, quality, doesn’t know about community work but does know they 

do a lot of fundraisers 

 Participant 4-likes how they have a “healthier” alternative to fast food, felt that the chicken 

was healthier, and better-quality chicken than McDonalds 

 Participant 5-says food is yummy, fast, friendly, and family-oriented 

 Service is good, chicken quality is better than others, doesn’t feel as greasy as other fast food 

 Everyone thinks of the cow when they think of the Brand 

 No one wouldn’t personally wouldn’t eat Chick-fil-A or wouldn’t not tell others to eat it 
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 Most felt that Chick-fil-A was very involved in the community and thinks that the fundraisers 

and a great aspect 

 Half knew of Dan’s tweet comment, but participant 1 did not, others didn’t know the extent 

of it 

 Most think the comment wasn’t relevant to anything with the brand and one respondent said 

“If that was her in his shoes, she wouldn’t have said that” 

 But none of them would stop eating Chick-fil-A because of it, but his exact remark doesn’t 

stick in their mind when they plan to eat Chick-fil-A 

 4 words to describe Chick-fil-A: Tad bit greasy, Staff is kind, typical fast-food, friendly, 

good- food, delicious, quick, greasy, quality chicken & only chicken, healthier than other fast 

food, tasty, yummy, quick, super friendly, family-oriented, religious 

 After knowing Dan’s Tweet: opinion stays the same, not going to stop them from going 

there, now realizes after the comment how super religious, doesn’t bother last two 

respondents about the food still 

 Participant 4: Doesn’t agree with Dan’s tweet, but felt that it was out of line and not a topic 

that should’ve been talked about 

 The after comment: none of them were aware of it, but they all think he should’ve handled 

the comment better 

 Figuring out that he actually feels so strongly about gay marriage, “Chick-fil-A is the only 

fast-food restaurant that openly supports gay marriage, but he does it because he knows he’ll 

still be successful so he didn’t care” 

 Should’ve went without any comments on social media when his opinion wasn’t asked, feels 

as if he should’ve stated it better and stated it in a way that wouldn’t be so offensive 

 Participant 5 thought that the reason he said such a controversial statement was because he 

knew he would still be successful 
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Moderator Summary 
 

We conducted our focus group at the library in a private room for one hour.  Being the moderator 

conducting the discussion I had to be completely neutral with each topic so I did not bias the 

results of our responses.  It was hard for me to only ask the questions and not provide my own 

input because personally I am a talker and like to provide my own opinions.  Even though we 

had a variety of participants and their answers all seemed to be similar.  They all believed what 

the CEO said about same sex marriage was not ethical, but it did not affect their buying habits 

when purchasing Chick-fil-A.  

 

What I thought was the easiest way to conduct the focus group was to sit around in a circle and 

let each participant talk when it was their turn.  It was a lot less chaotic and responses were easier 

to interpret.  When there were controversial topics people spoke up more because they felt 

strongly about them, but when it was a general question people provided simple answers.  

 

Overall, the responses and body language throughout the discussion were what we believed them 

to be.  We thought they would have a distaste to what CEO Dan Cathy said about same-sex 

marriage, but they still purchased their food at least once a week.  They believed if the statement 

affected them directly then their outcome would have been different. 
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Online Survey 
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